1895

(Smith, 2004)

Meenaghan (1985)

Shani and Sandler (1989)

2004

(globalization)
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UKman (1995) /

(McDaniel & Kinney, 1998)

Shank (1999)

Mullin, Hardy, and Sutton (1999/2003)

/

Turner (2001)

/

ISS (Institute of Sports Sponsorship, 2004)

2001

(Partnership)
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2001

2001

2003

ISS, 2004 McDaniel & Kinney, 1998 Shani & Sandler, 1989)

2004

Sports Sponsorship Advertising)
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2004

14.83

(Mullin 1999)

--- TOP

TOP

I0C (2004) Kelly 2001

2500

(2003)

14.98

TOP

1980
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10.

(International Olympic Committee, IOC)
1985 ISL
TOP (The Olympic Partners

TOP

TOP

2001 (2003)  TOP

10C (2004) 2004 TOP 11

Omega

2-1

TOP
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7.TOP

Cattity.  féndhont Kodak FRAN Panasonic

TP o S, VISA A

Origin XEROX

2-1 2004 TOP
: http://www.olympic.org/uk/organisation/facts/programme/sponsors_uk.asp
(Olympic Organizing Committee, OOC) 10C

I10C

10C

(National Olympic Committee, NOC

) NOC NOC
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2-2

93

2004 31 -

10.

11.

http://home.pchome.com.tw/internet/teic/sports/olympic/nocs.htm

2-2
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2-1

EMI

REFCO

SWATCH

Phzer

St.shine

Arena

Greenness

W Y
swatche gy TCHIFRE ERELEH TS

2-3 2004 -Swatch

: http://www.swatch.com.tw/2-Event/2004event/2004even.htm#top

2004 (Chinese Taipei Baseball
Association, CTBA) 12

12
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Motorola DXG 7-11
12

Chinese Taipei

CT 2-2-4

Chinese
Taipei

2-4 Chinese Taipei CT Logo

: http://www.ctba.org.tw/senior_level/ctteam/20040lympic/newlogo.htm

/

Lobmeyer and Weidinger (1992)

(Nixon, & Frey, 1998/2000)

220 2004

1-1 10C (European Broadcasting Union: EBU)

2010 2012 51



6.14

20

7.46 40%
(10C, 2004)
/
22

22

(TOP)

(00C)

2004

1 - 900-



3 -2004

4 -Try It

Sandler and Shani (1989)

210

37.5%

1998 Shani & Sandler

1996

62%

Stotlar (1993)

1988

18.9% ; 33.5%

37%-46%-52.2%

Shani and Sandler (1992)
1500

2-3
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2-3
86.5%
N=202
67.4%
N=193
37%
N=187
64.5%
N=181
: Shani, D., & Sandler, D. (1998). Ambush marketing: Is confusion to blame for the
flickering of the flame?. Psychology and Marketing, 15(4), 367-383.
Stotlar & Johnson (1989) NCAA
70%
Sandler and Shani (1999) 96
Lyberger and McCarthy (2001) Sandler and Shani 2-4

1998  NFL 486
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2-4 Super Bowl

%

1. Super Bowl logo

83%
2. Super Bowl
44%
3.Super Bowl logo NFL 60%
4. Super Bowl logo
78%
logo NFL
5. Super Bowl logo
NFL logo 66%
NFL
6.
53%
64%

Lyberger, M. R., & McCarthy, L. (2001). An Assessment of consumer knowledge
of Interest in and Perceptions of Ambush Marketing Strategies. Sport Marketing

Quarterly 10(2), 130-137.

(Super Bowl) logo 60%
logo
logo (National Football League, NFL)
60% logo
logo 53%

53% Sandler and Shani (1998) 1996



--- 83%
logo
(38%)
Lyberger & McCarthy (2001)
83% Super Bowl logo

NFL

NFL logo

44%

53%

64.5%

logo

11.5%

62%
logo

44%
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(Ambush Marketing)

Bayless (1988)

Shani and Sandler (1989)

Townley (1992)

Ambush Townley

Payne (1993)

(Meenaghan, 1998)

McKelvey (1994) /

NBA
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IEG (1997)

Meenaghan (1998)

Lyberger and McCarthy (2001)

Turner (2001)

Garrigues (2002)

2001

TV
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2003

marketing Advertising)

Meenaghan (1994)

Turner (2001)

3.

27

2004

(Ambush



1989)

2001

28

3.
4.
6.
Meenaghan (1994)  Turner (2001) (2001)
1984
ABC
(Sandler & Shani,
1988
1992 NIKE NIKE
Reebok 1992
(American Express)
(VISA)

(Mullin, Hardy, & Sutton, 1999)



2004

homerun...

29

2004

home run...
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PDP LCD

2-5 PDP LCD

2-5 Sampo
http://www.sampo.com.tw/hot news/news/news_detal.asp? new no=xildg7JP

kolG.
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2003

2004 8

..... MasterCard

Master Card 2-6

2-6 - -
http://news.pchome.com.tw/finance/ettoday/20040801/index-2004080113

1400041314 .html.



Super Supau

2-7

http://www.cpbl.com.tw/news/Newsread1.asp?Nid=2170
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2004 DHL
DHL
DHL

40

DHL

2001  Meenaghan (1994)  Turner

(2001)

2004
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Sandler and Shani (1989) 1988 210
1-4 414% 599 27.2% 10-16
31.3% (®
.05)
37% 46% 52.2% 18.9%

33.5% 37.5%

Gardner and Shuman (1987)

2.57

1.43 t

7 1.55

Meenaghan (1994)
(Shani

and Sandler, 1993a, 1998b, 1999 Lyberger and McCarthy, 2001)

Shani and Sandler (1993) e-mail 400 189



68.8

20

Shani and Sandler (1998)

1500

1996

1992

7.4

42.4%

2-5
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2-5
(%)
12 3
33 51 206
3 62 207
2.2 79 209
3.5 44 202

: Shani, D., & Sandler, D. (1998). Ambush marketing: is confusion to blame for the

flickering of the flame?. Psychology and Marketing, 15(4), 367-383.

Sandler and Shani (1999)

40

Lyberger and McCarthy (2001) 486 1998 NFL
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38%

(54%)

51%
20%
5P
(Mullin, Hardy, & Sutton,
1999/2003)

(Advertising Effect)

2003 Arens & Bovee, 1994 Batra et al., 1996)
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?
2003 1998
Parker (1998)
2004
2001 1998
5P

(Jugenheimer & White, 1980/1994)

Lavidge and
Steiner (1961) (The advertising hierarchy of effects model)
Myers and Aaker (1981) (A Model of The Advertising

Communication)

(Model of The Advertising Communication)



Myers and Aaker (1981)

( 2-8)

Good Housekeeping

(capable of processing)

Master Card

Vogue

(precipitate behavior)
Master Card

Master Card
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2-9
/ /
Perception process
( ) (
Source Receiver o
. ) ] . Destination
(Advertiser) (Audience)

Channel(media) Channel(word-of-mouth)

(Model of The Advertising Communication)
Myers, J. G., & Aaker, D. A. (1981). Advertising Management, Englewood Cliffs,

NJ: Prentice Hall.
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2-9

2-9 (The Perception process)
Mpyers, J. G, & Aaker, D. A. (1981). Advertising Management, Englewood Cliffs,

NJ: Prentice Hall.

(The advertising hierarchy of effects model)

Lavidge and Steiner (1961)
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2-10
— /
— — / ; /
1995 Howard and Sheth
1999
Awa.r:eness
Cognitive :
Htage
Knowile dge
Liing
affective Preferetice
Stage .
Conviction
Behaviour :
Htage Pu;rcnase

: Lavidge, R. J., & Steiner, G. A. (1961). "A Model of Predictive Measurements of

Advertising Effectiveness", Journal of Marketing, 25( 6), 59-62.
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(Jugenheime & White, 1980/1994) (pretest)

(posttest)

2004

(2-6  2-7)

92  Arens and

bovee (1994)  Batra et al (1996)



2-6

44

Stotlar and Johnson

(1989)

NCAA

Sandler and Shani

(1989)

1988
(

Shani and Sandler

(1993)

1992

Harshaw and Turner

(1997)

1995

2000

2002

2002

2002

91

2003

2003

92

2004

2001

2-7

2000

(

1999
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2000

2003

2003

2003

2003

(1996)

(1996)

(2002)

7-11

(2000)

(2003)

(1996)

)

MacKenzie et al.

(

(1997)

(2003)

MacKenzie, Lutz,
and Belch
(1986)

Lavidge and Steiner (1961)



? ?
Schultz (2002)

Jugenheimer and White (1980/1994)

Schultz (2002)

Lutz (1985)
MacKenzie, Lutz, and Belch, (1986)

/

Mackenzie (1986)

Lavidge and Steiner (1961)
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Lavidge and Steiner (1961)

Lavidge and Steiner (1961)
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(Sports Sponsorship Advertising)

2004

(2001) Meenaghan (1994) Turner (2001)
2004

1. 2. 3.

(Stotlar & Johnson, 1989 Shani &

Sandler, 1989, 1998, 1999 Lyberger & McCarthy, 2001)



49

(Bayless,

1988 Shani & Sandler, 1989 Payne, 1991 McKelvey, 1994 1EG, 1997 O’Sullivan

& Murphy, 1998 Mullin , 1999 Meenaghan, 1998 Lyberger & McCarthy, 2001
Garrigues, 2002 2004)
/
1998
2003 2004 Arens & Bovee, 1994 Batra et al., 1996
( 1995
2000 2002 2002 2002 2003

2003 Stotlar & Johnson, 1989 Arens & Bovee, 1994 Batra et al., 1996
Shani & Sandler, 1989/1993 Harshaw & Turner, 1997 Jugenheime & White, 1980/1994
Lavidge & Steiner, 1961 Myers & Aaker, 1981) Lavidge and

Steiner (1961)
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