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Abstract

Search engines are the most important media for online marketing. Exposure in
search engines is considered an effective brand marketing strategy. Previous research
suggests that different knowledge constructs of users bring about different brand
effectiveness. The study examines how users’ knowledge constructs influence brand
memory and attitude when search results are repeated. Furthermore, the study also
examines the effect of screen sizes on which search results are displayed. The findings
show that brand memory and attitude increase with more repetition; high topic
knowledge does not lead to better brand memory but wear-out more quickly; when
exposure increases, user’s topic knowledge has a significant difference in brand
attitude; those who are not primed by persuasion knowledge have a better brand
memory than those who are primed; there is no difference in brand memory and

attitude between screen sizes.

Keywords: Internet Marketing, Brand Effectiveness, Persuasion Knowledge, Repetitive

Exposures, Screen Size
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RIS E. . T/ NGRS R AR 22 A A B B B - AR A
F BN PEE B R 2248 0% BT EENE. » 752 KB Rk B AH B ARl =
fREHAH - BEIE—EFEE SRS TR - | /REDE(E R RO I B G
18 - SAEE R -h oo T 2

=g [ B Ol JE A = TR KAV RS SR H | (search engine results page » fifjff
SERP) » AL & B AR 5t SR B B - [ 5 R AR A - SERP H i BH&31 %
MR IC3R (Jansen et al., 2009) > & /7 EEMMEIVEE (Browne et al.,
2007) - [KIPLE{LHEE (search engine optimization, SEO ) Bk B B i 7 w5 2k g
e =R ENED - DL [T EE 20 -

Google HyTisHHreEr (Maltby, 2014) 68 B RYIR=AT R o0 = FEARAY oy
8= (branded search ) » EHSE LMV E AR 5 /78S (category search ) »
B A/ IR A  BG S (affinity search) » FEEHS BLREAY I AH BLEK -
Y& e i B A BRI P 0o o 2 R o i oy B P ol R S 1 7 2% e ]
TR AU - FHCARE [ E ZHITEAES = (Maltby, 2014 ) « K] AEAR]{5E FHE # AT
REAEAHIRI A [l 3 Ay SERP H B 475 2] [F] — RS v B 2 - SR > S@RHy
WFEEEER - A 40%H g5 (5 1 e 5 1 b5 B 58 o i 5 B AR IS sl 21

( Bunnyfoot, 2013 ) » ZNG ST EEER 58 & EBR SR 7% 5 AL e 5 98 (Lo et al.,
2014) DARFHE(EEREREE (Maetal., 2013) » FRER S Rl B A AR SR 28
(priming) ( Yoo,2014) -

A LR EAA HIYME (Duff & Faber, 2011) » 3SR RIS o FH
HEHEREAS - ATAERBIE RIS - S IIEACES (van Raaij, 1991) » [KI LIRSS
O TR A AR DUR S R B AL G Ry B 2L (Peracchio & Tybout, 1996; Yoo,
2014) - FEARFAIFREE (persuasion knowledge model) fi#FE 1 IR {5 I A rl {5
FHBEA AR5 A el ~ FEAL BB FETT 85 A BRYER AR =8 (Friestad & Wright,
1994) » 105 E SRS AARIAHBRIE - FEEMAIE (topic knowledge ) » ¥fFE S
BB XAAHBRARIES - FEEARAIE, (persuasion knowledge ) » DURC¥TEE &5 F1HY
I, - FESLRRIER (agent knowledge ) » 35 615 & A 0 F & B HE S SR A St
FOIE LR RE R FE AR A [FIRY 52 2EE (Yoo, 2014) - [RIFL/R AT REEHE S R B AR
TR RRRBOR E A s
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Q

TR 2SR AT B S B Y B IR A R RE R g 2 (B fimlds
2013 ) » SRIM EZ I FEN A il B 50 I RIRBRE S SRR IR » LA » BESRIT A
FERRAT RIS (Yoo, 2014) » (HZ HAFTEE A R ERHES -
RV ARG - AL - AR | Yoo (2014) KIERASTEEE G R EHE - £%
FH P Ao R B R I R Ry R R4 I - 2GRS SR A 1 = BRI N S0
Hys - DUTRERITRIE BRI FER AN B L iR -

EEAh > BEEATED LA H WS ke - T ATENESE (mobile-first) ) B Ry E 5 HE
HYTT#H RN ( Think with Google, 2014 )~ Google Adwords ‘B /7 &i#& %5 > Google
R S0%HA K HTTENEEE (Google Inside Adwords, 2015) - HE B LI TH)
84 (Google Webmaster Center Blog, 2018 ) » BA R {TEIZE BV EERN R Zi -
It o B RST ELESCR I B R A e 55— (AR ERE T HORRE -

e ROl i@ T B B B e (W N AE IS SRAFR - 17BN E AR M E AR
FSHIR RS s - AEME I /T 23 BRI 1T 39 H PR - Kim & Sundar

(2016) FEMHER X — RN ZIniRE R B R AR (Heuristic-Systematic
Dual-processing Model ) #E AN [F] 55 % R & (EAERS (50 I Z PR A RIRVER S a2
REFE - 0 ELE s I O AR [ i izl — B (Belk & Llamas, 2013) -
RIMAEE B H#IEE > Google SERP FE A/ #: FRIRHVE A A Y IHE 1
GRS KRR RGeS 2 FE A SERP AR LU il hE5k
R IR EEEAMIE -

MG bt AWFZE R FIERAE R (2 SRS AR IR, ) Bl RS R/ IME
Fo i B BOR KGR SR AR E ARG T - B EC IR B L RE R 52
%o WA ERE TR o BEHE AR - R TR
e 452 B R AT o TP AR AR R - IRER B S T R R AT 5 B SRS
hfRIZ% -

Wik

Bl ORIRAY

— ~ HWi=E A R E

=5 [R5 H A (search engine results page » f&fl SERP) Fyf#285 [45 (41
Google, Baidu &%) $#ZREERREHERIVEIE - AR FHER - RIREHE
A RAVAERATE R BTN 250 WS Ry B AR Sk R N 48 S SR e
A (Lo et al., 2014 ) o F A =G S ARFEE =00 [ FE Hh UG RS &R ISR [ &
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SERP & —{l&l 7 i {Fe i & AV 1 (Browne et al., 2007 ) » 36%H32 3%
HEHEAAE SERP [HEGHY SRS FUIBHY FE R (iProspect, 2006 ) © 55
B o B NGRS R S B AR SR R H Y S R BEA4 L T b A 1
R - AEEEHEE (eye fixation) FAFEFEH 2R TAREBIE{RLF (Livetal,
2015) - M H » Advanced Web Ranking iff5e#y 5 thfa i - TR AT RAVBEE R

(click-through rate ) fxre @ A HH_E 2 Mg (Petrescu et al., 2014 ) -
WA FEHE HIEE R P EEAL - AR T B 3 L A B R B
(Regan & Fazio, 1977; Simonin & Ruth, 1998; Dou et al., 2010) » DLz /B & H
SRR, (Kaplan & Miller, 1987 ) - Dou et al. (2010) SR8 =45 KAy G &
5 P L R R B RI3 28R (Schema) - Yoo (2014) JRaE Ky IEHEIA
# (contextual factor) ;P2 FIEAEAIEE SERP IRFAH T RHIARL: -

AT HYIRIFHE R BT R - B 7 2B B AR SR ER S - g%
IR SR T 8 M Ry B HEIKI32 (Sherif & Hovland, 1961; Yi, 1993 ) -
MRS N AT R IG5 R SR AN A e R 28 & e AR B Ry B 5 - Bl
EHEEYBEE KR < Ry @mBs - mE Rz e S - HeRE S R [F]
{ERCR (assimilation effect) 5 .2 » A G BRI ZR MH0R L B R HE IR & 2 AL B
HBASR - BN s B AR Y B SR K R Ay 2= 52 8E - KimfEfesEn ik - ke
R IEAIEEE » PhAR SR R ¥ RS (contrast effect ) ( Levin & Levin, 2000; Yoo,
2014) - =R EA HnHEA S — G RRR AT EWHESER - I
RFey A A [FEBCR M A AR E R A A RE - K > EFERAED
BN ROR - (e EA SRR - AE ARG S EHE B A R iR

(Yoo, 2014 ) -

= (SRR H DT

Berlyne (1970) fgFE S AEMGOEHYRR )2 FEREZHERIEE (positive
habituation ) BLERKE (tedium) JFLRAMEKIZRATSZES - FEEEKIFRAEAL - #JREEZE]
S - FEE IR T ARSI Wi &S E A IR A2 - KL
FEAEWTNEG: (wear-in) » AR E B RXBOBERIFBI T - FHEERE AR
MHIMA &M - KIEEFEFSBIS (wear-out) » Cacioppo Ed Petty (1979)
HilfE H P By amalt HEE A AY (two-stage argument elaboration model ) » 7E25 — [ ER
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AR BRI - ARG R AtlUE B IS TR i i KBNS O N A > RS
BBCR G bEE MOt R B I AE A i B 5 - AR RE R IO U R B E RN S B2
WS J s P B A 5 2 B B B IR AR S - St ASE RS R » DERE By
SR G FEEIROE K BIE M B - Pieters et al. (1999) ¥ EIRfE & IR 5228
W fEEAEROETHEEAE EDUHER iRk S o (BE RN
FEIE(K - Lee etal. (2015) 385 IR AIZ MBS FI B RESH4H] H CAERE S VIR ER
R ERRERRE S S TS FA R A R R B Y B 5

SRR G R R TR 5

R AT SRR B B A R B TR R P AE IE R YR £R - Batra &
Ray (1986) #EHi & HAERIRSREE LT > 2RI > AR B R SR ]
A FHERRA 2T AR £R © Gorn & Goldberg (1982) 3 = K NHIIEEF{EIL
FIASCR - SRIT P 3 25 KB RIR 2 B B AT HISSCR « Pechmann & Stewart (1988)
FRHIRCIRRSCR G AESR 6 KAVIEOLE Tl - Schumann et al. (1990) thEEH[EI{E
SRR R 5 H S HHE N FRIANE] - TAE 3 2 8 KiZMERIRAME -

HEBOEE MBI

Zajonc (1968 ) fEH BRI GRE (mere exposure effect) » B iH—{E W&
BAEHBE BRI - HEE R RERE & 27T » R 2 I AR A
FHCEBEMEYI - Lee etal. (2015) HYMFZERETR » MEANNERE B F BB REAR
W 5 A o5 R B 5+ SR B RERER D SSFE ( AR RE A AE R TS B A TR o
NG N EE - R B R A B & IO UE I E I - EBERIE R
puffRERE o Calder & Sternthal (1980) #f TV FEEHIMFZE - S8 S REAL BLIROL
R PAE G B SR B RE S EH 52 -

Zfads (2013) LRESHEARROGARE - B R B B 7 i 5 B (ARG B th pE A
fFabRRRERE © BRSETEES B AROU K EHE 16 KLART - S Y ah R RE RS Sy
MR OE K BB I B R T » ARIM EZ I ST PRET BRI N Wi B S i R R
ERESSEIZR o MUARIZE )8 8 R AW Y B FE RS £ H DL M EGR -

HI @ Ef=E R B RVEEROL T ah LIS R R (HFEE IOt KB
e B A et R TR P AR

H2 s R H I EAIROU B AAEWE S - EREE IR KRB
T 0 80T 1 ot R B FEE PR T
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LT R e B B BRI - AT B AR ~ {3 (A B A B
(van Raaij, 1991 ) » [X]JH 1158 A5 B 9 30 1R Y 728 A2 DB ot R 3 A% 0 Ry B 22
( Peracchio & Tybout, 1996; Yoo, 2014 ) - FRARFIEEE I (persuasion knowledge

model ) FyiH %3 A S B S AIFASHE (Friestad & Wright, 1994 ) - f#FE 17H
B Z AN {n] 5 Y R ORI 5 A ~ AL B o] E B BN S B B EnYER IR E
o HAIRHIHEE A —MAEGHS - Al (topic knowledge ) ~ FtAk
F1E8% (persuasion knowledge ) Eil %15 (agent knowledge )  FE LAl RiHE
FEE S A B AN A AR HBRARIER - BIANEHEEEE AR 5 B ARAIE Ry
M S TR B SRR AR - BIAS BRSE 7 E E 0ORTEs  ahRRE Fy
IHEEHE S ARG HIHE - BIANE Nike YT -

Yoo (2014) HYRHFEHERR 1 SLRRATE » R A FIAI NS B E T S A
TAAETRRRTER o AR FEIRR AN R4 St AR AR SRR+ DRI A R 728 o 8%
BAGSIRRIRASERTT

RTINS | R AR AT > Winke et al. (1998) faH1 - (KA MAERE
WA 52 BIE R FR s 28m A AR FML BUCE R, - TS A AR AR5
ZEMEHARZE - FT SIS —HIERRER - HEHHR TR ST
FRE SR (Loetal,2014) DIMBFEEEEE (Maetal., 2013) > Yoo (2014)
o ki e R Ry BE B 3R IR AE M 2% (priming ) -

[oH e

TH G = R B UR (Maltby, 2014) » BRSEF SHILE —EREST:EE
B E IS AE SERP JRARIIAZ B » (5 5 5 v DA A H I s B et AH BRI 2
dyran (query) FETTHMENIHUE S o & A= IER R R - BB A
R EE SRl B R{E SERP 19 5 N5 (Jansen & Schuster, 2011; Lo et al.,
2014) -

IR 28 o BRSSO R B U AR S T =B AR R
MRS (Liu et al,, 2015) » {HJZ Bunnyfoot (2013) 5 A 40%HI#EHE 52 H]
HRES hE H AN = R B BA S 7 0 A1 Ma et al. (2013 ) ZSHHBAR 7B S
Tl D EBHRS ) R MR AR S A A R BERYE AR » Lo et
al. (2014) FEH )2 B 5 R R T R s 28 - B e R R i I g
[EERIAT Ferh » {H2 Lo etal. (2014) AYRFFEARSR RS - MK FH & St
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BRASE R (EUE e FDE L RIRS 7R © Yoo (2014) DIGHSE 7B &Y
SERP JHmHE MRS  WF ST B i B A AR A A = A R 0 SR R IR B
WRHERAZE -

VY9 ~ FEASRIRIRNESGARS S & - B AR SR IS 2 B
(—) ERFAENTE

Peracchio & Tybout (1996 ) FERSAIEMEEBAYIATT - BEE 1 A8y #f
IHEHNEE  BRECIESCRAEF2% © Alba & Hutchinson (1987) HUBFFEHE
Hi R AR PR A8 - & i FHE H B b (automated ) FYEFHEFF
H B LA BB & IR S MR S HERIRE R © Yoo (2014) 3Ky » EiEEan
I E REFTRE A I 25 I TR 85 BIANEREE SERP PR A R ERUE I
MrAZS » SRR i A1 HRe IR Ry &SR R - SR BT ERE
W SIS R O IR R 25 -

FRTHIRFZE R - EAOE T DI S B F YL (attention ) ~ A

(recall) EARERE (attitude) AYRLER (Lee et al., 2015) » SRIMACEGEELE T > &
RO K B A AEE U ZUBATR (Berlyne, 1970; Cacioppo & Petty, 1979;
Calder & Sternthal, 1980; Belch, 1982) - R {FEERZM A (Berlyn, 1970)0)55—
B FEEE SRRV EARDE - W5R 1 EHME BRVRGERLREE - TS SR e
FUAS IR AL T2 SR SR R A IO L S B A B rvRC IR
R (Leeetal., 2015) ;5 Hh4h - FEZE EAGOUIFRN R - A T EERIZRAUAYEE —
& B » B 1 B EHE R MEREE MR T ARSI BT S (Berlyn, 1970;
Sawyer, 1981) » 3£ [T 1R 53 2] B A R BB A0 TSR < PTG ( Gorn & Goldberg,
1982; Batra & Ray, 1986; Marti-Parrefio et al., 2017; Royo-Vela & Black, 2018 ) - )z
Bz o KA FIERE T EIRFENTEE. - B2 ML EHE B R IR AR A B
el BEA BN RCIE S R B S L S EC IR MG (Gorn & Goldberg,
1982; Yoo, 2014; Marti-Parrefio et al., 2017 ) > [KEFEH LI N RER -

H3A » {ERS IR HAVEEMEOE T - 502 o 5% R (58 F 78 A B 2 o S5k
o BB RGN MR

H3B (s R EAYEEMOU T - /= i 1R Y (5 FH 28 A B A1 e o ik
o BPUEHI BRI A I -
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(Z) BRI E

At IR TR =X 2 ARV 2 2 AT {60 P R R (O RT3 2 Mg ~ S Bl [ g
T A BEHERE SR ES LSRR ER (Friestad & Wright, 1994; Yoo,
2014) - t4h > MRHE Yoo (2014) HyEHE » #X it IR EfRINE B E & ik
B A MERA AN - WFTCHE Hi & R i 5 MR I - TH B R IR e
2% TERRAE YT Ry LRI VSRS BN Sk - R RHEE S 52
% (Yoo, 2014) - [A]IRFUTIAZT 2 22 B RN FC/ R S B R (0 FH 5 B R B SR - e 5 19
LR B B SR ] 5 ( observation length ) F{FAF E S #ER IR (Lo et al., 2014 ;
Dong & Li, 2018) » [X] b BRGE 7EE & HiEHAE SERP IR - Er{sifd g i F & Itk
HIFSA RS - T AT REERHUE S e/ T Ry DR A RS B S 9B - S 2
B A DB R B 55 09 SERP Kf - SR ARAIER 9L M - MRl
S FEIE FRTNIBIE - o S EREIR ARSI - K B
CIERBCR -

KA - #R3% Berlyn (1970)f2 HiHYEEKIZAIEAY - FE 2 M RG ROV AR
o e A MG SR PGEREE - B ALEHE EE Mg T B 0§
P 8 ARSI TR R T R & i@k % (Lang, 2000) » SEETTIAE AL RS T & H B 1
G - [RIRF 7R g S B A B R B RSUR 2 EIRYF I (Gorn & Goldberg, 1982;
Batra & Ray, 1986; Marti-Parrefio et al., 2017) » FLER S A2 BAIEIA 8 PR IR SG

( Pechmann & Stewart, 1988; Chen et al., 2016; Royo-Vela & Meyer, 2016;
Marti-Parrefio et al., 2017 ) - [th[& B % 1 25 4 B S 7 SEREZE YR (Lee et al.,
2015) -

Rtk > EE =R ERVE ARG T » RO RS AR A FR A A o = -+
PR - B SRS R B R SRR - B R R RO - H
(A RF e Db SO PRSOR A P - [RIEER HE DL R RES -

HAA © iR R HR BRI T TR 0% 08 S5 e SRk () ol ) 28 AT 05 A
HE o PEABRRIE MR -

HAB Rt I T T oAl 5 S 30 1 0 P 5 A
B WS S R A -
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T~ ARG T - AR OE AL B RE A 2
(—) ERFENZE

ARPE R ST b AR B B AR R S 7 Bl AU A TR -2 (M aarti-Parrefio
etal., 2017) » i FIEFE EHAEBOU T EHRIFIVLIEERE (Lee etal, 2015; ZI{
f > 2013) - XM - Pieters et al. (1999) ¥HAENRIEE S HIMFZERH - fEH G
JEHRE R B HOGHER e fs i 5+ (B BRI A e Ao Py ] 8 W R K -

Winke et al. (1998) HYRHFEFEH - S AR A S 52 IS R R
5% 0 Leeetal. (2015) 8%y » S A& REAIFEH] B CACMRS B S0 IREE TR
FE > e R RE IR LA PR ER R i 5 b - ARSI ERARESS - R IR
A B G HNRNRE A S EARERE (Levin & Levin, 2000) » Yoo

(2014) Bft5E SERP HE44 % RRREEE Y s SRR » /8 78 i R R B R E SRR FEG R RN
BRI RYEUE. - 06 HBEA % E R AIFR T REST B B 2 T HE A R
ER R SR ik Z SIS N E » ERESREHE AR - IR B
IR LRRRERE

FH i oe » SR R B Y B [ 7 AR B 3 S B SEH S (Cacioppo
& Petty, 1979; Calder & Sternthal, 1980; Pieters et al., 1999; ZIfflZ > 2013 ) [K[[t
R L FIRRE A Z %A SERP WYTEIRIAIFR - MU A A4 B AE SERP I -
fECZE b AN E W R LR IS S8 4F » BRI 0y L Re R » [F]RF X
Rk Z FRAKIER L FIETE ST HAMATE - WIEE SRR - KA S RE T R
[RET LR REEE AR (Berlyne, 1970; Lee et al., 2015; Chen et al., 2016 ) » {#{($&
UM EGS

HSA @ {EiRait R AR T o (6 ot SR F 58 1 2 R B v ot RTIk
H o BEEBRWTE AR -
HSB @ fEE R E AV EERNEOE T - 5 Sl RN P fo P 28 P 2 v 2 v RT3k
B BRI S BRI IR -
(=) SRR E

WENIFIEREEL - (F I AR T S AR S #E% (Loetal, 2014) DU
REEE(EREE (Ma et al., 2013 ) - E S B - JHE B B HEWEAYIEEE ST
Rl AR S fE 38 (Kirmani & Zhu, 2007 ) - Ma et al. (2013 ) A SERP [yHff5eth
BN TEBER WS SRS ERENEEREE - Kt - BRI

~388~



o LB

& BIAE SERP IKf » & BEAGRs 5 H VAR KGR A2 - 0 H B i S mi e AR 12
St o DRI R AR AR - T AR B B R T Ry - HEBOR Al 28 A5t I A3k Y o
H¥# - B2 MRERE (Marti-Parrefio et al., 2017 ) »

IEE4h - Berlyne (1970) F2Fs ¥ K22 EFNER; - AEEMEBRGC PR
BCEE B B E A Ry sz - RIS - AR E LR EGE
=IYEDL T SSRGS & A AR BT A & mry sz - (Kt E AR FESS 52 - (Gorn
& Goldberg, 1982; Batra & Ray, 1986; Marti-Parrefio et al., 2017) - SR & N EZEIL
TR AR PR HE ST T BhRE R B SR IE DL N TREEER B EE AR 0 T
(T L R RE S HYFIEE (Yoo, 2014) -

QTR > o R RE RE B Y K B R A AR W b B S BLRE RS B S ((Cacioppo &
Petty, 1979; Calder & Sternthal, 1980; Pieters et al., 1999; Zfifis » 2013) » K[t »
ARWFFERE R B SR 7 iE 5 H BAE SERP I - {f F B AR AR IR St % - AR
REBRE - AR SRR A B IS Y SRR - SR1 - (RS B
1 HEE B TR RERYRE R N - SIS HT L R REEE YT (Yoo, 2014; Lee
etal., 2015; Chen et al., 2016 ) » HMIFEH LU MEER -

HOA © it R HAVEEIROU T - B8 SR MG i 5 FH 2 R R 1 i %
H o PEERISWIE IS RRESE -

HOB :  7E{S b L LTINS A k1 o P 2 A o i
F o WA SRR RERE R -

N~ EmRRAT
"{TEIESE (mobile-first) |, B2 S HEEAITHIRNE (Think with
Google, 2014 ) Google Hitd i 50%Hy 727K B 178125 B ( Google Inside Adwords,
2015) » BHRATEN S ERIZ EA R R e NCT 2 1T858 B B e 1 A B Y
R - TENEEEHEE N E A BRI R &% - 72 SERP WY/ HHEY | 5 &
BT REFRAE - K ATRERZ M &% SERP FHUS AR I 52 28 =5 SR Y
mn R RO TR B R RE B
Kim & Sundar (2016) JEMHE RN R "It RBR RS - R
A T B A A RS R AR » AR s il il i E s
BRIFHIFETIER (perceived control ) » KR AE KRR F 84 FRES 2 EIRL L TLILAY A
A BAFHIBIE SE - IR B RS B A PEHRESZ - Kim & Sundar (2016)
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FIRRFEIREEH - RS a R (i & S R HIE (Being-there ) HYHREREHER -
M /IR SRR G R R KRR AR -

FERA- R A el SR R R (Heuristic-Systematic dual-processing
Model - f&fE HSM ) ( Chaiken,1980; Chaiken et al.,1989 ) fEREREILE EZEEHEEH
SR g AR EGREEFR L - HSM REHE R B Fr 20 T FE S8 AR
FrEURi e - SREGE AP - SRS R RS — e R S B ~ I
WAMERYENERER © SRECREAE PR - SRS RIGEE LAN EF 28 A0 12
PRICHL LRI S A IR - A e R B A S i B S E S R -

FEREEELL Allport (1954) Frfgtify /N3 IR TRkl - BRIA
M FERRRAMERFEN - DY 85T » SuREARERYEH - FRvK
RET iR E B E 2 DRSS - fER Z el R EREnIE ol - a8
e nRESRHVEE R - BESR AR B IR AIFE -

W ¥ SERP HURFEHE S T THmERS | FoFlE FEHRER (the “top link” heuristic ) »
INNEFEARCER (Wirth et al., 2007) o [K]HA R ST a6 & e i/ N5 TR AT
EE R TSRS ) R R - M SR R H RO RSB
RIM A B TR ECIRACR 5 ART » BEE SO R BoR & N /N B AC TR
IRAGFIME - Tk A RS R AR S B S (Sawyer, 1981) » AR SEHEHY
F2J@& ( Cacioppo & Petty, 1979 ) i #54: ¥£553H 52 ( Calder & Sternthal, 1980; Batra &
Ray, 1986; Chen et al., 2016; Marti-Parrefio et al., 2017 ) » #FgH DL MERER -

H7A © fE SR AEERE T - AR &R EHB R R 5w
o PR EIRWE I ECTE -

H7B © fEfl=fi R ENEEROE T » KRR AR &' E
o BPUBHI B R IR AP -

nuffRREREJTTH » Trumbo (1999) F8%s HIIKEE (self-efficacy ) » ITIUFAERE
BWCEERIRRRAIRES ) » IRE s BN S BB B ] HSM (] el B SRS X 3R - 2
B IR (—) IFHEZEIRS] 5 (=) B R LAl Emg s (=)
A H AR5 (R BRI -

B BAlhfige - KRR 20 E B ER S - mIEnBA AT R
AN RHIEATERE RS - R ZE R SEEER - [ > £ B MEryBeD)
T IRATREZE AR IRF [EIRIRR] - T aR S R B U FRAIRE S 2 BRI ( Trumbo,
1999 ) » I » BEHCE BB HEFRAL 0T (IERRATFE R Rl s 2 RR T -
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o PR

Ayt A g R R &L -

M > INRST R B E BRI - (5 ] DU B NS LA
B MAEXZEEZENI T BN R TT (EadrnREsR) > BEAIRE
TIHEAZEIRAE] - MREFIIRACRM AT (Haugtvedt et al,, 1992) - {5 H AR
JERUERE A > TRERETFI IR MG SRR (WA - 2013 ) - AHES S > Berlyne
(1970) BIWFERE R FESSER S e A 2 K Ry atlUE e B A AU AR R
FIRE > (€1 - /N RAE AN E DY EEIRE N SR T AR AT -
i DL M B -

HB8A © fEf=fi R HEKRE T - MRS SEE R EHBEAR SR
H o BB I AL R -

H8B @ fEf=i R HEERE T > MRS RB I B BN R w
o BRI R SRR P -

2 - W5Esik

— DR

AWTFEERA 3 (AT © I~ K~ ) < 2 (RRIRAIGE © =i - A
<2 (EEMATE K~ =) =2 (ERRGT /s KD KRG E ARG
A SRR T e RO B A A AT B et RS I B 2 AR o R B
WFEAE AN 1 -

Jok s
& Sk
IR Lo
HIFLRAW v su e dE
AR o i A8 B
BRRT

el 1 BFressiE
BRIR © AT
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TTEMHE= T RE BB ENS ? 5B AR B R R A0 2 S A A R

= HbglEEE

AR HER T > 2ES T EBEE DS B TSR EEE  H
BRI Y 6 AHEERIEEE (3 BHEEROE ~ 2 FRAIRFER) -
(—) BEERE
Ry 7 B 2 L RIERAY 52 2 - SRR AR R R N FNA s B — R T
“E-3LUE”Y BE a1 e i ik [ 325 2t B o ok o5 41 L s L B R - T B szl
5 ot LRI 38 T R 4 o R B3R 4 R R i RN A4 R R B B RS “Razer” Eil
“Logitech” (North, 2015) »

(Z) BS5I18HRAE

AWFErEEE Google =55 [48FifE SERP f5 R HIA - — A HAE SR
Hif > 55— MRS AR &S -

F—EEEER RGN E LS T REE R EREERIEE - N2
i# Google A FATE B EHYEN - | WESKEEE 9 H&3#HF5 (query) HYHE
SRR E RPN | PR o At s &R &1 (Affinity search)
Bl =5 (Category search) 1T ky (Maltby, 2014 ) » H AR HEE 5% 2 Wi
/NEIE RS B S B B RS EENE B FREM S E R
Google Autocomplete ( Google Help Forum, 2017 )  $k338 H i ot B HE 7 Wi & 422 e
BAgE (FI8% 1) FE SERP [ETEHEMt 10 FEM=ER -

# 1 EWFARE
KFF w7 W%
WA
WAL WAL

iR

BRI B A BRI B
PRI B HEPS

O 0 Q9| L bW D —

Ui

HHERIE B BRI B
BRI B HEPES

BRI ¢ ARt reiE
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o LB

EAERRE Ll 1~ 3~ 8 RpHIREME ~ K - mrvEEERE XS (Anand &
Sternthal, 1990; Lee et al., 2015 ) fEti A 9 [ H S =S 20 [Hig - HEgdh B2
TR Ry Google ¥ #{li A3 FRal Y HL EHREIRS IR - 40 © HAR A RERE /3 i
A 4 il SERP - & 2HUE T I FAER - RAONEA RIS 23575 =
g (HyEk3) -

(=) RARAGEAHEEE

AR AL FRA 8 o3 A il % e e 2 A - (e MR SR AR ER A B BRI 5
W BRI SRS SR B Google RS SRV RET  IND | T B
KR - M CE AR SRS IR E A TG - 75 DARB 3 Sl B YA AR AN, - AHEC S - I
iR I AIER A BB B SRR LL Google HAAE F=AERAVER X EEL » 7K B AR AL
EE SRR E TR (8% 2, 8% 3) -

AN 1 RIBOEIE MR IESE > RfE 9 E#&#FaAAY SERP Hrry—1{E JH GGk
PRl AT SN H AR - 3 RBOUINMBEE - RfE 9 &R FFN
SERP Haiy ={E JHumBERE T A H ARy B AR =GR (R2) -

%2 © BRI
I R
I ENC i e
RO -
e | 3% () i e
3K () i e

BRI ¢ ARt reis

AT AR i B s SR E A T - R A R RS 3 2 s
FHEAREHEAAE SERP THwHY LS 3% HIERIEE MM (iProspect, 2006 ) - Y
PR B B E SR R E R - SRR R S5 R - R R E

(eye fixation) EAFFEH b2 THRRIEBIERES (Liuetal, 2015) - Google HIRF
Fe#v e Think with Google Fi5H » & b HIERAE TR 8 A5 SRR - AHE LR R HY
A SERP [Ff » GEFHETT 6.6 il (43 B 22503 (top-of-mind awareness )

(Maltby, 2014 ) - SR E RS RAEREEMES T IHEE AR —E
HEFMEE  (Hakala et al., 2012) - S@EMFEIRH - [HinHE4 S H RIFIES
M (Liuetal., 2015) » Jansen et al. (2013 ) 23R o gk T 5 5 0y L ER K GE R g
[EE AL E R R -
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TTEME=T - IRE BB BEEENS ? 5 AR B R A R T AN 2 S B R

(W) KRRYENRTEBHIEE

EEANIHEGT (Responsive Web Design - f&jff§ RWD) 2 EHTEISCE S
o NI AN AT s A — R A% U (Bryant & Jones, 2012) » ‘E R LIH Bkl
W o WG ANERR R R E T > BRRE 0 leRE s Rl - RBE AR
ANFEE R RS T RE — SR G R B a2 E - IKNELANTFELl RWD ZREBUE
SERP - £ 1 Lt 1 fefik C(1El 2) - FIDARBRAEE A AE A R T R ATT AR
T

Google =mAEsE n

HE B8 YH Ei§ [ 2 #3IH
Google
15 2,26 (LIS 58 ¥ g
SWFE - E-3LUE i o
(E=)www.e-3lue.com WE BE TN YE  ®E s
AT EISREERHA RS SRR HE S ENR « EILUEESH SO
X LA TEMATBIRE - ORI 0 5550 60 TR T 0 58

#EVEE - Logitech

gaming.logitech.com/zh-tw/gaming-mice

BHGC WIEENEARTANMNETEEMR o . BEVREL - BINEFPS
BURR - HIHEHELARANTSHILHETAR, o .. MOBA EATHEVAR,

#EVERE- Taiwan - Razer
www.razerzone.com/tw-zh/gaming-mice

WA - E-3LUE

(E=)www.e-3lue.com
A TR R RN (I

b1 R o E3LUEREE® A8 W% » T
BEMTERAR SRR !

EEREES - Logitech
gaming.logitech.com/zh-tw/gaming-mice

Razerd 19985 % 7 2P — T WA B Razerf 1 1948 (Razer Boomslang) ‘BRY LT
Razerff/ BUSREE R ¥ P RACRRISER » WRRESRAE -

S RIIHNNETR el ebildtE 3 2]

RSTRM, - 41t S METAM - B
SCRRATFSIERECRR - . MOBA®
MMECR R

PC PARTY&E E:E57H %

www.pcparty.com.tw/

ZARID: PCPARTY. PChomefj&i. Ruten§f§X1A®W . FacebookinZil). YahootB:R ik
Yahoolfi ¥ ®MHA. AN SMEH . HWARNL. SREFLHE. W8S

Bigs#e- Taiwan - Razer
www.razerzone.comnw ~zn‘gam|ng»m|ce
Ra LHRW—F WG R M Razed

B I _ N omslang) ‘B89 L Razed]
EREE- TEE-EEER- LEES DREMERE - BRBEE

www.gh3c.com.tw/index.php?app=search&cate_id=819
A4 tEZ Kinnston HunarX Cloud 1] 88865 B Ml B 1247\ KHY HSCP. DN Sas gt

PC PARTY A% 889 B
www.pcparty.com.tw

REAID. DODADTIM. D Ch s LA Dk BT 48

2 HRERAREERT () B/NERRS Ch) R
BRRIR © AR s

=~ HEDER

AHIFEH S A B T B AT RS 5 P RS BRIG ff F FR IS e B+ > 12
Yoo (2014) ZWFFE 5iAM R AN EERE 5L - K 7B MBS B TS
i > J* Facebook Hf LUk PTT (544 BBS fgul) 1ERSHERSEE
i o FEAIEES AL B E TP B T R EERS - BB E A BT
Hil - @ AEA R ERK ST L HE > MRS & FE S H RS BB
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LB R R

It sE N BEREE - RS S FER IR E 6 fHEER{EIE (3 JHEW
WOt < 2 BERARANRS ) AYH iz — » B s i E s Bt T
PR - & iR S A A AR DL s SERP A AR ER
HREE - FEREAEERREE - B LIEEES 9 &R E—
SERP » M5 F52 15 R EE BB A R YIS A SR BI T 58 3% SERP HYBIEE AT
% (Yoo, 2014) - sR1% & HEHE A T —{EEFHF N SERP » FXEIEHEESE
J% 9 1 SERP HmBI5EKFT A TS -
B=REE - RN AR RO I B R RE R - R 0 PR
SRNFTEAWTE 3 (8 b R R R B B AR E R -
VY ~ &
(—) ERFE
EE e E & 8 Mitchell & Dacin (1996) LLK; Yoo (2014 ) » 423 VO{@E
[z ¢ TR E RO BUREIAGE | - T AR ZRN EE BRI - T E A
B e BRI - IR ARERITEAETERE ) & T AHREAMA - IREBRAC
G %A REBE BN T o AMEERH S SHEERHY - HIFEARERIERE
[ -
(Z) mkEEEHE
PEEESER  ZWEGIECR DB HEBREERA A E R A PR
PSR IR ) BRVYE— » B0 — 8l I ASE O R 48 i DR B =l 0 Py 18 =5
R g SR Y N EEE SR SERP 2 - & L b HT
MR R 10 SZ B 0 (Yoo, 2014) -
(=) RHEREE
Janiszewski (1993 ) ¥l Fv i &5 A7 By B MEREOESORERY B 92 - $R A FE
R E 2R B Al i R REJE ¢ & A By (likable ) ~ R (pleasant ) ~ 35 A1y
(appealing ) ~ k5| JJiy (attractive ) ~ #F (good ) » Yoo (2014 ) FE51ERAREN
a0 SERP HYsg EER I 5eHh - USR5 B AR SR DA 25 35 o RIRY AH R
T FHE SR B SLEREHE o ABFFE2%5 Yoo (2014) HYE B JTIAIM ARZE I
BRI H AR E - WkR S BB O Janiszewski (1993 ) B Yoo (2014) #Y
nnhRRE R IE (3R 3) o HERIEER A S FE B HIFE R RIEREIFREEE -
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TTEMHE= T RE BB ENS ? 5B AR B R R A0 2 S A A R

R R IE

BB

HELIG L A AT RERE A B A e B A AR

HEREI 5 WELIFRL AR AT BB — I AF /Y e
BRI © AT

O S VS B S ]

(M) BS5|ZEERAEVAERER

(EVERERR AR - DAEOR AT B ER IR AR REAI i 8 - ME g
BEI—ETA TS ) ERERARSE Y E5 SERP HiH > WML RS VIR
Wt o (o R o o BB A B AR IR ) R S FIHE RS - BIFE A
[FEEIFFFE > KRB @D R ISR -

(H) MR

PEAE Relids R - N E B IS M Sl ¥ E-3LUE ~ Razer D J¢ Logitech
HUHIBERE S « T R RS/ B R > e T HNE G EERES MM o e
JEREREE (Yoo, 2014)  SBEEFAHLE Razer LUK Logitech # » BUE@EAIE
E-3LUE % -+ Bl R EE A -

(%) B R~T

ARWZEE a2 53 (device-independent pixel » XHHE RS54
density-independent pixel > ¥ &% dp ) ( Wikipedia, 2017 ) {FRyffy &5 5 R~ H9TE
BE - [FIRF - PRAIBAME EH 3% ET B EAHRARY CSS B (CSS pixel) {ERsicEke =N
STRYERAT o HHA CSS R B E ARG TRYBIR BN - S E G E T2 E
HEETIR R E K (Koch, 2010) 5 #EH#E H & AT LA % ] ISR [R]E%
g % o [FIRRRE RS E Y R FrRE R R &R - AWk EH B
CIEGE Ry 1 He 1 WA EREFGES Javascript AUk = FORE B = Y CSS
%3RS R RO SR B 2 B T B B S FE B IR M L1 R ELARAHSR Ry it fi
VTR IR - R E BB S B R T -
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o LB

Bt~ WESERER

— RO

BRI E 2016 42 4 H 23 HE 5 H 6 H » $k3f 778 A5k Bl - Hiat
HERREE T REASHRE R S B R BB I S B IR R H AR SRS IR RRE
DU > DIEHERR T EEARALE Razer LU Logitech | 3 - i "B EALE
E-3LUE | % > FRfERp M 2 BTG 00 - dh3T 488 (Wb AU -

Ry 1 BRI b FIRR Y e - DARCRR S RSTRYARVDN » KIS -
SRR AT > WIS AR E R 2.57 0 I KM 50 e ME 10 Az Bk
Ry 2.5 < ARIFE2 Yoo (2014) Z1FE » DA A B EYIEISRAE S AFE @ &
AR B R AR S B R re B i R, » RO R (R i 3 © e RST 5T » IR
FRAL BRI SRR AL B R AR R R R R R R R/ MRFERST  #
FE AR A B EE M HERR 1R - RERFE T B BARAE R 447 £7 -
BRSO N

AN S8 & il R B B 2 (il I Ry 32 R 9 H BeaT R - BdE  Janiszewski

(1993) ~ Mitchell & Dacin (1996 ) ~ DK Yoo (2014) » L) Cronbach's o {REXE
Ry(E EtaBmry e - SLRBE LG 5 HHYE » o (RECRy 0.887 5 EMAGERILET 4
I > o FRECRy 0.921 o SR RERE B AR5 o FREEE KR 0.8 » BURAHSE
R BRBAEEEALE -

=~ RS

AT FE A s g R A B (AR RR R B A L ) BT T IR =R AT
PRIV 3 F 8 W > KMO HUBSEYIME R B AR 0.8 - Bartlett’s £ € B
FVEE /Y 0.01 > FERANTEI > T a8 K 58y - BHEh1R 25 T HH L FFEUE R K
0.7 > NELEA R H .2 ffREE -

VY9 ~ R taat

or

H

ENUIPTWASE 3 (O Rl S 3 O

Je AR BNy AR R ~ R e e ST
R BCRy AL R RO T B S R RE T o i R B L T SR Y IR R ET

fiti > 25 H BB R S S BB B BGL MER i S R & 4
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TTEMHE= T RE BB ENS ? 5B AR B R R A0 2 S A A R

4 BINRERE Y BodiPERET

HAOL At IR AT P ft ATk ESCAN IRl
EOK = AmEEEE &5 K NN
N 154 148 145 222 225 231 216 222 225 | 447
Mean  3.105 3.207 3277  3.177 3212  3.267 3.118  3.138 3.251|3.195
S.D. 6446759 6156 6411 6562 6513 .6375  .6352 .6575|.6483
ACfE
X 100 59 37 12175 97 99 98 98 | 196
0 54 89 108 101 150 134 117 124 127 | 251

BRI - ARt reis

h. ~ BEFRRE
(—) BIErFEE SERP FREIR

AW FELUE B G  BIER A FIETR A 2 S B A E A PO =R %
IR B PR R B 28— E &3 72530y SERP 1% > AT LUEAR 23R IACSRES 2
5 9 Al A& FEAr i n B E R - RS AL B E L SERP « ARiF5eiRix
5 EEEEER 4 FOEE - 218385 SERP AHEINFSE - B8 ~ AnE = B A
HHETT excel ERMREHE -

ffE Lo et al. (2014) BREE/RZHIEZLE PC FYEESEE T » EREEIRE
AEEIBIERFE Ry 9.6905 ¥ » 15ifs¢ Djamasbi et al. (2013) BERHEHRZHIZEAE
Mobile WY EEETEEE T » REEIL 7 4 B ERFH Ry 6.741 ¥ « (EARMFEE
S R B R S B R R By 10.9457 #5 > £F Independent-Samples t Test | Eil &7
SERP WftFC=E 7252 » SHERR AR AT & Al A AR R IR RE -

(Z) @FRSTHR/NM

Kim & Sundar (2016) L 3.7 INfEH 5.3 INMEEERFHE(E by B BR SIS B 2 %
A IR/ N R T LR B o R i B - (RGBSR R/ Ny
R -

BRPEL RS EEAEATFHE (Smartphone ) ~ FHE A (Phablet) ~ SPARFE
& (Tablet) Lk Laptop Bd PC ZR4&E « AT LURAHY 88 7 R~ o 67 B Ry o3
HIEL - £222%5 Yoo (2014) ZAFik - HEBRE AR B AR » SRR ALEE Ry AR
PR A /NIRRT B Ry NRST 8 H « AARRY S fHIEZF 22 Phablet B Tablet

~398~



EF' IJJF"SIE.: nFFH

LR RRGFRRSSHET 222 OiiRA - /NRCT SR RRET 225 A - KRR
#H By Tablet ~ Laptop Bl PC 285 - /NR ST 28554 B Smartphone (& Phablet) 2
SE - WG EBERRI -

EeAh - By 7RSS #H T FREST ISR Kim & Sundar (2016 ) BFFEASE R IR -
AHFFELLES Screensizes (2016) B 2 BARFHIFR » 3.7 WA THERE
BRI B LR Ry 320 dp > 5.3 W HYZEE R YRR iR M1 7532y 400 dp >
Z R e R fiE o KL £15 dp @RFEHETT AT - AR ATE S 32015
dp ZBEARB NS A 2 AR LGS » DURCELE 400£15 dp (ZBRAEL R RS2
TRl AL » B T A AR i iR B LR RO IR i 72 52 - ARBE s R S
BAZ 6 FiR - BARERIBEE 22 - KIthHEm B A R -

7% 5 1 R RS AR MR B 2 A RBEEC 1R Pearson’s chi-squared test

INRS) e
N E e X df  Pearson &
I 320415 dp 7KL 39 43.59%
RE e P LA ° 25878 1 0.1077
IINRST R ek 244 57.38%
NAIR: ¢
N R X2 df  Pearson &R
ERE 400415 dp & S 16 62.50%
RE= o pZAEA * 01615 1 0.6878
KR 5eH 244 57.38%

BRI ¢ AT resE

6 1 BHE R AR MRS < W RERESE Independent-Samples t Test

IINRST 2 T
N Mean S.D. t P
B 320415 dp ks 39 3.108 0.8371
HE o pZARA 0.948  0.348
NS A 244 3.241  0.6664
ARG ¢
N Mean S.D. t P
B RE 40015 dp 2 kE 16 3.263 0.6438
HE “%‘p2@$ 0613  0.548
KRR wmAl 244 3.161 0.6356

BRI ¢ AT resE
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AN

TTEMHE= T RE BB ENS ? 5B AR B R R A0 2 S A A R

Q

ERMECE - ARIHTEE S Lee etal. (2015) Ed Yoo (2014) ZWFFEHISTHT
Ji% 0 SeBk I binary logistic regression M#EHERIFRAH G 207 0 HBRHLL
Pearson’s chi-squared test ¥18H3& 35 H DL ARG EB 7 MR AERET

BEAh - ATFFEIRELE Lee et al. (2015) $aLRREEEHETT ANOVA 4347 » SER
3 General Linear Model $JESFER 21T ANOVA (B II1) 4347 » HBHERFEME
[ R e B DUFESSE R AV E i Scheffe i2AR7E (post hoc) » DIZEA
PRAT A IR B AR 2 -

(—) EHE

HEE -

RBITEAT R - EREEOL S IR A B EEIEOEZ odds ratio {H
(= 1.282) JRFR MR AT S 6 3 O i B4 T (B = 0.248 > Wald’s * =
42.442 » P < .01) » /R SERP # st R B gt & B R aC IR A AR g B 4L -
FIAAHFSELL Pearson’s chi-squared test 4347 B ARV S RO IR 2 S A A FE
SEG » BERFTE EAERE . REGH AT Pearson 3R E/VA 0.01 BEE /KHE -
HURARWIEHY SERP A5 REEERGC T kL S RE L B nim 2
AW A SR Al A ARSI S IE SRS R R SRR 1 -

BEAh - ARIFFESS L ANOVA FETT B R SHT - S5 T gL RE
EHEE AR (F=3.61> P<.05) - fE#&LL Scheffe S 45 i 5347 B AR IR 4 i
REE ey A AR WG BI REFE GBS » IO 1| Rk 8 Rz MM HEY
HEES (P < .1) > HEREEREGH G AR EBE KA » BURAISEHY SERP #
FHAREERLZ T MBI W RN R RENES  E

5 =

(Z) REEA

FEm A < HERT

R o fEE A E EEREOLRZ A/EM T o H binary logistic
regression FEHR[KIZR 53172 odds ratio {H (= 1.061 ) » BH/RFE M A13% B EE RO S
AERT @ @ mFIEE g AR IR SRR - HE R ETEEE K
(Wald’s y* = 0.325 > P> .1) » [KHLFFLL Pearson’s chi-squared test {F%E & E# 3
G [R]RfAm B = E  RTRR E 2 S HRIR AE AE RERRER S - HARSLEIEE 1 R -3 X
Bl 8 R » EEE mn A AR A i A B IR R LU A B A2 5 (bt
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o PR

1R Iy a=1=0.1294> P> 1 BEX 3K 1 P ar=1=2.2830 P> .1 BRI 8 K
Y ar—1=2.4534 > P> 1) > &°F Binary logistic regression 7 %55 » i/ 2E 3%
F L RO R SR M A AR (B SR R B i T
[BAEAEE R  WEBSEN R ER 3A - TERESHRE ) - Bt | KEE
M 3 RZEERLE - BENARREEE AR HEE SR (B a0 =
14.9536 » P < .01 : £ : ¥’ qr=1=5.7533 > P <.05) > BB 1 REME 8 Kz
1 SR B 72 (5 o ar-1= 304668 » P< .01 {5 " gp=1 = 18.2709 >
P<.01) > SRIMAEEE 3 KBRS 8 RIVILIR T » (KA MRS A BE 25
(X ar=1=3.9524 > P<.05) » {H7E & S A3 10 2 FASER] 0.05 2 BHE ke
(xar=1=3.7485 » P =0.0529) > #CkESRER - KA SIS 1Y S EC iR A R
3 RARAEE LK BN 82T (H A AR 1 A IR A ot 3
RBARFEZ R BUY I ST - [KIH BRSSO RER 3B -

100

80

< 60
2

B 40
anz

20

— E -
0
1R 3% 8%
RN

3+ EEAn AR EE B IO A ALVE & i RC TR R el
BRI © AT

SHEFALAERRE - fRI% ANOVA RA(EMITEUR - A AR & FE 0
WK B S R RREE A AR B2 L (F =5.09 > P <.01) - B[t Scheffe Fit&kf
S R REOET o RAE SIS RREE R R A A AR (M s = 3.068
S.D.=0.7030 ; M & =3.163 > S.D.=0.5393) » SRl FARE 0.05 BEFE/KHE ¢ &
HESEI BN 3 KMy > R ATk L iR RE EE R R B A A TR (M s =
3.386 ° S.D.=0.6540 ; M =3.027 » S.D.=0.6532) » 7 B REFIGH 0.05 HHE
ZKHE S BROURBRRIIZE 8 X - /R A RIR At B B TR B B At R (M
5 =3.422>SD.=04767 : M =3.166 > S.D.=0.6862) » ifi H. 7 ELAREE] 0.05
B /KHE > RS RBREE SA M - MORSCRMIRGR SA - FERESBIREN T - 1k

~401~



TTEME=T - IRE BB BEEENS ? 5 AR B R A R T AN 2 S B R

1 REMRE 3 K SRR IER AR - AR E 0.05 B /K HE - ARIMRE
A AR SRR 22 - IBO0 1 KENROE 8 K SHRRRE R LE ME S A S A
SEF] 0.05 FAFE/KME - RAEMAERE I IERE 2R > ARMAERDE 3 KEIRE 8 X
LR - AR B A A R AR BB A2 R WOREARBR » BE
mm R ) A RGBT B S W B B RO 3 KRR e R RS 8
(BB A R PO SRR JEE B R R B B < WS S B RSS2 [RILE E kel
RASRFHESL SB -

35
3.386 3.422

1 33
]
ﬁ 3.2

0z

1R 3R 8,

BRAERE

4+ SR B R A A o A R R ]
BRI © AT

SR, < EHEIEG -

HRABEE  RRAFREEEREELAIEHT > H binary logistic
regression FEHE RIS HTEUR - B AR IS & RE B LAY R BUg I s IR A 55
728 (Wald’s > =3.374 > P<.1) > odds ratio fff (= 1.061) » JREE A ML
R AR R (BT 1 2R 41.77%; B 3 2K 75.34%; @K 8 K: 84.93% )Lt il
H (R 12K 28%; WY 3 K: 45.33%; MK 8 K: 63.89%)&H K (F [AIHY M
FCIRRCR - KL LA Pearson’s chi-squared test (R A Z3AT I As i oA Ml 5% 362 Ak 1158
BRGHRRAELFEFHSR - B 1 RBET - RIRARRE 222 AKE 0.05 #H3
IKHE (o gr=1=3.2049 > P> .05) » EHESCRBEIUINE 3 KHF - BIRAIGRS 72 BE
BIFEEKHE (1 ar-1=13.8967 > P<.01) » BEEREBAFERINIZE 8 ZKHE - FARKIF
BRI KAE (o ar-1=8.4450 » P<.01)» #idy LbbFsest s - B IR
HERE T - BRARFIRE AL 28 & Bl iy 3 0y i i AC R i 722 F A 5 0.05 Ji
FE O WEBA R EE RS 4A - TERESHIRE G - Bt | RENEY 3 Rz
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LR

FOTERE - W R BRSNS H B e R (W - =
4.8517 > P < .05 : FRWEMEE © v gr=1 = 17.5405 > P < .01) I8 1 REE 8 X
ARTER IR LR R (PR © o ar-1=19.0751 > P<.05 5 R
o ar-1=30.1540 > P < .01) > SRIMAEMEE 3 KEMEE 8 RALLER T » (EAEERARAD
R IR I P B R () ¢r=1=5.0991 > P<.05) » RHLMEHIAM FHIR
BHAREE AR (o 40-1=2.1085> P> 1) MUHREUR > SURAGERIEESRILT
anRCIRAERRYE 3 KR IBEE R R B I S 12 T - (EER AR IR A i 2%
IRTE » SLRRECIRAERRE 3 KR REEE L R B s 1T - KRILE s
i R IR 4B -

100

84.93

80

60

40

20

—o Aig% —m—EEH%
0
1R 3R 8R

B RE

5 ¢ Bk AR B L A O AR AU & R RC TR R fel
BRI © ARToEiE R

STENMERRES - IRIE ANOVA RO AERZ o3 HTiGR - FEEIRAREA G bE
H RO KBS rh RE R e R R 2258 (F = 0.21 > P > 1) » BfLL Scheffe
HRRARE 0 M 1 KEOUT - PR M IR dtd i 8 FEE M = O AR A M A R
%% (Mama =3.107 > S.D.=0.6860 ; M sma =3.104 > S.D.=0.6058) - H IR
REIEINE 3 KIGF > AR AR B0 e 1R 2 o 8 A e 3 J 40 Ml S Rk
(M gms =3.184 > S.D.=0.6357 ; M sms =3.230 > S.D.=0.7185) ; IR
BEINZE 8 KM » AR SR IR AL AL R RE EE VR R N e SR IR A (M e =
3.242>S.D.=0.5985: Mz =3.312> S.D.=0.6342) » #R{f 2 FAEERIEE] 0.05 B8
HKHE > EASIRAREL 6A » TEFESSIAGENNY - 1l 38 R Ml B IR A 1k 11
AbRRRREE B R AE A 0.05 BRRE /K HE LW SR BRSBTS ST
fR& 6B -

~403~



TTEME=T - IRE BB BEEENS ? 5 AR B R A R T AN 2 S B R

3.4

33

i
@ .,
-

0z

3.4

—e AiF% —m—EE%

1% 3% 8

BRI RE

6 * FSHR AR B L MR AL A (' & i R ]
BRI © AT

BRRN x HEL

BREEER > ERERTHEEERELZAEHT » H binary logistic
regression FEHG K Z YA 2 .2 odds ratio {H (= 0.87) > EETT‘ o N T
HEBLNZ AT - REsRTERERIER LR ESSR - tbREH
=5 (B =-0.139> Wald’s x> =2.099 > P> .1) [K|t Ff L Pearson's chi-squared
test {FEEEERES - Wi IR K W T B R S H R IR E A FET IS - HEE MM
BEE 1 K~ 3 KBl 8 Rz F » K R B/ Vi i R T B iR R Ll AE H
BT (Y 1 R i are1= 14803 P> 1 BEE 3 Ry ar=1=0.0927>P> 1 ;
BEYE 8 K 1 P ar—1=2.1891 > P> 1) & binary logistic regression ;& 455 » 4%
e ROCT YR B NA G FEZ L B BT e R A T = 5 BB
RAFHRE TA - {ERESSBIGA D IOt 1 KRB 3 KL ERME - K&
FERST BN RER S BB 72 (K a1 =7.2187 > P< 015 /N ol e =
12.6683 » P<.01) > B 1 REMEE 8 K2R LIIRE HBE 2R (K
af=1=13.2349 » P< 01 ; 7]n: X af=1=36.5325» P < .01) » IRIMACHRYE 3 ZRER
8 RILLHE T » /NRRER ST BB 2R ( or-1=7.6585 P<.01)» {H A%
BERN B REBEEAERE (P ao1=0.8945 P> 1) MEEEHRET - /INERERF
BRYELRRCIEAE G 3 RE&REF IR K By IS T T - (RS RE T
HI L IR AR R Y 3 KR RBEE L KB B 2T - RIL B Bahs R
fRES 7B -

~404~



o LR

100
79.73
80 e
61.43 -~
g 60 69.01
B 39.51 ~58.97
i p -~
m 40 -
4z
./
20 30.14
- /)\ —— K
0
1% 3% 8
BRI

7 EARNOEEE R N TR A Z ah RO TR R ]
g ¥ STRIEN i S5

S BRRE - fEERACTHEEELZAERT - IR# ANOVA A 1E
RGP TR » S RSP AN S RE MG ry R B I L R R A AR R 2 5 (F =
271> P>.1) - ¥t Scheffe HEMRE - FrABOLX B MMRERL » /MR RST
EBARBRFERST (B 1R M x =3.0495S.D.=0.6079 > M 4 =3.167> S.D
=0.6807 ; BEYE 3 X M x =3.197> S.D.=0.7024 > M . =3.215>S.D.=0.6557 ;
BEY: 8 X : M x =3.180 > S.D.=0.5925 > M . =3.370 > S.D.=0.6270) » K=
SR ARIET] 0.05 FHFE/KAE » HORSTRAMBRER 8A o TERESSBIZE n » AR EL/ N
RUST AR S5 P 2 A S RE R B R 2 4 0.05 BEE /K HE &2 i B 52 Bl FE 95 R 52
PRI B et SRS S Fe s 8B -

3.5
s 3.37
A
33 -~
1 3.215_
4 3.167 il
| 32 . —
8t e
5 L o
) ./::;7\3.18
3.1 -
3 3.049
- /) —— K
2.9
1R 3R 8K
BARE

8 * EH Mg L A R A AL & i RG]
BRI © Ao E

~405~



TTEIE =T - IREBEEEENS ? BB AR R R R T A &

W\

LR EVES

(Z) BEBRR

BRI DAL HEGR I RIS ERE RS R SLR - ARl R il REMVIR IR LR
A -
L fast Hi, H2 BRI A BRI R ATREIR RS - @R B R

WFFERERAZ fm AL RS (Berlyne, 1970; Cacioppo & Petty, 1979;
Calder & Sternthal, 1980; Belch, 1982; Pechmann & Stewart, 1988; Pieters et
al., 1999 ) » ABFElPRaT SERP HYSHASCR - L 1 KE] 8 RIBOGHEITE
Beakat - BTN R DA AR = (SR B B - S5 ~ S re B B
L ER A FIRI R SRR » (50 B AT RETE TR I o5 R B A Bs B P AR
N EA E SR EA M KBS o RS R AR R AR S ey 255 -

- BT SRR RERE L BT FERG R BB R AR S (A SA, 5B, 6A, 6B) - HEHI R (K

FEE R E e B S A G R e KT B B RO R -
AHTeER R - 2425 | Winke et al. (1998) kK Yoo (2014) (ZHH5E - #XM0 -
Herr (1989 ) B Yi (1993 ) i B EmHIBARF AT A ] » PPEAR B ERAIAT R -

Herr (1989) 7 i AIF A IR 25 5 3 B 16 B2 K 2 g 22 e 2
BERER o BRI EIRR SR AR A R EAS R - TE R BRI
R MR - TR REUR - S RIS I TH A A A gy [Al L
SIS EEASCR » (B A RS A B SR AT FUCR g A B K
Baiahti (2003 ) 385 R RIAEA A oAk REA IS S A4 S B A 44
FERFIRIBARRERE, > ARIMAREE SRR A A WURRE - RIS A RES e A
BERER - S50 > Yi (1993) - = AR BUEE AR # AR S
FEAE MR UR » HIRIRLE - ARAIERAE D B 7 o Ja PR R ISR 38 80 - T Jk
BRENTEVE. > B HIER A H A PG 2 e o 1 T S R B 2 i > A
R REE S RN S B IR ARE TS EH L -

Herr (1989) ZBEmLUK Yi (1993 ) RYER T HERELAM T E FE G R
FEMEL » SCHHE ARG 28 SR 38 S T i B L — 7 o AR S I A S e
KL E EEEOLIR - )2 @ SEMAIEE A A MERE K HheRRE
S¥EAM SERP FYEE MRS SUR 153 RLBCRAE A - (Kl 2 BB EEE i
WA S B TR A AR RS  -

AER/NER RSB R A S SR (it HT7A, H8A, H8B) » RIHERY

JFKIEAHFFZLL Google 1 SERP Juhff5eiy & - SEAEAE Google Al ik,
frEpfEE (RHGH#E - 2015) {84k SERP A » &% RWD $gE Hiffi -

~406~



EP IJJF"SIE.: nFFH

o Ho A A S S BRI R - R TR B NV I B R R
IFREER - SRR B A 5 o BRSO SR 0 (H
RS T ARWIFERIEER - S50 » AR AR A Bl bE A R T B
/NRST R o BEFPREL Kim & Sundar (2016) [RlRAHE 2 M - {HATRE
ErERAHE IR -
fh ~ G B R
— ~ e

AWTFRLAING S T ER T3 o TR E IO ~ BRI ~ A AR B e T
ﬁnnﬁi’ﬁni‘l“:éﬁi HERERE R - AR FTRERYHH I JERT SERP RS2 MRERRT LB
» Rt R SRR R AR R A ]

(—) EERNY SERP MR E -

AWFFEE SERERR A LR THYEMIROEE SERP MLEEURAIEZE - R
BERANTIFURL - RSB R L FRENREIIXEOEZ%K - RIMANTEHRE R
TR 0 A2 IRE ) R RO TR B R S B B A i R B R R R R SR -

(Z) ERFMEEEERY SERP RRWMRNTEE -

FEARRECIE T - AHFERTRER - /£ SERP EHAEBOU T » i A& I
A IR AR B A ny G IR - (HE B iR E A 2
WGBSR - FERESS B SRAYERGY - B e Y v et R A A e R
TR BRI S - SR B Em IREs -
nnhR RS Z AE RN o BRI S K i S B RE R o B LR
Y it R JEE R P R AR SRR L o R S R SR Wi b B 52
BHFESSES: - HmAE AR E e 1 KE 3 RgOUHEA MR -
BTk 2 B AR RESS R -
(=) ERARFGEE FER Y SERP REMENRE ¢
FEmm R ECIE T - BT » R A % A AR SIS AH I 1l 38 B AT
FIE RO IR (BRI BIRE RS - B 2K E SERP HEILIH A =HE R
(CRMEEE ) 2B - SRR S5 - A BN E R - HE
R FEIRIS -
G TR Al SR IR B - il S S IR A BOR M 4 4E 1 KE) 3

~407~



TTEMHE= T RE BB ENS ? 5B AR B R R A0 2 S A A R

KUESCH SR i RC IR SRAVAEE < 2RI - FEZIOERBEI BT > 2 8 Rt
IRF - R B b O IR A CaE Bl = e i AR IR 5 - Wil 5 2 2R &
i NN -2 NIREEE AN

FEALRRRERE T WFFEAEREUR - EIOURBIEINE 3 KE 8 KKy > #iiE
Rt AIRRE AN BOR P R A IR R A BOE R AL RE . - FF S s HE S (B
ASEF] 0.05 AYRHE /KAEMABESFF - (EWFICRET - BRARKIRSMR 25 & R il 2%
F o AGFEEOURI RO I AR E A R R R
(M) SRR THEEERRE SERP RN ROTE -

FEdR A T B EIOU R AERT T - RS A A Sh R R iR D B
SR SCRHEE HTB > {H R/ NERAESOR L A B A5 -
= EHE

ARFFERTEREAS R AESRAIFET TEIRF AR - Al i L i =5 [ T
DRSS - SER ST TR R EERCR - WA E R 1= SRS R e T+ IR s o L
K& i (MEEHE > 2016) 2% -
(—) USEABFEERAFPRIEARZEYE

WFFER R - 1R R AE S I 38 N G K B S T 3 ot R 2 58 B ot R R
A TRl o KRR v 1 = RET 2 A AN - R 58 A 2 e 20 R AH I
FIEA o R n] Dlan R E - o EiE - KBTS E =R (Maltby,
2014) Zo3AT 5 A B B R R R S e T TR 5 R - BESh - ERTE AT T8
[ AT TRAEE 752 (KWFinder, 2018; MOZ, 2018) - Google e fitRa#E T
HiEI T H( Google Ads, 2018 )AL Bfy{i= 3 TEHE o FHI A 8 7 DU B i RO, -
KA ST RE SRR AL R R 2 M3 7Ry SERP - S fiNfiiE f =5 B A 2
[F]—{E S Al - HER B TR T Pt A TR B A R RE L
(Z) ERBARESHERTEEERE

AU B AR TR > R EHBAE B A SRR ORI ) - B6E
MBS S R R i (5) - it B RSIAE A - nE
H SEO (Search Engine Optimization ) 3# =5 i Bl > IKIPLRER 2t B A T &
% > {RENEIR L E EINEE SEO KAG R EFFRI S - AR - HAE SR
HELIPES] - B2 S ALl RIS T B E SRR RTE B 8 7 LI
By o DU H AR SECRA A - WE AL - B AT T 2 T B AU IO
SR - T SRR B (R AT B -

~408~



o LB

[FIFRF » AP TRE R » (38 0 R el SRy oo R B TR o o i
TREHTEIFIE - [RIEEE & s o] DUl B AR =R rHRir A 2 - ieE 5
BB A M - KSR SRR BT

(=) EERHRERMERNRTEUESFERENE

R MARRERA 52 BGE R RN RS EERLSR - EE
nn AR IR G2 BTG IA A2 (Winke et al., 1998) » AKRHFE[FRIRFRER -
TEEMIROET » /B2 ol RS A 2 oo R e DR B o R B TR A I A
HE - KRR iRAEE (BAREE) BEBRIFIImRRECE -

BUBLL ERIbSE - SRS =0 [T - MEE PR EROURCR - X8
PERI AR RATAR - BRAJIERTEE —/NEifFrk - DIE AR E ORI ) R 2R
W > FEFIERE H N ARE RSB~ DUEURTE SERP B AR =4GR Ay
RERE S i B - TR | R i e re A KA T S B A e R - [R]IR
TERATERTR - B 22 HERR 3 B S0t - DARG 5 50 [ 8 o5 2K T Bl K 2 Skl
e (REZIEHERRAFE) - [FR e B AR =8B T # > A0k AT AR
B/ NIAREE T o R (I8 [ [ HY S EOR -

(M) EEITENMRBEAIITEHRM

ot RO S ESOR I B RS RS R AR - /NRSTBUR RS R = S
5t R o R B 1 B R B I RS 7 5 - (ARG RN B fE e E g
N RRSTERA R MRS SRR B EEI E b R EC TR A I -
1 L HE AR AT/ N S B8 I 2 AT ST TR 2 UL -

A Google =84 LUTENESL (Google Webmaster Center Blog, 2018) »
Rt » AR S TEECE VDR SRR) B BGETT R AL
HERE - RFRETS B EERY SRR TR -

H i Google HyJe& &5 #5 Al 7] DL H HE e A/ MR R Bl 3 - 3¢
AIDRIBTHE ~ B H 3% - AT AR il SRl E BRI 25 -

(f) 855 ERFEE AT ISERT - TRAEREUR

=L RS - AWFERERER - BB i 2 3 AR 0, -
HA R EMAFRBGE AR SR EAREET » [Fl— s KB R —
ERE > RREC IR SRR A A RSB S o SRIT 1B 3 S 15 1 R R O IR [R] — B8
BRI XRE (B2 = AR DR & nvsi sk (log) SRAANET o KL HAM
R R [ R RE S A A T IR [F] — R M R AH R P o R W AERESS

~409~



AN

TTEMHE= T RE BB ENS ? 5B AR B R R A0 2 S A A R

Q

G AR R BB A n] DUS B (L0 R = [ IR s P ek
PEIEARE R A o BEREAT R AR EARICR - MR R AR SR FH S -

=~ WFFERRHIEL R KB FE 5 1)

KRR B E TN - (B RSO AR A s IR -

(—) AWrgehs 7 E RIS AR TS - SRAIWEE R 520 - K

EUSE I E R Rl L RU IR n i DR Z/BEEY: € YN M TS Y e 2 IV 4 VAU S
(dp) ks FIER R % T RO BAAL - B G L MERESAL T 5231 B PR B EE
HZ RS R L B N AT REAF A 2R P

(=) B % - BEE gl H# LA AE AR RG SRt - Sl Ba
HIEY SERP i AJek o b = BREAER T i BA Bm A M R RS 1 - AR
WHFE2Em AR Ll 1 X8| 8 KBt TEREZGT - SGEHI A2 LUR
R T2 e E AR IR B Y AL R E - ARZRAIBIFFEEET rl DA g e
BB RS TR RIS -

(=) AERBINZGETEREREENEEEE - NI BRI 1.3.8 Xttt
LABERE 7 = ALEIUE SERP HTHIAY TH S - G FEDUHEIRHE el - fE
S HEE AN FENHET - SEFE R B ERERIRAVIASE © REWIFEEET
AILAER FHFHEIAFER?

(1Y) EhIFHRALER S 75 SERP U RBURTEER - ARibgE it
1,3.8 KA ERFAE [BImfi A HARGLRE > IR REE R E A A AR R thit
EARD > % 0 AE PHR®RA —EEEEROARTZSAEN - antthay
REE s 2 E eGSR AVIATR -

(1) ATEEZK Google HIBEEALRICAHE WIRE (FIET) S RAHE AR (fE
JEE ) - R RERESZ IS5 A7 2 W BRI 1 T S DUR SRt IR IS - AR KAV bIFSE
ST AT D BS540 Facebook Bl -

25 R

PRFIFEE > 2016 > DARSARIES S o Bl 4 RS PR B o 5 ) A O S A e B TR B
WRRERE 5P » BN R ER LR VE B BRI 3w 3L - (Lin, G. B., 2016, The Effect of
Repetition of Keyword Advertising on Brand Recognition and Attitude with

Persuasion Knowledge Model and Screen Size, Master Dissertation, National Central
University.)

~410~



LB R R

BHGHTHR > 2015 » T Google [RFBFHEHTEISEE B UL =EHENL -
https://technews.tw/2015/04/20/google-will-be-changing-up-your-mobile-search-results-r
ead-more-httpwww-digitaltrends-commobilegoogle-changing-mobile-search-resultsixzz3x]j
txlei-follow-us-digitaltrends-on-twitter-digit/, accessed on April 25, 2018. (Tech News, 2015,
“Google will modify the search algorithm for mobile devices,” accessed on April 25, 2018.)

tatakti - 2003 BB LB BRI E FRPER B S L% - BZBGA R M3
EHIFEATE -3 - (Yang, H. C., 2003, The Contextual Effects of the Former Ad

on Consumers’ Evaluations of the Latter Ad, Master Dissertation, National Chengchi

University.)

Bifiss > 2013 - BRSETEE EACRE R BEIEIS ARG ¢ DS BRI USSR G i > HHEIE
L REERE 5B RE -5 - (Liu, P. T, 2013, Keyword Advertising Can Obtain
Brand Attitude without Clicking: The Aspect of Mere Exposure Effect, Master

Dissertation, Chinese Culture University.)

Alba, J. W. and Hutchinson, J. W., 1987, “Dimensions of Consumer Expertise,” Journal of
Consumer Research, Vol.13, No. 4, 411-454.

Allport, G., 1954, The Nature of Prejudice, 1¥, Massachusetts: Addison-Wesley.

Anand, P. and Sternthal, B., 1990, “Ease of Message Processing as a Moderator of Repetition
Effects in Advertising,” Journal of Marketing Research, Vol. 27, 345-353.

Batra, R. and Ray, M. L., 1986, “Affective Responses Mediating Acceptance of Advertising,”
Journal of Consumer Research, Vol. 13, No. 2, 234-249.

Belch, G. E., 1982, “The Effects of Television Commercial Repetition on Cognitive Response
and Message Acceptance,” Journal of Consumer Research, Vol. 9, No. 1, 56-65.

Belk, R. W. and Llamas, R., 2013, The Routledge Companion to Digital Consumption, 1%,
London: Routledge.

Berlyne, D. E., 1970, “Novelty, Complexity, and Hedonic Value,” Perception and
Psychophysics, Vol. §, No. 5, 279-286.

Browne, G. J., Pitts, M. G., and Wetherbe, J. C., 2007, “Cognitive Stopping Rules for
Terminating Information Search in Online Tasks,” MIS Quarterly, Vol. 31, No. 1, 89-104.

Bryant, J. and Jones M., 2012, Pro HTMLS Performance: Responsive Web Design, 1%
California: Apress.

Bunnyfoot, 2013, “40% of Customers Don’t Know That Google Adwords Are Adverts,”
https://bunnyfoot.com/2013/02/40-of-customers-dont-know-that-google-adwords-are-adv
erts/, accessed on October 11, 2017.

Cacioppo, J. T. and Petty, R. E., 1979, “Effects of Message Repetition and Position on
Cognitive Response, Recall, and Persuasion,” Journal of Personality and Social
Psychology, Vol. 37, No. 1, 97-109.

Calder, B. J. and Sternthal, B., 1980, “Television Commercial Wearout: An Information

Processing View,” Journal of Marketing Research, Vol. 17, 173-186.

~411~



W\

TTEMHE= T RE BB ENS ? 5B AR B R R A0 2 S A A R

Chaiken, S., 1980, “Heuristic versus Systematic Information Processing and the Use of Source
versus Message Cues in Persuasion,” Journal of Personality and Social Psychology,
Vol. 39, No. 5, 752-766.

Chaiken, S., Liberman, A., and Eagly, A. H., 1989, “Heuristics and Systematic Information
Processing within and beyond the Persuasion Context,” in Uleman, J. S. and Bargh, J. A.
(eds.), Unintended Thought: Limits of Awareness, Intention, and Control, First
Edition, New York: Guilford Press, 212-252.

Chen, J., Yang, X., and Smith, R. E., 2016, “The Effects of Creativity on Advertising Wear-in
and Wear-out,” Journal of the Academy of Marketing Science, Vol. 44, No. 3, 334-349.

Djamasbi, S., Hall-Phillips, A., and Yang, R., 2013, “SERPs and Ads on Mobile Devices: An
Eye Tracking Study for Generation Y.,” Proceedings of International Conference on
Universal Access in Human-Computer Interaction, Berlin, German.

Dong, X. and Li, H., 2018, “Does Online Media Sequence Matter in Product
Marketing?,” Electronic Commerce Research and Applications, Vol. 28, 44-53.

Dou, W., Lim, K. H., Su, C., Zhou, N., and Cui, N., 2010, “Brand Positioning Strategy Using
Search Engine Marketing,” MIS Quarterly, Vol. 34, No. 2, 261-279.

Duff, B. R. L. and Faber, R. J., 2011, “Missing the Mark: Advertising Avoidance and Distractor
Devaluation,” Journal of Advertising, Vol. 40, No. 2, 51-62.

Friestad, M. and Wright, P., 1994, “The Persuasion Knowledge Model: How People Cope with
Persuasion Attempts,” Journal of Consumer Research, Vol. 21, No. 1, 1-31.

Google Ads, 2018, “Keyword Planning Tool,”
https://ads.google.com/home/tools/keyword-planner/, accessed on November 10, 2018.

Google Inside Adwords, 2015, “Building for the Next Moment,”
https://adwords.googleblog.com/2015/05/building-for-next-moment.html/, accessed on
October 11, 2017.

Google Help Forum, 2017, “Search Using Autocomplete,”
https://support.google.com/websearch/answer/106230?hl=en/, accessed on October 11, 2017.

Google Webmaster Center Blog, 2018, “Rolling Out Mobile-First Indexing,”
https://webmasters.googleblog.com/2018/03/rolling-out-mobile-first-indexing.html/,
accessed on April 20, 2018.

Gorn, G. J. and Goldberg, M. E., 1982, “Behavioral Evidence of the Effects of Televised Food
Messages on Children,” Journal of Consumer Research, Vol. 9, No. 2, 200-205.

Hakala, U., Svensson, J., and Vincze Z., 2012, “Consumer-Based Brand Equity and
Top-of-Mind Awareness A Cross-Country Analysis,” Journal of Product & Brand
Management, Vol. 21, No. 6, 439-451.

Haugtvedt, C. P, Petty, R. E., and Cacioppo, J. T., 1992, “Need for Cognition and Advertising:
Understanding the Role of Personality Variables in Consumer Behavior,” Journal of
Consumer Psychology, Vol. 1, No. 3, 239-260.

~412~



LB R R

Herr, P. M., 1989, “Priming Price: Prior Knowledge and Context Effects,” Journal of
Consumer Research, Vol. 16, No. 1, 67-75.

iProspect, 2006, “iProspect Search Engine User Behavior Study,”
http://district4.extension.ifas.ufl.edu/Tech/TechPubs/WhitePaper 2006 SearchEngineUse
rBehavior.pdf, accessed on October 11, 2017.

Janiszewski, C., 1993, “Preattentive Mere Exposure Effects,” Journal of Consumer Research,
Vol. 20, No. 3, 376-392.

Jansen, B. J., Liu, Z., and Simon, Z., 2013, “The Effect of Ad Rank on the Performance of
Keyword Advertising Campaigns,” Journal of the American Society for Information
Science and Technology, Vol. 64, No. 10, 2115-2132.

Jansen, B. J. and Schuster, S., 2011, “Bidding on the Buying Funnel for Sponsored Search
Campaigns,” Journal of Electronic Commerce Research, Vol. 12, No. 1, 1-18.

Jansen, B. J., Zhang, M., and Schultz, C. D., 2009, “Brand and Its Effect on User Perception of
Search Engine Performance,” Journal of the American Society for Information
Science and Technology, Vol. 60, No. 8, 1572-1595.

Kaplan, M. F. and Miller, C. E., 1987, “Group Decision Making and Normative versus
Informational Influence: Effects of Type of Issue and Assigned Decision Rule,” Journal
of Personality and Social Psychology, Vol. 53, No. 2, 306-313.

Kim, K. J. and Sundar, S. S., 2016, “Mobile Persuasion: Can Screen Size and Presentation Mode
Make a Difference to Trust?,” Human Communication Research, Vol. 42, No. 1, 45-70.

Kirmani, A. and Zhu, R., 2007, “Vigilant Against Manipulation: The Effect of Regulatory
Focus on the Use of Persuasion Knowledge,” Journal of Marketing Research, Vol. 44,
No. 4, 688-701.

Koch, P. P, 2010, “A Pixel is not a Pixel is not a Pixel,”
https://www.quirksmode.org/blog/archives/2010/04/a_pixel is_not.html/, accessed on
October 11, 2017.

KWFinder, 2018, “Find Long Tail Keywords with Low SEO Difficulty,”
https://kwfinder.com/, accessed on November 10, 2018.

Lang, A., 2000, “The Limited Capacity Model of Mediated Message Processing,” Journal of
Communication, Vol. 50, No. 1, 46-70.

Lee, J., Ahn, J. H., and Park, B., 2015, “The Effect of Repetition in Internet Banner Ads and
the Moderating Role of Animation,” Computers in Human Behavior, Vol. 46, 202-209.

Levin, I. P. and Levin, A. M., 2000, “Modeling the Role of Brand Alliances in the Assimilation
of Product Evaluations,” Journal of Consumer Psychology, Vol. 9, No. 1, 43-52.

Liu, Z., Liu, Y., Zhou, K., Zhang, M., and Ma, S., 2015, “Influence of Vertical Result in Web
Search Examination,” Proceedings of 38th ACM SIGIR Conference on Research and
Development in Information Retrieval, Santiago, Chile, 193-202.

Lo, S. K., Hsieh, A. Y., and Chiu, Y. P, 2014, “Keyword Advertising is not What You Think:

~413~



W\

TTEMHE= T RE BB ENS ? 5B AR B R R A0 2 S A A R

Clicking and Eye Movement Behaviors on Keyword Advertising,” Electronic
Commerce Research and Applications, Vol. 13, No. 4, 221-228.

Ma, Z., Liu, X., and Hossain, T., 2013, “Effect of Sponsored Search on Consumer Trust and
Choice,” International Journal of Electronic Business Management, Vol. 11, No. 4,
227-237.

Maltby, M., 2014, “How Leading Advertisers Are Using Search for Brand Building,”
https://www.thinkwithgoogle.com/advertising-channels/search/how-advertisers-are-u
sing-search-for-brand-building/, accessed on October 11, 2017.

Marti-Parrefio, J., Bermejo-Berros, J., and Aldas-Manzano, J., 2017, “Product Placement in
Video Games: The Effect of Brand Familiarity and Repetition on Consumers’
Memory,” Journal of Interactive Marketing, Vol. 38, 55-63.

Mitchell, A. A. and Dacin, P. A., 1996, “The Assessment of Alternative Measures of Consumer
Expertise,” Journal of Consumer Research, Vol. 23, No. 3, 219-239,

MOZ, 2018, “Keyword Search,” https://moz.com/beginners-guide-to-seo/keyword-research,
accessed on November 10, 2018.

North, D., 2015, “Logitech and Razer Dominate the PC Gaming Mouse Market -- and e-Sports
Fuels Growth,”
https://venturebeat.com/2015/05/07/logitech-and-razer-dominate-the-pc-gaming-mouse-m
arket-and-e-sports-fuels-growth/, accessed on October 11, 2017.

Pechmann, C. and Stewart, D. W., 1988, “Advertising Repetition: A Critical Review of Wearin
and Wearout,” Journal of Current Issues and Research in Advertising, Vol. 11, No. 1-2,
285-329.

Peracchio, L. A. and Tybout, A. M., 1996, “The Moderating Role of Prior Knowledge in
Schema-Based Product Evaluation,” Journal of Consumer Research, Vol. 23, No. 3,
177-192.

Petrescu, P., Ghita, M., and Loiz, D., 2014, “Google Organic CTR Study 2014,”
https://www.advancedwebranking.com/google-ctr-study-2014.html/, accessed on September
15,2017.

Pieters, R., Rosbergen, E., and Wedel, M., 1999, “Visual Attention to Repeated Print
Advertising: A Test of Scanpath Theory,” Journal of Marketing Research, Vol. 36,
424-438.

Regan, D. T. and Fazio, R., 1977, “On the Consistency between Attitudes and Behavior: Look
to the Method of Attitude Formation,” Journal of Experimental Social Psychology, Vol.
13, No. 1, 28-45.

Royo-Vela, M. and Black, M., 2018, “Drone Images versus Terrain Images in Advertisements:
Images’ Verticality Effects and the Mediating Role of Mental Simulation on Attitude
Towards the Advertisement,” Journal of Marketing Communications, Vol. 26, No. 1,
21-39.

~414~



LB R R

Royo-Vela, M. and Meyer, F., 2016, “Exploring Wearout and Some Insights and Replies to
Factors Affecting Irritation and Attitudes towards Mobile Advertising,” in De Pelsmacker,
P. (ed.), Advertising in New Formats and Media, First Edition, Emerald Group
Publishing Limited, 211-241.

Sawyer, A. G., 1981, “Repetition and Cognitive Response and Persuasion,” in Petty, R. E.,
Ostrom, T. M., and Brock, T. C. (eds.), Cognitive Responses in Persuasion, First Edition,
New Jersey: Lawrence Erlbaum Associates, 237-262.

Schumann, D. W., Petty, R. E., and Clemons, D. S., 1990, “Predicting the Effectiveness of
Different Strategies of Advertising Variation: A Test of the Repetition-Variation
Hypotheses,” Journal of Consumer Research, Vol. 17, No. 2, 192-202.

Screensiz.es, 2016, “Screen Sizes,” http://screensiz.es/, accessed on October 11, 2017.

Sherif, M. and Hovland, C. 1., 1961, Social Judgment: Assimilation and Contrast Effects in
Communication and Attitude Change, 1%, New Haven, Connecticut: Yale University
Press.

Simonin, B. L. and Ruth, J. A., 1998, “Is a Company Known by the Company It Keeps?
Assessing the Spillover Effects of Brand Alliances on Consumer Brand Attitudes,”
Journal of Marketing Research, Vol. 35, No. 1, 30-42.

Think with Google, 2014, “Mobile First: An Interview with Dixons Retail,”
https://www.thinkwithgoogle.com/intl/en-gb/advertising-channels/mobile/mobile-first-jer
emy-fennell/, accessed on October 10, 2017.

Trumbo, C. W., 1999, “Heuristic-Systematic Information Processing and Risk Judgment,” Risk
Analysis, Vol. 19, No. 3,391-398.

Winke, M., Bless, H., and Schwarz, N., 1998, “Context Effects in Product Line Extensions:
Context Is Not Destiny,” Journal of Consumer Psychology, Vol. 7, No. 4, 299-322.
Wirth, W., Bocking, T., Karnowski, V., and Pape, T. V., 2007, “Heuristic and Systematic Use of
Search Engines,” Journal of Computer-Mediated Communication, Vol. 12, No. 3,

778-800.

Wikipedia, 2017, “Device-Independent Pixel,”
https://en.wikipedia.org/wiki/Device-independent_pixel/, accessed on October 11, 2017.

van Raaij, W. F., 1991, “The Formation and Use of Expectations in Consumer Decision
Making,” in Robertson, T. S. and Kassarjian, H. H. (eds.), Handbook of Consumer
Behavior, First Edition, Englewood Cliffs, New Jersey: Prentice Hall, 401-418.

Yi, Y., 1993, “Contextual Priming Effects in Print Advertisements: The Moderating Role of
Prior Knowledge,” Journal of Advertising, Vol. 22, No. 1, 1-10.

Yoo, C. Y., 2014, “Branding Potentials of Keyword Search Ads: The Effects of Ad Rankings on
Brand Recognition and Evaluations,” Journal of Advertising, Vol. 43, No. 1, 85-99.
Zajonc, R. B., 1968, “Attitudinal Effects of Mere Exposure,” Journal of Personality and

Social Psychology Monograph Supplement, Vol. 9, No. 2, 1-27.

~415~



TTEME=T - IRE BB BEEENS ? 5 AR B R A R T AN 2 S B R

B 1

Bfsak 2 -

B ok

. Google Autocomplete %1j57%

Google | msuma TR, SRR,
TR A TR S VA,
WHAS TS WWEREM2015 B AR IBE
WL RBEE W 2 SR, 12T

WA, dpi S84, /A7, lag
TEHE IR S L R,
WA, ot S U VR
WA, e ST AR,
Wy R S5 VREL B
WA, Wit S35 A8, 0300
LA e A, B

ZERIEKIE ¢ Google - fEAUA 2016 43 H

SR ATRRNE R

EFREE - E-3LUE

www_e-3lue.com
A7EIFERENRHE A\ HIEZFIHEIIRFE S EAIFTRK < E
%% IR THERIERUA R, » 51088 TRAVAIELSE: |

A8 5% 51 BR A &8

EFEE - E-3LUE
www_e-3lue.com

A7 EFEREE SN A IEZINHEITRFEE T EAITRK < §
7% IR LERISERTER, » 5163 IRATHRIEARE: !

A AR 32 5 AR A &

BRI © ARFTeRE B

~416~



i S

Biigst 3 FRAEERRRE (Z2) /A B () Z-pilE

Google =%2& Google @ =#=z=

BiEmhE

N2 AR hE —

£ I=) BA FhRg L

#9759 1,210,000 "BEE R (HUEFRS ¢ 0.58°

B|FRER - E-3LUE
www.e-3lue.com
A7 EIERER RN A SR

L 3 EEH TEERISERUAR, 5510

FEEVEE - Logitech

gaming_.logitech.com/zh-tw/gaming
50 7| FENEUERFTARTIATS
EORE, - B JREEECE BANRTS XA

FEEVEE - Taiwan - Razer

www.razerzone.com/tw-zh/gaming
Razerf 1998F 3R 7 2R —0EE:
... Razei7/& R FERE R ST PR 5N

EfEFHEE- PChomeiz |
24h.pchome.com.tw > 8 FEZ%7 > 2
52014 iF EHiREHi8-COUGAR 70

[3875%] [COUGAR i) SPE

EREHERE - KiIFERERE
www.tkec.com.tw > §23%/ B S/ BF
FEBERR8200dpi BT iR AR EE S 415 (82P9:
FRAMREFEELARE CI3I5RY

EFFEE-Yahoo HEEYS
https://tw.buy.yahoo.com/topic/=%
SEARARNR—RTEERE - s
FRMRE B ERNE T amy

2013FEFMEHZFFI105T ¢
news.gamme.com.tw/483117

EHEXR . PFREENENE IR
RIS —EARR NIRRT - X

BER-IC>EFREE>ERE
www.books.com.tw> 3C > EBEE
FOXXRAY 5% SIS S A BAHE
eSPORTS #53EBlu XL FA S

EFFEE - TteSPORTS

www.ttesports.com.tw/productlist.g
(BIBTHERON PLUS+ BAEERTAR

g SBEAEF 4. OXiTIE AT AR RS

ERERE ERER EFREL
www.momoshop.com.tw/category/
MmIPAE SRR ERMEE 3C KR

T ¢ Logitech Z#% SteelSeriesTH#APE

BRI ABseRsE

~417~

FNHEmhE —

£ I=) E5 g 25

#1759 1,210,000 BEE R (HUe¥RS : 0.58

[ #E&3EE - Logitech

gaming_logitech.com/zh-tw/gaming
%6 RV MR R ARTIRTY
BUAE, - BIERSERCE BANT S {3

#EENEE- Taiwan - Razer
www.razerzone.com/tw-zh/gaming
Razerfd 1998 HE{ 7T 2R ET—F R

L ... Raze/& REVFESE R EN PR

E I EFREFE- PChomeiz _
24h.pchome.com.tw > 8 FE#¥7> 2
$%2014 iF ZE 53R EH8-COUGAR 70

[33F&%] [COUGAR i) SPI

ERERER - RISENEE
www.tkec.com.tw > 235/ B S/ 88
FEBSRR8200dpi BT AR AR EE 415 (8209
FAMMREFRELIARE L1385

EFER-Yahoo HEEY-
https://tw.buy.yahoo.com/topic/=3
SRUAEARIR—RTHERR - HhlE
FERMRET - BAAERIE T wm

2013 SMEHJZETTI0N «
news.gamme.com.tw/483117

BRR WP REENIRE RN
ISR ESRMREAY - WA

BER-IC>EFHFE>EFR
www.books.com.tw> 3C > EFTEE
FOXXRAY 3% SRS A Rl
eSPORTS $5AEBlu B34 5 Fil F®

EFEE - TteSPORTS

www.ttespons.com.tw/productlist.E
(B3 THERON PLUS+ H45835 2K

2 ABEHEET 4 05T E A RS

EHIEE EREE. EHEL
www.momoshop.com.tw/category;
HEIAE SRUAE. EMEE.3CHE
4%, Logitech Z§%, SteelSeriesEFEEAP"

(E==M] EETERS
gotgs.pixnet.nev../39713921- [E
& 53— A A R 3
B —a0Y SAURE, (IR



TTEMHE= T RE BB ENS ? 5B AR B R R A0 2 S A A R

1==1F]y

B ok 5%
BTG TR SR ECE BT e P A o B SR IRAE (SRR ~ BT R B
H Rk T o

E-mail: richard@asiannet.com.tw

JH

BINZIE R SRR E B E P - H TR R A S B PR Bl B 5 22
RUBREIR - MRS TH ~ 1TEmE R THY ~ IS8 - SR RB RN
Journal of Interactive Marketing, European Journal of Marketing, Service Business,
Journal of Business Ethics,.. . 2] -

E-mail: wwirockking(@hotmail.com

P B B
B 7 AR A VE B R T A o PRSI BN AT - MRS BT B
BITEARIE -

E-mail: baconbao.lin@gmail.com

it i A

BT HR R BV BB R H R » IR S TR E B IR TR B 1T
B o BRI T E B R - ENE IS  AOKE IR - SRR
#mE ~ Journal of Retailing, Journal of Interactive Marketing, Journal of Advertising
Research, Journal of Business Ethics, European Journal of Marketing, Journal of
Business Research, Industrial Marketing Management,... ZEHAF] -
E-mail: ychsieh@mgt.ncu.edu.tw

~418~



	00-0編輯委員
	00-1中山管理評論「管理個案專刊」徵稿稿約
	00-2目錄及編者的話_4頁_
	00-3政策與管理內涵及學術研究論文
	01-行動搜尋下，你會越看越愛它嗎？（379-418）
	02-一分錢一分貨？經濟階級流動性知覺（419-468）
	03-繼任會計師事務所初次查核審計公費（469-506）
	04-中國財產保險業多元化經營與財務績效之非線性關聯分析-（507-545）
	06-稿件格式.投稿.訂閱說明（547-）
	07-英文版摘要說明



