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VEARLIMELY F= Lo EE- 122

7‘1 .EE#I:H_.[ FI:IHXI:I-l-LﬁEIEIHE
% B1IR B 15 X B B - A A B R E 4
MRZES

(o F1 - 11348 01 F 02 [ B2 % ¢ 1134 01 F 18 )

HE

W N GENHYRE NN - AR R AT (AL G SRS, - ESEIR R EERE S
HENRE - RS EERE R R E S TS IS R U E SRR A R
RSB - AT AR E R R R EVE AR SR SR AR T RS LR R S - thaEIRE SRR
sPAMIEIWERATRL S > o] DARRISC R AT Ry - AT 3 & s R R B E 2R SR
R A B SRR T TR - ST SRR EERRA R S - fRs iR
WATEy ©

AWTFELL 2%2 (CHEASCR © FESHEARBIRAER VS SHENMEEL « (e RS ER) #

SR E T WE SN ARG T R DI ERa T =0 B R T A(ANOVA)
Tﬁ%ﬁ%ﬁfﬁﬁﬁﬁﬁéﬁﬂﬂﬂ PLS-SEM 7354 - 174 Sobel Test A [ 15 SHCHE R ARE{E
BB e SRE - (SR - (D)REEREERSRYESIREAEEZE - QEHER
BhEE L E A A E A RS HY LB ERCH - SR R e R R S SR BRRCE R - TR E S
BERGEABRHI TR - AWTFREERR A B R ERSE T BCRAIE ST - e E
BB EN -

MR ALRERE - A & LB~ {23000 ~ B %~ WAL

ik
=

-5

— - AR ENEEAE /Y

HrRERSH AR BT (L G S AV S - Iﬁt*ﬁzﬂ%ﬁﬁx = FIJ S
BURFHVRHE » DUEKR AN R 5 - FiASEIR R B2 > Ete it g ikl
BT LG e Y ER A - A LEE RS ELLUE R R HEY > 1E|§Dﬁ§%%:ﬁa‘ ¥
MERIRSOR Rt R & SRR -

T EEE M BIIERARSETEEEE AR © sy > BIFSHSERSE R
Bt CaElES) © 28 WORECREBIRMREE LRI
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Strahilevitz & Myers (1998)+5 H & HF B TS T Fy T HIE E B E A
[F] B i - i A N m T e AR R SR T A n B B R E
KAV E A RBEENEENE A - EEECCA R F A w5
HETE > N AT SR Eh R B SR RS ] AR % (van der Linden, 2011;
Smith & McSweeney, 2007) » /325 5 P9 Aases T B AR B A Sn o SR AV BHE >
DU BRI s BT A ) -

(O HHEZ rp R B R R B i A 2RSSR M2 Ryt S (E 25 85 DASE LR A T
FoifErT o3 M - B2 S B B2 R 5 (Regulatory Focus Theory) fill EAEARSUR
(Framing Effect) #1717 Ry 047 - Z8MM0FR 1 OB A AR R T R AV B RERTIE -
FEIRERHARTTHH_ERYE ST SOR B = - R EIA HARERSE Sn i B B Y
Hi Rtk = AbTFE B ERSGT 70 FeTRE R - (BRSO ERR
TN B G TR - W R ERR A R I BRI R R R 2
PR EEISE L ATE S S M AR B A R -

Bl STEt R

— - KBt ERMNRFEEREREEREMTR

MR R BIEFIEEFT SN » 205 ~ UL~ Dgn - ZASTREASERS - &mE
ETRRR S SO B L O E R M R RS - =R REPTSH R (FR{EY) -
B {2 55 ~ R 2012 ) - LUEHEZRRE A E F > tHEEI RS 0 & Salamon (2002)
fRnyI P AR E + IE=BAESk(Formal) ~ A AL (Private) ~ fEFIE 7> Hc
(Nonprofit Distribution) ~ [ & #(Self-govenor) ~ DL &AM (Voluntary) » K[
K92 E Ze 1 (REIRS Ky AL AN GHEHY IEZRAHAR » RS FIEBURT 3 S > A
HH FEMEE ISR TR A THME R HEE H IR KA TR
1 BB SKA T & @ g Y 28 SRR B E A -

TR BG5S T & PR R &H 8 (1% H AT R [E] (Boris & Steuerle, 2006) -
BRI B Sy AT AN [+ AR B G P B R R A 5 AR 7 A (B2 PSS Y JLb: » AR 7 B
AT DU R B 4H %A 588 7 M 28 AR # Bl (Frumkin & Keating, 2002; Greenlee
& Trussel, 2000; Hager, 2001) - R4 Young (2006) i 311 1E B BE IR 5 2B
253= 357K (Charitable Giving) ~ EF Bl (Government Support) ~ A 7% e
Iz A (Fee and Commercial Incomes) ~ & Z1/i A (Membership Dues) ~ #&& Il
(Returns on Investment) ~ Ei7EFEAR 7% (Volunteer Service) & 75 AR5 o



G BB LR E RN A RFITLA-AS LR FE 3

— - EETHEEmE R REAEER ZmBE R

HHHIRERSIT S RAHTE AR S A4 38 e B (I R iy S SRR - PR
T BUN B SEE AT L BB RS AR E AR AN SEE R EE
MVEEE (fof 25k » 2011) - R4 The Hauser Center For Nonprofit Organizations
(2012)H A3 3R » T LiE ) (EFREFIAHEE 2 Fy R DR A S S B RS 2R
& AR ESE (E RS S5 R HiEI T 5 - Kylander & Stone (2012) 241 T
Nonprofit Brand IDEA #9254 © (1)Brand Integrity SLREEEEEX S 5 (2)Brand
Democracy fHf#RES T 5 (3)Brand Ethics (g s (4)Brand Affinity [hREERAT )
ZI T s — (B B A IR E FIAHAR - (EMEVESS - RS
TREIRS YA E R G AR S RS (R R HEMES 5 2 R EAsn &R iR -
2008 FHYEFEH 2 1% » FIAATT 2 E e S HE T AR Z 1t EE
G 12 iR RIS T TR R A T 2 2R S0OR B I B BRI B & 01 (Daw & Cone,
2011; McLeish, 2011; Worth, 2009; Michel & Rieunier, 2012)) -

mnhR TP 52 Ry e n B g A5 HY B8 51 - #F H C AV 14 (Chih-Chung et al,
2012) » R SR Y IERE B S HE S - B HE B BNk s Ry
TR HAVEZ » AL e & L Y < Barich & Kotler (1991)
o FormhG 52 B FVAE T M B A 18 2 B A %5 L6 | B 35 % R Y A [ -
PRIEL - BB & A1 SnhETE G sk i e B AR s e i B AR 5 Y S K1 Chu
et al., (2012)F R IL 4R T 73 BEEE I ZhRES T » AR A — il E Y PRed
BLTRRAYEAL - BB Rk A AR B R AVES L AR RS F A B T v - LB
REZRER » AR BT SRR R, SR IR B RS Y AE AU (Michel &
Rieunier, 2012) - Venable et al. (2005)#% 3 Aaker (1991) /) VU {[&E FLrfERE E s i =
tHARERRHY R M - B T BT~ WA IR S mAE - A H S
12 VO o] DA RE TR 1T & - 24070 > Sargeant et al. (2008a) HIlf5 {11 t&E feY
mehEME (TBERURES ~ B4 - IRBELE S ) EaefrE 4%0HRETT R - A
WFERIFE Y R E RS AA — (B Bt A& o Y b » (B R RS A
AT LLAZS 38 15 BRI D B 4 S5 = B A 1 T3 K = Y 381 R R R BB PR AR K< B
(Sargeant et al., 2008b) - Bennett & Gabriel (2003)F5 H E 4K SRERTF, G2 & 5 Alcis
SRR /D AR B RS i R SAAHRA AR T - Michel & Rieunier (2012)
B RIS S SRR R MR R M $R AR B RS Y i R S T 70 A1 s+ SR
(Usefulness) ~ %% (Efficiency) ~ {5 Ei(Affect) DL E 77 (Dynamism) > H [ PUf[E
T[] Fridg p A+t B RS Sh T S R 88 EAVIRIS B FE A 31%HYERES] -



SN
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= PEEFHEESUR

(—) A

—HLIR > BEEE A R HE B B e T H - BEERAL TS
Bl 5 DB S SR E aL B R A I HAE R E i ol AT HIRRE T
SR E S BB R ERES  HEEYEGEREN  EEm
e e B RE 4 (Kolter & Keller, 2009; Moriarty, Mitchell & Wells, 2009) - 28/
EWFRIE B —REEE G BRI IE BN E Al /DR
FHARERRHY R R AR M B =R BN IR R R 2 -

HEEAEREE T RV SRARTE T fR S A M B BN A B AR R Y
MHEAE AT TIEE SR - Blackwell et al. (2012)58 R & E Bty T gL
Btk | B R A E et am IR BT &y BT AR R B B 1R
RHVARRR TR BL S A E — R BT By BAFHITTSR S o & TR 1Y
ERE% | BYRTREME - Lagrosen (2005)5% Ry THH .00 H AT AR S S B H 1 E
= (Attention) ~ EfR(Interest) ~ ;&EE (Desire) B {7 (Action) o [RIL » tHIEEIREAT
FRALAVE - R RIS E R R TR - A
GG > FIEE EEATIE R - MIERS T LEY » TES ) (F2H
o —fd AR AU B B VAR » Re R imh . ST HE R B T A T &

NIEEERIREEH &1784 T.H (Andreason, 1993; Hirshman, 1991) -
Bagozzi & Moore (1994)/F A EE 27y R - — IR H O AR EEEE)
(WIEE - BERERE) ~ AN (ZHELEGENSVE - AERE) 8iE
ftt AR A - BIE B E C(Help-self) ; —HAIERBEAEEHIBIA » WERE
CHYFF RN e 8845 T 28 =18 - IE B Bh AT A (Help-other) - Bagozzi and
Moore (1994)f5 tH#EZA N 2 B 5 1Y HHVED & L St vk - (HBh CELR) A Rt
REAT B ESERETF AR EE - BRI ES vl se s 2 oK (Fear
Appeal)s [ EERAVVE - iR - FOFARELE  EinREUE SRS AT
0977 Ey(McDaniel & Zeithaml, 1984) - Sargeant (2009)$5 41 1B B4 ™ {£8Y |
EIFREENTHEE AnEEEeEEAT (g T EMVAEAESN
AVE EIES 7 =8 H SRR B TS - L AmEEEN T EERE A S
BRES  DUREN R EORBE FTRE VR B R A E AR B
T T ARSI B BER AR DA SR = R A E2 25 (White & Dillon, 2000) »
AL DS B T AR A BT KRR R B2 A RS R B TR R



G BB LR E RN A RFITLH-AS ERAEE R FE D

DRI AT FERE Ry 2 2 o 5 A am P SR AV 3T SRR SRR R B2 TR
B ERR AR -
(O BEHMR

FARE RS A PG ISR E SRR @ ? {rTE AR TR Rk 3T 222
B et R B R e A T T B AR AR AH AR AV RE U > T kR 52 A HE TR
HY BF 267238 & )7 (van der Linden, 2011; Smith & McSweeney, 2007; McLeish,
2011; Patterson & Radtke, 2009) -

e BUTHY T SR R S T S I R Rs e - o
HREEHLEEE A ERERNZE  WEMEZENEENEE SR
(Bruner & Kumar, 2000) - 1T ffiy & & 20 R g 4R - [ 25 BB B R Re
RET TERPSEL ) - MR REE BT R TR R, - TS
ST fE iy EREE - R SRR A BN B SRR S E RS T
BELEEEIRNZE S © B%M:(Entertainment) ~ & (Informativeness) ~
P (Irritation) ~ HEEIE(Credibility) - DU G B4 (Interactivity) A 1-(Brackett
& Benjamin, 2001) < AhH5E R AIE 28 L BRI » 2R B S s SR E 2N
S NEET Rl DN E A AL E B E A & e B A A R
T SRR S [ 7 [ £ BB S Y 52 22 (Perkins, Forehand, Greenwald & Maison, 2008;
Teng, Laroche & Zhu, 2007) » i &% 5 25 R85 Bl AR B AT TP B A B 25 0 R I
HEENEEERA B e RIS RSN AS  OHE BN mhRREE
Ak - B R & (Teng et al., 2007) -

K

I - SR ERER AL 38 5 B 3R B AR RO e

Higgins (1997)#2 H F5 &7 A2 L3 56 (Regulatory Focus Theory, RFT) » 275 A
TR EL B e (Actual Self) B A F (1deal Self) = & £ (Ought Self)fiithir: - EE
T IR E B ARV - (ERS g AT TEER MR EERFEENEERK
TR RN - (ERE A AR CER FTDMERE & 33 SR Vs s 2= pE AR &3
5 REHAETR o E (ERSE KA - &4 ple #EFE R (Promotion Focus) » fi]
E RGBSR E TR - &4 s FH P FE B (Prevention Focus) » #A5EST » (€4
BT 2R R (EAS ST HARR S BARG » 1 HE BT BIE - DURCHTR
TE A4S SRR B E R B 5 T TR ARG R 2 IR (RS e B BAEHs Y EE
il HEEEREEZ 2Rz E o DU A& R IF RS R E
(Bui & Krishen, 2015) - {£#EEEFE R A LIRSS R R MEE SR 2 KB

Bk OF I 1

k
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#1T Ry > THY R R O T B s ke #E i By M E R S R Bl
RAEA G A JeAHLHET T F5(Cho, Loibl & Geistfeld, 2014) = J5Z& 1y o th S
BERRBIAHRR (6 (e M R R B BBV SEpl BB R PR e e »
MTEPGEEREIEAFAESL » 595 > BRI B (o R TR BE R AR MU A SR % - 1
& EER AR fnan R B RFE MER (R R R E R B > S
—RRHVREE  PIANENSRRZ] ~ EAR BRI R ARYRE AR MR TR (Kim & Sung,
2013)

ST AR R PR I (E RS N AR L TR R E R 2 n DA ErY
EA AR EERE A E RS - nT BRI [A] )7 =205 2 28] % (Sassenberg &
Woltin, 2008) - {27 LB 38 ¥ 7Y & 2 5K (Eager Pursuit) A w2 EEL > i TEPG
HE LRI AR A 2R oK (Vigilant Persuit) #2575 2[5 & (Molden & Higgins, 2004;
Idson & Higgins, 2000) - & {EASE(C AR » SRS RS » MEIRE
TS SR B & (R TR RE R & R 1 (8 B RS » TR B 4 RS
tHER > RERIARTEEAY " S EERC (Regulatory Focus Fit) ; (Higgins, 2002) © & —{
NS PR SRS B A B Y SR B8 ) — B S e S VB STy
BEAEE - R IR AR B SRR » WIS A S E
(Kim & Sung, 2013) -

C ARERIR

AEAEZRE R 5 AR PR 2R HVE R A B G R - FRZIFEA
{977 BBl (Rothman et al., 2008) - IE [AIHE AR SR T B 8 B RS 1E [ A 75
B ERAVES R RTAEZR R RE Hh 7S n B 5 A e o B fre/ I M SR TSR
ANEAEZR AR Z RS IR R E 2 - SRR IR 55T 5T (Xue, 2015) -

Lee & Aaker (2004)f5 i ERIARTT R P » JEASEIERMEZRAERE A A
(] ) S T R TR 7 2 2R AR (R RCR « b2 el » EafEE B (R AR - SHE
AIER AL DUBSHEZRAV T EH » GEARRIERIRSUR - K2 » HiEsEEE
TEFAPT R - SRS RV A IEAAEZR 23R - A G A A BRIV AR R -
L » AR e AR 2R R B E AR R S LR - a2
TEfE RS IR SR T R - #0A a0 FE B EE 2R R Ay B (Woltin
& Jonas, 2012; Lin & Huang, 2011; Dijkstra, Rothman & Pietersmaa, 2011) -



G BB LR E RN A RFITLE-AS ERAER R FE T

N BT EREERMREES VRN E

EERSER AL FERUERE RS T SERAEREE (e R g E
KEGHEENG > HVEREGEEE G LR - Lee & Aaker (2004)HJH
Felhmag 1B RS AG THYRNE LR A R e e Y BB RO
FECEIERERYIEE - TSI AR SR (Cesario & Higgins, 2008) » 7355 1
AFAE (R RRRTE > B S (e S R R R - &5 T RCAYEEAE
2R AT U ROE N SR T - INEEARTFest S e B Aa e & N ekt
I GG R B BHEASR AT FEA FIIF B 2 A IS » FRH PL MG -

Hla : OETEHET R Ry (e EE RN - (E BRSNS Z B S WER G E I
RRMERRE Z BB -

Hib © JG TR AR Ry (e EE RERERr - (E A HEAGRE AV At R S G iR = IR
UN SESRIGIEE DRI SRt I

Hlc : o RE R R (e FERN - (E A ESEA S A S G E A RS
AR -

H2a : F0 BTG FERE R TEI AR - (B FHRIEASGRE Z B S MR GBI
JEFSHEAGRE Z B &R -

H2b - JG R AR R TS SRRl - (EFREAR S A S g it mieR
N SESRIEIEE ORISRt

[
T

&

H2c - FaETHaET R R TR RN - (E R IEREARRE A At R S G LR

HYIRRICERH -

+ - IERERE

[ERHVIHRE R P LA E B A — s E SRR avsE R - BmE AR
RN - # A AR RT R RO S SR - B R EPREHERGE
FEFNTT Follf - K26 DUtk a B BRI 3= 25 (Altruism) B2 ) 3= 25 (Egoism) 2
Sk fEFE (LI, Kirkman & Porter, 2014; Burrus & Mattern, 2010) - Kolter (1996) =%
RTHHEE T T EEEET A RENELS T E 2 EERS - DERIEE
FlIAH G5 BT LRSS (B=22 > 2008 ) - JREIFE=FIAHAE 7] DUZE TR0
& RISIERE Y E SRR L mpRRE e - HEMESK -
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Smith & McSweeney (2007)58 R BB Z FRRRR LRI E - MHERGE
FRRIBL BT E AR F Ry B2 AHRH - van der Linden (2011)#— 245 HBRCE R
LRI HIRRRE ~ DU FEA SRV 22 - IR REE & 2 FHRRK
B - e MR A NI IFRCERYE(E - SRR RR A I A 2=
5 o ERAAGE BAH EERG R S-S RIS - B Fodn g oy CIh% - &8
ERCEE R EERE AR EER - B EEFUER (D, Qian & Zhang,
2014) - BHEARER > IHRCER S S HRIRRCE B A PR A SRR
e RIS R RS AR - B Y an i S i e s T i Ry EE A -

\ - miEEE - BEMREENEERB 2%

nnfR I B Ry EE in B R B Y EEBE > HE P R R R E R G B S
#H#5H(Chih-Chung et al., 2012) - Bt - 1REIASAHEAER - BHEIEEA SR -
FEE IR RS AIAE FLEE (Michel & Rieunier, 2012) » [N Ls#0H # FISORZI
EEna R R mEEENBEP R R G BB E R
B BRIt R LA S (88 » NI oy P MR S S &
EERREA S  THEREENICER S R E SO B E
% o

H3: PR EERRARE L > HERSENICER P Rg
ESIE e SN2 a4 J NN Sy RN R NS

Venable et al. (2005)% &t tEEIRS I mAGE M - 58 © BB ~ AN
B ~ B - 7 H SEFR S V(R T o] DA RIS 1T & - Bennett & Gabriel
(2003)F5 1 B AFmUm i S G 1 AR 2 AERR - B/ D B R RS T R S A
RAEIBTIE - LA ZE e im mhi e S N RS A (R 528 F R E
EEMACEE - mhEP R IEERRR E g E R -

H4 : SRS EREERER - HiENESENE P R ERE

RS2 B M = N LR R S &

EENRT S ERE R - EREESE G EAN I EENEER
[El(Kotler & Keller, 2009; Sallam & Wahid, 2012) - &4 &FiEr2 SRS 5%
RRIEEE HIEA SR E B LR MR SR H N S A I
R > [EIRFRE Ay B S A RNEC N > SRR R R R &R -
H5 : B3R g IEH s B8R B . B8 BEEE il Ay - EE R

FRE R RS & AR B R = e -

g
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RIS R AUHE SR - E R CE H P E S E RN B A & ROy a2
LN IREERERIEL T - I G P RE A RS HREE - S e E
ARSHVR SRR > MM BRI © AL - ARIFEE Mt S - JRHEAT
G
H6 : PR G HE SRR P B8R ER - AR SENICEAER

T SRR SR AL R S R A T ORI RS R B (B R

ABCERFHY AR -

W

R

N2

&

— -~ tHRERE
e £ SO BB SR ACHTSEIR L LA T O SE 2R LA e SRR (4

4 )

EEHE
X E>

W R

oo WA & iH 7 B B

W- AL ERE
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ZWRFAE - ETSRRENSNEE

AW ek E B AT ¢ (D) FEFFETEES - IEARCR R A HI T
TREBG a2 s B (2) BB HE & AT R 5 ~ MEAS SR B e B A e
I SN BB E SRR R -

st 2B S 2 E—BRET AR E - EREIEESE
SR S BRI ET ARG - ARSI » PRETE S B AEACE » & {EEEE
HIs 2 » MM BERCE R 2 B8 - 9T ALl 18 B RN (R
) RyE g - EEREREL 2 (GHERFERS e vis.THIT ) x 2 (EZRR -
S vk ) B IR T2 HI TS Bis% =T (Between Subject Factorial Design)
TR 4 (EEER4H - BRI A— oS EatiEER A g ES - B
TP R BRI E S NS0 DURIE S BB RAEA A E SIS A E S - 1R
1 Higgins (1997) R HAVFEET AR DL Lee & Aaker (2004) HYBHFTR(F

SOE > AWTFTEILVIRERE S ER > R —FR ¢

Y AR

- RAFBRTER B
BEAES R RS ESEERE
— (81 = (S3
RERE ¢ DR SRR e R ¢ SR L LR © 593
FIR AT T oyl < SR A F 25T - s

WA * (eifEE gy i B A EBREE
WAL WS TR T IREC o
PRE T BEATERE « PR - Fr
QLS - HEES IS LIEEE -

WA (e gy i EA A S BRE
IEHAL > R Ttz 1P
L HEPRE SR EAVERRE » PE
fREER ~ Frfmles > B ES T3S LL
Bl -

Y A S o

— (S2
BRRE © B DISHIR LERED © E595d
AR B Ry Bl -
W AR AHE - THESS
SAEER ARG  HECRE I R EATETR
JE PR - FEME > BOEE
g9 FHE R o

/g (S4
B ESEHIBL OB ¢ 553
SERIARAGRE H 2 St
W& &SR AHEE - FEE
99 ERR ALGR ¢ MEPRE I B
JERRE PR - FAERE - B
L E B SR




AAGEM P BB LR E RN ERFITLE-AS ERAEER FE 1L

Ktz iU B - B2 NBE LB B A AmESENSR%  HEAGESHE -
i 2= o AF5EEE Sondoh et al. (2007) 24 Michel & Rieunier (2012)
¥t RERS P S - SR 22N E R E R P R E A R
ERRAVEH T E b RN A R SRR B i R AR U R 5 SR AV S &
EHREFENY - eI H AN E S E AT N AT (Pascal et al.2002) ; (i
CLPEEE REHI 22 Bruner (1998) L 57 Taylor & Hunter (2003)fY KL By ficE 5 352k
HFEAVE = © 2% Smith & McSweneey (2007) &z van der Linden (2011)A9#55K
BHER  fEPEHEE -

BRI AR R T T () FREN R LR QREASSE TR - fE5H
BiERRBLATARER b > 275 Higgins (2002)AYakat - BB & N A YR
> IR R MRl & IR AR 5 S R T HRR AT S R A A%
5 o EFEZRRCRAYIRER > R ERER 2o e 2R e B AR DU AE
K GHES B AW - A AT st L S E BRI 5
B LR BRI A RS B2 5 - I H %8 PLS-SEM BRI AH#E
1T R b E L AR B A [F] S B i Y s 2 S R

— - BEOU - BEXEREAGNED T

AEAFTERAUE A A - BB R GHETT - DU B B IR > [k
435 {7y » HRUEAES 313 77 - ARUHGEMEE Ry T1% - A T9 A > 224 233
N5 B DAIRERA: By T > iR DL 18-25 AL 2 %0(68.1%) s BETEE T > K
2 (&) DAERYH 291 A(93%) -

ARSI HTER SRR SR » B SRR - SRR B EsiR
{R#KERE > Cronbach's « 43 0.885 ~ 0.871 ~ 0.872 ~ 0.870 ~ 0.845 » E:kj
0.7 - R S S B — Ay B E LG 13 B > ST FEst P S &
FHETT ERGT T > DASEIRRUE - S = (N > 53 A Rab R IE (S = -
ZLEAT SR B ¢ 0.838 ~ 0.769 ~ 0.763 ~ 0.756 ~ 0.678) iR AGHE(S B -
RZ &R &7 5 : 0.902 - 0.838 ~ 0.830 ~ 0.572  0.489) B, 5% /1(3 7 -
AR 0 0.851~0.776 ~ 0.568) » (NRE AR 05 DLE > RRILE
RITEEEYE -
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= AF7 24w Mk

- BRH¥SH

AWFEETCEBBIIEAR T fg oA R MR EHE RS S iy S2 M A
PSR - SRR - mPRRENVHIR S ERE R  oERIER R
MEREE RIS R eI & ~ ISR - SRR HI2AAE -

Ao pEERg%L f e T

Ut 25 723 GehRRR EEEE
PRl RS F E 0.482 0.512 0.929
HTEREE tieE -1.245 -1.137 0.118
SR RS F e 0.178 3.478 1.308
SEEEE tE 1.611 1.200 1.640

FEERBOITEERE 7 > A EERZ Z WAL R AR
EEFTAE(F=25.433, p<0.001)ZHE /KA - ARIFEZHIEER SEEAE L
AR =R AE(F=16.183, p<0.001) - ZEEAE/ICE - MR EITESRE 2 2 EH
FOSFA AR EABE 2 R (7 (F=6.312, p<0.001) - 2285 /KAE - FHHAVULH TR
2 2B (EREE F EREERETRE > Fore/ VA SRR
PR REERRE - DRI B SR A EEER S e
HEFR R ] DA AZ R HY IR -

W EBRB ST - G5RAR S2 1 S3 MY ANCEGLL S1E S4 47
I S2 B S3 4k AR 5 ST © S1 Bl S4 45 AR s R R -



AAGEM P BB LR E RN ERFITLE-AS EREEER L FE 13

%= Scheffe £ 5 £ A4

EREE 5 B e Rt
S1 46596  0.46253 $2>81***
S2 51595  0.48742 S2>84***
AR
S3 51360  0.55705 $3>51***
S4 46666 0.40827 S3>54**
S1 45500  0.64660 $2>81***
S2 4.9641 0.59412 S2>84***
BE
S3 5.0228  0.54513 $3>51***
s4 45180  0.62562 $3>54**
S1 4.3201 0.88999 S2>51
S2 45000  0.85755 S2>54
HRRR
S3 4.7446  0.86283 $3>81*
S4 41639  0.89894 S3>54**

PB5E © SLIBARHEHE ~ S2 JRE+THDT - S3 &S+ - S4 J& G+

*P<0.05 » ** p<0.01 » *** p<0.001

= PIUREE
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How Charities Build the Brand Image and
Increase the Donation Intention via Public
Service Advertisement Design —
Integration of Regulatory Focus Theory
and Framing Effect

CHiA-YeN LIN, Yine-Fane CHIEN, CHin-Hune WENG ©

ABSTRACT

With the increase in public welfare activities, social welfare organizations have become a trend in modern
societal development, and obtaining resources is a crucial issue for these groups. Increasingly, social welfare
organizations are using advertising and marketing to enhance their brand image and attract more resources or
public participation. In recent years, regulatory focus theory and framing effect theory have been widely adopted
in health behavior advertising, demonstrating that ad design, integrating these two theories, can significantly
stimulate purchasing behavior. Therefore, this study integrates regulatory focus and framing effect theories to
manipulate the design of public welfare advertisements for social welfare organizations, exploring whether this
can promote the organization's brand image and increase donor behavior.

This study employs a 2x2 factorial experimental design (framing effect: gain frame vs. loss frame and
regulatory focus: promotion focus vs. prevention focus) to create four advertising scenarios. Using experimental
design and variance analysis (ANOVA), the study examines differences among these scenarios and utilizes PLS-
SEM to analyze them. The Sobel Test is conducted to verify whether the hypothesized path relationships between
different scenarios are significant. The analysis results find that: (1) regulatory focus and framing effect have a
significant impact on advertising effectiveness, and (2) when a higher psychological fit is achieved between the
regulatory focus and the content of the advertisement, the brand image is influenced by the effectiveness of the
advertisement, leading to higher intermediary effects on donation willingness. The results of this study will help
social welfare service groups to adopt more efficient advertising marketing models and gain more financial

resources.

Keywords : nonprofit organization, regulatory focus theory, framing effect, brand image, donation
intention
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