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(attitudes towards green products) (Laroche et al., 2001;
Peattie, 2001; Saphores, Nixon, Ogunseitan, & Shapiro,
2007; Tanner & Sybille, 2003) » ¥ {F R EENREE
(attitude towards green purchase)(Chan, 2001; Mainieri,
Barnett, Valdero, Unipan, & Oskamp, 1997; Roberts,
1996; Roberts & Bacon, 1997; Stern, Dietz, & Kalof,
1993) 8 ¥4 %% & 1 2 89 RE = (Papadopoulos, Karagouni,
Trigkas, & Platogianni, 2009)% - SATMEIERAIEEEE
RecRERNBEREL  temREEgRE
RERIBEES FEEEEEREEREMNERAE
Z - Bt - AMTDEERCREREEERTFREE 2
— WRSITHREBERRNTE ' REKBES
FORMFREEE TR BRIV IR °
HEEAERBIRIGEGERE

Ishaswini and Datta (20118 @ fE/8&EE /NP -
B #nS h0 RIS 1E 6968/ (pro-environmental concerns)
MR HHRBIRIERISEGNTEHE - B S thfioixe
fEE1T7/» o Abdul-Muhmin (2007)BIfEEEHIRIRH
B8/ (environmental concern)if &1t B —fE — iR M AYAE
B hREERRDEEEHRRHEZENEREE -
BEL B (1990)BIRIBIEESHIRIGE O IZE AR
B BEBBEEEBDMABANENIKEEERT
(green consumer typologies) (#25| 8 Ginsberg & Bloom,
2004) : (—)BEHRKEBEFH S (true blue greens) (9%) : B



2015

BRINNVBRIREEE  LERRBCBERHIRIRM
FEHNE - BROBREERRBEREHNAT
FTEENE®D ° (Z)#) B 5215 & (greenback  greens)
(6%) : E—MEEEEREEESBNERE® °
(=)sBF0RAIES (sprouts) (31%) : LA SBEE BB
SORBED ' HRBER  REERDS2T 4%UA60
1B#S o (E0)IBARZEERE (grousers) (19%) : IRBZIBIRIZ
ERBENHE - BHBCSISENEVEE NRREIIRE © b
MERAREERLEETRAWEEARE - (A)ERE
75 (basic browns) (33%) : NERE/OIRIGHN B 5
B ' WABEEABENEENESRIERAE -

B R ERER E 72 (2010)RIAg E3EVE— ~ 3808
EEHREAA BRNEREEE.  BE=BEES
Fh TPEREREERSE. REMBIVEESRIER
85 TIFEANIRREREL o 1235 Abdul-Muhmin
(2007 HIRIBEA LAY E BRI RIS S BRI B ) ELEL
SHR010)FHREFDEEENDE L INE » AW
R EEESERIRIRAGEIREECERBEESHERIE
IROVRFBENZHEZE @ UEREEELRRBERN
BE - AR EESHARRISNFGEEE » FEE
BOMMT =3 : LIBANREREERES : LERITE
RIFHIRIRARENST ; 2PAREREERS : #E
TITENEABRIR 5 HIRISRENDANEDIR ; 3.3F
BRNIEREES : BASRERITE ARV
IRERFBEEES - MAMARRERS L =38EE&

Tsai and Hsiao 89

BT RESERRBFFEREZANG  HRkeES
FoRBAERERREEMEBNEER - MRFS0
PR RAReRERAME AR TEIFM

ReeREERR

Rashid (2009)i k@2 ERNES SRR XLA—
BACHEBEEZERD  REBEELERSHMNE
6 BERIFEEERNVIIEMATRE - TixSEDN
fE S5 2 F8 - » Henion and Kinnear (1976)Ed Peattie
(1992)f5F » RBRIRIENEE  —BHERBEELE
MERFEN "HREIRR) SFiTRL BREES -
kBB BEATABRE S EROBEKSEE
Mg - MEEEEEENEEEETHRL » Morwitz
and Schmittlein (1992154} - BBERRACIEREIZIEA
TERBEBRIBEET/RIFERIERR o Chan (2001)E3
eA/N\E ~ BRIHEERARR (2008)8VMFEHIEE » FRefE
ERMEEAXERCBEITR  FIMEL  ikekE
SERAREATMENRIMKEH - RATIUBN
B EEEHRERNERBEITR

MRLE

RS SR
HRIBBISISCRAERGY » BIIOTTUEIBUW0R ¢

BHESR
s H3 | ResmeE He e RS ERE
o 5itl A g

DHTE

H9
H2 H7
H4, Hd-1, H4-2 HI HS
H5, H5-1, H5-2
HEBERIRIBFGERE

TREBESITK
- BMERK
- BMEERK

- BRENERERDS
- PRERIERERS
- FFEENIEREES

1 HFREREE

BTEL - IRIE LIS E4E - SEITRBAMZEHY
EES N

ReESHFKERKeoREE 2 R/E

Hartmann, Ibanez, and Sainz (2005)3&4 » AT EE
BRIURBIFE@EREE » RAIBRAFIZEITR0EE
BRSO KRB IRNESKONVERE @ &
2R SEFMBIVB(012)BIHTINEL » B4R



90 Journal of Management

SEHIRMESERENRBIRREE © Heath (2007)43
RERERFKNESRIREHEEEERREER
REIREENRERE TIEMESFOKTEZHEIR
BIFRROVRR © BRItLZIN » Geuens et al. (201 DRFRA
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202 participants are recruited in this study. This study adopts 2x3 between-subjects experimental design to test the
proposed hypotheses. This results show that (1) Compared to rational advertising appeals, emotional advertising appeals
lead to higher green brand attitude. (2) Compared to rational advertising appeals, emotional advertising appeals have more
mediated effect on the relationship between purchase intention of green products and green brand attitude. (3) Compared
to not using self-reference advertising, advertising with self-reference will lead to higher green brand attitude. (4) It will
lead to higher green brand attitude if rational advertising matches with analytical self-reference or emotional advertising
matches with narrative self-reference. (5) When consumers’ ecological commitment is low, emotional advertising appeals
lead to higher green brand attitude than rational advertising appeals. When consumers’ ecological commitment is high,
however, there is no significant difference in green brand attitude between emotional advertising appeals and rational
advertising appeals. (6) Green brand attitude and consumers’ ecological commitment positively affect consumers’ buying
intentions of green products respectively. (7) Consumers’ ecological commitment positively affects green brand attitude.
(8) Consumers’ ecological commitment dose not moderate the relationship between green brand attitude and buying

intentions.

Key Words: Green Advertising Appeals, Self-reference, Green Brand Attitude, Consumers’ Ecological Commitment,
Green Buying Intentions
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