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ABSTRACT: Previous research about brand personality mainly focused on its components and dimensions
employing consumer surveys. The purpose of this study was to explore the influences of corporate leader’s
personality and corporate culture on the establishment of brand personality from a longitudinal viewpoint.

Four local companies, including I-MEI Food Co., King Car Food Industrial Co., Tatung Co., and Giant Bicycle Inc.
were chosen for this study. Content analysis was utilized in this study. Two trained coders encoded 212
newspaper and magazine articles regarding to corporate leader’s personality and corporate culture from 1967 to 2008,
and 509 advertisements from 1981 to 2009 for brand personality based on the dimensions of the major constructs
suggested in literatures. The possible relationships between corporate leader’s personality, corporate culture, and
brand personality were analyzed according to both theories and the pattern of the data.

Several propositions were conducted based on the results. Positive relationships were observed between the
“personal integrity” dimension of a corporate leader’s personality, “integrity” dimension of corporate culture, and
“sincerity” dimension of brand personality; between the “openness to experience” dimension of a corporate leader’s
personality, “excellence & innovation” dimension of corporate culture, and “excitement” dimension of brand
personality; and between the “dependability” dimension of a corporate leader’s personality, “scientific proof”
dimension of corporate culture, and “competence” dimension of brand personality. Also, there was a negative
relationship between the “need for power” dimension of a corporate leader’s personality and “teamwork spirit”
dimension of corporate culture. This study also found that these four companies tended to focus more on
“competence”, “sincerity”, and “excitement” dimensions and less on *“sophistication”, ‘“ruggedness”, and
“peacefulness” dimensions of brand personalities. The results of this study could provide marketers and academic
researchers a view of the longitudinal development and determinants of brand personalities.

KEYWORDS: Leader’s Personality, Corporate Culture, Brand Personality, Content Analysis
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SR HY (tough)
E¥=69(rugged)
E5=09(shy) =50
. BAIBEEERY
SERD - s mild-mannered
(Peacefulness) BRI HIEE R R0

(mild- mannered)

(well-mannered)

(BEEEB "BEH )




X089 (peaceful) S2R08Y (peaceful) SER08Y

KEfY(naive) XEfI(naive) xE

1 $807 (dependent) 1KEEBY
3% %R B9(childlike) %5 58Y

SR 769 (affectionate)

SBA06Y(gentle)

5G9 (fervent)

BB 89 (passionate)

E 469 (intense)

#IE (Passion) TEBEQ{Y (spiritual)

TRFBEY (mystical)

A2 BEIRRIEN

(bohemian)

i abra

AFEREEN "REBIFE,L ~ "EEXE. B TeREM. RN 0 SEBEES
KYESHEEEIS "IFEITR BVRES - HEMEBENERB L EER - Wit - KIS
RAASDIME » SHEREINELER T URBOIT - DIBHIEE B RHEERE © 2R
REBRFEHGREMER RIS - BRI AARFRLEERANKRENEIENNERE
F o MAMENEN ; BiED28IIRNIRITE - (KBXEARZNEEEERS - HATRIN
e

F2FRRIPNZ - BRFMANBRIRERE "REERFE, ~ "EEXCL B TEREM
BIEVEEGR - PTLAATEE "REERE. @ RAMRPIIFEBEFRSERILHARITE » MEBH
HINARENARKES - WEEMZSHINESL S (social self) - BRES BBEER
LHEBATRAEE D ; BIE - AR "EEUL,  EARATARETHIERSZE|
BEEIL —BATNEXELERESHNE R AT LR ZEEEEHINAFET
HEHESHBANHNEEILED °

—  RNVESEERE

TR ORFRERID : 1. SHEMERIERRERRBZESE » MBRERIERBEESR
EEHRRBEXERBREMNBA  REZ X ERIEMEE  DRBRSHEEESHREES
—EEREZT ; 2. RERTEERMNEE @ RIGERENERNAN RIS ERETESE
2 BAEGEREHNNPXESURDNT  HILSHFSERE - ERRE S WESHESE ; 3. WE)
WARSEE S Y OIS EIABE K (Schein, 1992) - BB R AR BENS 2 NEBEEZEH T
EX N BEEBREMNIE  BEELZMA—RIKR » Bt AHITEERINASE
ERIABSENNEE ; 4 REBWEECHRSEAHD - BRIEFRIMEASHENHRES
NIEAMANT o RIBLULOBRE  ESRFMERBSERER  BENRNEERS
ERGRNBIREE - EBRIDBREE - KRRMDBRESE - EAMM IR ERIEXED
Kb SREMESEE I _EERRRRSEFES @ JUMBELE ; HEXEBREEDRIRHE



ENBRE « BORY KM EREE XN EEHO0] -
— - BRRIRERIRRERNA
(—) BEHER

FRSERFE B TEEL WENRRODMRIEHEMGNESTENB ZRRFIESRE
BUATEREEANFTBRZBEMBRIBOITHEEN - HEBNEFENER "BERH
B, ~ TRTHSAEE, - THRBETIAEE, o "HISAEE, RDEMSHRRMBTNMS
¥ (1951 F325) ~ fOEBR (1971 Fi125) - RER (RERERZE 2006/11/30 1F) ~ BEREKR
2R (EWERE 2006/10/31 1) FAHKE » B 50 FRHAFIT-—BMBERERE - — T8
RIFTE - Hhe "HEEB R REEE—MNBFITERANTEMRIL > B8 TIFTEEI0E -
B 38 FRRNRELEHEREE  ERAWMEHECENREEZNTENERE  HEXRE
BREATGEXNEHEESNM0HR o "R TNMGAFE KRR THERIIPTEFITHR TS
(1981 F325) ~ ERAERESH (1998 F325) ~ Cheers F5h (1999 F325) MBAETRAS » HPX
THGHEBETEBMETESE 12 8lp  ZMGSRIMNVITRER "BICESRRONBR . » B
LRENEA - INFIERE - WEIREBIEEER - ERIBENNSE 268D SHASEE
REERENMT - LECENERENNIERE - RERE—MHEIRZRERR - BN B
FBTIAEE - WERBEETIB 199 FieSSHEFRAT  THEEBHEEHITEE 15 8D
SRR E R N\RE S EFIBOVREESK

TREEM. D TERIRAIBIEEZREEBRNIMU I cSHERETERES - BRES
PRERREF - VoESERSERREERS - B REEEREERMHN "ERESIFD
BRNE, PHES - MEAEARMIBRES  MEANBSERZM "E&E5h, (2002 Fi125) 3
AN TERESERKR

(Z) w5 UEER

miSBETEEEREESHHIARBENKE  MFERISETTHEMNRE - THTSE
SHEERETEENERR @ MIRBE LIt HEMI NEETRBLEFIH - SR — LIRS
B KIBEVERI » EHE DS REVETRELRE » IERRIRIDISEZ 90%1R » A IETVEITHRIS

BR—BEXEPEEEIFLIRARESSEMHEEE VRS - HitEZETEREB
BUARIS LIF - LD VRIS H I D REAED  BESRENELERCH (SoIRE RRAIZSH
i%—) » ERRRYEEEBHE (BEFRTRE RRAISMHF—) - RESEMRI (RIBRER
[RAISMIER— K& 1) » EEIUIRIE (RITIRE WX 2 T - -8B — IR ASHEER
XEEITEHR - B=ZHDRIBMAIIRIEE D BIETHRS °

BEREERERD TIFLEEBESER  (—) S/thmiiRiiEo bRk RE Paps
BRERREI WEikEARRIAE ; (0) RIFEFRBRINASRER B ENBIBIL S
EMENEASPEIRERLSREERFENL S @ WEHIhREEN - AIEERES "8
8. ; EREANTEBEENASIEBEOVRLE  RIgMRBIREZNE PR REzZEEZ
RARKEN ; (2) BHEY "BLLEREEE. EWiRD)  SiRBER TN SEE T
B ISt B LIRS - MERNLRASENERARILSTLREERFE ; () RRBRTE=
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2288 ERE » INBZE Hogan et al. (1994) BT K ABRIBEBEE RS 2 HERIBP -
LR (=) "ML ERRRE R OB R=ZERER : (1) STLUBEERTERR
@M #EE - ®215 Digman (1990) AR ARBRELR Aaker FTi2EZEHMREB AR EMED
(Aaker, 1997; Aaker, et al., 2001) » AR AHFFATHRISOVE M ARHAERNERIIER ; (2) F@E
THBYR LESE, 8 " SiREFEE RIS A L HBLI5EheE - RSN Ll TEREE
MLIBVFTEEE @ ENATTRN TEMERE, - AIEHERED 168 (A8 - K 1381 @@
FEESMERT) ; Q) B "EMHERE, - BRIBERELHEEAERET  BEBEONER
WHZEE—$8RIP @ 5t BSBRILIRIARX o fINNTE—RREP » MIKRIEESHT "#E,L 09
RS EERWE P MAIRISESHGT "2EMEE ., 00iR% - M "EE, 8 "UEME . &
T L RRESA—EBLIEEE EERSIBLETE)  ARILBEEER "EE VEM
R[EANEHRERRNEN BRI - NEMRBEIBATZTRE -
EEXLBIRISIZRA_ CERREBFB T EREE IERISIEE DRAEMOIE (1990) A%
ROEECEBERER  WR 2T -
DI EMIRISH A D AMAL D ' BEESHNELENTE ' MR EMRNS (50i%18
B RARISIRAIZHIEE—) » EEMHEENRISRBESE8EE - B 8RR EMHFEHEE
K@ (Aaker, 1997; Aaker, et al., 2001; ¥FZafE - 1998) & #RISIBEB U0 3 FTm o E—IB{n 3 —iItH
HRABBITHEBRIESHETEH - B 280 RID Bl MRS S EI THRIS T1E ©

= BREAREI R SBEVRBEE

(—) |EERFGHERPEIY

MREFEENEPHEEREFES  BARRBSEFENEEOHB 212K - &
BERRIU TIRAR L 159 /% (75%) BIR TS, 0 LUSEBWARRZISE 117K (55%) - PTBIRGEY
WA RBMRERZEBRINARE "X/ TE/EFGEHBE/ESRRESTIE/IER/E TIEE/
EEANERSADIEEM/EHEE RE  15104/F (67%) -

BREFTHRBYEPE 1967 F » BIRRENEHISHEEE - S27E 1990 F2 2008 FE R/
R - XEFHEDPR 501-1500 3 » 15 118 /5 (56%) - WEPAEBREDPR "FBRE, A
TARRINDAIE . MR BIEHE 927 (43%) » BEB 8K (21%) - BEEREVIHIA
B TPMEIR, BP0 B 165 & (78%) » ATREATEESTEH ; NEE—MEFEHEDRE
BHE 0 MMUEBAFEERVFENEERHNRE - EQ2IRNREUESEHERRS -

(Z) cRE
R FRHIEREIORKEED 569 AIBRETERS @ BSEREBUM "ERES, BE 16
496 8l (87%) - EEAMRRIRFBRUMGRBHEATE  BEVERERES » HE 738 (74%)
RTHES - BESHSFHRFPIUEME 1981 F » XL 1995 £ 2003 FEFESED (63%) o
Hep» FEHNBESKIEDPR 1995-2002 F7E (85%) @ £EHIBSRIEREPIR 2000-2008 F [
(81%) » EABIESRIEEDPR 2000-2009 FfE (76%) » KEBESTFIDDBRSERE - HESH
BRIEED - IREEIDM "ERES, RE B 5558 (98%) o

(=) wIHEE
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REEEMRBOVESEIDRMED : F—RiREEIHRIEELHETIRIG - SEXEREE
FERIBEEKT HBEEZSHEREY 0.82  £HFREIH 0.82 « KFMEELED 0.76 EHE XBIEF6Y
0.81 ; 35 " BRNRIF IR AEFEENM ARV BB RE B B S 33ERMNZE Hogan et al. (1994) FrEEIEEY
BEAAARBRBRARESRHEHEERP  EHRERBPHRERFER @ RISEERSAEE
SHEMAEY 0.93 ~ EHZREIEY 0.98 ~ KEMEEL 0.94 « EXZFIEIRG 0.91 -

SEEVIRIBEEEEE "BV S8R E  IWEE - K7 /HFEE00 091 £86 0.90
AE8) 0.89 ~ EABY 0.90 - SRFEEIMTHRIGESE KT HFEEO 0.93 « £E569 0.96 ~ K[F69 0.86
EX6890.96 12838 alpha 0.70 BYTJ#ZZIK*E - LUEEFIEELR "EEE . 00—t > WAS
B TF1EE. 2518E - NMRHHBREBINREZR @ BE=RISEETHE - MZBRARED
WTKIE -

HFAER

ARFELDUMOKEREZ "HEEHFHE, ~ "BEXY, B "TaREM . ATV
R BE—THRSB SRSV EARFIHBN I BRI -

—  REEFEUDHTIBR

AT 35 AIERFRESKIRERIVIIRE PENL/RIGTERE 105 @ @ BUHIRL 39 HiEMHE
MEVEHE o BEREM=HEE - FEREEEMFENEPERE (RtBDHEE 50%895718
SE ) FTSERNAREUHTERERZTT - BREEWLSELRBS2EKFR "
B ABR 33zt ~ 2SS ~ 830~ Ty (105%) ~ TEE 50 BimAE s (9.5%)
TEE BB, (76%) ~ "TEBENFEL (67%) ~ TR BEL (5.7%)
TEKFAL (4.8%) ~RiR "R, ~ THIREM  BE  RERITL B T{EnR - BTG5

1915 3.8% °
i 23 QIR B FRYBRINRE P » JFEEBRIGARE 90 & © BULEIRK 24 HHIETHE M

i - RIS EHH AU BRI BRI SR - BnEEREHEHEREE 2@ s
B— (RFTBDLE S0NTEHRB 7#) - BUHEM Y ESRLRHFEEEKFER "HE
MEL (144%) ~ "%, (133%) ~ "B 5N, (8.9%) » "RE, (7.8%) ~ "I~
EIE, (6.7%) ~ "HHRIL (5.6%) ~ "RIFTL (5.6%) -

H 84 QI XEMIBEBRINIRE P [RIGARESE 192 @ BURIAN 37 BIBEI16594E -
£ 5 HHRE 2R B LEE 50% - KRREFIGWE RiRIEERIBEREMNELEEENE LB
- - BIEEAWLSALEHESEEKFR "B  BERE 3, (12%) ~ M@
RNEZR ~ B, (11.5%) ~ "EBERR -~ BE « 2LE © 5858 © HIF -« 8155 - 823« 858
ERAWR N TBE s (9.9%) ~ TESEE - EE BT Bk, (9.9%) 8 TEHE L (7.3%) o

70 RIEEARITIRBRENKRED » AMAKENMLIRIGTARE 134 18 - BUTEIN 49 BIBLE
MEVETHE - EOMIREE P @ FERNAREUERRZ T BTEBUNEZE (REtBDE
50%BVEHEHA 7#E) - BREEUTLSELERBSEEKTH TEIT B ~ SO 1JDO
40, (157%) ~ "ERIEL (127%) ~ "EEL (104%) ~ "EHEE. (52%) ~ TR
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2~ BAS s b~ BBIRL ~ TEIE SRR B THIRI  SKETKREE, 19165 3.7% -

(—) REEFUE "AAABRBRREERKE, 2HE

FEPEEMAERZRIGHARE - T INHELAARBIBERASEHERBL WX 4 M
e BEEMS @ MURESHE "2, BEHEERSLE W "HNMEE . RINFRYHEEE
BR®EL ;. "Ihatt, UEESERENLERRE ; SREEHE "AS, HE "EREBEE. Mg
B LIHEERER B EERGEE - MRt AKX EMBERSEFFI05R0 -

1. Sherts

RS EEMAE TN BENDIRERBSEEKFRABMEL (18.9%) ~ EXZ
TR (134%) ~ FBFRE (12.7%) ~ FESHER (6.7%) - TRRSFBEESRINGEFE T
BNFBEARYHIR  EEXFEER "INTL FENXRIELWRRED (11.8%)  T2ERARZE
REINEBORNABITEES) * HEBERELEHBITEEFNOVES - IR 2007 FLU 73 FF0ISEE
HEIRS  SHATEBRIZORE o I MEERIRYMIIR[ESER "HOTK, NWFEERR
BERR  LEERESTR 20.7%EE 13.9% » MBS E 2 RERBIIBREE « BHENNNIRE RSt
ABREESRTR > METRARIBEEEVNRAOTREGE » 26 0.8%  SHEFDRIENRE
HIVAR  thAZERIMEBCEs  BCRIBRERBIBEANMA -

2. BiElt

MAREEE "HEM . BELOREIE/NEBEPELRSH - OUREENEGEN
KIRBREEKFRMELE (76.8%) ~ SHE (74.4%) ~ LR (64.7%) ~ TiRES (51.9%) o
BREERIFAEFGEMOBIRISE D "OEE L DML 16.5% » SEEROY 11.1% - RIEF6Y
10.1%8 % » SRI|P=(I[SEBEMRREIR B2  BE  IRBVEH  £HITHERSBR
SHNA5E ; BR TEEHE. FEEHN  RIMSHRRR/ERE (31.1%) - SRERESHEERHE
BANEREETE » ZRMIMESEAMNE (16.5%) » TBLIRHRE R 2008 FIRF=J1F
SR EERGINEMHE  TBRERER - UNBESIEES - MEELRFEES » EIRIIE
EEY 0 WREENSIZ—ESEHT (23.8%) @ MEAZIERRILIES 2.5% - BEF "HLE
Ko HE - DUBRSELBEESNLE  HPREIRBSE 521% KX "AFFTERKL BEE
REERLEBECHENHIMTE » TERIFEYE » WEMS ~ B0 TH » BREREDNENE
M-

3. R=14

MRS EENEENRIRTEED RSN HRYLESR 6.3%  HERLEREE(E - (0%
BEHEDE TRIREE ) @IS - I9ER 22%  SFFARGEEEREES N BIBEEED
SRBIRERIDVEVEZNBWERR ; T TBBRVER K., £ OIBRSEHE2RIMEE -
RPN SHRIESEEZ MM ASE NN - HPERESHZIRY (6.3%) » TBER
REBHHOE T MRERYAXNRIE  WRUESERMSIGANEHEHE -

4. 1ERETI

iEEE TREN, BREM  OMIREERIEBEDEPERRIR - HP - "IE@RE. &
TERZES . MTBNEREEER  RENNE  SHREMELTE "B, SnEaRRIR
DRIR-L1%EE-1.2% » EBRMIUBEEEM LERHRTERE W Bt EREPRTNEEH A EE
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NI S ~ SRR -
5. FHMtEE
RN EBBEUI RV EIITERA/RE  LRER 27.8%EH 12.6%  KEXMIUBEENS
% BEEEZ - HSYNESHEERS - k2
EBDEE £ 6.7%8 1.2%  AXREB@ELBART 155

NER  BEREN  AIED BRI
SIS TSRS

70N

BESHEBY -
x4 PEEEMHE "TESERERAOER.L ZHE
BEERE BE-FRA KE-MHEE EX-FER
ARABIEE BREERFE RIOE R8I B8 | R85 | RS | 8K | BEE | A8
EER |BIaX| BSER | BSER | BSAR | BISER | BSAR | BHAX
PINE -2 -2 -3 14
(extroversion, outgoing) (-2.2%) (-2.5%) (-1.8%) (11.8%)
ENEEENN
9|\r5_| ’HE (energy and 6 1 10 1 31 0 16 1
(surgency) activity level) (6.7%) (1.1%) (12.7%) (1.3%) (18.9%) (0.0%) (13.4%) (0.8%)
(neﬁﬁ?ﬁzﬁer, ! 1 34 !
ssettine) (7.8%) (13.9%) (20.7%) (0.8%)
OB 10 6 27 12
) rei‘;%”ns?bi'"'&’i (11.1%) (7.6%) (16.5%) (10.1%)
E’_ﬁéqg EE{E (personal 670 28 410 13 12?) 39 770 3
(conscientiousness) integrity) (74.4%0) | (31 104)| B1-9%) | (16 50) | (76:8%0) | (23 80s) | (B4-7%0) | (2 596
RRFLERSK 29 22 60 62
(need for achievement) (32.2%) (27.8%) (36.6%) (52.1%)
o ) 0 0 0
R o 4 |eaw| 5 |©ow | 2 | ©ow | 4 | (©o%
(agreeableness) BEREER (4.4%) 2 (6.3%) 5 (1.2%) 2 (3.4%) 2
(need for affiliation) (2.2%) (6.3%) (1.2%) (3.4%)
IEHERRTE 1 1 0 4
(emotional stability) (1.1%) (1.3%) (0.0%) (3.4%)
IBHEREE _ . 7 -1 1 0 3 -2 7 1
(emotional stability) | == **" 0 | 7.806) | (1.196)| (1.3%) | (0.0%) | (18%) | (1.2%) | (5.9%) | (08%)
Bk 7 0 5 2
(self-control) (7.8%) (0.0%) (3.0%) (1.7%)
\H- B3 22
Eﬁmm%f St (openness) 6 6 22 22 2 2 15 15
(eofse”rri‘eerslie;’ . P 6.7%) | (6.7%) | (27.8%) | (27.8%) | (1.2%) | (1.2%) | (12.6%) | (12.6%)

& HETARRER 2R

(Z) RESEMZRAEL

EEEMS » OURSER "EEEM. B THRNMEE. “HEnNER - WABRSEFIE
RmEMNED  BRIARENM - "IN, PORDOBXSERAERSEEREFELESHE
B8 "TREM. E TERREE. MEESERCERSFERENTEBE -

1. SESKK (51992 ££~2007 ££)

SR "EREM . EMLEERRS TR

== —N—y
S EEBR=

89 (f& 50%IA )

 IBTR RSB RIS I

BE 2SS ~ EREEN@EM - M "INt R 1995 FiERas/ EDRRIE (KITR 10 = 25%
B) » FEERAER/ SBHRENEE @ BERE  TEARISEIREDA SR EER
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0 I EEIERAVIERR ' RIRES » BIENFNEM » ReEM EHEENE » NEFIIFES
DESESR  AELFEEZ2IR80 - H=BEBERSFES 2RI RIS TBE
FitR2REE 1-

N 12.5 23\ :g: ) 0'3% 154% =7.7%

80% +—

= [
(openness to
—  experience)

IER

TR

\l 150.09 2 )
My m R
(emotional
60% +— — — — [—Mm—A — — 1 1 1 1 1 -
d2.5% stability)
100.0%  100.0p% 69.2%  100.0% e
00% 006  dsy BEFEE
40% +— —— — 1 1 1 I 1 H93%— —1 [—1 |1 [~ [(agreeableness)

I}
o
N
N
o
Q
e
o
N

50.0% e
e L m P L L L] ] o
[

(conscientiousn

an% % )

T T T T 3% @ ”‘[J E3
1992 1993 1994 1995 1997 1998 1999 2000 2 2003 2005 2007 (surgency)
25.0%

0%

1 EXREESHEREIMEMNRAEL
2. BEZHAY (51988 F£~2008 ££)
THRPEERSENL THREM, RE  BRERANGE « HBIBHERIFHEBRE - X
B TBIRMMEERE . (TIKOMISTTE 0% s ) v SRIEBRIRISESR 3R BlFeN@EME o "ok
B BIRIZE 1988 F6Y 66.7%F 2 1996 F£6) 27.3% » TBRATHIEIFHENR ' THRUESR
% REANBABEIBISEAREST  EtMBERSEEIREANTERBE  FHHERE
20

100%
QiR
(openness to
80% = | [ CE136.4% 333% experience)
— 44.4%40) 0o )
— 50.0% oifjraed
? (emotional
60% A | — stability)
1.19 1100.0%| 00.0% 100.
6.4 I =Reg
40% ?, I g S 8% (agreeableness)
:.?5 ? ’ 66.7
6.7% i
20% —l,"'r" ‘f' { | [ am mm | | | O#E L_ )
o o (conscientiousn
ess)
0% T T T T T ¥ 5% ] 9t n‘” E3
1988 1992 1995 1996 16 7%1998 1999 2001 2003 2006 2008 (surgency)
-20%

2 EHREBEZRYHIMEENRALEY

3. X[EMEE (51967 ££~2008 )

MIEE TEGEM L @M LERRSTREERS 197 50%L £ SRMEEIBRRITEERT
HZ - B - SBENEM - BE "IN IMRIT—ELEER - I9H0HETE 20%A6 0 T2 RMNE
00382~ FiE - BERERRE - SKROVEMIIREZHFCMEMNE » Hit=—@ERaRSF
EZEFBI RIS ERS  sHlfERSE 3 -
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100% 3.2 4.5% 25.09

8.3% 4.5% 10.0% 9.1% B
80% 9-1% (openness to
50.0% experience)
50.0%
9 71.4% o - _
60% 57.1% g9 7a-2% 150% 75.0% /I\%eja:g;%ﬂi:@
70.0% .
1100.0%100.0% 100.0% 100.0%gg 50, 100.0%100.0% "100.0% 86.4% (emotional
20 : : stability)
% 75.0%
-
5 100.0% 50.0%
20% 71.4% 41.7% (agreeableness
9% 25.0% 28.6% 25.0%
16.7% 22:5% i 13.6% 20.0% : )
0% : : : : : : : [10.0% : : : : : : : —4.5% : " EpEY
o B e %
-10.0%
1967 1988 1990 1991 1993 1994 1995 1996 1997 1998 1999 2000 2001 2002 2003 2004 2005 2006 2007 2008 (conscientious
20% -28.6% ness)
-100.0%
RTINES
-40% (surgency)
-60%

3 KEEEEMEE MBS RAFEMY,
4. EXFZIE (£ 1981 £~2008 ££)

TEREM L MBE=TEREPHTENT 2@  RIREENBITERENERRF #9135 -
TSR HBLEINGIRMIZ - T "M@t BIZHE 2006 F&ZFIEIE - TERHELIBEIEE - 73
ROSERREEERS - 2SEE THREEE ) FREFIMRE—EHLE  TIMRFTE 15%
SRBAERIRI  KFTKE  BIEE - BERNEN - EttMBERSEEN R TEE 5540
BREBRE 4 -

100% 100.0 3.3%

16.7 1] F et 2
* 16.7% 14.3% 14.7% BHBETESE i
(openness to
80% 33.3% 5. 239 8% experience)
50.0% 2.9%
50.0% IfHRRES
60% 70.0% (emotional
stability)
100.0% 100.0% 100.0%
52.9%
20% 83.3% 72.29 57.1% & 3
66.7% (agreeableness)
50.0%
20% 75.0%
=k
25.0%  14.3% 287% 206% ] I
8.3% 6% : (conscientiousness
0% T T T T T T T T T T T T d )
1981 1989 1991 1997 1998 2000 2002 2003 2004 2005 2006 2007 2008
50.0% I (surgency)
-20% =25.0%

B 4 EXPEELTBEIMBILORREY
=~ EEEDHTIBR

(—) BRERICEIHT

HEMS FE SEEAR=REZEHNULEBBL 1958 EEHE . (RS 26.6%
28.4%E3 28.2% ) B "I BE{E, (HERS/R 19.3%  19.4%E2 19.1% ) - tERESYFFELE =K
ERERGNHKE  BiEEE VTG EMEHER  HESEERRIREN @ SR IEE
BEDYUSE  IUBRETE "I, UBRESR @ BISAEE0TEM « S s IV EE
T EERIEENHETEGRASHERNNTEE - ARG TERNR . REESIER ;
BEEANEREBITE  FEFOHEES O REBNRE  MEEMIZHEEREIR » LI
RERRHATREHR TEERE . AIHGEN "THBEE,  RMEREBMWHEEELH "=l
BlFTL MR (FFBRERWK 5 FTT) °
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EXEEHEBEER "SR - DBIR 45.5%E 31.3% - EAEBK " —HEZ (Only1)
mMmIEE— (No.l), IRIEBIR « SALBHIENT £ ERFIL RFRIZEVFHENS - UERIZIKE
XHEE - MEBEECSENRRFEHESRIRENNKE - WL EEGRE ERBRE - (F
HABVBERMLE - FERIGEBMEFMIZHRFNFS @ FERMIIESEYRILESE » BIEOIRERIERN
1t BERAFREVGES - ERTIEER  MSER TR SBRIBEENRIFIZE

TBEEAEE "EBEREE . RIRLPIRBMRZEIR © DhI/R-6.0%8E-0.8%  TBERHR/MAE
FRSENBAREAY  WRRLIEBE 'ER-FZEIW. - ENEEEBRRERE &
FNEBIRIGE - RBIUE ~ £ REF=EER - FTBNHRALIFEEEZRYEE ; £A8
PEMBEENBRSMEWL - BRINFEAORNO I EAHETER

x5 BNEEZEELFE

EEXY S £& XE EX #R5t
BES — — — — _
wg (FE| KX |(HE| X |(HE| X (HE| X |HE| KX
1| T EEE 21| 19.3%| 13| 19.4%| 25| 19.1% 4 4.0%| 63| 15.5%
2| SCREERD 9 8.3% 7| 10.4% 3| 2.3% 1 1.0%| 20|  4.9%
3| EE=E 12| 11.0% 4 6.0%| 12| 9.2%| 12| 12.1%| 40|  9.9%
4| RIEKE 11|  10.1% 2| 3.0%| 19| 145%| 11| 11.1%| 43| 10.6%
5| EEHE 29| 26.6%| 19| 28.4%| 37| 28.2% 3| 3.0%| 88 21.7%
6| RIRBEM of 0.0% 1 1.5% of 0.0% 8| 81% 9l  2.2%
7| SHAFT 12| 11.0%| 21| 31.3%| 16| 12.2%| 45| 455%| 94| 23.2%
8| HEEit 12| 11.0% 4 6.0%| 20| 15.3% 6 6.1%| 42| 10.3%
9| BEFXIEP 3| 2.8%| -4 -6.0%| -1 -0.8% 9|  9.1% 7 1.7%
st 109| 100.0%| 67| 100.0%| 131| 100.0%| 99| 100.0%| 406 100.0%

& HETRRRER 2R

(Z) EEXLZRAEMY

HEMS @ Bx  THEEAF=FHEELE "HEEE, & "EEHE. SMBE  8F
AR —ELLR > RsmBTEBERI BT SHAERZEBMANE BB JEER
BENRTAR - EFREA—BEHEER "SHBIRT. - MBEEEAGR 1990 FRIESHMBIH
FRERZR  2RIBRIER - "BEEH. RIfBESRESANEMEE - HEREERIZERCS
REF - WARZAIFEBS -

1. FBEPELLAEBE L (61987 £~2007 ££) *

HER "IEEE, HE TEENGS. MBBELETIEMSSIE - M THUREM, "B
RE. ~ "TRIERE, ~ THEEK BIEHTRIELER 0 TSR, IR 1987 FRERZ2IR 0 b
BREEREQESFIET—ELR - FHRBRIZSEE S5 -
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2. BEPEXLAIEZEE (5 1989 F£~2008 £)
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30%) - "MESEEL R2ZBEFEEAK (F020%) - 1996 Fa1 "EEKEW, REEZIR It
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3. ABEEXLGIEZEE (5 1969 F£~2009 )

AE#E "EEHE. B THEEE. MEECEERSFEHZ2RRNSNLE - M "B
@, B TRIEKE AIFEISRIELEER - 1990 FaiE "THEEA, LZRBAZR  TRRNRE
FARRES G BAEIERBERME  RITRBOE LR NBIRAREBDMEITE T
ERHEE  TEHERHEE. HE  HETRITRISOVEIR & I¥IIMT TR - 37 1989 F 28]
BIFREBART 8 TRWENT . LABRZR  EXUEHAFNEERRIBRED - £
R "EBxES . LRINBR2RES  EBERRMEERANBRIERE @ BEEEFEAE
AMMEARR - sSFHRERIRB 7 -
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4. EXPEXLEZEE (51981 F£~2008 )
EAXNEELAEBRERN Z+/\FEEM "SH-ER . BE (1 45%) » ME "BRSWE,
"RIERE, H TEXEN . BB LEFHESOHE—ENLER > AtthBBERSTEZE
LR - REHFEBREE  SFHBGREBE 8 -

100% 25.0
7.7% 10.0%  11.1% 13.0%
20% 16.7% 0.0% -
25.0% 25.0% : e 1 ek
10.0% Edfis
333% 333% 11.1% 33.3% as% BIFFE
80%
30.8% 50.0% RS
70% 20.0%
33.3% [T )3T
25.0% 25.0% frel
60% 40.0% 167%
44.4% sesw AR
50% 3% 333% 100.0% 0% 100.0% 100.0%
30.8% S
" 167% 16.7% B EIF&WH
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25.0% . S
¢ 10.0% R g
30%
7.7% 9 o I A T T
50.0% ®  16.7% 50.0% 4.3% % Vi
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8 BEAREFELaVBIEY
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= mREMDHTBR

(—) BREFEFEEINT

PR EEAEREEMEVEES  GFHLL T8E0 . (33.6%) ~ "EEH, (27.3%) ~ TEIE, (21.7%)
—iEERAERR o "L (7.5%) ~ THEEL (7.0%) £ THEIE. (3.0%) AIEEYD - eREH
TERIURER 6 IR NEFI05RA o

1. B

HXEAAMREENBSELBE EBRBOXRIR » DBIRK 30.2%EE 40.7% - FENESZ
BREEBNEMER  LEMAZRNTEZ2R @ WEBURESQEVREFKERHREOVRAS -
ABRIMIEEHENH NRBEDIVINEE  FE - WRBEHITHOEESORE - 2 £8
5 ABESALLEAN R BIRH LlEAS - HEERS R 17.9%E: 14.5% o

2. HE

THEHEEANBESPHIRBEOLERRS » S5 30.2%8 30.3% » FEHEAGFBESHEER
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Bi%Y  B5 20.6%5E 8.9% - EEHNBS D 2IRBIARZES) ~ JEH © Foim) S NN F LRSS -
EANNMRIZEREEN  FENERKREH « 88 FENRE -

3. BEL

TEENLREE - ARHEEA=XEXESD  REBOVGHEMEEE » DBl% 30.2% 45.8%
£ 39.4% » LBINAEIK » B 22.9%HGBREM IERR T8RN, - ABNBSZUIRKEFREIA
BB dEAGEYSE  WIHERTENRM ; FERIFRGRRERNZEMHEEESSENRE
B RETHRESEER  EAZERUFTIREXESFHEENEA @ BEMRIREERNE
FRi ; EEEPPESFRN B HHEESNIERE - WBRAMTE -

4, FEH

OXREEENIBE LIWERROER - HPLEH 128%/RE  FERZ (84%) » K
FEBERRIBENXRIBANRE - Z/H 1.4%EH 3.6% - EHEESPIVRBOSHE « FEIERIIERGER
ELMGF2IBLIEH « BRFNFE ; FEESETREERE « AL RIFKEIERGE » WK
IRIDA ~ 'R » EEH SR P2IREHHOIRE -

5 KHE

DR RADOXEERREM PRI Z2IRNEE  EEREERES(11.3%) £8ER2(4.5%)
HEEABEF T2 NERNIRRRENE - EXNEPBESPEFINEREEETRB T RM
TEREZLOMSFENCIS2RRBENDVRE - DHEER S RIRMUIEIRA! -

6. 7

MREFEIVBE EOEPRNERE  FEREEHAHERRBS (B~ 10.1%E 11.7%) - K
FEEARILRIFIBE (S5 3.3%L 0.9%) - FEESPH IRIS SHEERERHTDZ2REX
B ZFRORE - MESOVLHAIK » BEIELMGFE2IRERA0 « FAERS ©

& 6 STEERREN 2B

GRR{E M Bx £E8 KE EX KRt

BEBE 2| X (88| kX |gE| X |[gE| kX |g2| X
1 =5 179 30.2%| 32| 17.9%| 87| 40.7%| 32| 145%| 330| 27.3%
2 foiEE 122| 20.6%| 54| 30.2%| 19| 8.9%| 67| 30.3%| 262| 21.7%
3 BE 179 30.2%| 41| 22.9%| 98| 45.8%| 87| 39.4%| 405 33.6%
4 HEE 50 8.4%| 23| 12.8% 3 1.4% 8 3.6%| 84 7.0%
5 = 3l 0.5% 8|  4.5% 0| 0.0%| 25| 11.3%| 36| 3.0%
6 SEAD 60| 10.1%| 21| 11.7% 71 3.3% 2l 09%| 90| 7.5%

ARt 593| 100.0%| 179 100.0%| 214| 100.0%| 221 100.0%| 1207| 100.0%

& HETNRRER 2R

(Z) eRMEtzRAEMY

TEEN. RO EERBEMSFNERBE  FEREAFAWEH "Hl, » EFHEEX
RIEssE "HE SHREXEMERELHER  UEFER AL =EEE ; m "L «
Ay B TR —iEERIEEN T E L ITEREREH o

1. SBEDEEMEEZEL (51991 £F£~2008 ££)

HEoREM (289 SFIPMU TEFNL R T8ENL RE » MRS 0% EEEEAK M
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2. BEDREEMEIEZE (51992 F£~2009 )
TERBREMSFERM "HE, RE - IR 30% 0 KB TEENL B TEHL 0 I
£ 23%£ 18%ESFEEAK - THEL B2 TEAL MBER 1997 FRZIEIE (K 12%)
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3. XEmrEleMayEZE L (5 1991 F£~2009 )
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4. EXGrEEMEEZE L (5 1992 F£~2009 )

EXGREMRSFERL TaE0, B THE, RE  STLERFITHR 40%E5 30%3 £
AKX TEi. BER 2001 FRFEIBLIR  T2ERMELMBTBNEITE RS £ESP
FRI6 21R%E86 « BRBROVES - TR BERR 1991 FRAFRIBEIR @ IIFRBNESAH
EBHBEVEREE IR E GBI BEN BN S EIR DG DR BIZAR 3 PINGE) ~ AEIREVESS » T
L 27 2003 FRBIR - TR RBIFMIFTRINHRRMBEEMEBIZH - " T, gD
HWERRERESP - 5¥RE 12 -
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B 12 EADIRBIEBRE
U9~ RESENE ~ BECRRENEZ RGBS

(—) REBEMUN "EENE. ~ BELH TEEHE . RakEMN THH.
£k RBEAF=REXE[SEHEMN "EEHGE. - BEHEERNXKIR - 2BIK 31.1%
23.8%16.5% HEBIZEEELN T EEHS B —BBSHRIT  DBIR 26.6%28.2%
284% - [z;2 - EARSERERN "EENE. BEESR 25%  HEREELPE TIEEH
51 PHERN/RIE R 3.0% - ESE "EEHE . NARKETAEEBER 2 BRANE
EMIEAESRGSE (Yukl, 1994) -~ EREXLDPH "IEEME . TMERLIIES - EREHE
AR DESNEEREITE  MRYREES B - REFEBONGE  BEEBEET
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[FEIER  ERATRPETE  KBEREEL S  FHEERE TRTEMS (BMBIE, 1990)
It Esmop R — ¢

o — - HEZBIE TIEEHE. HBEEXLH TIFERE. BEFEEEF

RE BEEFBE=—FEELH "EEHE . THRL » BHEISEREEM "EiH.
B —BMERIT » DBIR 40.7% ~ 30.2% ~ 17.9% - 1887 » EABZEX{LSH) "EEHIS .
85 3.0% » HEFEESDRBEMUN "EfL HERINARIE - 28 14.5% o LS TIE
BIfE. HBREMDE TEH . BRELNERR - EES TEEME . BEEHLER » TR
PETE N EREER R HBERETIRTHEEE (BB, 1990)MEFHEE T 2IEHEL
B0« EE8) ~ BEVFHE (Jennifer Aaker, 1997) o BRI EE T

D : IEEXIEEY TIEEE. SIS T BB B LER o

156 TthE—L B Tl 0 IRESBE=BE=E/ER ¢

= : FEZIEMG) TIEEME.,  PEXIEE TIEEHIE. AT "B ZE
B LIE[TIFGH

(Z) REEEMEN "FARHEEE . ~ BRI "TSHRIHT. HehR@EMte TRE,
THEREXEMREEREE@NE "FRMNEEE, £ IERS0RIE » DEIR 27.8%H
12.6% » HEBIBBEEELH "SHBRT . IMEH —BES0EIR - DBIR 31.3%E 45.5% - 15
[28Y  FEEAFREEN "FHMEEE , WRRIK - DB 6.7%ER 1.2% » HERITEZEEL P
TR MBIFT . TMER 11.0%ER 12.2% » SREREBEEANLE - SE "HIEEE VRESE -
BEREERIMT - BREN - BilEZEHEBRER: (McCrae and Costa, 1987) » JaJREEEERZE
PBNEK "RMBIFTL BVIEESY 0 TRHENT L 2EEFEKREBBRIFNEKSH © BokER
KRIFE ~ BIPERRTET  EERIRSEMSHE (FB0IR, 1990) - AItESHonED :
G0E0Y : REZENME) THHIMEE  EIEEXALH "B BB MR o
TEHEEAMKXEEILE "R . TARPMNKIR - HERSBeR @M "HE
BEINIBERER DI/ 30.2%J% 30.3% ° 2,2 » FEEAFEELPH "L MBIHT . (11.0%
£2 12.2%)F0@HREMEPEY "ERE , (20.6%E2 8.9%) 1IEUE o REUEY " RHBIHT . FGAREME
B TEE AAEROME 0 TEE. REEEN - &N 2R BREN0 - FEN - FR
ZEFEY ~ BEIOY  IFEHVFSIEE (Jennifer Aaker, 1997) - i o] SESZ B (RXRIFBV UL SEFTR
£ - SEionBh ¢
wEA : IPEXALE) T ERBIFT Bt TRE ) S IR o
56 "ondEl8L B TenBh . 0 TEREREN
oY : SHEEELE THNIEEE , LRI T EHEIFT L T, 2
&5 (EIEIRFHF

(=) REBEMUN "IEEL ~ BFEEE "TRIEKE HEREME TEE.
KB~ FE EAZXEERSE@NE "IEE, £ BERSHXRIR 261K 16.5%
11.1%~10.1% HEEISBEEILH "RIZKE L INEE —BME0NXRIT D5/ 14.5%110.1%
111% - REBEREBZTHRYUN "JEEL BEER 7.6%  SLERABKXPRE  WEBEELP
By TRIEKRE L PIMER 3.0% - TAFEL SHA ERTHERNSERSNIREEE B8
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ERVREE ~ MUREIL(I5E1TE) (Stogdill, 1974) » MEZELEY "RIEKE , TMEABLUEE - R18
HRNSENREN—ERE  SEANRRERKENER  BREEREEN  WHSEENM
s o (RISEBTERURRES @ BENNSSHNRA - BEFZBESKEER  BRREKRERS
SRR (B3B8, 1990) - Rtk #wmH B -

BEL : FEZEML) "TER BIEEXILE "TRERE 5 EER

RE -~ FEBREAFRIREBEMN "IEEL  BEXCH "RIEKE, BEL 1988
BHOXRIRIN - HERSBeFEM T80 BEIMNIERBNEIR » DBIR 45.8% ~ 30.2%
39.4% ° [ - EEMREEMD "sEN. RIRIMVARIE - EH 22.9% - @MY "sE0. &
EEXLPH "RIEKE, BERNHS  EMRISTESKEFE BRI KERTBHURR
RAIERBSHGREM RSB » 56 » B8  BIRON - BMOHEFR T80, 0
EEMRIE (Jennifer Aaker, 1997) o IR AHES HandE/ \ 820, :

B/ ¢ IEEXALE) "TRIBRE HoEEtE) TEED . BB DR

& - FEEEME "TEE  EEXE) TRIEKE Bt TEE . [BELE
[BIBFE

(@) REBEHEN "ROTKL BEFEH "BEEH .

AEHREEMREFRESEME BRSO "HOFTKL » DBIR 20.7%E2 13.9% » HIERIES
B "EBEETS . RILIREBEBR » 05I/R-0.8%HE-6.0% - 7,2 » FEHEEAXREEN
TRAOTNKL BE 0 DB/ 7.8%54 0.8% 0 WERBGEELPRIFRTRSH TEBXET. 0 D8l
2.8%E2 9.1%-F I NFK BIB[EERESRRE W SIZHMANRE VISHEANITR (McClelland,
1965) » MEZFELEY "BEEM L ISEBRIVRREHMNEHBEEYN - MEEE SRR
 EFEDLIFEPEVESBAENTE  BESEXSEASREBER « EHE TR
ER RMEBEIRR FIEHHEER  EfZYEAT LR  ELEHNSHERRTEMS (&
1812, 1990) - IGERSFEEENRNEZEEER - AItESHonE T :

BT - REEZEME) "TRIFEK, BIEZEXL) "BEETH. BEEEF o

() EtboJaEskafk

bR _ExiioneE —ZoniE T 8IEEMR » AT FIRMIR REOVERIRIMR - SREFWT -

(1) FEZEME "ERBREFEK  LIPEXALH) "N BT EEH LE[IRTF

THRYR "HBERIEERL EMEELES (6.3%)  BEZEEREICE THERERE 1L
MEM=R1EEF(104%) - "ERERXIBET K, IESHFIEEEESZASERAEN - WSEAAR
i (McClelland, 1965) » M{EZE{LEY " SRREERD L ISHEMBEEATT BADEEARER ~ HIZHEK » EZ8E
E-THNEMRBRE  BESEMBARNTE  BRENEEERS  NEHRIRZ0E RS
ERAMEABZRSHE &R 1990) Wit > R85 TRERVET K @MEEEZELEY "SEREERS
B ESELERRR  RUBREEESE—KEETERULE @ HBEXEERILNERNE -
BRRIBUITDE—DRE -

(2) FEZFMA "IFEAG, HIPEXLE T EEEF. FITEHLELMEF

HFx  ARRETE=_FEERSER 'EENES. VEMEE IIEEERBNKIR » D5l
5 31.1% ~ 23.8%EH 16.5% - EXIEH 2.5% @ HWEZHSBEELPH "THEBSE., MEHEEL
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RKOVBEL2IE - D alA 19.3% ~ 19.4%E3 19.1%

CMEXE 4.0% - "THEEE, fSEMES
B~ BRRARBNHGER - BERISHEIRERIL - ERMOEBICERRE « (BEhERE
T RBABLENESHE (BHOIE - 1990) » IRTSEEREEE TEEME . BH#EARE
NREAEEERS  BFTME RSB EMPNIRRSHN DI ERRR  BEERKRBE—THHE

g BRI 2 BB MERERE 7 kB 13 -

xRT TRHREBEML ~ TEREXL, HE T REBMEN, BRI IEEBREE
AEEE 34| BB
FE | Bl | 96 | BN | BB | 8 | RE | BK -
B = Ay - =F FiE | A
WE | =3 | B | mR | wie | A | kB | BE | 2 57
= 28 6 10 7 29 12 11 3 179 122 179
= | 31.10% | 6.70% | 11.10% | 7.80% | 26.60% | 11.00% | 10.10% | 2.80% | 30.20% | 20.60% | 30.20%
= 13 22 6 6 19 21 2 -4 32 54 41
& | 1650% | 27.80% | 7.60% | 7.60% | 28.40% | 31.30% | 3.00% | -6.0% | 17.90% | 30.20% | 22.90%
* 39 2 27 34 37 16 19 -1 87 19 98
B | 23.80% | 1.20% | 16.50% | 20.70% | 28.20% | 12.20% | 14.50% | -0.8% | 40.70% | 8.90% | 45.80%
B 3 15 12 1 3 45 11 9 32 67 87
K | 250% | 12.60% | 10.10% | -0.80% | 3.00% | 45.50% | 11.10% | -9.10% | 14.50% | 30.30% | 39.40%
5t EYIHRARARILZIEE
F 13 T@REEEM, ~ "REE, B T@EEN . BERE
B A BT =3¢l GohREE
XAhER FERKE BEHED BE
9}\@ = IEQE?EE
(extroversion, outgoing) h MESIE o
Shets B DELEEN ) " s ’
(surgency) (energy and activity level) S SV
@j:]a:ﬁ%,ik ’/ / \I=E T
(need for power, assertive) > BEE -
TEE N Rl
(dependability, responsibility) /'/ T HEXR
BREEM IFE&ME ’ / FEHE
(conscientiousness) (personal integrity) , " e B
TR / - —E
(need for achievement) ) REIE
TR LEER ) e
|
R=EM (cheerful and optimistic) |/ el e
(agreeableness) ERERUET K ! ot :
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fBREmEE —
(emotional stability) e B
BErRREE B1& a
(emotional stability) (self-confidence)
Bz
(self-control) T
EREEE ,
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(openness to experience) FIALKE (o )
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Ao EE SRR

BEBREEEZIE - ZUEXRFBEREESHRRE T ZERA0 » MANTTE HEIANER
ALTHERRH : B 28 - AGHEEX ' BENFEERERRS (BRHEE 1967-2008 4F » + 212
RRE) REREVTEES (BRMEIS 1981-2009 F » £ 509 BIES) EITATOT - SBIHE
BN RIE L BRIREF R E MRS - MRYEFERREMERORE - AFTH
B ThERBEM. OEYEEE TRESEEM. X8 BRREYRERSD TEEL.
B - BIBRSEGR/EEMEBRREECP » EMHEBBAMNBVREREREE - EMFTED
PRI EESHVIBRIIRER - AFIFTIBLEZ TREB @M B TEEXY ., BRRTEBEIIRE
BEERIASRESS  BEFEREMEMALEL29 (Schein, 1992) » INEI1BEEE 2B
EELBIERFZ— (Deal & Kennedy, 1982) o 255 F# B2 IR EE @M ZIRMEEFEILP
Bl D EMRERIEERRANLREE @M SEIL U IBEHE - FHFERIRHEMIIEEE
HIBRIROVIERISR - LN - RS HRES@MERE TEMHBLIEE. NEEE My HERE
BEMHTERRNVERITIFT S S - LT REH AT ERGRIELE— P UREERESE -

— ~ FRASREESI5R

(—) BEBEMAILBRERRS

ORSEEE@ME "EREM L EBREENXKIT - Bm TEGEM L JFRYERRERSE
IMENEZNFE - IHERINGS Hogan etal. (1994) BIEE : "EREM L B00BEE @ BEBIGERTE
B I BEEHERSE A TN HIEEHEORERSIESE  RIKVEZIBMVE
B BEERNE  MELESERN "EREN . XPREESRAIEEEEIRE » aJgtERIRKE
BEZRIIGERNE (RERITIR 1918 & FERITTR 1934 & E AT HHISR 1972 £2 1979
F) ERFNKERIZHNARNIBEERIFEMER  SUMUSERHRNEFEESETEM LT REE -

EAAVLIBEEN "EEM L 195 0 BREEDBANE  UEESHEREAXBMEEN &
E L RIVSREESRHEERZEE - BEHEAANKEEBEHEEZE » MEBZREIE
DB "HKIEEZE L 89 EXRISROS BRI XELIZARE - JERRABESEE "R
EML S RREQRZFIERE=D AU ABOSIEERNRMGERLIEA » 8RB EY
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Aging is a major issue in most developed and developing countries. The fact that the
baby-boomer generation is approaching retirement age has attracted the attentions of
governments in the areas of health care, social security, and retirement plan issues. In Italy,
Germany, France, and North Europe, aging people occupy 15% of each nation’s population. This
enormous amount of consumers will also form a large senior market in ten years. Since they will
have time after retirement and better health and financial conditions than the depression
generation, the potential of this market cannot be ignored. Therefore, the consumption habits,
values, and lifestyles of senior consumers have become an emergent issue for marketing
researchers and practitioners (Gibler, Lumpkin, and Moschis, 1997; Moschins, Lee, and Mathur,
1997).

Gibler et al. (1997) referred to consumers aged 60 and above as “mature consumers.” The
present study follows this notion and refers to consumers who are approaching retirement as
“prior mature consumers.” The cohort of consumers, the 45 to 65 age group, is the ideal target
for the study of the future senior market.

After closing its door for more than 50 years, China market has opened to the world and
gained worldwide attention. Its prior mature population is around 150 million people. Therefore,
this study targets on prior mature Chinese consumers. The purpose of this study is not only to
explore the consumption habits, values, and lifestyles of consumers in this booming market but
also to reveal the endurance and influences of traditional Chinese culture and Confucian values
on consumer behavior when faced with the influences of western culture,

This cohort of Chinese consumers was educated with traditional Confucianism; they have
experienced and admired the western modern life and materialism in their adulthood; and they
gradually accept the concept of individualism. The conflicting value systems provide the best
research targets to illustrate the durations and influences of various consumption values on
purchase behaviors and patterns. Four metropolitan cities, Beijing, Shanghai, Guangzhou, and
Taipei, were selected due to their economic and political representative status. In January and
February 2006, 2075 respondents, 511 to 527 in each city, at the age of 45 to 65 were
face-to-face surveyed via a demographic quota sampling procedure.

Other than demographic and consumption items, the questionnaire includes 133 Likert-type
6-point items on values and lifestyles. These items were designed for eight categories of values
and concepts: concern about health, financial attitudes, gender issues, career and retirement plans,
social relationships, attitude toward aging, consumption values, and other life perspectives. The
result of factor analysis extracted 25 important factors. Under the control of age, gender, and
work status, the 25 value and lifestyle factors of respondents among the four cities were
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compared by general linear models. The main findings are:

1) Health concern and financial attitude: In the industrial city Guangzhou, prior mature
consumers care about their own health condition less and retain fewer traditional Chinese values,
such as “limiting expenses within the income boundary and avoiding borrowing money.” They
are also more willing to invest through professional financial assistance than consumers in other
cities.

2) Consumption value: In the most internationalized city, Shanghai, consumers prefer
products endorsed by celebrities and enjoy the “taste of life” most.

3) Career and retirement: In a city where the economy is booming, such as Shanghai and
Beijing, prior mature consumers worry about retirement less; while in a city with a slight
recession, such as Taipei, prior mature consumers sense that “retiring means not having money”
and tend to keep working after age 65.

4) Social relationships: Living in the political center, consumers in Beijing, unsurprisingly,
care about all kinds of social issues most.

5) Attitude toward aging: prior mature consumers in Taipei are more accepting of aging. It
can be explained by the traditional Confucian value of respecting the elderly that people in Taipei
hold.

In general, family values, respect for seniors, and compliance with authority in traditional
Confucianism are still obvious in the value systems of Chinese prior mature consumers. The
results suggest these values are more enduring than others. On the other hand, traditional Chinese
values regarding gender issues, conservative consumption rules, and desirable social behavior
are influenced by western values more. Also, reflecting the economic prospects, in a city where
consumers enjoy economic growth, future mature consumers tend to focus on enjoying the
western-style life more and rapidly moving toward individualism. Our results suggest that
marketers may emphasize the better and more enjoyable life provided by western imported
brands; meanwhile, they should also emphasize how the product can contribute to the whole
family or is acceptable to the society when targeting these prior mature consumers at present or
in the future.
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ABSTRACT

Gift promotion is taken as a marketing strategy for a long time. However, the exact effect of
gift promotion is nearly neglected by most managers as well as scholars, because it is believed
that the higher the gift price is, the more successful gift promotion works. But, must it be true? In
this study, the author questioned that the effect of gift promotion does not necessarily show a
positive relationship with the gift price. In other words, if the gift price is much higher, even
equal to the main product, consumer may think this is unreasonable, and then more possibly give
a negative evaluation to the promotion deal. Thus, the purpose of this study was to deeply
examine the effect of gift promotion.

In this study, gift promotion was defined as “buy A, get a free gift B”; that is, A and B were
different products. Furthermore, promotion depth was taken as a main independent variable and
defined as a percentage of gift price by main product price (eg. If an ad says: “Buy a Pair of Nike
Running Shoes NT$2000, Get a Free Gift—a Casio Watch (Market Value NT$200)”, the
promotion depth is 10%; that is NT$200/NT$2000). By experiment design, promotion depth was
manipulated as ten groups (10%, 20%,..., 100%), and brand images of main product and gift
were chosen to be two moderators in this study.

Before main studies, a preliminary study was conducted in order to make sure the existence
of turning-point of gift-promotion depth. Therefore, an one-factor experimental design (ten
groups of gift-promotion depth) was conducted. The finding was that the turning-point of
gift-promotion depth did exit. Following, an 10x2x2 between subject design was further held,
and totally 975 valid questionnaires was gathered from two collages in Taipei city.

Three themes were arranged to further investigate effects of gift promotion. Inferences and
discussions were based on literature of reference price and anchor-adjustment theory. In the first
research theme, it is proposed that there is a turning point in promotion depth—50% of
promotion depth, and the turning point was fluctuant in accordance with brand image. If the
brand image was high, the turning point was 50%; however, if the brand image was low, the
turning point was downward to 40% under low brand image of main product and downward to
20% under low brand image of gift. Based on these findings, promotion depth was divided into
two categories—reasonable (depth before turning point) and exaggerated (depth after turning
point) promotion depth—in order to do further investigations.

The second research theme focused on the effect of reasonable or exaggerated promotion
depth and its interaction with brand image of main product and gift. Findings were (a) In the
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range of reasonable promotion depth, the deeper the promotion depth was, the higher the
perceived value of product bundle was (eg. positive relationship). However, in the range of
exaggerated promotion depth, negative relationship was exhibited. (b) The deeper the promotion
depth was, the higher the price perception of gift was. In the range of reasonable promotion
depth, as the depth increased, value-adding level of gift decreased. In the range of exaggerated
promotion depth, as the depth increased, value-discounting level of gift increased. (c) The brand
image of main product and gift did show significant moderating effect.

The third research theme was going to investigate whether the discounting perception
toward gift would spill to other products with the same brand of the gift, or spill to the same
product with other brand. In this study, we defined the phenomenon as a “spillover effect” of gift
promotion. Findings were: (a) No matter in the range of reasonable or exaggerated promotion
depth, gift promotion did cause discounting of perceived value toward other products with the
same brand of the gift and to the same product with other brand. That is, spillover effect did exist.
(b) As the promotion depth increased, the spillover effect would first go downward then upward.
In other words, the relationship between promotion depth and spillover effect showed a type of
U-shape. Findings of this study will enrich literature of promotion as well as offer practical
suggestions to managers implementing strategies of gift promotions.

Note: References are available by e-mail to the first author—Chung-Hui Tseng.



