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摘　要
本文利用Logistic 迴歸分析，針對116家赴大陸投資之台灣廠商，深入探討地主國特性因素、決策者特質因素和企業之策略導向對廠商選擇大陸市場進入模式及其在大陸市場經營績效之影響。研究結果顯示：大陸地區之市場需求、CEO之工作經驗、CEO之國際化經驗、企業之差異化策略與成本領導策略會顯著影
響廠商對其大陸市場進入模式之選擇。至於在經營績效方面，實證結果發現，不論是獨資模式或是合資模式本身在績效表現上並無顯著的差異。 
關鍵詞：交易成本、策略導向、進入模式、經營績效

Abstract
This study explores the influence of host country characteristics, CEO attributes, and firm strategy orientation on the choice of foreign market entry mode and the impact of the entry mode choice on performance. Using Logistic regression analysis, 116 Taiwanese firms investing in China are empirically analyzed. Findings of this paper indicate that host country demand condition, working experience and international experience of CEO, and investing firm’s strategy orientation all significantly influence firm’s choice of foreign market entry mode. Mode performance of wholly-owned subsidiaries and joint ventures are not significantly different from each other.

Keywords：transaction cost, strategy orientation, entry mode, performance

Perspectives from the TRAM Model on Adopting

e-Learning: An Analysis of the Chain and

Franchise Industry in Taiwan

TRAM模式觀點下臺灣連鎖加盟產業

採用數位學習之實證分析

閻瑞彥Jui-yen Yen

臺北商業技術學院企業管理系

陳淑姿Shu-chih Chen

臺北商業技術學院商學研究所碩士

Abstract

E-Learning technology is advancing everyday and offering various industries systems and tools to increase efficiency and productivity. While there are many studies examining individual employees' e-Learning Technology Readiness Index (TRI) and Technology Acceptance Model (TAM), few empirical studies include TRI and TAM of management, as well as how this affects adopting e-Learning in a firm.

This study uses the TRI and TAM models  to examine data collected from 24 companies in the chain and franchise industry (CFI) in Taiwan and focuses on manager and workers' response in adopting e-Learning technology. Results show that although the impact of manager and workers' technological readiness both show a direct effect related to their perceived usefulness and perceived ease of use, managers' tendency for technology readiness, as opposed to workers, has a greater affect on perceived usefulness than perceived ease of use. For both managers and workers, perceived usefulness has no affect toward attitude toward using and use intention and that both technology readiness toward use intention is positively and significantly mediated by perceptions of ease of use. As opposed to previous studies, this study also finds both managers and workers in CFI tend to concentrate on the perception of ease of use on their attutitude toward use e-Learning. This paper contributes to the conceptual and empirical understanding of e-Learning adoption between managers and workers, as well as questions and explores how e-Learning can be best integrated into this industry.

Keywords：e-Learning, TAM, Technology readiness, TRAM, Chain and Franchise

摘　要
數位學習資訊科技日新月異，提供不同產業各種數位學習系統及工具以提升產業效率及生產力。然而目前多數的研究仍以員工科技準備度及科技接受度為主要檢視方法，僅有極少數以科技準備及科技接受模式的研究是涵括管理階層，同時並進一步探討導入數位學習對企業所產生的影響。

本研究採用科技準備模式及科技接受模式分析檢視從台灣連鎖產業中24家公司收集之數據資料，同時針對管理及一般員工在導入數位學習科技時的反應進行比較分析。分析結果顯示雖然在科技準備度模式下，皆顯示感覺有用性及感覺易用性上對管理階層及一般員工具有直接的影響，然而管理階層在科技準備度上在感覺有用性上的直接影響遠高於感覺易用性，此點與一般員工剛好相反。同時無論是管理階層或是一般員工，感覺有用性對使用系統的態度上皆無影響。同時科技準備度對使用系統態度及使用意願上，皆顯示感覺易用性為正向且顯著的中介因素。

與先前相關研究不同處為，本研究同時發現連鎖加盟產業的管理階層及一般員工在採用數位學習態度上，傾向於感覺易用性。本研究著重於管理階層及一般員工在導入數位學習理論與實務上的分析研究，同時亦探討發現順利導入數位學習於連鎖加盟產業的最佳方式。

關鍵詞：數位學習、技術接受模式、技術準備度、技術準備與接受模式、連鎖與加盟
知覺評價、經驗遺憾、顧客滿意與顧客終生價值
關係之研究－以豪華高級房車市場為例

Study on the Relationship among Perceptive
Evaluation, Regret, Customer Satisfaction, and
Customer Lifetime Value－Based on the Example of Luxury Sedan Market

賴明政 Ming-cheng Lai
臺北商業技術學院商學研究所

周嶔鍚 Chin-shyi Chou
臺北商業技術學院商學研究所碩士

摘　要
本研究係針對知覺評價(產品屬性、服務屬性與商店形象)、經驗遺憾、顧客滿意度與顧客終生價值間之關聯效果進行探討。研究樣本取自台北縣市之豪華高級房車車主，採便利抽樣法蒐集初級資料，問卷之發放係透過樣本汽車公司之各據點主管，發出955份問卷，有效樣本436份問卷，分析驗證結果顯示服務屬性評價會正向影響顧客滿意度並提升顧客終生價值，且會負向影響顧客的經驗遺憾；顧客愈不感到經驗遺憾會提升其消費的滿意與顧客終生價值；滿意也會正向其顧客終生價值產品。本研究經由修飾模式亦推導出顧客對豪華高級房車的產品與服務的相關屬性進行評價會正向影響顧客終生價值。本研究針對上述的發現，提出對實務運作的管理意涵與具體建議，供實務應用與後續研究的參考。
關鍵詞：知覺評價、經驗遺憾、顧客滿意度、顧客終生價值

Abstract

The study aims to probe the linkage between perceptive evaluation, regret, customer satisfaction, and customer lifetime value. Subjects of the study are luxury car owners in the greater Taipei area, selected by convenience sampling. 955 copies of questionnaires were issued via the auto company’s branch chiefs and 436 copies of responses were received, for 46% of response rate. The collected data were subject to the process of analysis, verification, research, and presumption using LISREL (Linear Structural Relations) model as the verification tool. Major findings of the study are listed below: 1.Key factor affecting regret is evaluation of product-attribute and service-attribute. 2. Key factors affecting customer’s satisfaction are evaluation of service-attribute, store image, and regret. 3. Key factors affecting customer lifetime value are regret and customer satisfaction. And 4.Evaluation of product-attribute doesn’t have conspicuous positive effect on customer satisfaction.
Keywords：perceptive evaluation, regret, customer satisfaction, customer lifetime value
主管部屬交換關係、工作滿足
與知識分享意願關係之研究
A Study of the Relationships among Leader- member Exchange、Job Satisfaction、
and Knowledge Sharing Willingness

毛筱艷　Hsiao-yen Mao
臺北商業技術學院資訊科技與管理研究所兼任教師

羅娸禎 Chi-chen Lo
中國文化大學國際企業管理所博士班

摘　要

本研究之主旨為探討主管部屬交換關係對知識分享意願之影響。由既有文獻得知，學者對兩者之間的關係似乎存在著不一致的看法，且由過去相關文獻亦無法獲得解答，經由邏輯推理，工作滿足可能會影響主管部屬交換關係與知識分享意願之關係。本研究以問卷方式收集資料，針對各產業員工發出350份問卷，刪除無效問卷之後，有效問卷為313份，以層級迴歸分析進行研究假設之實證，研究結果顯示當主管部屬之間呈現高品質的交換關係時，員工的知識分享意願會較高﹔當主管部屬之間呈現高品質的交換關係時，員工的工作滿足會較高﹔當員工工作滿足程度高時，其知識分享意願也較高﹔此外，工作滿足的中介效果獲得完全支持。

最後，本研究依據實證結果提出實務建議與未來研究之建議，以期對後續研究者能有所啟發，並提供實務業者推行員工知識分享政策之參考依據。

關鍵詞：工作滿足、主管部屬交換關係、知識分享意願

Abstract

The purpose of this research is to examine the relationship between leader- member exchange and knowledge sharing willingness. Previous studies state that there may be an inconsistent relationship between leader-member exchange and knowledge sharing willingness. Moreover, this relationship is still unable to obtain the explanation through previous research. By reasoning, job satisfaction may specify the relationship between leader-member exchange and knowledge sharing willingness. Data for this study were obtained by means of questionnaires from any industrial employees. 350 questionnaires were sent out and the valid questionnaires were 313 by deleting incomplete or poor response questionnaires. A hierarchical regression analysis was taken to test 4 hypotheses. Based on the results generated, Leader -member exchange is positively associated with knowledge sharing willingness. Leader-member exchange is positively associated with job satisfaction. Job satisfaction is positively associated with knowledge sharing willingness. The intervening effect of job satisfaction is completely supported. Practical suggestions and future suggestions are also provided.
Keywords：Leader-member Exchange, Job Satisfaction, Knowledge Sharing Willing- ness
關鍵字廣告之文案訊息設計
對廣告成效影響的探討

The Study on the Advertising Effects of Information Presentation of Adcopy
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摘　要

過去對於關鍵字廣告的探討大多針對消費者記憶效果及品牌認知的研究，惟有關網路使用者對於廣告文案所呈現的訊息，其對於訊息訴求及訊息對立性的認知程度之不同，會有不同決策時間及不同抉擇結果的研究卻較少討論。本文探討關鍵字廣告標題與內文之訊息訴求與訊息對立性，對網路使用者的注意力、廣告點閱行為的影響。透過實驗網頁內容的設計，以便利抽樣網路受測方式蒐集312份有效樣本，發現理性訴求與感性訴求的廣告訊息對消費者的網頁停滯時間與注意力有不同影響；理性正面的內文廣告效果大於感性內文；在網頁停滯時間上，標題與內文的關鍵字廣告之交互效果顯著；不同產品的關鍵字廣告文案類型，會產生不同的廣告成效。

關鍵詞：關鍵字廣告、網路廣告文案設計、訊息訴求、訊息對立性、多屬性決策

Abstract

Previous most researches of adcopy were focused on the consumer memory and the brand cognition's. But few discussions dealt with the Internet users’ decision- making processes which were affected by advertising copy, message appeal and contrast messages. This study examined the effects of advertising copy, message appeal and contrast messages of multi-attribute decision making about internet users’ attentions and networks clicking behaviors. By the experiment design and convenient sampling method, we collected 312 effective samples and found that the rational and perceptual advertising massage appeals had significant effects on consumer's web stagnation times and the attentions. The advertise effects of rational positive subject titles were more than the perceptual ones. The interaction between the title and the subject title had significant effect on the web stagnation times. The adcopys of different products resulted in different advertising effects.

Keywords：adcopy, internet advertising copy, message appeal, contrast message, multi-attribute decision making

平鎮地區伯公傳說調查研究

The Legend of Bo Gung in Pin-Jen

邱宜文 I-wen Chiu
臺北商業技術學院通識教育中心  

摘　要
「伯公」是客家人對土地神的稱呼，也是客家信仰中至為重要的一環。在客家眾多信仰崇拜的對象中，伯公信仰可以說是最為普遍的一種，也是形製最古樸的神祇，簡便的石主設置不但獨具風格，更反應出客家人對於伯公的情感及人與土地相親的特質。
隨著民間信仰文化逐漸受到重視，客家伯公信仰也成為學者研究的關注點。平鎮地區位居桃園縣平地十二鄉鎮市行政區的心臟地帶，為客屬族群聚集之地，過去曾因夾在中壢和楊梅兩大先期開墾的農業區間而受到忽略，使得平鎮遲至近年始漸繁榮昌盛，但也因此相當程度維持了古樸的本質與值得考述的文物景觀。筆者自民國九十七年起於桃園平鎮展開伯公普查與資料分析工作，走訪平鎮區57座伯公，本論文即從中抽取具有碑文傳說的13座伯公祠，輔以平鎮地區文獻記載之張福德與平鎮得名傳說，加以整理、歸納，尋找其透露之宗教、文化訊息與先民事跡；探索伯公型制在客家文化中的獨特意涵，傳說中伯公的職掌與地位，冀能在客家文化保留上貢獻一己之力。
關鍵詞：伯公、土地、土地公、平鎮、傳說

Abstract

“Bo Gung”, the name of Tu Di Gong in Hakkas, is also an important part of their belief and the popularest.

Pin-Jen located at the centre of Tao Yuen County, the heart of 12 towns, is a place where Hakkas-alike groups get together.I’ve started making survey and gathering for data analysis since 2008 . Meanwhile I have visited 57 Bo Gung temples since then.I choose 11 Bo Gung temples according to the ancient legend, also add the story of Fu- De Chang and the legend of Pin-Jen from the local library.

By exploring the unique Hakkas culture I see the Bo Gung’s legend duty and respectable position, I wish I could do my best to reserve it. 
Keywords：Bo Gung, Land, Tu Di Gong, Pin-Jen, Legend

不同準備位置軟網選手技能比較分析研究

A Comparative Study of Motor Skill between Different Preparative Positions Soft Tennis Players

謝順風  Shun-feng Sie
臺北商業技術學院體育室

摘　要
目的：比較軟式網球選手不同準備位置（前衛及後衛軟網選手）技能（包括速度技能、軟網技術技能、耐力技能）的差異。方法：以43名高中男子軟式網球選手（前衛n=22，後衛n=21）為受試者，設計2項速度技能、15項軟網技術技能（4項發球、4項接發球、2項擊球、4項截擊、1項高壓球）、以及3項耐力技能，共20項軟網技能測驗，依受試者地域性之不同編排2梯次，每梯次各有4個測驗日（2日前測、2日後測）之施測日程，每個測驗日分別施測10項技能，採用二因子混合設計變異數分析考驗各項體能之差異 (α=.05) 。結果：前衛與後衛選手在速度測驗的30公尺衝刺，接發球技能測驗的低手切削發球時之接發球（左場），截擊技能測驗的正手拍截擊、反手拍截擊、中場正手拍截擊、中場反手拍截擊，以及高壓球技能測驗等7項具有顯著差異 (p<.05) ，皆為前衛選手優於後衛選手；其餘14項測驗則不具顯著差異。結論：本研究發現軟式網球的前衛選手明顯在速度性技能、截擊技能與高壓球技能表現較後衛選手為佳，但其他方面即沒有不同，這可能與其準備位置所造成的技能特殊性有很大的關係。
關鍵詞：前衛選手、後衛選手、速度、截擊、高壓球

Abstract

Purposes: To comparative with 3 major categories of motor skills of soft tennis (ST) between differences positions (net and baseline) of ST players. Methods: The volunteers were the male high school ST players (net player n=22, baseline player n=21), 3 tested categories of motor skill with 20 motor skill test items designed, 2 for speed, 15 for ST motor skills (4 for serve, 4 for reserve, 2 for flat Shot, 4 for volley, 1 for overhead), and 3 for endurance, and tested by 2 echelon. Each echelon had 4 test days (2 days by first test and 2 days by second test). Each test day tested with 10 motor skill test items. The mix design two-way ANOVA were used to analyze the data (α=. 
05). Results: The motor skill items between net player and baseline player by speed with “30 m dash”, reserve with “reserve during low slice serve (in left receiving formation)”, volley with “forehand volley”, “backhand volley”, “forehand volley on center line”, “backhand volley on center line”, and overhead were eminent different (p<.05), and the net player better than the baseline player. But other for 14 test items, were not eminent different. Conclusions: Net players have better speed, volley and overhead performance than baseline players. However, no difference between two groups, maybe cause by the different preparative positions and characteristics ST motor skill.
Keywords：net player, baseline player, speed, volley, overhead

 A Study on US-Taiwan Relations, 
dire or not so dire strait?

美台關係初探—台灣海峽是否危急?

游佩儒 Pei-thu Yo
臺北商業技術學院應用外語系兼任教師

Abstract

Initially the Taiwan issue was no more than a simple internal matter created by and emanating from the Chinese Civil War. However, with the Korean War and the Cold War, this relatively small domestic matter turned into one of the world’s greatest and most complicated issues. The two factors that arose of these events that created this complicated issue were the US getting involved and the undecided nature of Taiwan’s legal status. For more than fifty years now, the US has become directly involved in Asian affairs beginning with its involvement in the Chinese Civil War. Currently the US still remains deeply entrenched in the Taiwan issue. Withdrawal from Taiwan is not a viable option and certainly would compromise security not only in the Asian Pacific but internationally. This article aims to explore the complicated relationship between US and Taiwan, as this concerns Taiwan’s future and it’s the only issue that could drag two superpowers into conflict. 

Keywords：Taiwan Relations Act, US-Taiwan Relations, Geopolitics, Arms Sale

摘　要

台灣問題一開始不過是國共內戰的延伸，然而韓戰的爆發以及接踵而來的冷戰將這個小問題轉變成大問題，並演變成一相當復雜的議題。會讓這個問題變得如此復雜的兩個因素即在於美國的干涉以及台灣長久以來法律地位的爭議。從國共內戰開始，美國直接干涉亞洲事務已超過五十年。至今，美國依然在台灣議題中扮演相當重要的角色。從台灣問題上退出對美國來說並非合宜的選項，因為這可能會犧牲美國在亞太地區的安全，並間接影響其對盟友之誠信。本文意圖探討復雜的台美關係，因其不僅關乎台灣之未來與存亡，亦是唯一可能引爆美、中關係衝突之來源。

關鍵詞：台灣關係法、美台關係、地緣政治、軍售
























































































PAGE  
12

