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論文提要內容： 

本研究是基於既有文獻與邏輯之推理，以保養品產業為實證

對象，探討來源國形象認知與消費者價格敏感度之間關係，以及

了解消費者創新採用特質對其價格敏感度與來源國形象間之關係

的可能干擾效果。 

本研究採取組間調查方式，即每一位受訪對象只會看到一種

品牌來源國、製造來源國與價格水準之組合，以及結合本問卷所

設定之干擾變數(消費者創新採用特質)問項發出。由於品牌來源

國、製造來源國及價格水準皆有兩個水準，三種因子之組合將可

分類成 8 種問卷，而抽樣對象是針對中國文化大學部商學院之學

生及空中專科進修學校之學生為主，並以便利抽樣方式來進行，

總計發出 500 份問卷，回收 490 份，有效問卷 456 份，回收率為

98%。根據本研究結果顯示，製造來源國形象與消費者價格敏感度

呈顯著負相關。然而受到消費者創新採用特質之變數所干擾，來

源國形象與消費者價格敏感度之關係會顯著的降低。依據研究發

現，探討管理上之意涵及未來研究建議。 

 

 

關鍵詞：來源國形象(country-of-origin)，價格敏感度(price sensitivity)，

消費者創新採用特質(effect of consumer innovativeness)。 
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ABSTRACT 

The study is attempted to find the Moderating effect of consumer innovativeness 

personality on the relationship between where the brand from and consumer price sensi-

tivity in the cosmetics market. The research hypotheses are established according to lite-

rature and logical inference. The study is based on “between group” surveys in the formal 

questionnaire’s design. When a respondent fills out the questionnaire, the questions in the 

questionnaire are formed by the combination of the brand image and manufacturing im-

age and price level for a certain brand. Because all of the brand image, manufacturing 

image and price level have two levels, these three factors can create eight different types 

of questionnaires. The sample size will be 500 selected by the convenient sampling me-

thod, and one of sample criteria is the sample selections that are from Chinese Culture 

University and Supplementary Junior College of National Open University students. The 

study results show that the manufacturing image was significant related to consumer price 

sensitivity, and these hypotheses were supported by the empirical data. Because of the in-

terference from the consumer innovativeness personality, the sensitivity between where 

the brand from and consumer price sensitivity is reduced. Finally, the research results will 

be discussed on the management implication and used for the suggestion on the directions 

of future researches. 
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