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Mei-Yen Chen
National Taiwan Sport University
Li-Wen Hsieh
National Taipei University
Yun-Ci Ye

National Taiwan Sport University

Abstract

Adolescents are target customers buying sport footwear and are usually
considered consumers who like to switch brands, are likely to accept new
products and information, and have higher exploratory buying tendency. The
purpose of this study was to examine the measurement invariance of the
exploratory buying behavior tendency (EBBT) for athletic footwear across
Taiwan, France and USA adolescents. There were 936 wvalid subjects, and
back-translation method was used in advance to ensure the wording equivalence
across three languages. Based on the results of multi-groups analysis, EBBT was
factorial invariance across the three groups, which indicated that the items were
good for measurement basis. However, the factor structure was not invariance
across the three groups. This suggested that the latent constructs might be
response in a different way for Taiwan, France and USA adolescents.
Consequently, future studies using the EBBT for athletic products should first
confirm its factor structure on the specific sample employed before proceeding

to test major research hypotheses.

Keywords: Exploratory Buying Behavior, Measurement Invariance, Multi-groups

Analysis




Marketing Review ﬂ

—d =
=0 fﬁ% i)

H b BREE(Adolescent) [V i) ’é"? T, RHED *F{B%T?U Rl A Ry
FUEDR - T F S RIRLEF 2 S SIS H IS T 2 ?ﬂiﬁ ‘b (Global Teens) |
FUFE (Arnett, 2002; Kamaruddin and Mokhlis, 2003) - ?I'LT’F'[ = F'T*?”J bE
(RN E T S S T R L s R T Vh
£ FL[ bh 2 E i 5 5T ~ TRl e E3 ’é"ﬁ 1% B B 2% (McAlister and Pessemier,
1982) > FJ o &= 1 [ L 2[5 ] J’?*F”EE?J = Wl*ﬁ Ve F =R
(Moschis and Moore, 1979; Arnett, 2002; Belk, 2003; Kamaruddin and
Mokhlis, 2003; Beaudoin and Lachance, 2006) - =%} > ?‘ p Flfliﬁ“a'd'?‘lff Ti'
LB <2 BB T BRI R B
- HL‘IE (Moschis and Moore, 1979; Arnett, 2002; Belk, 2003; Kamaruddin
and Mokhlis, 2003; Beaudoin and Lachance, 2006) » B7vI'] » I'] & & « jf /=5 Al
57 43 0 380 0 B 7% i %i“ﬂ%pﬁrﬁméﬁmwsmm;
Beaudoin and Lachance, 2006) Pl JF= o S SET A F'lp o F H: |
W@ﬁ%%ﬂ1%wwé%*“hﬁJWWTHQW%HEEﬁM :

e n&*ﬁkrﬁ? by L Ejj ﬁ' S iF[ E| 7 (Moschis and Moore,
1979; Arnett, 2002; Belk, 2003; Kamaruddin and Mokhlis, 2003; Beaudoin
and Lachance, 2006)[U A3 G 8 s > 20 J[ ] % 35 BIfE B A (B0 2 VALS A1
LOV) > (=3 f s e = £, F[JEIJ‘* TOESTEIE Elpxjf\:ﬁg?ﬁjggj & FIUEZ%
ﬁﬁﬂ%’fEﬂE%Wﬂ?’Wﬂﬁ@’mwiﬁﬁﬁﬁﬁWW%@ﬁ
REBRH - H YRR L AR BB @ f“‘ﬁ'rﬁﬂi%'r%“: (AL,
A WIS AR A AR o P B NS TR Y SR R IR e
iy > &FEFI=FIpV G T > Baumgartner and Steenkamp (1996)%‘&?%{ Raju (1980)
PSR £, %‘Fru(Exploratory Buying Behavior) » {Ed¥ 55 it T 3%
[% |1 K} (Exploratory Consumer Buying Behavior) ;> fi'l'J Iﬁiﬁ’a%rﬁ?‘ b=
TS R - BRI ST BRI B RALELRA)
1 [ 9 JE ﬁﬂPW"f??bﬁww'@ﬂi’ﬁﬁﬁﬁ?abA\@
%‘—Puj,ff EUVEIAY = B i pu AR (== I ED = Raju (1980)f! B4 EFIJ%FE%
F AT JFE'%@T]EIJ%[ 7] 0 F F?Eﬁﬁﬁﬂ o

SNURE =T i (9 5% S e T i%:{t_;] Al T BV ) [ (Sekaran, 1983;




40_4_ TT %E u:F aff

Parameswarm and Yaprak,1987; Hsieh, Pan and Setiono, 2004) » } 'H: IR
A3 [B5 ] (synergistic) » i) #5 |'“‘(cross—culture)ﬁ‘}ﬂi‘%@“‘[‘ff(cross—nation) i
i%—ruﬁﬁiﬁﬁ@g{ ol [‘?’]iﬁi (ﬁ&?ﬁiﬁﬁ ) &V~ (Negandhi, 1983; Sekaran, 1983;
Singh, 1983; Durvasula, Andrews, Lysonski and Netemeyer, 1993; Little,
1997) - 7t ’F‘fi’ T R Y S LAV PR o 55 [ (cross-culture)
5 FLE5 B9 1 (cross-nation) i B4R + #/ ¥ 0 % & M9 1= T [ # (Sekaran,
1983; Singh, 1983; Negandhi, 1983; Durvasula, Andrews, Lysonski and
Netemeyer, 1993; Baumgartner and Homburg, 1996; Little, 1997) - HEJRYS Y
(= (cross-culture) #[1 "5 ! [ (cross-nation) it [[?ﬁ]EJéi‘;r# EJTI 1t H'J:g% El
Fbﬁiﬁ SRR (SR YINE 72 f%é?{ﬂ]ﬁﬁi%@f@‘?‘[‘ikﬁ@%%'f C {ERLR
BOFEA E AL T I IR A OB S R R o 41 )
’[‘fk s 2 B EEER IS o AP E S SR B PP o R ﬁrd
M~ o3 81~ WIEN ~ O3 7 F ST (Mullen, 1983; Singh, 1983; Parameswarm
and Yaprak, 1987; Little, 1997; Yoo, Rao and Hong, 2006) > E'F[Ji L
LY (cross—culture)ﬁ?ﬂ?%[ﬁﬁ[‘]‘ff(cross—nation)ElfJFZ'?jE%ﬁ‘ »,‘ LT gy
RUE 50 o RETEBY ST B0 0 0 1SR T AL (Mullen, 1983,
Singh, 1983; Parameswarm and Yaprak, 1987; Williams, 1995; Little, 1997,
Steenkamp and Baumgartner, 1998; Yoo, Rao and Hong, 2006) - K= waLjJ%Z
Babuck AR =S E ] S N IE'Flm(Baurngartner and Steenkamp, 1996)| Fél )
T AT 1 B PR S W R A
w1 )s [RLTE ) rﬁam T L SPEE e (g7 19 50
invariance ) # fﬁat o
FLAT _F;ifll‘zl;’ ik ‘Jﬁr’]ilf%"a}[ﬁ]’ I’} Baumgartner and Steenkamp (1996){%
g G BRI R R 7 R RN R T I B B (TR OAR R BOR] o AR
NIV NN T2 Hﬁ?ﬁ] PR ] L g
|

et

FHGIPA RO - IR R A B IR B Y
BLEpV g VY S PR R W SIE AT RVEY 02
BURL A STE IR Y T ARRE 5 S SRS R R el OB VIS

(=25 Bl l—i7\ Ej“‘ RENTY F[Jj\@[t o




Marketing Review ﬂ

Al ~ SRk AT

- T HFREREFROERAR

PR = LAY m&r S LA E] 80 & U5 Berlyne (1976)?,‘5?3 ol 1155
ERES @[dﬂij\P & F T j{,;ﬁ JF %nﬁ: Eﬁiﬂﬁ*{@{ﬁ’ﬁl?jj—ﬁ@fﬁﬂ@?‘?iﬁ
L T L AL ) R 2 S SR R IR BT SR %
ARG %$%”$%‘ﬁﬂwﬂ e i PO SRR 7 S
i B € & % 7 £ (Exploratory Behavior) °

B A 1k R pjﬁglﬂm R N S '?ﬁ(McAhster & Pessemier, 1982;
Raju, 1980)fF H[F[}{ﬁjﬂ e ijYF{ ﬁflﬂ = £, F[J’:F"[i-gf, B ]ﬂ:Eng\ =B

rhi%”wﬁ? 'iHﬁNQ%FﬂJE%#%%ﬁﬂﬁHﬁE R AR

A ik FoBS e A R~ L s [kaErF e R &R A A
ﬁr&ﬂl SRR f R LR Y S LD

Hirschman (1980)E'[J (- Al p i E’!‘j\ 5}3 e fF' = £ E‘@%‘F’ﬁﬁl
e FL« ERIMAY HE 7] 55’? & YRS ﬂ‘?{'lﬂ: (37@? i T RLATE
Fﬁ‘[ IR %5 ) o A Jfrﬁi”' G4 &% ]l Fr(symbolic 1nnovat10n)5'ﬂf[ Fe 1% g 7
(technologic innovation)fius 4. ﬁ?%j%@[ﬁ £l 73] ﬁfjﬂfiﬂlﬁj&it ENNR-I|F
P P A R ﬁ% 7T W 1) O e e ﬁ WA g g
(e A {1 32T Y e ST BT S A ’Eui} i~ %ﬁfﬁt} IR Y EE:I RS ER e
QIHQ?E']J}EL_* g S o aler o BRI e RL T A A R S '.J’?L RIS
R © BRSSO T ) R P
fif ﬁ“fc FER[ e gl o

S FRBAY e

Baumgartner and Steenkampy (1996)fL# Raju (1980)[0 £ F % & |1 =~
(B 2 Tuﬁlm‘ iy ]?%fﬂﬁ[» s }{—] J#] MacAlister and Pressemier (1982)
A1 Raju (1980)7% 7| Fffg TR AREEE R T R U N SR T T SR
Ff'\' FE'?LI?'[FW#FE[‘]‘ o T ERE) S B %ﬁ! JE (=1 o Raju(1980)fy = {fif [N 3 A
FEE A ST B R £ L RS - 5ot
[N S G ] pA YRR AR P I e Y ﬁrlFl[Flﬁzﬁé;J‘fle Fliﬁfﬁi[f > McAlister




ﬁ_ TT %E u:F aff

and Pessemier (1982)f% = ffif [K 3 15 Y F J T R i T }L BITE %
Be (T =B o (NP> Baumgartner and Steenkampy (1996)}{’—”]’ R 2
EJ{%TA#W? ﬁiE[FI - Iﬁ[“ivﬁ? % R S o A IFI[ﬂJ B
( Exploratory Consumer Buying Behavior Tendency; 7% EBBT )~ # I fir
BN E S A B S ) o H ﬁl}ldﬂﬁﬁd@f L/

(- )& &4#F % 1L & >(Exploratory Acquisition of Products; f§ £ EAP)

i PR T g B R B - QI - R - SRR
R > 2 F ™ M B I Y PR S  ly EAP PRI T - AT P
T *?4[;5';[;[[ B R Y A B fff[ . fii,ﬁwér‘.,?z,,lg FEERE SR
il > BB T - ARV A R F’\ELJTHEUAELF‘/?? & o Al
(=) Fa¥F 2 1¥& (Exploratory Information Seeking; §§ # EIS)

a%%%ﬁ%aWW%ﬂ#w ikt OTYFEE T

f] JF (4 8, E‘@Eg&'ii%ff# CiE s I?%J@v o ﬁ EIS fhg[r'[ FY Y] A
ﬁ’ﬁ#@ﬁ EEEE: @@@”Pw%ﬁﬁﬁﬁﬁ% Il

ﬁlrjﬁwgug,f]\ PR B I P T RO TR R

W

W77 ik

- FIH%

FPERPIE QY 15 = 20 pa W KB ANEBISE D T AR

EN R B RN TEE TS TR G NS LN SLDRE R Rl e
| T [ﬁj » PP R ?F"EZIZ’ Uk £ o & "EJ 1 B % (Sekaran, 1983;
Negandhi, 1983; Parameswarm and Yaprak, 1987; Durvasula, Andrews,
Lysonski and Netemeyer, 1993; Little, 1997; Baumgartner and Steenkamp,
2001; Yoo, Rao and Hong, 2006) « ] F » B A T = kL0 P ZEES S e
O AR T B RS 1500 (5105 o #FITS FURIE) £ 07~ R
IS P R MJ&QWFW%ET%ﬁEEﬁWﬁwa,%@
Jﬁfﬁj’é} 936 {7 ° ﬁﬁ! GlplEE i 62.40% » @‘«lipuf‘?[:[p'ﬂf[?h




Marketing Review ﬂ

o gpd LHr o g o AR R VS A B RS > B A SR
i[‘ﬁﬁ F,J LAORE (B 187 &~ SR 132 0 129 % o L 448

| B % EJ[Jf‘EE?i'ﬁ%T&?“EUE@% ( Ee ¥ 200 ~ ~ X 138 & ~
150 * > H 488 * )o % 2 &T@fﬁ[@sz'%izt FIGRFEEL A YR -

A1 S BIHE sk

ailis s s gews 0
=8 400 294 24 270 67.50%
o 500 308 29 279 55.80%
i 600 441 54 387 64.50%

2 REPESG R

7 @ i

T (fEYE ) 16.40 (0.82)5%  16.03 (1.50) 5% 17.31 (1.4)
PiE (22 ) T 61.2% (28.8%) 50.0% (50.0%) 52.8% (47.2%)
SRR GECR A g 2.17 4.34 3.38
(FRYEz) (1.85) (2.0) (1.74)
s | #6055 15~120 55 30~120 55
B TSR B

e 84.6% 88.5% 82%
. [ F NT2000 7 | H US150 7 K EUT4 F
FHI&
! 89.8% 79.8% 76.9%
I "
g e [ 328 P 2 i 66.1% 53.5% 66.1%

(Adidas.Nike.Reebok)

P31 1L

it’]irfzir;gfmrpl‘zl‘;j ST EhRE B R (3 A AN lF'fﬂ Bl # ) RL
Baumgartner ! Steenkamp (1996)[v ¢ % [ & 17~ 1L [f[f & # (Exploratory
buying behavior tendency 1nventory)d$f,1“§rf.}|1 oo = RURLIIE Y B ]ﬁh 5]
PRARIE 5 0% o RURRI AT 20§ - @ 36 o7 B STRIIRR(D) T & i
W UL ¢ 5T Wl 1A SER T R R 0 T MU ) SR
e () TRV M :mﬁﬁﬁﬁiiwﬁﬁmﬂﬁ%%%ﬁwﬁW
SRR A rT]‘Tuﬁ AT PUAE R - ILF{,[“ | (it 57 B3 f' Fi EIJFA’[T 10 I’[ﬁ'ﬁﬂfﬁ )
B (P HERLT Likert 2 Rl N FGE - fem CZRH DD 212 (7R
T 6 7 8 (T 5 B2 R -

N B e ’jiduﬁi(]‘ ’ ﬂmjLEMFPIZJ“ e ﬁug‘ﬁ?l =) [ﬂJ 1% (Equivalence
of Language) [V (England and Harpaz, 1983; Negandhi, 1983; Sekaran,




ﬁ_ TT %E u:F aff

1983; Singh, 1983; Parameswarm and Yaprak, 1987 ; Durvasula, Andrews,
Lysonski and Netemeyer, 1993; Baumgartner and Steenkamp, 2001; Yoo, Rao
and Hong, 2006) > AL fu bty o A F S I RLi P - 2 -
[E&[u_ﬁﬁ B E Ay l%@&';ﬁf[ﬁiﬁ CHI: o BFAS L ) R 3 i (Wording)
e o e I i # 5% (Literal translations) e [“E.u}{‘ﬁ Jh v B A E W R
TRy A [ Ho %l lﬂ Elpy s N EERE o [ RLES R [® & B (cross-cultural
dlfference)”’?éé ENNA [ﬂ ;ﬁj F EJDH p- (O N ﬁ\/fﬁ f o PRI, F?,I';:E’%

} RE AV 2 5 Q*EIW%JE —:&Eﬂj » %5 ﬁA Fro|r J%i J(back translatlon)
mé%f%wwa: Wﬁ%W%%ww P FT 6 R B
RITHF  AURP R R R ﬁ%ﬁ@’kﬂ#fﬂﬁﬂw@@%
?dia:—ﬁr,?; foT-fEt e Bk o (S0F B A PR AL Y BE Y Y
L L | i il ’F TRES R O e B T RE W T B (theral
translations)f F# R > 7]:’714“ pu T SR P E E (back translation)fy H =, A
JL'H?'\'?P ’F}LKIF"[E'I FEHASNYFAFEIRE - VETF %){%?‘Wg'\df A PLJ;F'F[
WEBRBRL o EHPR AN TR R TP e
ZEE S T (BT VAR o

ZFIRY R RR

ifﬁﬂtﬂfﬁ?{ LRERD A S5 M (Multi-Sample Analysis)fiy =% > < A ]
PEFEEE R L py At oSSR E T A [E (Measurement Invariance)
TV PR e o oy A éIJ e & %F 7 (Conceptual
Equivalence) - ﬁE‘J o1 #f £ (Construct Equivalence) OB #EF T (Item
Equivalence) ~ £ fffi #f =°(Scalar Equivalence) (Singh, 1983; Lee and Scott,
1990) ¢ 5 1Py FRLRFSO DT » 106y BRI W P - 915 7
W B AR T AL > I OT EL R p) Y IR N S TR A A T AR
(England and Harpaz, 1983; Mullen, 1983; Lee and Scott, 1990) > H f[ifd 3 7
AR B T PR E] (— ) B Sk ] ## {4 (Weak Factorial Invariance)
ﬁ%i‘—_’ﬁiﬁgﬂﬂ RS A B PUATEE S (2 ) ?ZB;J [ & A {4 (Partial Measurement
Invariance) : ﬁ%tﬁ)f?ﬂf PRk g7 e B AR ( = ) BRRE N R  AB [ (Strict
Factorial Invariance) : ﬁ%ﬁ‘—fﬁp’ﬁaﬁf A PUATEE () §F4 ZIP R 1 At
(Strong Factorial Invariance) : ?ffgtﬁ‘fﬁﬂf B ER A ST (Williams, 1995,
Steenkamp and Baumgartner, 1998) o [A~45 % fu | & 7 A 4% v 2l —Fuﬁrv ’




Marketing Review _409

iﬁ%’ﬁfji@?mm :
liﬁiﬁﬁﬁﬁﬁﬁﬁiéwéT@ﬁ
HI-10 7y~ 300 B b e B I [ B 5 SRt B S F A SO Rk B
A(}'\):A(« :A(i)
HI-20 i~ 30 By D e PR 5 M b5 2 R ST P sk i f
}"IJ(H):}"“(* 7)%(1;')
HI-3 7y~ 30 B D o sk R 5 AR B2 A ST

(7 (% )_ .0

PE

HI-4 7~ 30 By Do e gk I 1 7 00 b2 o
@5(?i ) @8@\) = 0; ()

H2 R 7 SR S T AR T R A B AR g

CD(H): CD(* — cD(??)
FAAA 2

F R PR B [ o5 AT (CRA) B AR 2 1S T4 % 1 8 Y 07 10
Ao FIH o I 2 REREAE J) P (Multi-Sample Analysis) b £ 2 14 [l Y = £
A SNt 1—% T & 1% (England and Harpaz, 1983; Lee and Scott,
1990) © J# & > I'| Ay2 ~ ACFI~ CFI~ RMSEA ~ TLI 28 A8 7 A i3
" (Mullen, 1983; Boomsma, 2000)oﬁqﬁﬁﬁﬁudfﬁfiﬁﬁﬁﬁmaJFOﬂ“ﬂland
Larcker (1981) & & & ?Fff] (5 "% (construct reliability) ¥ =¥ -

Eﬁ ‘fi% ERE nFFH

- FREYEERT

o2 T AR A AR T AR AR (SEM) T AT Y %T:L = A A ﬂ?i [‘ifﬁ
% e £l ﬁj"fi: 53 fil(McDonald and Ho, 2002) » F|# » L8955 BrER M| 5 gy
7L #o(full information technique)fi™ [";f[f RHE o e ['Ff[f ® 75ﬁlﬁ%zﬁ,ﬁg
B ARG W) fhE S E R [iﬁJ&%ﬂﬁlﬁ iU o FLES by
B PR A GEE 20 (W HAB S T LR N AR IR 3
}Fli_“ﬂﬁ’ﬁ?ﬁfﬂ Ml TS o W g2 AR I % fill (Kurtosis value) /1 57-0.46 Z




410

L I TT %ﬁ u:F aff

0.50 /[t > ]ﬁjﬁu fifl (Skewness value)fl[| /1 #7-1.12 £ 0.96 V fi]

el = V’Emgﬂafh¥*wﬂﬁf’ﬁﬂFifﬁ¢ﬁJ@£f@§rg

o [~ Mardia
(1985) Y i fi 73 el g <L > el 6 g 52 1 e GERIOP N /7 2 - TR iR 53
R E

N

LR p

73 f—[ > F[ I Eljﬁij\]{[jﬁf[ﬁ%t o

3 LREERR
B e 7 g (s | | g
X1 Ty o) BT R ST %

R B :'th*ﬁ'ﬁ'ffééﬁﬁ% 2.88 1.07 0.16 |0.37
X2: 5 M) B R 25 I PR R T

T e ;;t\f&puﬁﬁm fi 3.33 1.08 -0.22 | 0.52
X3: BRI I R [ f”ﬂéﬁﬁﬁg,kw P g | 3.24 1.12 -0.06 | 0.76
Xd: MG E] E) R R g ,I;tiﬁﬂj‘ E

%Fi%, s Eﬁfﬁ'ﬁ%ﬁ%w:ﬁéﬁ 3.33 1.07 -0.46 | 0.32
X5: fi 5 EIEIT) O IR S SRR

ﬁgl%ﬁlgug‘ﬁﬁfg ffﬁ e 2.52 1.00 0.50 | 0.04
X6: MHUZ H 8 - A B ED @ R

o R ‘ggﬁﬁf fi 2.82 1.04 0.23 |0.43
X7: Bl S A R ETPIE AL - BRI EAEE | 2.67 1.06 0.24 ]0.53
X8: Y W i R R ]S

BT BE Eiiﬁiﬁfp}*ﬁ' i 2.70 1.00 0.07 |-0.49
X9 Y MR B TETH PR | g 1.05 033 | -0.92

E A il ' ' ' '
X10: 257 2 [l - 48 7 PR i 2.85 1.06 0.12 |-0.99
X11: ?S?rgrﬂaw S [T P R LR

FU e R Mil?jd f 3.11 1.24 0.18 | 0.72
X12: 25 @ ZEES B LR E E R BT R

ﬁ%ﬁ_kbﬁg 3.20 1.24 -0.24 | -0.75
X13: Z572 i 20 > TP s PR R AL L g | 2.97 1.11 -0.06 | -1.12
X14: U@ S = ACRPHEEO R £ [ 3.04 1.32 -0.14 | 0.96
X15: 25 1 8 8O0 v By ' 2.99 1.25 20.01 | 0.85
X16: 5 gy 6 B e gy sk [ B F VSR SRS T 8T ]

T fﬂ 2 i 3.32 1.20 0.37 | 0.77
X7 Z‘ﬂﬁ T A T L P 114 |-0.24 | -0.65
X18: I@h [ E R EELH W HH

- Uééﬁf fir fr 3.27 1.10 0.37 | -0.88
X19: 35 7 F A A 53 PSS Fﬁ@gﬁﬁfliw 3.23 1.12 028 |0.74
X20: 5 3 i @ 1 4 %%Eépﬁﬁ}% L 2.89 1.14 0.06 |0.76

CHFEAMERE R L AREHE S

PR AR SRR TR SR PR A R




Marketing Review ﬂ

PR B AfE - ¥ ik o BIAE- W) BB AR S B E

T@@o
(=) A m BACR G - %R

Baumgartner and Steenkamp (1996)7k @?}ﬁ%&?ﬁ leEE;fF = B [ [H E;%‘Eﬂj
(EBBT) » #2 1[ it &I S 578 ffi & 4 3% > W & ﬁf@ Tfﬁfﬁﬁif@ *D#*{E
ﬁﬁ'od{ﬁiﬂiﬂpwEWURmuU9%ﬁ”#iﬂﬂ@%ﬁf R
A Fﬁﬁ_if’%’ e [ﬂ Eﬂfﬁ | [ﬂ ]ﬁ ¥1 (Concurrent Validity)#15%i ] if@
(Predictive Validity) » I f[1]] [ﬁj E\ﬂj‘ w5 ] 0 E 2V i ¥ (Optimal
Stimulation Level) » #I"Z [l it (Sensory Stimulation) - r?,i HIHI ¥ (Cognitive
Stimulation)%*f‘eﬂ ﬁff‘ﬁ%*‘g » K= EBBT F'@F%fd [ o A T R IR AR =0
S O £ T KB R D U B (A %
VA SE= A tf?, rlgu;p%@@ e~ s aa)pmj:u s R T SR
%%%ﬁw?ﬂﬁ%mm’ﬂm&ﬂﬁ?%%$?QWvWF&ﬁ@W£
F o EBBT [0 1) 35 R DB S I A0 5 R P AT

I R BRI g R
53 A B AT BT EBBT [V B 5 fi O 0 x2 =754.54, df=169
GF1=0.80, CFI1=0.82, TLI=0.80, RMSEA=0.088, CAIC=1045.84 - [y i 57 &l 3
EAP #I EIS Fwﬁfﬁﬁ S Wl ES 0.81 F1 0.82 > ,%ﬂﬁﬁp 0.60 I'] Fpuflt
(Boomsma, 2000) » SR[i:E~ W7 FraEl EAP A EIS py-T ISl 41150 &
(average variance extracted, AVE)sj ff|| £ 0.35 #[1 0.33 > st /| %7 0.50 V pi 7f
(Bagozzi and Yi, 1988) » i/ # L= I’ﬁ@“l T

() W'z

LIS T R > ¥ RS R P i 10 (R A

# = & ?w#ﬁéﬁlﬁffrﬁl Pl (Parsimony) (Williams, 1995; Steenkamp and

Baumgartner, 1998; Boomsma, 2000) » [ij Noar (2003)[l] = i%?fgfﬁj R ZET Y

By B 4 ISR 0 F R I R RO R O

B PO+ (PSSR EBBT 0 B A PR AR
Y pUARYE o LI PIBRRRCE IO S0 (S TR [ R T ALY

=9t > % P I*‘?%K Noar (2003)fiv £ A 58 AR ¥ > 3 B A F Py PN 3k

e & {SHS 0.45 F > - P]f= (Boomsma, 2000) < F| ¥ » I fzf“ﬁﬁfif—'ﬂ%jtﬂ




ﬂ_ TT %ﬁ u:l: aff

I Ee > %) s A R E O 7 #R P IS T4 (Modification Index, fiff
A1 MIL) [EG 5V IR R o P O W R R E M

5 Tﬁéﬁ& %Arm% T A CE IV HT - [f] " (Unidimentionality) > JI[ =) P]F% -

b3 71‘ EIIE/\—’_{FFF#%*?F‘E&;QE?V(EAP)FHE}%#?F\&% 54 (EIS) T # % P9% (1
BT 0.45 pUfHET > W[F¢TJ:E4ID ﬁiﬂ{ﬁ"—#@;@v(EAP)#ﬁpl IHH&

TR -

(Z) BRUHENE %R

A PR o O g AR O 1 BRI [ Sk o AR AR S
g }L;‘H pj,ﬁ?fﬁ‘bf@ » 2 =21.86, df=19 , GFI=0.99, CFI=1.00, TLI=1.00,
RMSEA=0.018, CAIC=142.64 - 3. 4 HIERML (ST iV Rl 7 7 8
| EAP A1 EIS [ A F4 5 14 0.82 A1 0.80 (5 0.60 I') _Pgug[,
(Boomsma, 2000) » 7 gk ! iV &L 55 [ EE 0.53 A1 0.50 i]“ﬁ 0.50 Vi
(Bagozzi and Yi, 1988) » KT [y i ¥ v A1 7 = £y RLSW[O 578 -

0.38—¥ X1

046 —¥» X3

0.55—» X6

0.45—» X10

0.56 —» X12

047 —¥»{ X16

0.33—» X18

0.65 —¥» X20

i1 TR BRI R R E A




Marketing Review ﬁ

A4 PTG

HTHL S 2 gl el 4 AR FIE A s B
Likelihood-ratio > (df)  754.54(169) 21.86(19) x> /df <2
GFI 0.86 0.99 >0.90

CFI 0.82 1 >0.95

TLI 0.80 1 >0.95

RMSEA 0.088 0.018 <0.05
CAIC 1045.84 142.64 |

CHFRHRY FRES N BB T

Bh B SRR T B R T R T b A L
FlU o FREAY AL 2 B0 (Nested Model) iy P ik o pli0 UL 20 5 S L eefdt
2o RS RONE (R TRERT . SRR R AT
%5%?@3’%Rﬁkmﬁézf%%¢WT@&,3my%%§T@
% (Full Invariance) » ff~ A > 07 2 B il 2 B9 EJJ: E'IJ% - W e
BT 5 RS b TS T 1 VR T
g [% (Partial Invariance) (England and Harpaz, 1983; Lee and Scott, 1990;
Williams, 1995; Steenkamp and Baumgartner, 1998) c {39t » it 74 5 £ fif
TR EHIRRS T VRS WI*E?%?’F’I@ Fo HI Y9 R B ~ ACFI ~ CFI »
RMSEA ~ TLI 3747 » H {[I ACFI B4 Brpu iy %% - H i posen st %, )
FERY S0 0.01 0 F 2 E A% (Little, 1997; Cheug and Rensvold, 2002) «

%o 5 [ ORLIL TS H AR LA O+ F AL R B
Wi ng%’ﬁap\%~ﬁ?vﬁaﬁ$@@maﬁ v*wmw
PR FJSFEIZJL E;% HI-1 &% Fi[[ﬂzt A B A Ay E\JJE )
tﬁ‘T et e B F“T R = Tui{%r B ffi 5 fL ACFI g
THE® - RMSEA 9 (%43 0.073 » 17 57 Wpopsk fife &l & sk 2 1@
l*’ﬁ%ﬁ‘q\W?ﬁbﬁtﬂ%%ﬁkﬁrﬂ¢ L e T
F(SFEDJM I@F% H1-2 5% o

AR TSV RS IO IR B ACFT 13
R 0 RMSEA 4 PRy [“L”‘ﬁ%ili%~ H o (e ) B AR R
SURUE) EAP BT ST TR 50 A A AR R A R L
Pl 3, R o 88 L - 5 B TRLRL X6 A X 10 FEITETSEL R 0 T A
H ﬁ%ﬁ‘*ﬁ%’fé’f O > P PE ST - R PR %Tﬁ
$F X6 A1 X10 s B [=Es R pu i ph Iﬁ[ﬁ > 2T @%FI\J%«E'E’FTI%E\aT figh |4 o

[




ﬁ_ TT %ﬁ u:F ]

B F B D R Bk R S ) O A

PSR -3 JlE5Tny

o5 ML AR Rl

B g 22 (df) | Ax2(Adf) | CFI | ACFI [ RMESA | TLI
NS BCE T AR (17812)'24 0.91 0.078 0.90
PRERBEE! ~ 7TE) | 200.09 | 17.85

SR E TR | (83) (12) 0.91 {0.00 [0.073 0.91
PSR BEED - FE .

iR @ | 20892 | 9883 0.87 | 0.04 [0.103 0.82
: (95) (12)

g |k

PR BCE - EI’?’EJ .

Eifh Bl - EIS & ?8198)'05 (167)'96 0.90 [ 0.01  |0.095 |0.90
PR T AR

PRBEE Y T 3516 | 35,070

[IfeE - EAP & | o ) 0.89 [ 0.02  [0.101 0.89
HE T A

N e

E17e B~ X6 Al

X10 &HE~ T f;%” (52?2 0.89 | 0.01 0.095 0.90
e [

T

RN EI’?’EJ

E17e B~ X6 Al

X10 &R T | 254.88 | 30.91*

P | (103) | (12) 0.88 | 0.01 0.065 0.90
TR RET

e 1%

REN N

E17e B~ X6 Al

XI0 BB T ) 0604 | 14,520

BT P o) | (6) 0.86 | 0.02  [0.82 0.88
TR RE T

I e

L NS

ﬁ%t Dk P<0.05

B e % 2 AR AR AN SR T EEIR AL 2 B R
I’E'ii_ ACFI =H% 0.01 o AT AR [etﬂn-gm@;%T Wt > £ 0 - RMSEA
AN BEEE 0.065 (e TR ER 0.095) 0 [N ORIk




Marketing Review E

@?’@Rﬁ‘%‘ﬁﬁvﬁ&#iﬁﬁﬁﬁﬂf EAETRI R A
F%E?HHWWW

[ Al AR VSRR (T RIBE ) P b SORRL S R ST
f;trm% IS E TR EIT PR L) 2 TR A
TR R R P AEE S B, ]HE'IJfLIﬁ o) PR NI EE S
LAl A TR E YRR AR R o SRy o phaR A R A B (A
2mmﬂ4ﬂ@ﬁpmmwng%%%’ﬁ@%%T@@’ﬁF%@?
H2 iy o

{h ~ i i Bl 42 5

-~ FRLE

A ﬁ‘ BRSO I IS H P R S R E] I’ﬂ
PR LR PO G E ] ER I
bfﬁ/\?"@\&ﬂﬁaamﬂﬁ’r\ s prIR AR F D U [ S R AL B R T A = o P
R U A WﬁﬁﬂﬁﬂWﬂ GE AU SET e N SR
Tﬁﬁﬁuy$ﬂ i;%? ﬁ B o N,Fﬁﬁfrﬁfffiﬂ@,,ui}ﬂy%gi,ﬁ
PO T SRR SRS S B LR H YRR SR 0 B R SR
H*Vﬁﬁﬂ“J%ﬂP‘ ﬁﬁﬁﬂ*h?ﬁ’ﬁﬁﬁqmﬂﬁﬁﬁj B0 1) [E F Y
@ﬁ$?ﬁﬁju%%ﬁ”@ﬂiﬁﬁfAAquﬁwkﬁﬂmwF%j;(%

B AP - BRETEAIATT S RIREVE R
7% > Baumgartner and Steenkamp (1996)F% 11 & i = KRABLZY > g AL
PR o RS LA R [y R LR A AT R R

ﬂﬁwfw&¢§%¢Jfﬂfwfﬁﬂﬂw;ﬁA*s?fJﬁwuwﬁﬁw”[’
FIP EAPRWE B Ppvd wr R - 20 1) SRR 51 M fe BBV T
@@,EWMﬁW@?ﬁb@fQT%WEﬁk?%ﬂWW%L VB
M FURER LR T 5 SR b TS [ B T
e SRR B A OB s D TR Y — 00
Fepy o TRl fieSfpu i (Do the Right Thing) | »

B Hr AR H PV e E o N e S E T B IFil B FP B Y




ﬁ_ TT %ﬁ u:F aff

fﬁ\ﬁrb?{‘g‘%fﬂ B 5 YT P R ?74 feree = [f'J , ﬂ[‘slﬁg"& =

i) Efd FIRYE i AR 55 > RIS = AL 9t o AR 1@57[@@;%,\,
B [ F R %HJmﬁ%Wﬁ?ﬁﬁmg%w[ﬁ@w%g
T S S Y BT R R SR
I S ¥ RaE N N Y R ﬁé , tj‘ﬁ”ﬁ?ﬁﬁigu“gﬁa_r; £
RLEEE PR o RIS R R Y GRS E o BRSNS H P G D

S FIR&

A Baumgartner and Steenkamp (1996)fvF 3 1% & i = 1L &
%U1|#&%%@EHﬁF ) A ?ﬂ%w*wﬁ’ﬁWD:w%ﬁ%El
ﬁ 10 R -FT o AT [ OR] 4 [ RECET - SRy BRI BRIV ITER  GREN AR
AT - RN RV R 0 R %gl FQ,IEJWEE&@ MG 0 Pl T
AIGEES 5,:%?'15 F’*Tiﬁ}*@ﬁfjﬁ%ﬁféﬂ o HER O o FIH O & TR RR (&
WX ) R LR o B R R L ?J?’%W AT = ¢
TEVE D EREE > < AUBIEB I > NI RpIRCR YBR[ 0 E 2DAT
ESEY =1 A NRR LR B C N i
PYIEE R B RERE O3 AT B e A B py T AR o H Pl e ﬁﬁrj it et e o
5T Fggli:;ﬁpdéﬁqu\@/[\i o H AHWEE F%?E'Uﬁ%‘fuﬂiﬁlm‘ ‘F’F’IEEIE‘E_
i Ak (3"?[“3-‘D F"[‘ﬁé%? ﬁ}wl)‘ E’EE‘EJIH BRI (R FT&)‘ FEE!
P (SB[ EFRU G R T
EEHET @‘liﬁ'iiﬁﬂﬁl%w?ﬂ s By g“pli’i‘;}’)&’”ﬁ;guj X S
Fﬁﬁﬁﬁiﬂﬁ'@ﬁ‘gﬁ”ﬁlw & AT [l L T W A 8 o ™ Tl
e/ m(ﬁWﬁiﬁﬁﬁrE%)riTWﬁﬂ@* WAy A AR S Whll?(§
_irt*:H i ﬁfd) T IRl ’E’ffjﬁﬁ'[ iy a RV IRE R (RS
B D [y 4 PR B A R ST sl R AR R A
A= T

ay

PR

(= ) FP-RELE PURL T [ 29U 15 puisd [ hge > Tt A B ot
Fo A N SR B [T IR RS GRS S AR
(L

(Z) Yt’PIEZ"L AV I ER 4 (Calibration Data)#1#5/% £52 4 (Validation Data)




Marketing Review ﬂ

PUOTHIE S = % SRR AR A PR IR I R LR RS ISR A kR
BB AP R Ry AT R 5 S SRR A ) -

() BPURAUESERE TR LR ALL B SRR B ERLE 3
EPRRI - IR o I T RS Y X SRR G s
B R KPR KT e E R ) 4 (Mulilevel
Structure) » ' B e T il B o 2 b [ )y b 55 52 P 5K 605 MR
fﬁ"'ﬂi‘fu@ﬂ (CESIEE

2275 SRk

Arnett, J. J., The Psychology of Globalization, American Psychologist, Vol.
57, No. 10, 2002, pp. 774-783.

Baumgartner, H. and C. Homburg, Applications of Structural Equation
Modeling in Marketing and Consumer Research: A Review,
International Journal of Research in Marketing, Vol. 13, No. 2, 1996,
pp. 139-161.

Baumgartner, H. and J. E.M. Steenkamp, Exploratory Consumer Buying

Behavior: Conceptualization and Measurement, International Journal

of Research in Marketing, Vol. 13, No. 2, 1996, pp. 121-137.

Baumgartner, H. and J. E.M. Steenkamp, Response Styles in Marketing
Research: A Cross-National Investigation, Journal of Marketing

Research, Vol. 38, No. 2, 2001, pp. 143-156.

Bagozzi, R.P. and Y. Yi. On the evaluation of structural equation models.
Journal of Academy of Marketing Science, Vol. 16, No. 1, 1988, pp.
74-94.

Beaudoin, P. and M.J. Lachance, Determinants of Adolescents’ Brand
Sensitivity to Clothing, Family and Consumer Sciences Research
Journal, Vol. 34, No. 4, 2006, pp. 312-331.

Belk, R.W., Shoes and Self, Advance Consumer Research, Vol. 30, No. 1,
2003, pp. 27-33.

Berlyne, D.E., Effects of Novelty and Oddity on Visual Selective Attention,
British Journal of Psychology, Vol. 67, No. 2, 1976, pp. 175-180.




418

m— {TEHET A

Boomsma, A., Reporting Analyses of Covariance Structures, Structural
Equation Modeling, Vol. 7, No. 3, 2000, pp. 461-483.
Cheung, G.W. and R.B. Rensvold, Evaluating Goodness-of-Fit Indexes for

Testing Measurement Invariance, Structural Equation Modeling, Vol.
9, No. 2, 2002, pp. 233-255.

Durvasula, S., J.C. Andrews, S. Lysonski and R.G. Netemeyer, Assessing the
Cross-National Applicability of Consumer Behavior Models: A Model
of Attitude Toward Advertising in General, The Journal of Consumer

Research, Vol. 19, No. 4, 1993, pp. 626-636.

England, G.W. and 1. Harpaz, Some Methodological and Analytic
Considerations in Cross-National Comparative Research, Journal of

International Business Studies, Vol. 14, No. 2, 1983, pp. 49-59.

Fornell, C. and D.F. Larcker, Evaluating Structural Equation Models with
Unobservable Variables and Measurement Error, Journal of Marketing

Research, Vol. 18, No. 1, 1981, pp. 39-50.

Hirschman, E.C., Innovativeness, Novelty Seeking, and Consumer Creativity,
Journal of Consumer Research, Vol. 7, No. 2, 1980, pp. 283-295.
Hsieh M.H, S.L. Pan and R. Setiono, Product-, Corporate-, and

Country-Image Dimensions and Purchase Behavior: A Multicountry
Analysis, Journal of the Academy of Marketing Science, Vol. 32, No.
3, 2004, pp. 251-270.

Kamaruddin, A.R. and S.k Mokhlis, Consumer socialization, social structural
factors and decision-making styles: a case study of adolescents in
Malaysia, International Journal of Consumer Studies, Vol. 27, No. 2,

2003, pp. 145-156.

Lee, S. and S. Hershberger, A Simple Rule for Generating Equivalent Models
in Covariance Structure Modeling, Multivariate Behavioral Research,
Vol. 25, No. 3, 1990, pp. 313-334.

Little, T.D., Mean and Covariance Structures (MACS) Analyses of

Cross-Culture Data: Practical and theoretical Issues, Multivariate
Behavioral Research, Vol. 32, No. 1, 1997, pp. 53-76.
Mardia, K. V., Mardia's test of multinormality. In S. Kotz and N. L.




Marketing Review ﬁ

Johnson(Eds. In chief), Encyclopedia of statistical sciences, 5, 1985,
pp217-221.

McAlister, L. and E. Pessemier, Variety Seeking Behavior: An

Interdisciplinary Review, Journal of Consumer Research, Vol. 9, No. 3,
1982, pp. 311-322.

Moschis, G.P. and R.L. Moore, Decision Making Among the Young: A
Socialization Perspective, Journal of Consumer Research, Vol. 6, No.

2, 1979, pp. 101-112.

Mullen, M.R., Diagnosing Measurement Equivalence in Cross-National
Research, Journal of International Business Studies, Vol. 26, No. 5,
1983, pp. 573-596.

Negandhi, A.R., Cross-Cultural Management Research: Trend and Future

Directions, Journal of International Business Studies, Vol. 14, No. 2,

June 1983, pp. 17-28.

Noar, S.M., The Role of Structural Equation Modeling in Scale Development,
Structural Equation Modeling, Vol. 10, No. 4, 2003, pp. 622-647.

Parameswarm, R. and A. Yaprak, A Cross-National Comparison of Consumer
Rescarch Measures, Journal of International Business Studies, Vol. 18,

No. 1, 1987, pp. 35-49.

Raju, P.S., Optimum Stimulation Level: Its Relationship to Personality,
Demographics, and Exploratory Behavior, Journal of Consumer

Research, Vol. 7, No. 3, 1980, pp. 272-282.

Sekaran, U., Methodological and Theoretical Issues and Advancements in
Cross-Cultural Research, Journal of International Business Studies,

Vol. 14, No. 2, 1983, pp. 62-73.

Shim, S. and K.C. Cehrt, Hispanic and Native American Adolescents: An
Exploratory Study of Their Approach to Shopping, Journal of
Retailing, Vol. 72, No. 3, 1996, pp. 307-324.

Singh, J., Measurement in Cross-National Research, Journal of International

Business Studies, Vol. 26, No. , 1983, pp. 597-619.

Steenkamp, J.E.M. and H. Baumgartner, Assessing Measurement Invariance

in Cross-National Consumer Research, Journal of Consumer Research,




ﬁ_ TT %ﬁ u:l: aff

Vol. 25, No. 1, 1998, pp. 78-90.
Stevens, J., A. Lathrop and C. Bradish., Tracking Generation Y: A
Contemporary Sport Consumer Profile, Journal of Sport Management,

Vol. 19, No. 2, 2005, pp. 254-277.

Williams, L.J., Covariance Structure Modeling in Organizational Research:
Problems with the Method versus Applications of the Method, Journal
of Organizational Behavior, Vol. 16, No. 3, 1995, pp. 225-233.

Yoo, D.K., S.S. Rao and P. Hong, A Comparative Study on Cultural

Differences and Quality Practices — Korea, USA, Mexico, and Taiwan,
International Journal of Quality and Reliability Management, Vol. 23,
No. 6, 2006, pp. 607-624.

TEB R

P St S B L R N S TR I A O R S SRR SR
anne@ mail.ncpes.edu.tw °
BT R (N S R RS R A B S

hsielee@mail.ntpu.edu.tw °
i%’uj\"ﬁt D«[ﬂ Iﬁ?g;ﬁ &%FE?TJ“F?@E}JEHIEJ;\H »1{ , F_'—! gﬂﬁl‘

£ scanker1981 @yahoo.com.tw o




