(LEZFR) FRELSEERE N

H: BT RRE? T 5 VR RO 2 3 i R (RN S 2 1a] F 5 1)
fE#: KR XI#§ Haipeng (Allan) Chen

g—4
HiRALBR:

R SR = ANSEIARE 1 E R S IRR/RE ) YRR 52 EAE HI B R AL AL
FREA, B T B BER S YRR S A R RS AR o 6T AT B BRI T B
K, BEJI) URR BE RES i A RV E, TR TR AR 1B B FR T 2 ok, DT
YRR A G SCREt— Pl A PR R B IGAIE 1T 7 U sl 380 50 81 o R T 380y K
LS, LR AR SRR ML A R TR . D CAE T BRI~ EE AR
RIEEARE, JRR AV SRR SINWT FEHESE, B8 T 55 VRoRA R E I I 2% 1 o S0 S BR TS BT
SCHRVESE, BRI TTRR I -

B L SRS —BAAM S A RIS R AE 7 0] B B 5 I URSR, AT b
ARMEN, FHEMT RN LB R XA, AR REIYERE, 1Xn]
XS LA IR R 5 BT IX AN EFE [ O) RIERRFENS . VPN ERRIN VI B . 5
— BT =R IR S IEONATT S, TR E R, EE AT E T4 AR A
RiET7IC BIRSR)H M R RHRRRLE L A 30 S 2R S AT K.
BIR: A5 HE L RAOE M. LREFRARZ, X557 7'k, (D
2 7 RN BGRPAE TR L6, BEEATE. () W72 ekigs, R
PRE 7 AR S 5 R SR M S AL 0 59 1 I ELARE I S A i A ) 5 EAR i 7 5, 55
NVEAIHFRA A TR BURE J1 ) 35 VR R SR, IXAE R iE b S E RUE SRER &R . 5
Gb, AR AR RG], A5 RIS 5 SR E e IR SR AR R, (3)
I R AE T U AR AR R T R SRR bR T Z R AE DL BN, SIN H B e S
T, FERAAGE T E S AR SURAE, AR, £ E RS 5R
ASZIARMR B A 5 RE ) R A B 35 VR SR 22 18] AT BE A DL 280N I DR IR 7 SRAN [R] 520
JE R TR, IR B R AN ST BRI FE 7, DA AR 308 X A SR FU 7 5t S B AR SR
— AR TR

Zi ke, ZelIXT 11 R AT T EEIENEC BRI — —BRARE
Fo

B 2: REET B SCER IR warmth AT competence #8135 iceiim g 4 Fl<fe
B, ARSI T R, (R AL A A R AT 5 I N AR B A R R
L3 warmth A1 competence P54 1a] FRAf AT DARY AR EE AR — B A6 56 &R, warmth 65 11
JEAA I AIE X, Bt enthusiasm, affection, or kindness™*“vehemence or intensity of emotion”.
{EREFR SO E NI, iE N EEARR PRI, ORI A BN T, Ak
TR P, & —Fh AT 3 1 Pl i V25 o T o LR 2 1 FH 2 A7 AR AR R g Ak 2 ] Ak
SRAMIATENE, WTREA RIRZ MR . (EE e S 22l hBier %, Dl ch ofy
MESAE TP SCH S IAEHE

BBz REE o f A . K warmth BEONIERPE, & — PR SR BTV, 2t ok
PR FAAE . ASCTI NG FIRE I URR K B T ZIBR ED R A B o ZIAR BN RN AR



K, AT B FITEAN 23 S8<“warmth” Fl“competence” P N4 JE I . “warmth” 4 &

[ 2 A A B O E E T RetE, ek NGB B AU IS N, 8w

AR warmth (N, warmth 7B AR dE#E 2 56 25 TR AN AT Bk (F5RRESE, 2018).

¥ warmth BA#E, REWSIA N HRA A SRS Bl K. BIA. nl{5fiEes

SE, WREEME Y. &

BN VF 2 22 A R Fuh . warmth 3y <Rus >, R eE i £ (2017). FERRESE

(2018). #exk%E (2006). #ext%s (2014) FOfikss (2018), Hik, fEBMACHESET

X8, FREIE ST AR R TR IR AT 1 A

MRS RN T -

WRIEHE, M6, (2017). WRAN SRR AL 5 58 52 (i
20(3), 135-143.

FRHE, ZART, FRbeR. (2018). B HHha k. HUSFRE MR NTEEEL? L2 77K, 50(2), 243-252.

Yok, TRBHBH, X%, T8, (2006). ZIBEN RN AE: EInBR KT, OHFIZI R, 14(1), 138-145.

ek, PGV, 89575, Belsis. (2014). #E SR IHI0 R R R 3. O 2R i, 22(9), 1467-1474

Yok, 575, Rk, Q4. (2018). BERRITAN G SR I RO BIEE: MR ESSRIER. ©
FEF7R, 50(10), 1180-1196.

VAV 5 LR T RN AT T E L,

B 3: SCEONSESCCREEAT T AR, X O SO LU BURZIIAER . 5 S R A
FAFRR IS IEIL T2 PR Tt H AT SRR B R A P9 S5 4 A8 SR i b S
RS B, SRR A BN T B S R IR R R A SR 1.2.3 A
Al b el (L SHBERS: (NONIBINSEER? O 55, IXEEh) 7/ ZHI SO — T A g
IREF B, AFE &R SRR A E.  ESERGTEREIE Lid 2t b
o

[BIRZ: 5 e R NI SR L. MR RS A, BRATTIEA s R B 5, WA =
RIEHAT TR OSSR, AT & A SO 5 MV ARIE S, $2m 1 i it . i,
FRATTH <P D JET ¥ 2t 2k T P F) L 17 S22 22 A S5 R B SO A D JEORH 9% 3 AT
WIRA R IE P2, R 1.2.3 dh RO RS A sl 1 P SO et <A KRR SRR 9%
i R DA TR B R R R 3 £ 5 R I R 1 3 e O AT K e SRR 2 i A
7] 52 G SR R TR VAL AR ) BB A 3R, B BRI e O B s g, oAb 2
AL 5 ARIETT ) [P AT T INFAB . XS IR SO B T e e 2 Al b, e A SObR AL A
S BN G SCAH BEIEAT 1A N E N 58 3

B 4: fEEAESLE 1 BB N SLI0H 5 FH AR MR SC R 7 ORie s R, nl SR ftae it
ARG 25 R 2

EIR: B HFE L R E SR M TSLI 1, 7RI I0S2I6 Fh3RATR R B 52 F o 3 4
RESRG, [FIR AR R 37 Aok AT, HAh DT R Se5 1, RATG 2] 75505
1H—Egs . BRI

(1) st

FEARSZES R, TATKZ RS AE R, B —ANT5 5 /18 Dimotrol, DLk i I
A T5 58 1 B S S o S0 4 SRR . S R H I AR AR 132 M1 7ERS KA E
(80 % 4cH:; 18~23 %, M=20.41, SD=1.69).

OF  H YRR « K FIAH R HERRRI SC A A R TR P T, 8wt A E BB
TR R E R . fERE 1B YRR, KA A IEEE A E N 5, R
PLthFeRE R, ZRfEIE ), PRAKINE, 2 AR, S7E Dimotrol X558 /1)) &ik; 1E
PAGRIFRA, RARBEFE A ST, U SiE R, OERfEE, 55



B2 N, HLLE Dimotrol 1557 177,

Q@B TEM AR . ASLI @ H 3 SRS B B IR . ASLIGEH Sui AN
Han (2007) 2RI ik, ZEEUEMARE T 2B E. R EHETE 2
T AN FI TR AT B e, R R MR SR B AN A B RS, 43R B3R (3R, <3k
1) FIAK AR CRAT . “BAT) ARG A F I ARA .

A, BN [ IR ) VR R DR AR i 5 R [RS8 SR S8 1 R I s R AT
&

DSLIRFR T o TSI A8 G G M AH DG SEES H (1, 15 R0l 75 BT JLANASAH IR 5
5o SEISFFAA T S B I B B IR AT RN AR RENL A 4 AN, A
A3 I — AN /INECEE AR, BESR AT 52/ e g 0 [ A 20 34k HE G P g APRA R B A
%, 27 Hong 1 Chang (2015) J5iAZERAA A Zr Bl i SC s AR 2] 7RI AIK
N8 2 NI (=58 WA, T=582H). )5, mgldr vl : Dimotrol 1 — I
s, HETEEZREA TS, # T RRKFEES] Dimotrol Hofid vt 1Y, 5 7177 -
M) e #EFR, EREFARE T, RIE A O ENEZIES N EER. Nilt— P
#SEE H I, ZOREGAE N HCEEZK 5 ANy . fESLISE R E I QQ kA T A
SE BN AL A7 R o

(2) S5 o0Hr

OfE RS . R Cronbach’s o ZEON R/ BLIRR . FAE BLURSK LR St O Rl 2 R AT
BEREEARS . Horh, Ae iRk M 0.899, #HALFRAN 0.743, ML N 0.729,

QML . T, U HRRARE ST Z 0 KL, B8 BLUR R4 RE JIRHIER
B0 B TG RVRRAREIFFERIE 4 (M ennx = 4.85, M swis =4.29, F (1, 130)
=7.250, p =0.008<0.01), F{FH AR b BAFRFE 1S 73 3 & TR 0 BLVR SR b ARG R AE 1)
25 (M sk = 4.68, M wnix = 4.16, F (1, 130) =8.023, p = 0.005<0.01), ##nss Ry
AR — 20 BT S YRR 3R PE BTN . Bl 50 AT ER IS, 45 R EoR:
M7 B AL A BT B R 2 v T AR K B B A A B T R (M o
2= 460, M uunz = 2.65, F (1, 130) =27.202, p<0.001), Mk [ TN ik AR B
FAF ) 225 A7 H PR A A AAR B3R (M s = 4.44, M ogsan = 2.78, F (1,
130) =32.657, p<0.001), X3 H FRAEM FIERIMZ I .

@A LA EOA RN R A B AT 07 2 i Z R BoR, T IRsRIERRY (F (1,
128) =0.182, p=0.670>0.05) A HFKEM K EMN (F (1, 128) =0.149, p=0.700>0.05) ¥J
AR, HTEFRES AREMZ ERNEE (F (1, 128) =10.719, p<0.001). XiFJH
SEBREMEHE AT S, fe YRR S EAVERLRR TS AR S R AR (M s
=441, M wi4=3.82, F (1, 128) =6.75, p=0.01<0.05, n’=0.05); %F T-HIMK 3 FREHIHI
FE KU, AERURRT A LLRE I BVRR TS B RE S R M BEIAE (M =440, M g
=3.95, F (1, 128) =4.11, p=0.04<0.05, 1?=0.03), Ff—XEIF H1. 1EHNSEE 5925 1 1)
SERTEAa 8, UEERIEH TR A= R .

IR R NG, JATER SO b7 T IZaB nsEge i E 24 R, k.

HURR 5 EREMBZHEAN B3 (F (1, 128) =10.719, p<0.001, 1*=0.07). %} T
ST BB ETE R E TS, B IRVRRT & e YRR T 15 B RE 51 R A E (M e
#=4.41, M w55=3.82, F (1, 128) =6.75, p=0.01<0.05, 1?=0.05); *F THHHK [ B (1131
PRE KU, AAFBLURRT LR BUVR R AR T R M IAE (M snns=4.40, M enis
=3.95, F (1, 128) =4.11, p=0.04<0.05, 1?=0.03), F—XIIF H1. EHNSEEE 5925 1 1)
SR8, IEERIEH TR A= R .
PN BEIRILI L (3) ENER A H B, HREFIEF T



B 5: I =R AR R R A N AT TR, e R URR . BIREM A
SRR =3 HAR R A & AR RE SR UL B N TR S B, BRI IXA = H AT b It
1) & ZHLAE t b b i 22 51 ?

EIRL: B EH R KW E RN RAVERFE N, 8 7Sk, BREM SR
RO SO RS2 BB, 1930 T 50 SE R AR SR, T R R 075 S A it
TR B2 w R NI, TEIESCHEHT TS, WA :

P BRI [E A AR e dh AT 7 2290 A, S5 SRR, RSk BRREM SRR B
MR E (F (1, 270) =12.878, p<0.001, n’=0.046). ME TR, HEAT/HHSWr. X T
fEgiApl, 5 Rk 5 B R a A R A2 BAE H W23 (F(1, 270)=7.46, p=0.006<0.01,
1°=0.026). X FARMK F RN B, AAERURR & LLaE A RIVRSR) AL S| R dh A
[l (M sx=5.15, M gmsx=4.27, F (1, 270) =15.37, p<0.001, 1*=0.053); X TJhr {3k
W, B IR URR SRAE R & RS ORI A E R E Z R (M s
=4.39, M umuns=4.40, F (1, 270) =0.001, p=0.97>0.10, 1?=0.001). XTI, HHAR
IR RR 5 A TR SR R 558 B 3 (F (1, 270)=5.05, p=0.02<0.05, n?=0.018),
EAR AT (M 65522563, M wwne=4.43, F (1, 270) =29.39, p<0.001, n?=0.098)
AT AR (M 55=5.30, M wpins=4.77, F (1, 270) =7.16, p=0.007<0.01, n°=0.025)
BRI YRR A TE SR IR

DU I B KA S dE AT 5 200 #r, S5 RRW], T URoR . B IRE 5 SRR S TR
i3 (F (1, 270) =6.951, p=0.009<0.01, n?=0.025). AME TR, HEATHHSH. X
TAEG AR, T URR S B Rt =2 BAEH %3 (F (1, 270) =5.76, p=0.01<0.05,
1°=0.020). XFFARMK AR B, BAERIURR 5 LLAg A RIVRSR ) 5 B A 5] A M R
(M i55=4.99, M :x=4.07, F (1, 270) =14.16, p<0.001, n?=0.049); Xf Tz (IR IH
W, e 1B HIRR SRAE BT S RS UR I AR R E 2R (M ge52=4.30,
M wine=4.21, F (1, 270) =0.14, p=0.71>0.10, n?=0.005). X} THALAL, I~ HifFk 5 A
RS BUR L BEAEAAEZE (F (1, 270) =1.71, p=0.19>0.05, 1’=0.006), ik H
HAHIR (M 422513, M msns=4.25, F (1, 270) =12.89, p<0.001, 1?=0.045) FIfh37 [
WA (M 22483, M nins=4.38, F (1, 270) =4.17, p=0.04<0.05, 1°=0.015) HJxfH
JIBT R AR HE SR B A R
HAHBERLI3 3) LGRAMOTHE— B HROFIEETR.

HRA 2 BM:

ASCWFUIRARIBE D) T VRSRS whRARI 2, SIN Tl o rh A, B3
FEAN AV SRR AL &, SRR ABO AL BAT — € B A (B AN AR
W TCE AR RO ™, R thsg sy, (BIEAFE 282

BR 1: 5l 50 f ZEEimE. 25l BRMIZ SR IE RIRIE LSRN, RS
NAERIHERD, XA T AN, AMESERRE SO, 10 A NRE A SR, —
R LT RIE S NS SRR IEERR D, ARE S 8RR, &
WA RIAT, (EEEASEAF AR AT — N TR B RE TR . =R B R B RS
AR, 155 5 AR F IR, LAAE SRR

BIRz: B R RN E DR M. M H R NEU, X515 8o 7 BmmE. (O M
THRANNREABRRELREGT. (2 Wi 7 2L mRe], ARE TR RS
R EE W R AR A S 7o I HARSE P S A A1 EAL 1O 7 52, BOR AR 1 el



PRBLAE EEE ) 5 VRR NS, XFEAE I S R R . S Ah, bR
ARERI RG], Ay B 5 Ja SR GBS AIE . (3) JHIL PR FE) ™ T Yi ik
RERE P S YRR H AR Z (B A AE UL HC RN, I B B M B 18 A HL R Bk, I S Ay
W7 BSOS AL, IR, AE A B R SO 5N O ARK B B
HREARBAERHIROR (RZHERA 1R UCR R SRRSOy G R 5 F
R, FIED I8 AT BEAFAE VG BC RN I Rt SR AN RIS i SR 1) R, ) EA A SO
LHFTCANSY, DMERETEE XA SCIIIT 708 5 S ARHEZAT — AU 1 A

Zi L NIXLL EREH " il T T B ENECE, 1220 BRI — B4R
FE

B 2: SCHRGRIR A>Ty 5, wh/b— L H B RGSCHR. ks ) il g BE IR SR AR BRUROR

AMUAESE (2015), XFEAFSEIE . H IR0 B IA IR 200 3 TR, A0

SR D, [RIRE i RO [R) PRI DR AR B WL . WL AT A B A 2 o AR AU A 78

BRI SCHER, I8N 20 B R SO RREAT E AU

BN : RHFHRERNERE N, HSWEZE W REAT TSN

(1) ARSCHISTHERERIA A AERL T SRR R R, DI IRATTHEAT 1 4h 7. £E 1.2.1 ERY

ARE T EURRE >, B, BN T ZIAR EVR Py AT S IR AN RE 0 46 L 1Y) H L SCHR,

NJE AR )5 URR A SO N BE 1At SR5, AN BRECRI ] it i s

AT T R A BEAE SR KA 5SSOk, BEBE 1 i R AR B RE T REE I B il RS BEAIAT

NINIFRITTT, XOJE A K & YRR SCRRER IR S0t 1 42

FRTHIA BT 1.2.1 B RFIGEI ) B VR R B I, =B ARG TR o
(2) £ 122 BREMHIRE >, #5787 BREM AR CER, R T Markus &
Kitayama (1991) 45 5 SR B 3L K STk, f 5 A B R A OSTATS SEEAT T VRN A
FRIHI 2RI 1.2.2 F ] FCEE P PEIE A Ik 55— AR E T 27 o
KRS SR

Aaker, J., Vohs, K. D., & Mogilner, C. (2010). Nonprofits are seen as warm and for-profits as competent: Firm
stereotypes matter. Journal of Consumer Research, 37(2), 224-237.

Aggarwal, P., & Mcgill, A. L. (2007). Is that car smiling at me? Schema congruity as a basis for evaluating
anthropomorphized products. Journal of Consumer Research, 34(4), 468-479.

Bennett, A. M., & Hill, R. P. (2012). The universality of warmth and competence: A response to brands as
intentional agents. Journal of Consumer Psychology, 22(2), 199-204.

Cross, S. E., Hardin, E. E.,, & Gercek-swing, B. (2011). The what, how, why, and where of self-construal.
Personality & Social Psychology Review, 15(2), 142-179.

Fiske, S. T. (2018). Stereotype content: warmth and competence endure. Current Directions in Psychological
Science, 27(2): 67-73.

Fiske, S. T., Cuddy, A. J. C., Glick, P., & Xu, J. (2002). A model of (often mixed) stereotype content: Competence
and warmth respectively follow from perceived status and competition. Journal of Personality and Social
Psychology, 82(6), 878-902.

Fournier, S. (1998). Consumers and their brands: Developing relationship theory in consumer research. Journal of
Consumer Research, 24(4), 343-373.

Hilton, J., & Von Hippel, W. (1996). Stereotypes. Annual Review of Psychology, 47, 237-271.

Ivens, B. S., Leischnig, A., Muller, B., & Valta, K. (2015). On the role of brand stereotypes in shaping consumer
response toward brands: An empirical examination of direct and mediating effects of warmth and competence.
Psychology & Marketing, 32(8), 808-820.



Kervyn, N., Fiske, S. T., & Malone, C. (2012). Brands as intentional agents framework: How perceived intentions
and ability can map brand perception. Journal of Consumer Psychology, 22(2), 166-176.

Malone, C., & Fiske, S. T. (2013). The human brand: How we relate to people, products, and companies. San
Francisco, United States: Jossey-Bass.

Wang, VY., & Wang, L. (2016). Self-construal and creativity: The moderator effect of self-esteem. Personality and
Individual Differences, 99, 184-189.

Zarantonello, L., Schmitt, B. H., & Jedidi, K. (2014). How to advertise and build brand knowledge globally?
Comparing television advertising appeals across developed and emerging economies. Journal of Advertising
Research, 54(4), 420-434.

(3) H2RAESTVFRABIEURR ISR T B RATS , bR T EHEMEE (2015)
Z4b, AR EEBESCER. i, Zawisza il Pittard (2015) AG56 T #VE/GE 1) 2 GRIS 75 14
W= s NV B FR A B R NG R BTSSR N A R, 183 T IAE/RE
T R R N ST R [ (R A OGS o 2 SC IR ISP A T T B IRE D) e, ERLHAE TR S
NG

T, Puzakova, Kwak, & Bell (2015) i\Jy, WERELW (sincerity) Siifs % & K4
SERVERAFAE (14N, D SRR AR R AT SR, AT I Csincerity)
VR B, HHK TR OIXE T 2 S 800 5 E R 5 2 AL =43 RE
(competence) YF=RA5 SN, TEERI LT CGHXTRFE) S 5] &N b o B ) 58 i . 1%
O TREJURRAEE, RIURAEIESCR BN 1 1% CHR -

Xan, Kim (2016) f5t, 78 P EIAEURRSIE AT 2 R0E . I R
J A A R B R TGV S R JE R . TR, A PR R 2 1 0 i R
FEE SIS SRS B, ARG AT 2SR 7 IEURR) 2, BRIAE IESCh g in 1
Z3CHR .

FRTHIA BT 1.2.1 BAGHRIGEI ) B VR R i I VB R E 7 277

KRS SR T
Kim, T. (2016). Unintended negative effects of the warmth advertising appeal on brand competence and brand

attitude: A compensation effect between brand warmth and competence. University of Minnesota

Dissertation.

Puzakova, M., Kwak, H., & Bell, M. (2015). Beyond seeing McDonald's Fiesta menu: The role of accent in brand
sincerity of ethnic products and brands. Journal of Advertising, 44(3), 219-231.

Zawisza, M, & Pittard, C. (2015). When do warmth and competence sell best? The “Golden Quadrant” shifts as a
function of congruity with the product type, targets’ individual differences, and advertising appeal type. Basic
& Applied Social Psychology, 37(2), 131-141.

(4) HHEMEHISHR/ERTE. BREMHIL (Markus & Kitayama, 1991) f&iH,
T S ARAN R BB A, ST R | A R MASE T, DU S RE RIS B . AR
T 54 ANB R E N, MRE BRI LSRR S RS, DR SRR
EVE S FVETE RS, WABT ERR T B IRERRAMAIT IHIE NI Brikz 4h, A4S
o HPEBIRAET 2 F T RN AU RN, AhTe 1A SR ST EE P AR B S5,
FEHEIN 2 FB SR, BIR T E AR YRR S A R L IR A AR P 9 AR T T A
FABLH], N5 SO R BEE T A

FRAALI1.2.2 4 FE R PR LB 195 — B AR EF IR

KT IS ORI T
Chang, C. (2006). Cultural masculinity/femininity influences on advertising appeals. Journal of Advertising

Research, 46(3), 315-323.



Chang, C., & Feng, C. (2016). Bygone eras vs. the good OI’ days: How consumption context and self-construal

influence nostalgic appeal selection. International Journal of Advertising, 35(3), 589-615.

(5) FNFIM AT AR . Ml 75 1.2.3 SRHARRR . B ekh e TSR S
B ZCHR, 40 Brewer (1991). RIS 1 b A IR) R 5 SCRHEPE R SCHR . SRS 8900 T b
R R) AT 51 A8 B S AL 1) 22 o A2 SCRik - 54, Torres, Godinho, & Augusto (2017) H i
FAA [ BRI R i S5 9 AR TR R A R R 3R IS, e SR A, IR S IR PR 3 S K
b LA E R L B, T Lam & (2013) WSS [ ANTT R 3R- Sl L SO AT
PAEQUHTVERIE 9 2 R TR R AN R FE AL . AT 0 Ja St T3 it 1 B B A 3R ST HF

HAWEI .23 duff ik i 93— — B HREFHEZR.

KRS SR T
Brewer, M. B. (1991). The social self: on being the same and different at the same time. Personality and Social

Psychology Bulletin, 17(5), 475-482.

He, Y., Chen, Q., Lee, R. P,, Wang, Y., Pohlmann, A., & Ratchford, B. T. (2017). Consumers' role performance and
brand identification: Evidence from a survey and a longitudinal field experiment. Journal of Interactive

Marketing, 38, 1-11.

B 3: Rt AR A e A 2 . BRI 1 AHE SRR S, MR N AR ENIE
23T HE S R AR RS HE 3t 2 it
BN : R FH LRI ERE L.

(D RAEFRANED, FATEAEE VR 1R, B, 8 SOk m s
SGE, RATR, B RIE MR )RR FIRCR AL BENF ;. SR)G, JRATIR, TERE AR
(ARG BB FAPTEAR RN Ba, SR ERMZ o BN AT RefdRe: BB U T %
AL (DN STERIIL R & S BRI UIRRCR, 28 00, fESLHERE LA |,
FA TR IAEIRE ) 5 JRR 5 B I Z (W ] BEAFAEVL RO RN . T, FATIFE AR 1o

FTHIABEI N3N ) IR HEEHIE LA 73— = =B, HRC T
P

(2) FArIAbzesess JR 2 BHESE . B, @B RATR E, BIRIE
LR SRR Rk th B AR A8, B SO ER W 1 e DR S S IRR S IA
[l BB AER s Bk, TEILE SCERIERRT b, 5 UFsR 5 B B 1 UUHEC 22 >R ik
5, HAR R 2a.

FRTHIA B 132 Fr bl BRI TR 7 B R E .

(3) #hAMTERE R 2b FIHE TR . @GN 4 KOk, U T 20 e e s
LA B3 0 110 W) S At ot R 3 9% 2 5 At R 5% 2% RO T Bl WA R A B 2380 g, T
N F ROV 9 3 7 A K B S R R . ATIAEE & O SCRR A Al B, 2 ik 2b.

FRTHIA I H2a ST [T B ARG FIE2Er

KT IS5 ORI T
Aaker. J., Fournier, S., & Brasel, S. A. (2004). When good brands do bad. Journal of Consumer Research, 31(1),

1-16.

Burke, M. C., & Edell, J. A. (1989). The impact of feelings on ad-based affect and cognition. Journal of Marketing

Research, 26(1), 69-83.

Chen, C. Y., Mathur, P., & Maheswaran, D. (2014). The effects of country-related affect on product evaluations.
Journal of Consumer Research, 41(4), 1033-1046.
Cuddy, A. J. C, Fiske, S. T., & Glick, P. (2008). Warmth and competence as universal dimensions of social

perception: the stereotype content model and the bias map. Advances in Experimental Social Psychology,



40(7), 61-149.

Dholakia, U. M. (2000). Temptation and resistance: An integrated model of consumption impulse formation and
enactment. Psychology & Marketing, 17(11), 955-982.

Escalas, J. E. (2004). Narrative processing: Building consumer connections to brands. Journal of Consumer
Psychology, 14(1-2), 168-180.

Geuens, M., & De Pelsmacker, P. (1998). Need for cognition and the moderating role of the intensity of warmth
and humorous advertising appeals. In Asia Pacific advances in consumer research, Vol. 3, Ed. K. Hung and
K.B. Monroe, 74-80. Provo, UT: Association for Consumer Research.

Grandey, A. A., Fisk, G M., Mattila, A. S., Jansen, K. J., & Sideman, L. A. (2005). Is “service with a smile”
enough? Authenticity of positive displays during service encounters. Organizational Behavior & Human
Decision Processes, 96(1), 38-55.

Holloway, S., Tucker, L., & Hornstein, H. A. (1977). The effects of social and nonsocial information on
interpersonal behavior of males: The news makes news. Journal of Personality and Social Psychology, 35(7),
514-522.

Huang, M. H. (2004). Romantic love and sex: Their relationship and impacts on ad attitudes. Psychology and
Marketing, 21(1), 53-73.

Kolbla, Z., Arslanagic-Kalajdzich, M., & Diamantopoulos, A. (2018). Stereotyping global brands: Is warmth more
important than competence? Journal of Business Research.

Paharia, N., Keinan, A., Avery, J., & Schor, J. (2011). The underdog effect: The marketing of disadvantage and
determination through brand biography. Journal of Consumer Research, 37(5), 775-790.

Panda, T. K., Panda, T. K., & Mishra, K. (2013). Does emotional appeal work in advertising? The rationality
behind using emotional appeal to create favorable brand attitude. IUP Journal of Brand Management, 10(2),

7-23.

Sirgy, M. J. (1982). Self-concept in consumer behavior: A critical review. Journal of Consumer Research, 9(3),
287-300.

Wang, C., Bristol, T., Mowen, J., & Chakraborty, G. (2000). Alternative modes of self-construal: Dimensions of
connectedness—separateness and advertising appeals to the cultural and gender-specific self. Journal of
Consumer Psychology, 9(2), 107-115.

B 4: AFER VSR R RS R T, %% FE AR BT, 5 AR BORAE i,
Ry FAt B i AN B S 06— — MR Y Ao IR SR B 70, I — ST 7T
HESRA .

[BIRY « U o R e 2R I S 0 T I o AR B A N RIS B, R A R Z TR 1 F AT R B st B
5 HAMBRRBAE T 2, XM TS5 B F BAT SIS e 5 . Ak, e R S,
Wzl 7 e SRR (RIESCE D,

B 5: MEFRLENLH B S ARSI, R EE IS HAMM AR ? SRR ? (E 84k
HRWE? BT RIAFTA, W0 = R A LER ) 06 BCHRBREE, 1158 SO A HLEE )
ZIBAFEARE
IR : R H A KA F o W

(1) WFARBR AR AR FATL R SR (A 2

A RN F ) SCRRERIA R B, 1 IR R 2 S B0H T i A R P E TR, I H A
SR BA B ORAIVER (Stokburger-Sauer 4, 2012; Torres 28, 2017). FAMZHIE 25 B A]
DR ) 45 B IR MESZ M (Holbrook & Batra, 1987). 7EA ARG 48 1 SCik gk o,
BATRIL, HAEFREIIFRE S S EUGRNUE (Fiske, Cuddy, & Glick, 2007; Grandey, etal.,



2005). Tt AT LR i L R PEA (LaTour, Pitts A1 Snook-Luther, 1990)), 1 & &
(Mummalaneni, 2005), A1y 23 545 5 i i 6 K4 58 (Dholakia, 20000, HAEH izt H
T ARRR G 25 (lo, 2018). [AIth, FRATWIAHAE, Nl 2 P /a8 77U K52 m i A ] 1
SebLi e PR, FRATDAE FALER Y B SRR AT 73— his.

FRAHIABIN 1.3.2 Wl EEHT A5 — B AR E FIEZER

(2) TEFFBR HAL T Reh AR B 7 T .

TEIUA SR8 2 177 vy, FRATEIN =5 [ 1 oAby nT BepLE] (R IRRR S, RSO H
CH, fEABCRR R T TN 7ESEER R, FRATFEIRIE T e iR A Tt N &,
M 82 F 00 i 5K F Miehrabian A1 Russell (1974), il Tii#g 4 I FE K 1 Lee AT Aaker (2004).
BT EE AR 5 YRR AT B AR e i S BAEH 25 (F (1, 143) =23.407, p<0.001,
n?=0.14), TWixfMelE (F (1, 143) =2.16, p=0.144>0.05, n’=0.014). MM LR (F (1,
149) =0.015, p=0.904>0.05, ©*=0.0001) A EE . fEFisd, TATEIL, Wb
HHA RN 25 (B=0.82; LLCI=0.43, ULCI=1.30, A% 0), miMefiE (B=0.01; LLCI=-0.05,
ULCI=0.07, 7% 0) DIAK[E BRI E (B=0.07; LLCI=-0.03, ULCI=0.24, 1% 0) ¥
AT HCHERR T MR DL TR M E R A AR R ] RE .

FRINTEH, BRItz st, BAREE Rt R GE RN R, RAEZHER TR
FREM. Nk, BATHAT T AN FEsest. iz, AR & 7T, Mg,
TR RS NS TR R A i BAEMERE Zaichkowsky (1994), HAhAR
(R0 [ S 2.

IR EE RN, T URSR AT R o e e E i 22 AR AR 23 (F(1, 149)=347.871,
p<0.001, 1’=0.70), TXfMeliE (F (1, 149) =0.666, p=0.416>0.05, n°=0.004). i L%
P (F(1, 149)=0.078, p=0.780>0.05, 1°=0.0005) LA & % A\ & (F (1, 149)=1.181, p=0.279>0.05,
1°=0.0078) HAEE. hAKKERY, WK P AN EE (B =259; LLCI=2.21,
ULCI=2.97, A4 0), TMiMef# (p=0.02; LLCI=-0.02, ULCI=0.04, & 0). L%k
(p=0.01; LLCI=-0.03, ULCI=0.03, 47 0) LA LE (B =0.02; LLCI=-0.05, ULCI=0.03,
BE 0 HARE. HICHBRMER . I TR LS NS N A AR R AT BE .

FRIHIN BN 3 522 (2) LFRApOFHE— B, HREFELT.

WIS FHE R T
Zaichkowsky, J. L. (1994). The personal involvement inventory: Reduction, revision, and application to

advertising. Journal of Advertising, 23(4), 59-70.

Lee, A. Y., & Aaker, J. L. (2004). Bringing the frame into focus: The influence of regulatory fit on processing

fluency and persuasion. Journal of Personality and Social Psychology, 86(2), 205-218.

B 6: AR Process it , (H BN 5 SIS 5 SR — Se E EHAME N H, Sk
FME LR 45 R A AR KF
IRz : B R LT R FERE N 55 3, WAl Sk, BRE 5k
RO AR SR RS A RS LN, kD | — S E EAME A o I A SR A
T

Pt R R R Sk AT 77 200 Hr, S5 RRW, & URak. BIREM 5L |
WM (F (1, 270) =12.878, p<0.001, n°=0.046). NIH T-fifekt, HEAT/HH M. X T
eG4k, 75 Rk 5 B R i A R A2 BAEH B3 (F(1, 270)=7.46, p=0.006<0.01,
0°=0.026). XFFARMK F IR T, PG RRR 5 LU AE YRR 5 B AE SR M AEA
[ (M wins=5.15, M wnsx=4.27, F (1, 270) =15.37, p<0.001, n?=0.053); *f T 73k
HRFE, B IR E R S HRER T &SR SO AEEREZR (M e



=4.39, M amuns=4.40, F (1, 270) =0.001, p=0.97>0.10, 1?=0.001). Xf T-HALAL, HIR
I RSR 5 A FRE R SRR R 5958 B 3 (F (1, 270)=5.05, p=0.02<0.05, n°=0.018),
{ERK B BRBER (M 252=5.63, M upmirx=4.43, F (1, 270) =29.39, p<0.001, n?=0.098)
ST AR (M 4052=5.30, M smies=4.77, F (1, 270) =7.16, p=0.007<0.01, 1°=0.025)
BT RE 1T 5 YRR i A TE SR IR .

DU I B AR B dE AT 7 2200 AT, A5 RAR M, TR RSk BIREM SRR AT B AL
i3 (F (1, 270) =6.951, p=0.009<0.01, n?=0.025). AME TR, HEAT/H4HHT. X
TAEG AR, T URR S B Rt =2 BAEH %2 (F (1, 270) =5.76, p=0.01<0.05,
1°=0.020). XFARMK F RN B, BAERIURR 5 LLag A RIVRSR) i B A 5] A M R
(M pis5=4.99, M x=4.07, F (1, 270) =14.16, p<0.001, n?=0.049); Xf TMh=7 3K
W, IR RR SRS BT S YRR LR I AR R E R (M ge52=4.30,
M wine=4.21, F (1, 270) =0.14, p=0.71>0.10, n?=0.005). Xf TEALA, T~ HiFk 5 A
R MR EAEFARE (F (1, 270) =1.71, p=0.19>0.05, 1?=0.006), AHikH
HHIR (M 27513, M misns=4.25, F (1, 270) =12.89, p<0.001, 1?=0.045) FIfh37 [
AR (M ie:2=4.83, M wiss=4.38, F (1, 270) =4.17, p=0.04<0.05, 1’=0.015) %I
JIBT SR AR FE SR B A R

FRAABIILT3 (B) HRAWOTF = VIE HROFIEZR.

ot
HRALEMR:

TR o R N AT T4 B e, FRAhTE T RER N, RIEASE, (R4
BRI

B 1 s A TG R TR ISR . BRI — AR
TG HHR SR BRI A2 A 4, RTRIEMB R 24 . BONERERIE
RE 7 A BRI K $R 1S PR dh B BE T2 A4, (ERAE TR I AV (K IR 72 38 SIS
MRERESRIRFEAG, iR AAELUE R BRI SOk L0 5 AR PHETE -5 Hid -
RBBIT 2 Ja 3 B A el st il — RS, S BUR M LA AT SC R . 15
P TR 5 — AN S RNOZAE BT 2 R AT A 1 5] A
BIRz: ARH T R E TS W RER AR, XEIF<L1 W #3847 1
BB X H AL SR R AR, — 3T 7B
N3 G AL RE RO 8 SR Dy TR BEAT 51 AN, JRATN 51 5 #8205 — BUttAT 1 Bk 1k

frE G, BECN, M RERIZ A FREE S VRRR L BE R, 4 RERAT
T B BRAIA R ? Lt RSO — KA 350 SR 11 L2 75k, HeiE R,
PEEEESE S DT TAERE, BRSSO s BN TR, M (A 24 09)
KA MVER T — A ARSI B FTHRRHRME b, 9 1 RoR s 72T SR G AN LU T 240
B A RN R, RN RA] PR RIVRR, BEA R R E . A
ELRUANTS (B Az B ), A S AT A BRI Z ISR 5 o RRAEN

T YRR TT ML LG WA TR AHEA IR AL BETE 98 fh A TR A SE A b A S B
BRI, P REESA (Ao b AT R, 77 A B AR RCR I N ENLI 2 AT 4, JATH A2 H > >
AEBHAFRIEL 1L F—B SR,

B 2: MR MHR NSO B0, AT SCREAR 5 RR T A RN, F 2R



AT — T R SCE PR A RS X, ERRaire it s SRk . ilin 1.2.1 1, fE
HEIE Y ANALEBNE R AR SRR R 51 f NI, T B SN 1 B ERE 0 )
W~ o 3 )T 1R R R HR SO R R R A < NATT i e 75 X AN AR B A 1l 7 11 2 R A e
Tt FIT . ISR Cas ik, BEIERHERCYE N E AR TR S IG5 X, “fEN
AR, NAZSFIE R AENZ S BN RPIZ L A 8 S E i %, .
IUEVRRZLE) H H FrsR R R B IREET B R R R P SR R RO R
IRFReSZ 7. MERXAJEF, EZOERRTE =ZEBMR R, XT3 Nk AE
W, VR ROZE R A BT RS B S H A S Ty B, S SCE TS g 1 .
EGn: 78 BB AN R YRR BT S R SRR B TR A AE T 3 AR XA
# (Shankar, Azar, & Fuller, 2008). 3Rk T7 =0 I REMI M T 40 FRiE: < iz A
ANFEIT 5 RoR, 3G I % 0 b BT AN, BASIAE T 3 B IR AR 380 S S0 1) R
TECH ARG IR A Z UG, A B AR R AT AR R s 77 (.

EIRz: B fa T ZKABOA BRI ], SRS IRA 7638 CE A EH BRI ) !
IR HE R T RO, BATELS R Z P, 4 SCiE SRR BT T se s, i
FRF A S IE S AR, $Em TAT S s

(L) EXPVERTERTE B 155, BATEAT TAEHEE S . KU & BNE AR
PRBHEAA R 01 AR RS, 75 B et N ) = B B RE o BB R, U AT B0
At AN A BSR4 A 57 %) R A R A FI BTN, ZIAR BN SRAEABATT TR 5 . A R 45 B

(Hilton & Von Hippel, 1996). ». J“#AF/E AR ANAT AR BT E48h8, KBSE AMTE
RS YE A SBER B, RIEAKE. FTBIA. EEEH. B mEsOy, <AiE
et M NAT AR EIIRR, BE NSRS 4+ BRI R 2, RIENAGE . KT
N~ AEAEH BRI BN S S A BRAE R — AN, HIREM T8 M
F3k 5 BTSRRI EIN (Markus & Kitayama, 1991), Z/AMAFIR HIRAE . BHFH
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MIES, 5HEWERFRFER. IS EE N ANFFRARKKR (Glick & Fiske,
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