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9) Assael, Henry, Consumer Behavior and Marketing Action, 2nd ed., Boston, MA: Kent Publishing
Company, 1984,
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Muzafér Sherif 2 A0z '® o2 AMNA i@ HEERNMNE AT (self ), 5T
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13) Sherif, Muzafer and C.1. Hoviand, Social Judgement, New Haven, CT: Yale University Press, 1961.
14) g £,
(1) Apsler, Robert and David O. Sears, “Warning, Personal Involvement, and Attitude Change;
Journal of Personality and Social Psychology, Vol.9, 1968, 162-166.
(2) Sigall, Harold “Effects of Competence and Consensual Validation on a Communicator’s Liking
for the Audience,” Journal of Personality and Social Psychology, Vol 16,1970, 251-258.
(3) Atkins, L. Alvin and James Bieri, “Effects of Involvement Level and Contexual Stimuli on
Social Judgement”, Journal of Personality and Social Psychology, Vol. 9, 1968, 197-204.
(4) Petty, Richard E. and John T. Cacioppo, “Issue Involvement Can Increase or becrease Per-
suation by Enhancing Message Effects on Relevant Cognitive Responses”, Journal of Per-
sonality and Social Psychology, Vol. 37,1979,1915-1926,
15) (1) Sherif, Muzafer and Hadley Cantril, op. cit.
© (@) Sherif, M. and C.1. Hovland, op. cit.
(3) Sherif, Carolyn, M. Sherif and R. Nebergall, op. cit.
16) Sherif, Carolyn and Muzafer Sherif, Social Psychology, New York: Harperand Row, 1969, 384.
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BE(BR) & H=72Y A7 ( system of attitude structure ) ', = gjx o] 2

A2 Fdsta, o] Bl=TrE “AFEAd Y3 9 £= AxWtE AR L@
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2) #EMEE ( latitude of rejection ) : & 5—21101] il 7B RESaA et
AR awte] wdste Yt &

3) A/ AME ( latitude of non-commitment ) : §9] 5 W] stalx| o} B
Aol skl FAA 78 (R2AY, 238 EHAL, g0] ALY, Do #x Qu
97) & HA%z:A s A
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o ofE Woel L=} st Rl 2ol AT o Sol MSH WA} LEE =
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AARY § F3A =AAE HEER ( contrast effect ) 7} Yojuth wWabA] oAl =7}
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17) Sherif, Carolyn, Merrilea Kelly, H. Lewis Rodgers, J1., Gian Sarup, and Bennett I.Tittler “Personal
Involvement, Social Judgement, and Action,” Journal of Personality and Social Psy;hology, Vol 27,
No. 3,1973, 312,

18) Sherif, M. and C.I. Hovland, op. cit.

19) Sherif, Carolyn and Muzafer Sherif, “Attitude as the Individual’'s Own Categories: The Social
“Judgement Involvement Approach to Attitude and Attitude Change”, in, C. Sherif and M. Sherif,
(eds.), Attitude: Ego Involvement and Change, New York: John Wiley, 1967, 114.

20) Sherif, Carolyn, M. Sherif and R, Nebergall, op. cit., 24-28.

—47—



B oE W X

Sherif & 7jl0] Fat2 & Yol 29 AA AGAANN 2@ ¥Eg AL

Ne4S HBMEES F1, T olad ATe EEBES AXNL FAABEE 495
HAGEE A9 —EaThs AHNS BEITh D ERMEES o9 EEEES A%
B2 EEB7) YA B0 JdA Sherif S BRMAE ° HEARES TAARE
o We fEemES] RE 272 Ag%T AT P ERMAS SRk AN 2
e AR Bohe MiL - WEMR S Fwe) ol 9T mAL
2. 71E ol =UIM od |

BSRE EEM HEEROIA e THE Fol e HElEmEESY Be aTFAV U9
O ols @Tolq Tdsh AA ( commitment ) o] BAZ Bol =9 HAEW, Free-
dman®® & @& A Ao HEFEZ ot WRE “olF A A
o te SEBk, M, Aol FSATk THE SAEBE olg wiiEA od® 24
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21) Ibid., 52.

22) Sherif, Carolyn and Muzafer Sherif (1967), op. cit., 120, o8} 3 #3elo] thsjA] Rhine & Polowniak
2 ft1A( Commitment ) & 7Hds F2EctT AF{HY, 1€ “od Al dalA LB
Hahe Fol AAY @ Fooln WES WMFE AL A2 UHl B AAL dudn 'Y
¢} 8t gtk Rhine, R.J. and W.A. Polowniak, “Attitude Change, Commitment,and Ego-involvement

Journal of Personality and Social Psychology, Vol. 19 (February 1971), 247-250. ,

23) Fréedman, JL., “Involv.ement,Discrepancy, and Change”,Journal of Abnorrhal and Social Psycho-
logy, Vol. 69 (September 1964), 290,

24) Ostrom, Thomas M. and Timothy C. Brock, “A Cognitive Model of Attitudinal Involvement,” in
R.P. Abelson, E. Aronson, W.J. McGuire, TM. Newcomb, M.J. Rosenberg, and P.H. Tannenbaum,
(eds.), Theories of Cognitive Consistency: A Source Book, Chicago: Rand McNally, 1968.

Bloch, PH., A Conceptual and Empirical Analysis of Consumers’ Involvement with Products, Un-
published doctoral dissertation, The University of Texas at Austin, 1981a, 1094 HE51A.
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25) o & £, James F, Engel, Roger D. Blackwell, David T. Kollat 3 A9 %= &
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(1) Engel, JamesF ., David T. Kollat and Roger D. Blackwéll, op. cit.“
(2) Engel, James F. and Roger D. Blackwell, Consumer Behavior, 4th ed., New York: The Dryden
Press, 1982, '
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26) Antil, John H,, op. cit., 203209, A

27) Tyebjee, Tyzoon T., “Response Time, Conflict and Involvement in Brand Choice,” Journal of Con-
sumer Research, Vol. 6 (December 1979),299.

28) Lutz, Richard J., “On Getting Situated: The Role of Situational Factors in Consumer Research”,
in J.C. Olson, (ed.), Advances in Consumer Research, Vol. 7, Ann Arbor: Association for Consumer
Research, 1980, 659-663,

29) el g B, _

(1) Mitchell, Andrew A., “Involvement: A Potentially Important Mediator of Consumer Be-
havior”, in W L. Wikie (ed.), Advances in Consumer Research, Vol. 6,Ann Arbor: Association
for Consumer Research, 1979, 191-196.

(2) Ray, Michael L., “Involvement and Other Variables Mediating Communication Effects as
Opposed to Explaining All Consumer Behavior”, in W L. Wilkie, (ed.), Advances in Consumer
Research, Vol, 6, Ann Arbor: Association for Conumer Research, 1979, 197-199.
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30) (1) Bowen, Lawrence and Steven H. Chaffer, “Product Involvement and Pertinent Advertising
Appeals,” Journalism Quarterly, Vol. 51,1974,613-615.

(2) Bloch, Peter, “An Exploration into Scaling of Consumer Involvement with a Product Class,”
in K. Monroe, (ed.), Advances in Consumer Resea’rch, Vol. 8, Ann Arbor: Association for
Consumer Research, 1981b, 61-65. .

31) (1) Petty,RE.andJ.T. Cacioppo,op. cit.

(2) Swinyard, WR, and KA. Coney, “Promotional Effects on a High versus Low Involvement
Electorate”, Journal of Consumer Research, Vol. 5,1978,4148.

32) Newman, Larry H. and Ira J. Dolich, “Examination of Ego-Involvement as a Modifier of Attitude
Change Caused from Prouct Testing”, in W L. Wilkie, (ed.), Advances in Consumer Research, Vol. 6,
Ann Arbor: Association for Consumer Research, 1979, 180-183.

33) Krugman, Herbert, “The Measurement of Advertising Involvement”, Public Opinion Quarterly,
Vol. 30, 1966,583-596.

34) (1) Smith, RE. and WR. Swinyard, “Information Response Models: An Integrated Approach”,

Journal of Marketing, Vol. 46,8193,

(2) Gardner, Meryl P., A, Mitchell and J.E. Russo, “Chronometric Analysis: An Introduction and
an Application to Low Involvement Perception of Advertisement”, in H.K. Hunt, (ed.).
Advances in Consumer Research, Vol. 5, Ann Arbor: Association for Consumer Research,
1978,581-589.

(3) Finn, David W, “It is Time to Lay the Low-Involvement Hierarchy to Rest”, in B. Waker et
al. (eds.), An Assessment of Marketing Thought and Practice, Proceedings of the 1982 Educa-
tors Conference, Chicago: American Marketing Association, 1982, 99-103, )

35) Bek, Russel W., “Effects of Gift Giving Involvement on Gift Selection Strategies™, in A, Mitchell,

(ed.), Advances in Consumer Research, Vol. 9, Ann Arbor: Association for Consumer Research

1981,408411.

36) Lastovicka, John L. and DM. Gardner, “Low Involvement Versus High Involvement Cognitive

’

Structures”, in K. Hunt, (ed.), Advances in Consumer Research, Vol. 5, Ann Arbor: Association
for Consumer Research, 1978, 15-19.
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® Robertson®®’
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® Mitchell*”
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37) Antil, JH., op. cit.

38) Day, George S.,BuyerA ttitudes and Brand Choice Behavior, New York: Free Press, 1970, 45.

39) Robertson, Thomas S., “Low Commitment Consumer Behavior”, Journal of Advertising Research,
Vol, 16 (April 1976), 19.

40) Mitchell, Andrew, op, cit., 194.
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41)

42)

43)

44)

45)

46)

Bloch, P H., “Involvement Beyond the Purchase Process: Conceptual Issues and Empirical Investiga-
tion”, in K. Monroe, (ed.), Advances in Consumer Research, Vol. 8, Ann Arbor: Association for
Consumer Research, 1981, 413,

Mittal, Banwari L., Understanding the Bases and Effects of Involvement in the Consumer Choice
Process, unpublished doctoral dissertation, University of Pittsburgh, 1982,

Antil, TH., op. cit., 204.

Rothschild, M L., “Perspectives on Involvement: Current Problems and Future Directions ”, in
Thomas C. Kinnear, (ed.), Advances in Consumer Research, Vol. X1, Provo, UT: Association for
Consumer Research, 1984, 216.

Cohen, Joel B, “I.nvolvement and You: 1000 Great Ideas”, in Richard Bagozzi and Alice Tybout
(eds.), Advances in Consumer Research, Vol. X, Ann Arbor: Association for Consumer Research
1983, 326.

Krugman, Herbert, op. cit., 584,
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49)

- 50)

Houston, Michael J. and Michael L‘. Rothschild, “Conseptual and Methodological Perspectives on
Involvement”, in S.C. Jain (ed.), Research Frontiers in Marketing: Dialogues and Directions,
Chicago: AM.A.,1978,185. ’

Petty, Richard E. and John T. Cacioppo, “Issue Involvement As a Mediator of the Effects on Atti-
tude of Advertising Content and Context”, in K. Monroe (ed.), Advances in Consumer Research,
Vol. VIII, Ann Arbor: Association for Consumer Research, 1981, 20. k

Stone, Robert N., “The Marketing Characteristics of Involvement”, ThomasC. Kinnear (ed)),
Advances in Consumer Research, Vol. X1, Provo, UT: Association for Consumer Research, 1984,
210215. ‘ ’

Gardner, MP_, A.A. Mitchell and J.E. Russo, “Low Involvement Strategies for Processing Adverti-
sements”, Journal of Advertising,Vol. 14,No. 2, 1985, 11-12.‘
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51) Antil,JH., op. cit., 205.

52) Tyebjee, Tyzoon, op. cit., 295-304,
53) Stone,Robert N., op. cit.

54) Sherif, M. and H. Cantril, op. cit.
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#E ( lattitude )
AN ﬁﬂﬁ‘{; A%, ZA ( taking a stance )

w}eka}l 7% ( direction and intensity )
ghal ( searching )
ﬁﬁﬁﬁ'] ﬁJ@{’q%( questioning )

%% ( arguing )
&H) Stone, Robert N., op.cit., 213.
£ QA% Aotk dF Sof FuigEe YRE ofd Algo] P2 Huwd PFS Ao
W ol= FHMAES BHHES Jelle Roz mpolol 30 HuG iy A&l Add
olx KBIRE Holof ke Eoloh ‘
a2} Stone 8] TGS Rothschild®® o AAz o] g Hatse] REMHA
( response involvement ) 2 $2I BIE H2je) FRAol}t Fog A% HAlsio

28 5 gon mld EEEAN EEst 2ol BEMN &E7 Hded
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55) Rothschild, M L., op. cit., 216217,
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&#) Antil, J.H., op.cit., 204.

ARl -4%zre] BAZ Astel (@1 ) 9] Mitchell, Antil & Foj7} 7l &

9] Day, Robertson, Bloch, Mittal, Cohen & 27} ofrld] i@l =E3 CuA
= ZRUANA B9Z2 JIRE ZFYAE E Fr Ao AAZ AT 4= Jon(HE

1> 9 Krugman, Petty$} Cacioppo, Gardner, Mitchell 2@ Russo 2] A7} o 7]0)
&3t} '

AN fAF Fe AE 2 A BASFEL 2AHSE Ho] okt AE SA] o
sta} 7iglo] Rojst= A oln] e F840] ZAYTHE Aol ShAstAE A%
CollME 7Hle]l 54 48 Ex AAZ o8 sdst=ut st o] BdF2e AF
stk AR ohd Aol te e HMUgel wet Bodrt A2PHEE B A
Sol gt Bo] 472 AleiT DE Aol YwrAol ARle] JeirtA Aol (dAE S
o, A4, A%, AE, AHAEH 5) o Gk 2L AFo| U ) &9 VAEE
Y 4 e Aot wela B Aol tatd “nge] AE” EE Ay AEF” o
e —fme WS S AL B8 A 2o ols@ AAE Bowend Chaffee’

o dTolME ¥ Hed oSS 874 AFL Aol TRAEY BAYFE 23

56) Bowen, Lawrence and Steven H, Chaffee, op. cit.
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1. BHR2 KRR

BHED HEREZ 7RSS & W, I #&E diEhA JA1A #¥A ( personal
relevancy ) °] o™ #24i¥ &K ( perceived risk ) ©] ¥ RER Alolol =}o)
b am gwdoz shFol 1 BRE SAL /ML YE A9, B FEFHH 3
EAE @4o) ZaA vehdes Fuldse @itk s ERMRS TS gRE

4% ( self-concept ) o]\ HEZEM ( self-worth ) &&= FAG ol Foidgisirl dojye
dEoltt HqriMe diAtE
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A, & QA B840 A9 gln A4dE HEx "o
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o] 7s) wigatn] FojF Aol Bad) oFolAT FEWAC FA Yojudt
o} 2ol MERE 2 £Fo 2 nBels AUAZ WASD 4 | D HikH

57) Lastovicka, J.L., “Questioning the Concept of Involvement Defined Product Classes”, in W.L. Wilkie,
(ed.), Advances in Consumer Research, Vol. 6; Ann Arbor: Assocation for Consumer Research,

1979, 174-179.
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9] 78S A3 IATFEo] Bol AP Assael®® & BAFE (2 /ABY ) B AHE
&zt PEE 47HA2 ERIT o] wo] melAR AR S AASR
t} Engel 3 Blackwell®® & 198240l w713 HBETE LANA BoFFol we}
JAAAFEF daYdn £ BHETHRY SHMATBHRCE HHE TR
Traylor®™ & #99 1/ A9} BwEAAL 1L/ AE 7[Eo2 A2¥AE 4 4|t
Fisk9} Kinder® & #oe] 1/ Aol W& AR ANAE ATst9 37129 $a88 Ho]
e Bkt ole} o] e fodTrt 1/ Ameo] 24wy RS AMYstn Yoy
Antil®® & AAE Egm s AZsier doin FYsIAh e A7t MESMEACIT BRI
F A (/AT ) 2 7Y due BEN 2 2 g o #4323 A6kl aE
Bololla] BEEHE MHBHE AIFToEN FAEES TR A2 FAL Fkd o
g AT, FEFAHE AT, 4vY A8, 843 Y 4F T =W
B E ALPFE FHFslof dvte TS —H EBIAES Rtk KBEEEERRS

58) & 5o, (1) Chaffe, Steven H. and Jack M. McLeod, “Consumer Decisions and Information Use”,

in S. Ward and T.S. Robertson, (eds.), Consumer Behavior: Theoretical Sources, . Englwood Cliffs,
N.J.: Prentice Hall, 1973, 393-394,

(2) Bower, Lawrence and Steven H. Chaffe, op. cit.

(3) Robertson, Thomas S., op. cit.

(4) Lastovicka, J.L.and David M. Gardner, “Component of Involvement”, in J.C. Maloney and B.
Silverman, (eds.), Attitude Research Plays for High Stakes, Chicago: AM.A., 53-73.

(5) Traylor, Mark B., “Product Involvement and Brand Commitment” Journal of Advertising Re-
search, Vol. 21 (December 1981), 51-56.

(6) Petty, Richard E., John T. Cacioppo and David Schumann, “‘Central and Peripheral Routes to
Advertising Effectiveness: The Moderating Role of Involvement” Journal of Consumer Research,
Vol. 10 (September 1983), 135-144,

59) Assael, Henry, op. cit.

60) Engel, James F. and Roger D. Blackwell, op. cir.

61) Traylor, Mark B., op. cit.

62) Fiske, Susan T. and Donald R. Kinder, “Involvement, Expertise, and Scheme Use: Evidence from
Political Cognition™, in Nancy Cantor and J. F. Khilstrom (eds.), Personality , Cognition, and Social
Interaction, Hillsdale, N.J.: Lawrence Erlbaum, 1981.

63) Antil, I1.H., op. cit., 205.
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So] BSFEn SR IFUANRN UF &ES 84, 2 o) g5 Boo] B
AL @Eo] olUn BHEEME el AYIE ETFSL 1/ ARGE £REO o2H o
P BAS FAE 2FE 2YPIT BHEE HME A5V G dso=
W EEBEAN 5 BT AR Kk Al AFE wenh
olg} z& =ool tislA Rothschild® & Beirt FAMOZ EEEHste Atdods
Solsh} AA] AT A AsusTL RBBHE Ho I BB
A Agol Ao BrSsr] @Rl 1/ A B2 ERse Ao Fun FRIH
#3 Mittal®” & IHUA M R BE 22 ( hierarchy-of-communication-
effects model ) AFIXN BAE EgRHT FIFtW BAFEo] wobddd T RA
- RiE -8 R R 8- RECE wATE Ray’” §9 o1€¢ AT AT
= FARE ARsA
%7 Smiths Swinyard® & REo2Z 1/ AV EF ALY 5 A=F BES

“

L mamES AN E o2 fgozE Av¥x BIZ2I ATV led,

64) Petty, R.E. and J.T. Cacioppo, op. cit.

65) Bloch,P.H. (1981a), op. cit.

66) Rothschild, M.L., op. cit.

67) Park, C. Whan and Banwari Mittal, “A Theory of Involvement in Consumer Behavior:' Problems and
Issues” in Jagdish N. Sheth, (ed.), Research in Consumer Behavior, Vol. 1, London, England: Jai
Press, 1985. : )

68) Ray, Michael L., A.G. Sawyer, M.L. Rothschild, R.M. Heeler, E.C. Strong, and J.B. Reed, “Market-
ing Communications-and the Hierarchy-of-Effects”, in P. Clarke (ed.), New Models for Mass Com-
munication Research, Beverly Hills: Sage Publications, 1973, 147-1 76.

69) Smith, R.E. and W.R. Swinyard, “Involvement Response Models: An Integrated Approach”, Journal
of Marketing, Vol. 46, 81-93.
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Laurent % Kapferer’™ £ Z#9) 977} B2 H—fgEz B0, Austn Bz
7E /HAL 28 A AFHAM BAY Bejolgo] EAE UT vttty g
o Z22x /A8 g dale SRTY BRE MEIZY ( consumer involve -
ment profiles ) 7HEE& AXSIEA ool &) Au|ats} AFYFE AA Y 42HE =
o A 7EE £ Adn AT clEL VA9 £fTFEHCE O AFY Fag
ZoA TE A, @ AP RMEME( sign value ), @ RV4nd HEEME ( pleasure
value ), @ Ba® 78 ™ ( perceived risk ) € 1 BojodRur g3 o] o}y
1 B 27 f30] BT Fasy] BEd By 20l ¥+ b HWzAL
shotafor P FRech
2. RRIREY THOIQ} HEMRR R TV

1) $R%H BESE ( situational involvement )

ol “MES 2L 57E 4% dig A 7, =E “oul Aoy xAxzg

B3l Y@ AAY VAL olF W & 3
ku}

9,
rr
]
o
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Jo,
ofr

W)

Ov
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ox
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i
A
H

Bloch™ & AFE@e] oA 483 s
eRe 2 Y ARttt SR S BEE THHTA S 20 &7 e

T AFCl dig dA A 347 ol A

70) (1) Laurent, Gilles and Jean-No&l Kapferer,” Measuring Consumer Involvement Profiles” Journal
of Marketing Research, Vol. 22 (February 1985), 41-53.
(2) Kapferer, Jean-Noél, Gilles Laurent, “Consumer’s Involvement Profile: New Empirical Results”
and Elizabeth C. Hirschman and Morris B. Holbrook (eds.), Advances in Consumer Research,
Vol. 12,Provo, UT: Association for Consumer Research, 1985, 290-295,

71) ol oA g9 FREOR TR
O© TuiE A 23 Axe] U BAE 24 (98 £84)

@ FEH g RAY FE (¥ N TE)

72) Houston ¥} Rothschild= £ 32 BBEFAESZ RKMEMMH ( response involvement ) & S3 “ A
A 29 2R AL SANE UA = B3R 24T 470G B
Aok ZEu o BeBAdE Bojo) f89 YFoler] NotE B AV AFFo] BHo)
t} Houston, M J. and M.L. Rothschild, op. cit., 185,

73) Rothschild, M.L. op. cir.

74) Houston, M.J. and M.L. Rothschild, op. cir., 184.

75) Bloch, P.H.(1981a), op. cit., 69, 93-105.
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2 ) #5559 B ( enduring involvement )
ANA AL 2= ARH Bolos D] HEHN BE YA AR Jool B
A AQel A E B £2 7 oz el g BANC] A&Hoz EAstE Aol

o} Bloch’ & “AFol tisir Ao ¥ VAU EA%E F71H FoG 24

76) Clarke, Keith and Russell Belk, “The Effects of Product Involvement and Task Definition on An-
ticipated Consumer Efforts”, in W L. Wilkie, (ed.), Advances in Consumer Research, Vol 6, Ann
‘ Arbor: Association for Consumer Research, 1979, 313-318.
77) Rothschild, M.L., op. cit., 77.
78) Bloch, P.H. (1981a), op. cit., 97.
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awE &vla BEO] B4 o] FrHA B F WrAACT A@H Yo AL o}
Utk e8l8 $714 Bzt Al £As 1 & st o S48 Aol YwtAold,
Sj=zo] $MFIel Wk BE Weo] gt dF S0 WA B 20|
29 S48 91 nssE 4UA A%, & /5d 484 /8 BEATE Qe ¥F
AL Aol SsT aHYt SACl olRe Alguit e onA, te 4AF ong
w7 B EWA, BAH 5719 BIEE ARl g th2A deheg
o 2AH Er7h AME de AEBAA QoA FEL A9 B By R
# Ao Py BuAe 380 2 FAAY Aol ek BRARG FE RE e
HBE Z HolA gtk oldd ARE AuAYt 159 Avd Burde AR
wo) Blao] te rxzo] AFHEst Br) @Ok
A4 Bl 237 Ve EELMES AAAE GFE e A A7
= JEZHe nnde Anoln, 53 vy wEd e EL 1R EADD

Bokou #h3} Mittal®® & wiza] 288k AL ollsln FAsIAY &, #Hr7t R&

N

(-0

s il

rE
\1

R

80) Mittal, Banwari L., op. cit., 69-78. _

81) Park, C. Whan and S. Mark Young, “Types and Levels of Involvement and Brand Attitude Forma-
tion”, in Richard Bagozzi and Alice Tybout (eds.), Advances in Consumer Research Vol. X, Ann
Arbor: Association for Consumer Research, 1983, 320-324.

82) Park, C. Whan and Banwari Mittal, op. cit., 218.
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