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%f‘ﬁﬁ%

SR puﬁ?%fliﬁi puktis o e ué”fﬂp P TR R o E
Y2 (Atkin 1989 ) > FL? Cheng ( 1998 ) }I—]’?ﬁ i P ERL Y ™ B i i P EL
(carrier) o ¥E[F= ?IFIT Bkl FERy ¥ Jﬁi«ﬁ'ﬁdﬁéﬁ s bl T*F‘ TR y_$7ﬁgjpj
#57E (gﬁﬁﬁ'ﬁl NO85) o =gt E‘wﬁ[ SRR R R (ERANE |F[
ﬁg:ﬁj”—?? MR EE > PR RL A %%‘ﬁﬁ“ﬁﬁnﬁ f | {“§2%¥ (cultural bounded ) iy
ﬁfzﬁ IR ?‘4 F[ HE;‘DFT“O— FR T i (Glges 1988; Lesch, Luk & Leonard, 1991;
Caillat & Mueller 1996) o [N Y o T’T]]EJ(]Z‘I’?[F Bl =2l [“”“FUV@BU
%ﬁﬁﬁﬁ%@%ﬁf?ﬁx¥%ﬁuﬁﬁr’%j5¢¢QMWy;A@Eﬂ%o‘ﬂ B &Wﬂ@l
PR BRI TRREATE (RS i) Pub B57 1] %82 ) &TH
[ibﬁ@“jﬁk[ U%FE‘*JJT’T (3=~ 1987 5 3=~ 1989 5 = Ardy ~ HESGRL > 1999 ;
JIMEEL + 1999 5 080 2000 5 FFEL 0 2000) o HEDEATIR £ (B2 [~ b
FEUE (HUE 2001 5 B EEFF > 2002) o P wkébwﬁﬁﬁfpﬁwm
(g8 PO~ YL B ) O I R LA T L PR
B B (hgRsIZ > 1988 1 AT > 2001) W%ﬁ@Jﬁmﬁﬁﬂ%Jgig@ﬁwg
RLEE B i IR PO B L R S 2 R LR A PO
W P S SR A PR ST (A -

P> 0 EEBIP 1S BRSO 083 SR (Muller, 1992
Takeuchi & Porter, 1986 ) ﬁ‘/’glﬁ*%r £1{™ (Wind, 1986) | IJ@E’!,J{? [ o =9 i
FEIFSE [T R AR [é?”?ﬂﬂ/ [%E*F’f#, if (comparing a broad range of product
categories )  §& D St - [ 2 Fﬁ!,%“f = ’F'JI?J“' (Lin, 1993; Cheng & Schweitzer,
1996) + &S SHIT 6l oA D S g AR £ BV L 2
%ifﬁflﬁ”§3¥¥“<‘4“3¥’ fESIHOTE R 2k T o TR PSR B R | AR AR
e AR RS YLD Gl () REPRER T B SR A S0
PR FA Tl e [ 5 o . > AR B g 358 S ( Shankin
& Greenwish, 1996; Tai, 1997) - Eﬁjﬁﬁ@f“@&f(regional approach ) ’fqi_fgﬁl‘f]’fﬁi‘

—”ulI

j
I (AT Wi?ﬁ@?’nﬁﬁﬁ%ﬁuﬂm%ﬁ@%pﬁ o BT
ESBIE R S H - T (A H R [ MRS B0

R - Wpﬁgwmﬁ%ﬁW?%%EWW§WWﬁWFﬁ’%%ﬁ~@@H
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R SRR LR /- SRR N A PR e

Eb@li[ﬁﬁﬁﬁuﬂfl IR D o EE S B Y [ i_g['rf ﬂﬁﬂiﬁ'ffg‘ﬁ 7
BRI WA -

ST 2 SRR - PRSI { IR B 9 13 %2 B
U512 S ) B s A P
FURTRER I IAT « 2 RURLH S S BRI BB (0%
B BRI H Y TN BRATY [P (P S PIppE
%EJ A YRR (L U RO i
[Fil > IS BIRE ~ IR (SR I (3 DV B R FKEFFVFI | TJ
R (RCE

A YRR

N
B4 B I R W& F¥E (concentration ratio ) ?Eﬁfj’ﬁgﬁm@i’ (%"\[gszlﬁfji -
A1) 92% FOFIpSH) TSI BB F B~ SRR Lt £
(Oster, 1994 ) - Ratchford (1987) §JF WY ERLREE (feel) FEEIFIAY » 20
LHEE R pﬁlﬁﬁﬁiﬁu?ﬂ B2 EH F’?EE'EIJPF#[*PJL?%W (Anonymous, 1983) - [X[ijf’
NG ?,i['ﬁfﬂw‘ (classical conditioning) FY'RUE! > ﬁ DEgE Ff#[ﬁ“%'yt ﬁ'[%ﬁ BETE
Tt SE o Lo BESE S RLE) 5P ?”[”vﬁ FLus AU il o Assael (1992 ) SPFS (X7
(low involvement ) &% (emotional ) F}Pﬁ# O ’?[5 st AR il e
RORE L R SRS H OB ¢ R PN 0
(main theme ) §F4§%t‘[ o §=FE,I = Eﬁﬁ’\ﬁﬂi%ﬁ'i&ﬁ ( broad-based information
campaign ) ; [ Eé‘ﬁﬁ‘ ZEF L / lei F! 7 7 (non-message cue ) & f?’ff"‘,‘ﬁVic}/ (style
oriented ) > FIJ oA F;[ * (celebrity ) ﬁ\}iﬁl L W?Uﬁﬁéﬁ}f/fﬁﬁfﬁ& ( consumption
mood and consumption type ) V }F‘[ UL 7 e ;}%“ 2] 7 £ ( communication
differentiation ) =/ ﬁﬁﬁ ﬁ[#[?ﬁ?‘g ( product information ) Eifel o

~ PR R
Caillat & Mueller ( 1996 ) F,iﬂ#@'\iﬁx J S 1P quyJ F“ s SYFTESEIY [~ (cross-

cultural ) A7 FFIER S+ ST el R ~ 78002 RS I e Ty
B PR E T R T SR JE{ (individual ) 1% |]J‘

e 45 .



CREEFET e ¥ F A93&T7H

70.8% > %@'E![Ji“ﬁ[fﬂ%?%@‘ﬁ%%f&ﬁ (collective independence ) ]";’T 84.2% ; &ﬁT\E'JE?ﬂ?}E}"
(occasion ) 1> SR 24T ?J FrrY Hik (achievement ) ,ﬂfﬁ’ﬂ?[ﬁ iF'iE?jﬁﬁ(E'J I,FF[
85.7% » gi[ﬁﬁ']ffjj‘ Ffj"f*ﬁﬁ(a ]":" 83.8% ?i?,f[ [$&F (thetorical ) 1 » ST iE &
=R |’FF, 91.7% » %i[ESZIE[[JEﬂE"I Aljrﬂ[ " }%il_]’;" 97.4% ; ri’?, Fif (appeal) Ty S
= F{‘,ll R R [il%‘}* (emotional or sex ) - |FF78 9% > 3'\[@” J B [E"@V[ﬂ |FF91 9% -
Td‘&[ﬁﬁ*'PEME‘HF' "?”li“ﬁpl 9= (1987) EJ%$‘ FITsE=R AT S

PR ity 15”31[55"]]?«‘@ RGBT EN P?MEI:E‘ RUNZ DV ET I AR 'FﬁF
ST R X R % IR - W S
BRI 5 IE‘5I7"":“fC_f It "1@? FH é’ﬁ ML CAT N A Egﬁx
HI,S ORI RE ~ 9F N e = TR (1996) E'Hﬁﬂﬁ‘ﬁ'ﬁ'ﬂ‘[ﬁﬁ' SRR AR 2 (i
s s RO R SRR £ AR T P R OR] - 18
A R A PR LAV [V e = 37 (2000) T ALY R AR IR
3&&%@hﬁmwkﬁ&w@w@@p@‘Ewwﬁﬁ AT (30%) ~ Bt
E (29%) [EF‘F' [ (22%) WHEER] (19%) 5 A RN DETFRY (75

ﬁaimmmfﬁég-%r’ﬂ,w%%»u@wpw

AR AR PEMEIFU%‘ETEJ“HIH PDRPIFTEEE FTEAR 55 B R R AR s e
i gy o WEEKH Eﬂj‘ff’é&‘]“  ft oy R TAIIER (on-premise ) == T ZEAER ,  (off-
premise ) {7 - o, SLT AR A U5 4 PUB - (298
I*?f : ‘IEIFFFE’WF'\?W' & TR PILRL e o S D P 2 O [RFT
fFF &l FI‘/E'F@’FF—TEE 0 HERT ll W It RS ST o ﬂiﬁﬁT\E'Jéﬁi’%“}‘ﬁ'J?[ ’
fi ;.[z]'ﬁ Bk 55 E%@ pr | == E;T  PFE > G R S N 2R @@ge]}ﬁ
T £ P 7| ]Ei_ﬂfp? : ﬁpii P L B P PHTBIORY [ B TR Seod
P (9= 1987 5 3=~ 1989) -

= Ry AT

SR FT;JTI/ (“#g[*1 (dimensions of culture) 5 FREALS] ﬂ&*{@uqﬂj’ﬂ;@
( general and spec1ﬁc) [ TR Sl A AR FjH;f = i ’?’[5 2H N 2R A
Hofstede (1980, 2001 ) A iy~ FEd {* )f‘ﬁlﬂ:’f T e sl U i 352?5?4le['¢| i
BT = S0 IR ST TR i BN S ARE RTE - SUREREY T
Ifil fﬁwu% Terpstra & David (1991 ) 7 @&[K}‘ﬁid/ f“‘IEii?‘fL [[@%F{J fﬂ&jﬁ\fg'fﬂ
R I,DAHIWE;%E[%%E[ » FE ;ﬁ!fﬁ[{'*d’ (=~ B GFJs) ¥ [ (7= NP
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R SRR LR /- SRR N A PR e

BB 2 WG DI Assael (1992) BERISRHFIRHZ & i COMAITD it
’%@ﬁwmﬁau’ﬁﬂﬂf@m%ﬁ%ﬁwwgﬁﬁ?%rﬁmﬁrfﬂy’ﬁthﬂ\vkw"m
JRP VR 2 IR SV - ITAEIRE - f] ﬂ"[?”?ib?%;ﬁﬂ%ﬁf*
SEED o g A SR A [;’[E”ﬁ ETRIPOYE L (i s ey g S Pk
VR L @B (PR T 1

(=) jﬁﬁ@bﬂw [=bnb
Y H > Perlmutter ( 1969 ) ﬁf'l PR Fﬁ[[[ AR fi' '] 553 % EPRG

( ethnocentrism, polycentrism, regiocentrism, and geocentrism ) PY7EfEL=1 > £l ffi
ethnocentrism f\_}“' 2@ (home country ) ﬁl[f EJ ; polycentrism fl &5 = [g (host
country ) F“"“’ [Y 5 regiocentrism = fol L7 2 [l FLAE {425 2 [ﬁﬁ"l‘ﬁﬁ A
[ 3 = 4T geocentrism I[[fL = 7 ﬁl[ﬁ [ o i} » Dana, Steenkamp & Rajeev (1999) i+
RGN %’d’\‘\’ﬂlﬁi’%’\’ﬁ@%%F FF# *ﬁlir‘frﬁdu [T FT}Hjﬁ [y H Y (= (Consumer
Cultural Positioning, CCP ) é[]u’?*f =F{* (Global GCCP) - F*l[i*‘ﬁ (* (Local LCCP)
Kyt (= (Foreign FCCP) == 7% » ™58 LCCP fl BLfH] - {E GCCP F[ | 1 2rvptE
(emerging ) ° Tai (1997: 54) WA “L 77 fi IBEYE IJ’?IFI fi o fifj ﬂ SRS
b ij N S FIJEIHA’LJ@&[;L_}H\J s T J¢'+ b%‘} Pfij g?jﬂ]‘ ﬁL EEEFEL o Mooij
(1997 ) B FF#[*EJ i 1% ('brand personality ) = fol L7 ﬁij MM (a western
concept) 3=\ W ERP B R PHEE (little meaning ) fiY o

(=) R

Atkin (1989) ?]L“{EI;&FI% EI e S R S AU E S (sexual imagery ) B §

O L Awﬂ(w%)ﬁ%ﬁﬂﬁw”bﬂﬁéﬁwﬁﬁﬁ%%¢?
ST or IR kd*'ﬁfj'iElE'Jl'*‘?, SRR ?[ﬁ%ﬂfﬁﬁi %Fl - Mooij (1997: 266) &7
[HHR Flps ﬁ?ﬁ[@% (respect for authority ) » ) * #ER LA 55 ]uj 1UEH o PN %
FHplE I@jjﬁsjfllﬁﬁé@p £~ 4 (familiar talent ) ﬁﬁif{n IRES = ﬁt? [i;gpa“* F[bﬂ\%‘ﬁx_\ﬁi
] - Madden & Grube (1994) ﬁﬁu[%;[ﬁﬁipﬁli@?ﬁflﬂl et 'Jv‘“; | [’FF[ 15% » E g~
L crjﬂx#ff}ﬂ% gflgﬁwpﬁiﬁa 555/ AR W [@& ST Y G
FF‘, (image and style ) -

EPES T

At ]SS B o [IPRR S SRR S R Y s ok BRI I
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cRLEFT e ®H-L-g 193ET7

T S RS PR SR b FERTRL IR (B S
2000) © [MECICP (1998) ?YH?‘IEUI%EI DO R ER R PR BRI
FLL VR (80%) -~ [ (28%) - ’f’{fﬁiip‘/@ (18%) ’ﬁ#ﬁﬁ'lﬁﬂ’%ﬁl[ ' AE] 'PEF'(E-IIE%
K B R [EW”PEJ{EI?‘EJ@ HES PR o ' Wyllie, Casswell & Stewart (1991) }JF',

,‘I,—g@@%% EI BRLP G000 5 5 R R RS EUDIE SR - P R
Eﬂg’!_ ﬁ*[—rﬂfﬁpr.gﬁ[ e (taste) FIJ*jJH“"V[HJ (utilitarian) ;|| [ERWE[[J{“ET’ﬂ@I e
BRf15 7 (atmosphere ) EJF]'[;EI% (value- expression ) °

(pH) ﬁ‘ﬁfv [il

Pollay (1983) ]?d«ti’?ﬁf[ﬂﬁ%}@%l]’x (modernity ) » [H5AR Jfggiréfc rﬁ[l'xr—pﬁ[
P fgpﬁ"‘ﬁ?ﬁirf Fik o (PR 5 MR RS (tradition) V£ F Jfﬁp*@ﬁ
Jﬂ,’ﬂ'ﬁ& J&T VR @ Caillat & Mueller (1996) &4 IJPE,I(E‘[ f%& 24 [
AL BT G 44.7%) - SBEE UT 2] 5% 1 2 “aff*hj?[

FIHI B E TR SBIIE) 45.8% ok i -
(=) e

Hofstede (1980 ) ?FILI' FH B ﬂ’ééﬁrﬁrﬁgl’ﬁ?é IR - P A
YT PR SRR ST 118 B ( collectivism ) ffif *
(individualism) FREIRIRE - & fRATFE * Bﬁj‘all BRJI] i8R (group drinking) 1%
= Rl P (complementary ) FIVER /T 0 T3] 'J:j;%?] qu 3‘;’2?&1 T T
At S B S REE gﬁ%ﬁ E&WPJIHWIV&J%}\ ( Gudykunst & Ting-Toomey, 1988;
Roland, 1988) - (=i py5#=5 ¢ Belk (1988) ;FF’[LI' FIZ5 (selfor ego) #ARLENT 1%
=70 1% ESJ%‘%%W? AL " RLEESR (group ) k’r—j;& [ ( relationship or
guanxi) H[fffi (Yau, 1988; Yau, Chan & Lau, 1999) - Pyl = {55 v ;
-t * UL * Cindividual) 1) & 0K S % R * F15 - Mook
(1997: 76-79 ) ?Fl 12 IRAGE] 70% % 80% [ N RLIFAAS G ([ EEN
e AR IR STk ST 2 il R B A (T I 8

' ICP EYRIEAT 1998 ;‘/%@l%ﬁi Bt BT IR LR P (SRS - fo
(61%) ~ [ 1K (50%) ~ 7 [EREp (48%) Pgﬁ%/ 2T (16% ) - Elr%ﬁjg@?ﬁ
(13%) ~ FPEERES (9.1%) ~ FREASS (8.7%) F75 %E'J%ﬁd/ﬁﬁjfif*ﬁ'i*ﬂ?“i*
Vi FhpEE f P el b B TR ORI IR 9t e
(www.google.com) -
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(A& Ho (1976) - Yau (1988) > Yau, Chan & Lau (1999) EI@’F}JIZI“’ s plis Rl
AR (face) PUSHR > NIAHZ AL ~ — SiZf @Y F%\I?J [R5 EREI T‘F‘T,}
Bl po SRR - 5 fz‘%g}\mt .}F,?ﬁuﬁlig F"[:] RIBUE L EGRAYEIARE (2
G A AW AJ 88) ° Caillat & Mueller (1996) i}l ﬁ‘ipﬁ,l@‘[ Ay [?w‘?jﬁjﬁ -
B T RIS TR O R S s R
m’f‘?\ﬁjﬁ\g' > Wyllie, Casswell & Stewart (1991) 3EZHF % QR WHSE ~ ]y
AR P RO S o 5 (g
WP T PO o AZE) VST DIIETG  eE T  R
H 55 E5ef (heroism) ~ B{E (joy) W4 (relaxatlon) == T -

(=) =i

ﬁ J’iffhg? (high-context ) == [&JT7¢ (low-context) FUffdfLi't Hall #7 1983 = fii
L, e gu;.c;;.@jg% P (AU - Hofstede (1991) ﬁg?ﬁ IR [
1K ﬂlq 1 7 B Lo 1~ 2H R R T - EPESRA T R (S
Tagd ILELJ[ESH‘\ [ ﬂﬁ FLIY }?‘_@I}% (explicit and direct) ='[ l?ﬁf“‘ (verbal ) fiu
A [ - BT KIRIN o "= HE,  Cichiban) RLTRR]FOSHE - 02
H%ﬁfﬁlfy} sk BV R (TR e ’ﬁ} Wipl- Sefs (B pPUEiRl; =0
o S BEIEER F E PPIRTE EE ET A UDfEEE (Caillat & Mueller,
1996 ) - Hofstede (1991 ) ?F[glzfi%‘ﬁﬂw | HIEHF‘ 2] ﬁ J%5% (high-context)
20 TR N R I SRR R > [ Wells, Burnett & Moriarty (2000) @ﬁ,J
PEadtd (B (TR (B PO RET R RS fls > SR 2
B~ SAF] S o R S e PR R SR

G R ffﬂ%kﬁ%f * ORI S 13 5 EIPEMMWJ (AP IS ET
IS S N R PR F’?IJ@LF”@ [ Et ﬁﬂ"ﬁ'ﬁfﬂﬁ\@“"?ﬁ@
F%@‘ﬁ%ﬂﬁﬁ‘gﬁaﬁﬂﬁﬁ%m W Y
AT A ST

LW@%¢F%@¢@@@%@FE%%F¢jJ‘réﬁwJ‘ErwW

=

2¢?F%@ L DL AN N T

EE)
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3. 2 BIRR DM R B G T TR PR

4Jﬁﬁﬁ%u1@@ﬁ§wﬂﬁﬁﬁﬁiﬁﬁﬁ ~ DR, R TEPY ) ST

SOMIVEITE * ISR BT I8 TR, - Tt TR R B
;ﬁﬁ °

O IB L © T IRR BT EE TR L TERGE - TR e T
EPHHE

7RISR ¢ ORISR W) N IR TSR Ry

% P

FE TR mfbﬁ4W@¢pﬁW§mﬂ VR AT R
[ B 2 R R R R TR DI i“ SRR
HFEA I @~*3fa.'(1989)[Jgauﬁ$ﬁﬁr§§ HE#+fJﬁﬁ® EIVREA - B
i—&j}ﬁ]@ﬂr’nj . ;@*ﬁ?@ﬁ‘ . é:gyﬂul’%@ HFL‘ Q:H (R 5 o

IR

P < LR L B (P - N T 5
HECECRN LS S L K im%vmWﬁ”%FFw%vaﬂ,é'fH*:
D2 1 2 BRI [T B P05T S5 S - X s
e (b s 9=E > 2000: 23) 5 2. Tai & Wong (1998: 328-329 ) F?Ehi“\'%flﬁiﬁ
RLZ ja]“ﬁygp@‘.l AOTFEAEH T TS0~ FUFE R F (B2 1) Alden et al.
(1999) 42 SRTSH [ (BRIl (PR E 7 - IS
[y *E‘J’?{IFI (BT =A% Bk Bﬁ{l o ZtTJIZ[“'HI’I/ EH%EFF#[*EJ EIJ?F, KIRIN - Asahi ~ Sapporo *
Taiwan Beer - Tiger » Canchu ~ & J [Fl1 5 [& —FPF#[*EJ IR i Carlsberg ~ Heineken -
Foster ; S_-Z}]|I'] Budweiser ~ Corona ~ Miller 3= 'W‘T‘i- f ,ﬁﬂdpﬁup‘[j HE g
( concentration ratio ) ZJIE’[WJ’FJ.'J ' ] =13 ﬁ@jufﬁ#ﬁﬁ'éﬁ‘f I’ﬁﬂ@'ﬁﬁﬁ”ﬁjﬁi °
o VR
¢ﬁmﬂﬁmw§¢u1%5#1-NM)#%¢F$ﬁﬂ§%uﬁﬁim Friff]
T ]~ R R - L 8 o 7 1 B 4 ~ F
IS ~ 7 R ATV RS TR AR FI RS 8 AOHRAT
pjpg,up‘p?ﬁ EL = o VERT R 1995 F f\_’g ﬁpprrt]n Lr’ﬂ]g,l@ :fi"éﬁﬂ?iﬁ?]ﬁ%‘ﬁ?;@?}

n% /_z‘

—
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LRl S AEA N S SRCR-NF & I I e A R

[y ?ﬁfgl@}%}%};ﬁi( FIFR ST o B FRR g - B ;J.ﬁﬁ
’a"iﬁfuﬁigﬂf Y ?ﬁP?«J@ 5y e =9t i?ﬁj—‘é‘“ e pl&%&ltm@ = RlkL
U P T I« TSR S R
i T g= e 53 KB % i R (R - ?YEW”TLISrg DR IRTED 358 R (HEBRC A
ﬁ'{ﬁﬁk i (EI] 162 K m&% b,i_l’r"Fﬁ% BT Ifﬂkl?}”’?[f[ 66 K[l > FI% 22 B~ FIPF*' 39
Sl el ’?ﬂ i 67 Kifl1 > Carlsberg 13 iy ~ Heineken 51 & ~ Foster 3 =S ?""?[F[ 29
mwfl1 > Miller 11 &% ~ Corona 14 £ Budweiser4 B

S PSR

¢m‘a‘ﬂj’%flﬁ ST SRR o DIRER AT o SR s -

B T g = R S SR S YRTHCD o e - g
KIRIN i T-T a0z (AR ERTZET 5 Heineken [ M FCHi PRIFIE -~ [, fU A
5 Miller v rﬁg}i;‘;lﬁ&  RHEST- € lx%‘égi%[ﬁg e Fﬁ[ r[ﬁfg‘g
RE F’*Jﬁﬁﬁ ’ F'Jﬁ%ﬁ']’%\iﬁﬂﬁ Al Eﬂ?ﬁﬁﬁkﬁ * AR BRI RS

P~ EASIE

E’?ﬂp';‘g Iﬂﬁéj”pmtmﬁyp”ggj@ , z[,i_[ FLN %F[J;[E’J—, g@fgﬁ;ﬁggl‘gl;j Al
(O #ﬁﬁﬂj P e I"“‘F‘fjﬁ‘ﬁr&lf YRHE AR ORI R
SRRSO T S ATE R G B - R PR e
&&j})fd—?%ﬁ‘[ﬁfj%{'@?ﬁ[ » WRLAHEE (BSOS RS R

lﬁ}ffg’ﬁa- "“F‘J I?*?‘la = FE S S (Wray, 1989) © :ﬂr,q ?F,#H “% Saussure
(1974) }lﬁj’ n‘yﬂr AT R V{fy—'ﬁi ('signifier ) =2 &7 H 7 (signified ) M[[“‘ﬁ[ 73 0 n‘zﬁ“—
;fﬂ[’-‘\iﬁﬂuﬁé% ‘ify%%i‘ifﬁ?u 4 o [pﬁ,{@’?[flf[ﬁ' ﬂ[#ﬁ%@'ﬂiﬁiﬁi\jj&pfjw
FOARL- FERTHES > S POAPI R EL PP FER 1 o 2R T P LD S
HETE 1 R TR A

T IR
AT S E Iﬂ@iiﬁ%ﬁﬁ;ﬂ% IR IR o IREE %Eﬂﬂ@ (THr o i
7 17 fr’ﬁﬁ fi - Tjuﬂgﬁé?ﬁ’ﬁﬁg PH = A [EST AT KT ﬂgﬁ FLEIIJ]‘;:?’L 535

VI > R D 162 BV FRCR IRV 10% JORCA R 16 R i)
HIF 20T R R AR S AR AT [RCR 0.80 FEE 0.89  SEHF S
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WF@@ﬁoz

’E"/’I\r}ﬁ%
EY AR A = f‘ﬂﬁmf%qwmsaqﬁﬁ IR A o
7}?% He o [IPTRHFIRIEE o A F* PepEibeh 162k théﬁﬂv%f’LU?iji{'}{fj/
= AR A N (S ;JT’T o YA PR R 'Ejﬁl?r % 15 085+ (57243
0.94 o {AJ5Kassarjian (1977) f&¥E ]r[@ [T, T 0.85 %F}ﬁ% SN A

2M

FRAR=—
(N1+N2)

i

=}

M= * A B ADoK 2 IR
N1=5F- SRR IS Ra
N2= 57 0 SRS IR R

ER fge=_ DTTERIFLA) n SRR ~ 16
I+[(n-D*T354p 3 f & A ] f’

B B e
SIS 0.84 0.83
SHEE - 0.88

= Qﬁ'?'fﬁ@l@: (0.84+40.834+0.88) /3=0.85
F; =3%0.85/ (1+4+2%0.85) =0.94

* AR ETSBAT 7 S E EPRTIPORGT 2B SPE  2 REHIY A  ER
w&ﬁﬁw% SRHEE T B [ B R RO SRBE S R P
kS Sk ”'jﬁf'ﬁ“’”*ﬁk
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Foo S HEHERC Y R R
ENE DT R
R N N e N T
IR R A Leep | -
Y T
Consumer QFCCP P EIE S P 5“ e fﬁ#ﬁﬂ[ 0
Cultural
Positioning HpfE (PR F‘[[E&[’,FL“FJ PR (A2 Fﬁ‘k [l ~ probably the best
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A Culture Exploration on Beer
Advertisement:

Case Study of Asia, Europe, and America

Brands in Taiwan

Ding-yu Chan ~ Wei-ning Pi

ABSTRACT

Although today’s international beer market is increasing globalization,
it is still faced with sets of lifestyles and buying habits that vary
significantly from region to region. Few studies were done from the
enterprise perspective and cultural viewpoint to compare beer
advertisements which done by those export companies to Taiwan. The
objective of this paper is to compare regional cultural variables manifest in
Asia, Europe and America beer graphic in Taiwan. In this research, content
analysis was used to determine the cultural variables manifest in three
regions beer advertisements. The study extends research on cross-cultural
beer advertising by comparing print advertisements from the Asia, Europe
and America beers in terms of consumer cultural positioning,
communication rhetorical, appeal, non-message cue, style oriented,
consumption type, and consumption mood. The effect of market forces,
consumer patterns, and government policy on beer industry is also

examined.

Keywords: Beer, Advertising, Culture, Content Analysis
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