%
ol
-
%
/‘-_

R

Avery M. Abernethy and Daniel D. Butler (1992). Advertising Information:
Services versus Products.  Journal of Retailing, 68(4), 398-419.

Avery M. Abernethy and George R. Franke ( 1996) . The information content of
advertising: A meta-analysis. Journal of Advertising, 25(2), 1-17.

Avery, Rosemary J., and Rosellina Ferraro (2000). Verisimilitude or Advertising?
Brand Appearances on Prime-Time Television. Journal of Consumer Affairs, 34
(2), 217-244.

Auty, S. & Lewis, C. (2004). Exploring children's choice: The reminder effect of
product placement. Psychology and Marketing , 21, 699-715.

Balasubramanian, S. K. (1994). Beyond Advertising and Publicity: Hybrid Messages
and Public Policy Issues. Journal of Advertising, 23(4), 29-46.

Balasubramanian Siva K., Karrh James, and Patwardhan Hemant (2006). Audience
Response to Product Placements: An Integrative Framework and Future

Research Agenda. Journal of Advertising, 35(3), 115-141.

Berry, Leonard L. (1980). Services Marketing is Different. Business, 30(May-June),
24-29.

Brian T. Ratchford (1987). New Insights About the FCB Grid. Journal of
Advertising Research , 27(4), 24-38.

Carrie La Ferle and Steven M. Edwards ( 2006). Product Placement: How Brand
Appear on Television. Journal of Advertising, 35 (4), 65-86.

DeLorme, D. E., & Reid, L. N. (1999). Moviegoers’ experiences and interpretations
of brands in films revisited. Journal of Advertising, 28, 71-95.

121



d’Astous, A., & Chartier, F. (2000). A study of factors affecting consumer evaluations
and memory of product placements in movies. Journal of Current Issues and
Research in Advertising, 22 (2), 31-40.

Economist (2005a). And Noe, a Game from Our Sponsor. June (11),3.

Gupta, P. B., Balasubramanian, S. K., & Klassen, M. L. (2000). Viewers' Evaluations
of Product Placements in Movies: Public Policy Issues and Managerial
Implications. Journal of Current Issues and Research in Advertising,
22(2),41-52.

Gerbner, G., Gross, L., Morgan, M., & Signorielli, N. (1994). Growing up with
television: the cultivation perspective. In J. Bryant, & D. Zillmann (Eds.), Media
effects: advances in theory and research.Hillsdale, NJ: Erlbaum.

Gerbner, G., Gross, L., Morgan, M., Signorielli, N., & Shanahan, J. (2002). Growing
up with television:cultivation processes. In J. Bryant, & D. Zillmann (Eds.),
Media effects: advances in theory and research. Mahwah, NJ: Lawrence

Erlbaum.

Gupta and Lord ( 1998 ) . Product Placement in Movies: The Effect of Prominence and
Mode on Audience Recall. Journal of Current Issues and Research in
Advertising, 20(1), 47-59.

Hoffner, Cynthia; Cantor, Joanne (1991). Factors affecting children's enjoyment of a
frightening film sequence. Communication Monographs ,58(1) 41-62.

Michael F. Jacobson and Lauric A. Mazur(1996). Marketing Madness: A Survival
Guide for a Consumer Society (Boulder, CO: Westview Press 1996), p. 67.

Mark C. Miller (1999, April). Hollywood, the Ad. The Atlantic Monthly, p. 43.

James A. Karrh( 1998). Brand Placement: A Review. Journal of Current Issues and
Research in Advertising, 20(2),31-49.

Kathleen Mortimer ( 2002). Integrating advertising theories with conceptual models
of services advertising. The Journal of Services Marketing, 16(5), 460-476.

122



Karrh, J. A. (1998). Brand Placement: A Review. Journal of Current Issues and
Research in Advertising, 20(2), 31-50.

Laczniak, Gene R. (1979). Information Content in Print Advertising. Journalism
Quarterly,56,324-327.

Law, Sharmistha, and Kathryn A. Braun (2000). I’ll Have What She’s Having:
Gauging the Impact of Product Placements on Viewers. Psychology and
Marketing, 17(12), 1059-1075.

Law, S.,& Braun, K. A. (2004). Product placements: How to measure their impact?
In L. J. Shrum (Ed.). The psychology of entertainment media: Blurring the lines
between entertainment and persuasion (pp. 63—78). Mahwah, NJ: Lawrence
Erlbaum.

Neijens, P. C., & Smit, E. G. (2003). Audience reactions towards non-spot advertising:
Influence of viewer and program characteristics. In F. Hansen & L. B.
Christensen (Eds.), Branding and advertising (pp. 266-283). Copenhagen:

Copenhagen Business School Press.

Reijmersdal, E. A., Neijens, P. C., & Smit, E. G. (2007). Effects of television brand
placement on brand image. Psychology and Marketing, 24 (5), 403—420.

Resnik, Alan , and Bruce L. Stern(1977 ) . An Analysis of Information Content in
Television Advertising. Journal of Marketing , 41 (January ) , 50-53.

Rossiter, J. R., L. Percy, and R. J. Donovan (1991). A Better Advertising Planning
Grid. J.Advertising Res., 31(5), NY.

Russell, Cristel A. (1998). Toward A Framework of Product Placement: Theory
Propositions. Advances in Consumer Research, 25, 357-362.

Russell, Cristel A. (2002). Investigating the Effectiveness of Product Placements in
Television Shows: The Role of Modality and Plot Connection Congruence on
Brand Memory and Attitude. Journal of Consumer Research, 29
(December),306-318.

123



Russell and Stern (2006). Consumers, Characters, And Products: A Balance Model of
Sitcom Product Placement Effects. Journal of Advertising, 35( 1),7-21.

Stern, Bruce L., Dean M. Krugman, and Alan Resnik ( 1981 ) . Magazine Advertising:
An Analysis of Information Content. Journal of Advertising Research, 21,39-44.

Stafford Marla Royne (1996). Tangibility in services advertising: an investigation of
verbal versus visual cues. Journal of Advertising, 25(3),13-29.

Shrum, L J.(1996). Psychological processes underlying cultivation effects: Further
tests of construct accessibility. Human Communication Research,
Oxford: Vol. 22, Iss. 4(Jun); pg. 482, 1 pgs

Solomon Michael R. and Basil G. Englis (1994b). The Big Picture: Product
Complementarity and Integrated Communication. Journal of Advertising, 33,

57-63.

Synott, Anthony (1991). A Sociology of Smell. Canadian Review of Sociology and
Anthropology, 28 (1), 437-459.

Petty, R. E., & Cacioppo, J. T. (1986). Communication and Persuasion: Central and
Peripheral Routes to Attitude Change. New York: Springer-Verlag.

Weaver, D. T., & Oliver, M. B. (2000). Television programs and advertising:
Measuring the effectiveness of product placements within Seinfeld. Paper
presented at the Annual Conference of the International Communication

Association, Acapulco, Mexico.

Tom, Gail, Stephen Calvert, Tira Goolkatsian, and Arlene Zumsteg (1984). An
Analysis of Information Content in Television Advertising: An Update. Current
Issue and Research in Advertising, 7, 159-64.

Weinberger, Marc G., and Harlan E. Spotts (1989). A Situational View of

Information Content in TV advertising in the U.S. and the U. K. Journal of
Marketing, 53 (January), 89-94.

124



Zaichkowsky, Judith Lynne (1985 ) . Measuring the Involvement Construct. Journal
of Consumer Research, 12, 341-352.

Zeithaml Valarie A., Parasuramsn A. and Berry Leonard L. ( 1985 ). Problems and
Strategies in Service Madketing. Journal of Marketing, 52(April),35-48.

Zinkhan Grorge M., Johnson Madeline and Zinkhan F. Christian (1992). Differences
between product and service television commercials. Journal of Service
Marketing, 6 (3), 59-66.

I

CELEH) (PS8 BH © 2007 B 5 | BB A L 5 [N D 2.6%
FIHRIETUE TN E $H§iﬁ?[f&%ﬂ‘ﬁq&@m BELFREY - N )R

http://www.acnielsen.com.tw/site/news20070813.htm

7 A (2006 ) o (B 1 P AR TR R R B ) - (PP ) no.
1001 - FVET http://media.people.com.cn/GB/22114/42328/71049/4811700. html

7R (1999) © (T RIBR S % %ﬂﬁ’&ﬁmﬂ%tﬁ”% B i TS
“T PR e = ﬁ,[.>> FIET [J\Eﬁﬁlﬁﬁﬁmﬁ?ﬁ%@ °

R (2003) - (it Bl PGP @%Fm AR — B SR R
) o P {@g%fﬁfmJ“F%ﬁ*# s

1ot (2009 4 £ 8 F1) = (Mol | i 535841 NCC I » 5oy - 2]
E\ﬂj - JUE 1 http://udn.com/NEWS/ENTERTAINMENT/BREAKINGNEWS8/4835
912.shtml

R YR (2007) ¢ (MR IR GPERR ) v
http://media.people.com.cn/B1G5/22114/70684/104022/6306909.html

*Fﬁ (1989) o { HFAT" FLN?I"TF"“ %Fﬁ?’*&”ﬂ> F'Jh AT EFOED
(RSN

= 2 (2004) » (BRI VYT (AR K SR < )
FIFTREREFRIDON) « P RS MR A Y

125



SHEZ(2008) - (H A :c‘?ﬁ?ﬁ*éefff‘ CRA PR T O ) BN O
fﬁ TVETD: http.//www.bnext com.tw/PrintNotables 349

T EERE (2007) (BRI R R ) - ]S I

ﬁﬁ@ °

P (2003) o (IR P TATEERAE o "V EFERE) - [
PR IRPHTRY -

F - TTpY (1998) « (e Fm = BBl g - 1] e 1 FIF'JE'%JR@“EI
§) o FHYISPIK > 5756 1] > p9-34 -

A (200705 FLAT ) GRS R T ) o RSP T VD
http://pro.udnjob.com/mag?2/it/storypage.jsp?f ART ID=33544

A (2005) « (HRE (NS4 ) VRIS AT s PIP BB B TR E e
[IEEET) o sSSP TR

FH (2006) - { (LM (TR D POEIREES © 1) @) b 1) -
F[ *???TJUFEFFQW
250 (2007 ) o (B FLHIE J}‘ﬁli Eﬁi%’ R ‘[gkf?:jn,ﬁw » JVET * http://mag.u

dn com/mag/dlgltal/ storypage Jsp‘?f_ART_ID 89856

A8 (20090 1 5] 22 F1) » (ifs ?F 55 PR 1596 55 s £ g
O TR 8 208 A SRR - S R
Ml AI13 4y -

ST (1998 5 10 F1 27 FU) s CRUA GG Ry 10D - (IR p1) > F1 23

S (20000 15119 1)« CAF ¥ 08 51D - 7 T ¢ it
ALLAS -

STAP] (20090 1 7 19 1) - CRSTIAIN Fop BURER S = 0 e
545 (B R 423 ff > F6 2296) o T I > IR 0 ALLAY -

FAL (2004 F 9 E]) e (KD [Tﬁggjwﬁﬁw@,yn

Il BB o (OB
F']‘T?r TR AR Ry ) F,J“ [gyl[ﬁ};ﬁ%g@—

126



PG (2000) = CI5LA7 YISl - W) Do 0 1 el o) -
P2 R

FREN(2001)e (I BIRES AR RS ™ SRR PR 2 P — AELHT)
BE PN SRR

FEE B 67758 (2004) o (7% [T B0 ¥V ) ot P i
A{ﬁ,%‘) ( rfﬁﬁl —Fu> 15571 H > P75-104 -

FRRY A (2006) = {7 R IREI ALY G RO ) o 1T 5 R

K -

pATRE (2003) « YT TR, AR ETIGRISS ) PR
ﬁjﬁf | ° ZVEI http://www.libertytimes.com.tw/2003/new/jul/10/today-fshow3.htm

HEE T (2004) © (F FFQ?—HJ%EEW VY - *%ﬁ%‘%ﬁmﬁr‘?ﬁ‘ﬁw

B (2004) © (Flash gt filfid * 3000 P — I~ 58 2 5L 05T) o 505
BRI -

(AP FIER (2005) o (o i R PR iFY ] gt ) - (I =t (g 52
T[) o 81 65-114

(FH=EE (2006) = (i@ MR ™ A From! (F) IR S E ORISR ) » 53 = e
AIES *I[EW?[ EGRE TJII[E;W;@@{;%HMHJF F,]‘rﬁﬁruri/

TAPF (2002) o (= SRRFIMER R N SRS & Y hRL) - B
FISFFSLL "Aﬁfﬁﬁk E I
http: //old npf.org.tw/PUBLICATION/EC/091/EC-B-091-018.htm

P 3 A0~ RIS ~ i ifpp'l B ﬁ“%ﬂml (2008 5 11 EJSEI)0<<|'ﬁ
B THL B P T £ D ’E‘ﬁ% VL
http://forum.show4ever.net/viewthread.php?tid=128161

BPEA (2007) (J T8 B ) - (FIBH) - BT59 18 -

AL (2006) < { F-Blog [l *IEI > FEAHITASIRS ) o W[ fpipk

g -

127



BEEIT ] (2005) o C 8 TR BRGS0 * St B GIOMAT ) - s
[P -

LR (2004) - ¢ **%@%ﬂf}“*fiﬁ@%ﬁ@%@ YT < PR
5 [ 7 R F4 °

RSt (2007) (2007 -4 55 o £ BURRIFISL) < ) Adm #5207 5 9 F |3
23197 EHIVET & http://www.cyberone.com.tw/ItemDetailPage/MainContent/05Me
diaContent.aspx?MMMediaType=AdmMG&MMContentNoID=44612

o (2001 C b= Y B BRI 53 -1 ) e ., £
BRI -

JHve (2007/6) CRCEEITEOIE: BRSBTS A BT O
http://www.pts.org.tw/~rnd/p2/2007/AVMS.pdf

§%Eﬂj|’ﬁi (2005) = (5 MafTE T (=R PO ifs 1 FE AT = (P2 Rsr py
D)o [ES“H =2l 4\%’?&’5%@ Tf4 —Fud/ °

IRATR (1995) o (BRPRASEPHAE IER0%) « £1d™ B Sl vy

5T (2005) © <<Ff[!ﬁﬁlg‘"‘ SHEN ’%ﬁifﬁw?}) Eﬁﬁ%}?ﬁ 2005 = 5 F|% BY
349 Eﬁ o JVEI :
http://www.webader.com/ItemDetailPage/MainContent/05MediaContent.asp?MMMe
diaType=BrainMG&MM ContentNoID=17543

H(2005) - (il * 2407 2507 257 2 ISR BRI 1L (G
*az' [E%%IW ) 8¢ 161 178 o

T (2007) © <PF§%HHE CEJIRNTERE [?Fd/ NI <<“fﬁ”5‘T*ﬁ FRF) 0 61 0 FUF
http://www.nhu.edu.tw/~society/e-j/61/61 09.htm

A (2006) (V172 SN PUBRBRYEY [ L P - Syl SE
BRI -

7"&[{“’“%4(1997) <<?LTQ'?§1?E*ET$‘>> °’F'}j“‘3 P [EuyR L?ﬁﬁ?@ﬁ@ﬁféﬁ%&lﬁ °
( ﬁL?{Ehzabeth Shimer Czech-Backerman [1991]. Managing electronic media.
Butterworth-Heinemann )

128



B = (1993) « COREBPHRIE) > 717 I ?}Epu

FIYIRPESTERRIEERATE (2007 0 2 F] ) (2007 i %f’, B EEPIR 2 ) 0 No.370 < JUfT

http://www.taiwanpage.com.tw/column_view.cfm?id=181
PSR (2007 0 6 £1) (2 37 AT ) » (FVR) » No374 -

g0 (2001) - CETFLF- (SPSUIIETE ) - VST 5725 9102001 & 6 7] 24
EI °

P17 S (2001) « CPTUIREARREA S F 7 ELY [ 50T « P g
Frifi (2005) - (RO aE ok i fel * LV HEFTD - ﬁl%*%ﬁil%%fﬁ"’s%’?%f,
’J“Jfﬁﬁ,%:ix

fi[ﬁ%’%&” (2006 ) (*%@ﬁ’ﬁ%ﬁ@‘t)} ’ ’F'}:Iii SHT =4y o ( ’FL?} Roger D. Wimmer,
Joseph R. Dominick.[2000]. Mass Media Research: An Introduction, 6E. Wasaworth. )

FIBIT (2005) o (Tl ™ 1555 RL FE e P RITRLRLEEY) 7 ) o (I RS
Ty 8:17-25¢

FufEs (2005) - <f}?ﬁﬁ§ﬁl’%@i¥ﬂ/ RS R i BIPOPE ST ) o plIC S
P o
fr id

FIEITEQR007) » (FRFIETH AR | B R (e
“hd ) AL w%**ﬁ%mef4¢Eﬂ¢@4ww

FUREST (1997) « CRRVEI= P ) o ™ s MR 1=

BB (2006) + (BO I OISR R RS ) o v
http://www.pts.org.tw/~rnd/p9/2006/060918b.pdf

B (2000) « (7 M BEIANE RO P ¢ ) A
ST - ﬁﬁ[mw IR TP -

129



B FaAl - YR (2006 ) - (TP i@ﬁﬁf@%’?fﬁlﬁfﬁ%*ﬁ%&“ﬁ'ﬁi‘wﬁl SARS
HFERR) o fli# S 3%9E > No.3 » P59-82 -

B (2006)- (7 WM FLILE * BRI S BN B Y 2y phaprs
MEKI( ) <<H%ﬂ§>> ™ q%ﬁ—iil%IU o JVET http://1985may.blogspot.com/2006
/09/blog-post.htm

KRS (2009 3 713 |1 « CIpfREP=s EPRREIARdaR) « i > ZVET - ht
tp://udn.com/NEWS/ENTERTAINMENT/ENT7/4766415.shtml

FET] (2008 0 7 £1 19 F1) - CHEAED By # EESRTRED - T v
FI ¢ http://udn.com/NEWS/ENTERTAINMENT/ENT1/4432951.shtml

Fﬁfmﬂ (2004> 11 F] 29 [ 1) (& 10 & 7] T30 1 SR (N4 4 C24) -
?%(2007) <3‘;’<m‘é‘iﬁﬁ’% ﬁlpﬂ&fyl 101) » gﬁ%ﬁ‘waﬁ/ fF’fFﬁHﬁ, TVE
http://www.taiwancinema.com/fp.asp?xItem=55753&ctNode=62

FHT (2008 12 51 26 122009 2 i SPGB0 S0 B 718 -
qV F I : http://www.iii.org.tw/detail.asp?types=5&sqno=ICT200812002&pv=238

WS (2003 55 F] ) e <§Fﬁ R T f[%” ) » Cheers ¥k » No.32 - JVfI :
http://www.books.com.tw/magazine/item/cheers0523.htm

FEER (2009 - 4 5] 30 F1) - <f}fﬁ%&‘¥ﬁ$ SRR T\FjiFifféFM ’ %ﬁﬁiﬁ@ :
ISSSEL R T B RS » ZVET * http://udn.com/NEWS/ENTERTAINMENT/ENT1/48
77729.shtml

TERPIF] (2008 ) (T E RIS EI(FCB Mode)fl R SHEH 7 FURMRSS R ) - (5
RHEEE) 118 18 P44 64 °

fibfe (2008 ) « CFIESEIaE LV ol i) - (P8R Al flbFT1) - 2008 & 1 7
B b LT R BR[O O (e T R - VT
http://cm.shu.edu.tw/cooperatlon/Nlelsen%20news9701 .pdf

HRREE (2007 0 11 5] 8 F1) = CRAP5 I | i EY sl oo 53 7 ) » (0 fssd
B A P & VIR P @ qVE [
http.//www.cyberone.tw/ItemDeta11Page/MainContent/05MediaContent.aspx?MMMe
diaType=ACNielsen&offset=12&MMContentNolD=46112

130



AT (2009) R~ BT SICRS) - (8 ) 2009
F 3 E[Bf o JUET ¢ http://www.brain.com.tw/News/RealNewsContent.aspx?ID=12210

FIFf (2002) - (IR DNA © BITES- & 400 Fy  HE & FRARYIOIGE ) -
(s ) - 800 : 50-53

IS (2008) - (R BRI S PISe 2 BV k) o F T - o7

T o9y e

FIFEC (2004) « (el * 200 70— AR E SR R PR =T T il
@Eﬁ?ﬁgﬁﬁ'aﬂ%&%@t VT AR o Pt ?a«'ﬁzﬁ‘?fﬁﬁfﬂrﬂﬁﬁ%

B (2008 )« { b FHIRERIH & fiffi1 * FR VP — 1J5E ES1) - 2008

{i M kgl Fiplh i
TVET © http://mol.mcu. edu tw/data/1209464070.pdf

EME [ (2003/4 ) - (g'“ = ﬁﬁﬁﬁ FlH) T ) Eﬁﬁ%’,;‘fﬁiﬁ 57 324 B F1 70-71
?VE I http.//www.books com.tw/magazine/item/brain/index0423.htm -

SHEIEE (2003/12) = CJ ™ 205 ﬁ%F:j?,th%‘& SRR s FITEHIRE o VF
http://www.libertytimes.com.tw/2003/new/dec/9/today-02.htm -

GEFIIE (20043) - (T A - @A EREE LY A ) FIEHIS - v
http://www.libertytimes.com.tw/2003/new/mar/17/today-02.htm

STF I (2008) « CFAES * —HIZE ~ SREREED o 1™ Tl 5«

SO (2007 > 7 F] 11 F1) o (P& BEE = EFF1ETRR ) - EIEH%&'% » IV
FI : http://www.libertytimes.com.tw/2007/new/jul/11/today-int4.htm

ZEanflr (1995) « (Fom ¢y IHapd ot o il ke i&m SIERIE R A Suiicr
F I (PR F"“Af
234 (2008 ) < (2007 5 & ] BRIV ) » ("8 AT 2008 2 7B

FEPENY (2002) © CFU [y fRAFT = S OPEAE) o FS T35 RS AT

131



25 £ 5(2006)- (AT 2 TR (~ F1 W AFRITE R 0 [ B s )
Qﬂkwﬁm@%mﬁw

B (2007) - ( 'Jjﬁuﬂﬁﬁhﬁfjﬁ@%ﬂﬁf ) > Cheers ¥53E » 2007 & 2 F]5f -

BREL (20050 1 ] )o( = oF F{ﬁ@f‘[ Local Content is King! > (B¢ ) > No. 96 -

PREET (2005) - (fEf [fkl—fﬁ‘ii 7 b ﬁEﬁf@%’JEgﬁI’E@?\ﬂ/Ww ° gFjC
ST —Fﬁ

S (2006) < (ot REFTHITAHRIT VM) - [1IBSR] e 1
= FT%’JI”JJE—I%Q/
¥
Refi = (2007) (BT IFRET) CFREIRES IO ) St (Gt
4{&?’} %) 059 H4 o JVET http://hotnews.tavis.tw/?p=347

fefm= (2007) <<Pﬁf‘| HE‘J[%J%'J )< HEIJ[%%%'J — ﬁEﬁf@?%‘ﬁ*ﬁlfmfﬁ@ﬁ'%ﬁ@ s i Y]
i <<Pﬁf‘,§%f’[ [9%) 058 # o TVET http://hotnews.tavis.tw/?p=336

el = (2007 ) - <<PQ["} ﬁE”@%’D CRAPE > 2 g — I]E PR T (F) ) >
= P <<PH Jf’[ %) 060 ] o TVET http://hotnews.tavis.tw/?p=348

fefm= (2007) - <<Pﬁfi I‘EIJI%J%W CEapiE s 2 s — ﬁEﬁf@%’JEU@(ﬁﬂjﬁﬂ: (h)o)o
= P <<Pﬁf‘|§‘{4/f} ) 061 H o JVET http://hotnews.tavis.tw/?p=384

B4 20 (2003) - <<£"“Ifk~£ﬁ1 SRV HAREL VAT ) o RS
SHC e Y (R S R

‘b“

ST~ FETH (2005) - (ISR 8.0 B ) 41 S e L
A - BBt RIS A M R e -

R AN (1995) - <@%%Fﬁ*%‘@ s HEERER) (’FL?} Werner J. Severin,
James W. Tankard, Jr. Communication Theories — Origins, Methods, and Uses in the
Mass Media ) °

,‘%&dxiﬁ (2006) - <F[ﬁ~j‘:ﬁ§§l§'“ﬁlg"7“ |—f£ﬁl’?4 j’rﬁ,\l I/"JI“JU>> ﬁﬁ[ﬁi{%ﬁlﬁ‘lﬁﬁﬁ

Y -

132



