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Abstract

Brands are the claim of product quality by producers, and advertising is the most popular
conduit for consumers to encounter brand claims. Online advertising is an emerging field for
delivering brands of agricultural products. Establishing and maintaining a noble brand image in
consumer minds through online advertising are vital to enhancing the purchase intentions of
such consumers. The current study focuses on online advertisements with exaggerated
production processes. In this study, a questionnaire survey was conducted to analyze the effect
of consumers’ advertising involvement and their legal consciousness toward unlawful
advertisements on brand image and their purchase intention after learning about the
advertisement violation. The results showed that advertising involvement positively affected
the experiential and symbolic brand image of agricultural products, whereas legal
consciousness toward unlawful advertisements negatively affected overall brand image and
purchase intention, especially in South Taiwan. These research outcomes could be made
available to the agricultural industry to ensure vigilance and self-discipline and can help

government agencies in reviewing and correcting current regulations.
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INITEZ — Bk b E R R AV e T-BE (Hanafizadeh et al., 2012) - ZR1f1) - 485
EITOR S DHEEEE 2 8 A K6 » (EERBEE P B @B R a3 A4 flze - (A
Hps B S A PTIRS (21 0 2013) - 4ps R (M A B B8l S imavRisL (26 2015) -
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& AMAHRZHEENRUARLTTHSE  DIIREZHE 2 B » B2 IE L0
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B~ RS

— ~ HALEATET
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=.0407, CFI =.932, NFI =.913, TL1 =.922) -

1 NSRRI TETR (n=447)
Table 1. Descriptive statistics of demographic variables (n = 447)

NmE3 K (LB
eill 5 2z
206 fir (46.19) 241 fir (53.99%)
B Ei==IVN = Rk KE[EHF] HE+ fili+
6fr (1.3%)  61fr (13.6%) 269 f (60.2%) 105{r (23.5%) 61 (1.3%)

TR 30 UL 31~40 5% 41~50 1% 51 bl

134 fir (30.09) 125 fir (28.09) 113 fir (25.3%) 75 fir (16.8%)
[E R KEALHE = e fuH At S

144 fir. (32.2%)

177 fir. (39.6%)

126 fiz. (28.2%)

% 2. R EIEN SRS EN R T (n=44T7)

Table 2. Confirmatory factor analysis of involved variables (n = 447)

SEE 0 RZE&EHE M SD CR  AVE
[EEDAE 91 62
RS FEE R EL 75 418 140
Pl =0 B A AR B S 1 R A 85 390 118
T R dlis B 0V e = i B R 2 Y B R 84 412 116
REEEEEEMIERES 81 388 116
R E SIS E S ZAERIVA R 72 379 125
R A AR RSN - eI EEE 75 420 119
REY =4 81 68
P R A S T AR E R IREEN 87 515 110
0 R EE S R B RO A A E R RS 78 509 1.23
TiRetE 93 73
e A (E RN .88 247  1.09
FE ftuit L 1) 94 247 108
FE b e P AR 2 87 257 113
EmEEEE .82 260 1.10
BRR FEZE RN 74 285 1.29
Stk 95 81
SRR 84 259  1.19
EmRERET 94 239 111
R IEA ik 96 234 113
e R TV SRR .80 270 1.31
EmAEERAELE S 94 234  1.16
Aaba it 95 .80
FE LS T ORIV RV 85 291  1.29
b T IR AN IRV 92 270 118
EE i E SR 89 274 120
JEE ] SR TR SEAF Y O] 1 89 275 1.24
(A EENRA ) 93 256  1.16

ittt M FRPHE - SD FoRFEAERE - CR PRGN ~ AVE o PR RAEHE
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* WP TR AR R AT
AW i RS > BUGERICRERBE /KA - EERENTE Ry
fr CANOVA) DIFRFEA [F N B AR B EH ATE ~ AR ~ P S - BliEE
ERARREE - S ITEERISHL > EHEE Z = (Ehah S N S R G N A [H] T
FEARIE AR (p<.001) - &€ Scheffé/ AR IGHI - 15 IS ¥ R i 2 ThReMEhn
PR ~ REMERIP S KIEEER - BB S5 B LI H 7354 - Levene 825
BB E SRR ERR, » B ARBE B LI =R (& 3) -

< 3. B IBIIEEAR ANOVA IRE (n=447)
Table 3. Independent sample ANOVA test of educational levels (n = 447)
BT BHLLY s REHR WL it

(@(=6) (b)(n=61) (c)(n=269) (d)(n=105) (e)(n=6) F{E Levene(H

H & Scheffé %

(df)) E
M SO M SD M SD M SO M SD
Rl S
Iheet: 3.17 0.41 2.90 1.04 2.60 1.00 2.35 0.96 240 0.59 357" 1912 4 b>d
M 2.79 051 2.79 1.27 240 1.06 223 1.00 2.30 0.66 2.85°  1.493 4 b>d
AeEsM: 3.20 0.40 3.08 1.20 2.72 1.11 253 1.07 2.80 0.88 2.60" 1.339 4 —
JEE =R 3.06 0.77 3.00 1.01 257 1.09 233 1.00 2.17 0.74 4.43™ 1.237 4 b>d

if 0 LM R - SD RoRiFEE
2.%p<.05,**p< .01, ***p<.001

ANOVA &EFURGH > THREMEmREP S ~ RelaltanifP R - K E EREE NERA
[E]f AR (p <.001) - 2471 - ScheffelA Al (£ EREG I DIRE M e A I 75 52 © 51
Pl BRI Z RS SR 31~40 ph2 ZFHE - Levene BEFLE[EIE Min e 45 R ER
& RONBEARNIEUE DAL (R 4) -

T4 Fl IR ANOVA fiE (n=447)
Table 4. Independent sample ANOVA test of ages (n = 447)

SEIE 0 LT 31~40 41~50  51pERlE

@(n=134) (b)(n=125) (c)(n=113) (d)(n=75) Ffi Levene {& SIHIE - scheffé

.
M SO M SD M SD M SD () HE

R 5
TheeM: 277 104 240 091 243 095 284 105 5547 0.394 3 d>b
B 283 121 256 102 262 1.09 3.00 1.08 3.29° 1.095 3 -
i B 2 271 110 244 100 241 107 279 107 3.32° 0.281 3 -

if 0 LM R E - SD BoniEEE
2.%p<.05,**p< .01, ***p<.001

ANOVA 45 RGERTR - ARG NG (B 2 A [E] 2 £ (p < .001) - Scheffé
ISR SR TR A A AR R S R E L 2 25 - Levene S BEY
[FE MR e SRR R, > T AR B LR =R (R 5) -
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5. JEEME 2 BIIEEAR ANOVA i E (n=447)
Table 5. Independent sample ANOVA test of living areas (n = 447)

SIH KREILHIE = HoAth Hh & S Scheffé
(a)(n = 144) (b)(n = 177) (c)(n = 126) F{  Levene (d f)? s
M SD M SD M SD

VAR 505 119 558 0.65 5.26 111  11.64™  1.368 2 b>a

if 0 LM R - SD RoRiEEE
2.%p<.05,**p< .01, ***p<.001

VO ~ R SR Bl R A AR o A

AAFEER I 2 e AR o AT LU AR 4R 0 A ARG > W B E i &2
MR - IpATeEIRETR - ROOIAVE FIBAE /KA (p <.001) » & A IE A H B
OB ENRGEIE TS (B =.166) FISEMmEIPE (f=.110); ARSI
H A D B2 R S AR I an i 5 (B = -.265) DiRetEan PR (B = -.229) -
DU aeatiomiip s (f=-211) (& 6)-
% 6. EREMEIE R T (n=447)

Table 6. Regression analysis of Tigersugar’s brand image (n = 447)

I Rl
DIREE SEE i qks
B t B [N B t{E pE Bl t{E p1E
S35 12.938  .000™" 11.672 .000™ 10.391  .000™*
BEL A JE 0.063  1.232 219 0110 2152 .032° 0166  3.240 .001™
SEEEE R -0.229 -4456  .000™ -0.265 -5.191 .000™ -0.211 -4.113  .000""
AT R? .040 .053 .038
F{E 10.203 13.474 9.807
p .000" .000" .000%**

3F: *p<.05, **p<.0L, ***p<.001

AR AR B 8 A SRS BN E R E SRR SREUR
AN EFIBAE /KA (p <.001) » &S NS EIREFIRE /KA © MAERE
ak (EERES S & A) H B i B R IR R SRR (B=-237) (R 7) -

x® 7. EFREMEEREE T (n=447)
Table 7. Regression analysis of Tigersugar’s purchase intention (n = 447)

wom WE
BlE t{E piE

g 12.112 000
R A 0.083 1.616 107
SR -0.237 -4.624 000"
BHHE R 042

F {5 10.771

p (& 000"

3F: *p<.05, **p<.0L, ***p<.001
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