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FRABUF

[REf 2], RS, T E AT ( marketing ) 11218 71t A
E S

SFIARNKBE, T8 [TRATE, BFE#HE] SRAHTAFRNE IR, &
W Ly AL, EHRR . fRdl. 2% B 5 R B BHE & 48 AN Rl T, Bl ot
B, Bt AB.LLRE. KENE. REASMFES B TM......, AF
PME, FAVEM S REE. A, HEHE SR ERKRP MM AT
ZamAk. A2 HINE, FRATERRI & IR R & A7 T Y B 5T 38 i i
8] BEARBHTT ( places ), B2 HE RIS IE 2 JAT A tH 5 B AS [F) 22 [A)
('spaces ), FFHHEAFMEOEGEEANFIFEM . Erbaasm, Ceasn, SER

ATEAR R 2 (R # RE 5 LT 15 TS B R B

PR SRS URIATT, ORI [ R A R . R B )
KA, 7 ) U Ak 2 20 B SO L PR R IA R AR I X s * BRIk, 2 A9
TAL R, AREEE T RRSE O R 2 O W SR B RS, A
S IEAL S 5 AR AR T A 2 AR 2 AR AT Ia AR, IR A X e AT
WREME R, A2 R T#.

AR=17281K &

BEHBIRZKFAN EH A B BB R AL, A3 ER b Hh 35 117 A
i, B\ B LR LES T UGBS URR, [ &RE T 2% S
KT SHIRE, BREMSIHRRE. | 2 BAREAE KN LEDTH &8 K
MR, RIS E AR 5 L, AT AT S PG A R A SR
G, BIILAE) ST S A R AT, AR A . B EATH T R R

! Harvey, D. (2001) Spaces of Capital: Towards a Critical Geography. NY: Routledge.
% Chan, K. & McNeal, J. (2004). Advertising to Children in China. HK: The CU Press.
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( Dan Acuff )FI3E7##( Robert Reiher )f11fi, KB4 JLEA AR Gkt [ #IkkAE
GUTHIRM L o 2 A ATTHE A Mgk X 2 5 R[] LB AR RS 2, S [ 2 A
TIRBATH RN . b, TTEERN-FIEAN. U B TEE ] AN
( well-being YBX R R MR *, CHEFLHIE [ 5R1E] 24, A
NIUEE R A PTE R, 15 40 5 B AE 25 R 32 W ) Mgk DY —

JLE KB DERE B Fr 5. XA H AR B BRSO 2 b,
Wi 5 )LEE MR E A AR I LI OO (P WY /INRE R 1 e Fe
LN W € S NI b N 1 P 18- AL I (R (R R SV e A S /RS S (L LU S
AFRRBI D IR A INREDESE [ KIERER | SR uR, 5 K4MA
W< AR AR I SCRSE) o N K A% B 52 35 50 5K B Stephen Kline )74 1 4E5%
I LB AR R AT SRS ) G &R, AR T (Rl Bl ) — ok SE iR
i1, XEE=-F0ph— R0 [t ] BALahm, A5t 8 b &) LE M bk
pfetEm T8 ], A AENEMRGER. IEASEAR SNt ES,
# A2 DA e R B B AT A 1 R S OB S A B R A

FIFEIEEL, FATAHEY A RN R BR S iRGr R i A SE BT H, i
pe LIS S e 0 S c = s /U P =9 A 1 o = 12 L P K R Sl )
PTERNBE 57, e CGRoBt) & [HRMMEE . KIE s i SRR, —HAE
SRPERS SRR MR, EIREAT SR B, REBRh T —
FERCE O H B, HR PR MRS BURFF I [ &) . IEW)\ 8 & E AR RIE
Mg, FOEdmIRREAE S e, BUR VAT SEEL S O () 1)
AR NG HEAH .

ITHK M, MIIEHREARL, Ul A8

[ ERCR . RO, AVEERSEN, g NERE . AR A B,
—HERBUR T T, BONEAE LR ARAFBEN . ARAF LR, Ak
feok, AseEft. | ATEEA TS UL, AEAIT, BNMT] . ° R
SPARAE SR S G BUNTE, RN, AT T S AT R R T, IRZ AR
RENZ Gt T AGEIIRFRIR | o IEINVF 2 A% 3% S Uit ST i 223 P B, 3R
IR ARAE BEAER 7 AR AR [#eah2E N ( passive victim ).
R, AR =408 80 =+ &, AR -7 18 2 B %
Iy BIAEALE TR E] « BaARNT SESHES LaE, ERRESH
M TREIORER T, QIR Z. R, A&, sk diiH
SRR R RS BB DM BT 1 S RGN E IV e i . JURGE, TR

® Acuff, D. S. & Reiher, R. H. (1997) What Kids Buy And Why: The Psychology of Marketing to Kids. NY:
The Free Press.

* Leiss, W. Kline, S. & Jhally, S. (1990) Social Communication in Advertising: Persons, Products and
Images of Well-Being. London: Routledge.

*Kline, S. (1993) Out of the Garden: Children’s Culture, Toys and TV in the Age of Marketing. London:
\erso.
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5] 7X%, HRESIRKEHEZ —fEE &M TRIE] , R T X8 Rt
) TN TR, AR5 3875 T EAOR B8 B s STk (counter-culture) 1\ +4EAR R A ]

FEARVE AR, X8 [ SO 9% ] R IR S ¥ 940 F (appropriated) M i) 35 FHAT 84 FRIIE 2k
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BEAR R AL A A TN 5T B A IR R AR, 1B RE IR AT O 2R
[4f ] 8, i Bt o AT 2 3 SORI % B AR Y

W A2, YR BLE 4T ( buying addiction ) 2% [ FIGY), #HILAF
fEJ (1 shop, therefore | am ) FEHE 7, FEAGRED A9 S fe vl [ 3 0B R
A K YV A RZ . UKGRI A AR MRl | 2 AR PR K, I 2% AN 45
[ FRATAEE AR 7S, M E JRME S ( self-concept ). &3 iA[F( identity )® 2577 7E
MRS, HEREAFEEEMGIEETREME. 52, HRNNMERRRTE
AT DA R ph 2 oo ThRe, Bl e EAT R EE M AR T T s) AR, R ER
[ 5] Btk aHhr . PPAESRARM SO Tk« F38 TRIR] AT,
HEh TRk | o AR A

MRS HABIM T &, NEFENWL, FRNEEGYRE/FSEX
( symbolic meaning )i —E I, MR AT EE N A . 2 FE( needs )
AR L (wants) 2 [8] () 2 ok @ ioml, M T B A I8 2 W RF 5 08 38 B 2
WXy EREAT R, 2860 S, MEESAEERRENERA, EHRAI TR
Ml UK~ By Bk 20, AN FEENEEY, HE5EZR
—& [BFEMS | b, TEEsicem © TAARZ k], Remil
AR SRS [EREE] s, mEaEE EERMEE AR
Mg 2

JUEBRIR Z AL, R AT 2 R R RS B ks AL
A BRI N)BUA R XK B, Y T RFER S| 50 S BRI
Z —LEINf [ M AR R IR . IR A S B WO R R A R AN B
HA, thalBE 51 RIE AR JE 25 00 H G, 3B A R4 50 2R ML A B8 it 4
&, B, REMREN, Fplh R EsE, Smsxe® & M vk
TG, IF BBV SRR A THABAN ], mM2HAREE D,
AR, URE TR TTEAE T, RS TR AR PR E IR RIE? A
[SERARWARREFE] 2 THARZARGBAE] 2 [RAEZEXLE] MEE, 2
HZam? R [HABN | #ITIRAE AN, AREFEBIE N U7 28 #1E K e ?
BN, RMNSEARMAGRNE [F] #5 TWRER] EXZmE E—4

" Benson, A. L. (2000). (ed.) I Shop, therefore | Am: Compulsive Buying and the Search for Self.
Northvale, NJ: Jason Aronson Inc.

®Friese, S. (2000). Self-Concept and Identity in a Consumer Society: Aspect of Symbolic Product
Meaning. Marburg: Tectum.

® Leiss, W. (1976) The Limits to Satisfaction. London: Marion Boyars & Leiss, W. et al (1990)

CHAR T E 2 LAV (RER) B RS ZIRE RN CRE S, KB TRE] — 1A EwRE AT
K55, BINA ST BRI N, WA LURSR, B EIEYE T LURET, RZIMR,

YEE 4

PRI B S S ZEME R mOE, AR RN [H=8800R] . XABIARRE
NAEANG 5O AT By 8", A E B A B2 SGIERT £ S0, A MBI, HZ ()
Henriksen, L. & Flora, J. A. Third Person Perception and Children: Perceived Impact of Pro and Anti-
Smoking Ads, Communication Research, Vol. 26, No. 6, 643-665 ; (ii)Wan F. et al. (2003). Perceived
impact of thin female models in advertising: A cross-cultural examination of third person perception
and its impact on behaviors. Asia Pacific Journal of Marketing and Logistics, 15(1-2):51-73

BRI K S —4F, RSEABRA AT 2RI, ARPUER IS R AR R
SAWTENA [RE ] 3, MAE—ert o Rorh, Ha™ A TR UEBEEY G K.
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%5, ARERTERNEH. FELEESXN T URIEOLERRZ ST —
AIEFE? N, R PER IS AT, AR RIS HOR S 51
I, IR AR AL B 258 B e rashik. [ B EM ] RIRMERKHR
M, bR EMWTT B RYRR R, HORERIGAC TRkt BEpbsE ] e B,
KIRVERYT 5 TA W | 56 2 1 I 4 2 IR AEE 18 R 10 9% & gl 1 43 i vl REE 2
TNy

REABEIERXAME 5 ?

fEARAL S, AHY TR E | AR S A7 78 T 5w U, (5B IF 3R E A
A2, DUORTE BAT MR B IR AU e &, BEESBT R, AT
RN BRSSPI o X SR kh S s, (EAN R M A W e — LA (%
Fo FREMAT S RN H i e BRI B 32 SCHET, SRR IR) A R v B
WIS BUE — 2 — B HE R Hith g A is il Ban, S RIBATRRZE B H A H E e
RAEFFHL Y M B, P FF %A B ARG e, FAF R 2 5
BomAfE N o TR ] MFILHRE, AT 8. Eitta i
PEAETH B SCAL R ) 0L, At R TRK R T, BUOR B R 2N BIR A Bl
THIREZ MG, HAAESEEKE T IHE 7SR Es £ 0.

W E A 422 A A (. Jean Baudrillard )3 /51, A J& fi] B A0 43 €0 AR V5 1)
HAREEARY R, CETE m I Fm sl m A 7= 1 Dol a2 H s o IR R ]
BEHEAR. BiEKIE. AAESE. R EHBEIINES, B2k A4
PR S R], ELFANEE, A8 EmaYi, %028 g 4
FRB TR, &) SMTHEAEE, RO IR S . IR EMAR AL

ME R TFHLZE R (B E ) 100% (405 A D800 s 4y Lt 5), Bpak
PRGOS, OREZEKE, BMAMLFIHT . (SHEM 054 4 A 11 Hi#ke,
http://news.ccidnet.com/pub/article/c1032_a236479 pl.html, F#H #: 054 8 H 20). MHEEH
£ 044 8 H 6 HiHRT, WAETTHIMERRANR, 166 £ 15 D FER T, 1T =Hi(29%) 7
1% 3 SR FHL. http://www.cna.tv/stories/itnews/view/21437/1/gb/.html (% H #H: 05 4= 8 A
20)

TN 5 R, DR R G, Hl R B, ke SOk E i
AWTIEAR . A —BNEEA R 2, POd g KA &R oy — M TR o |
TEY ERAER, HE A AHOZ T ERAEHFIL I AL XA KB TOAL AT Y L,
A N BT R PR S 5 M) 2 ) ol B A R R I R (7 MR X I PR 35238 W] 23 B A SR R
%140 Are Mobile Phones Safe?, by Kenneth R. Foster, University of Pennsylvania & John E. Moulder,
Medical College of Wisconsin, F#H# 0549 H 9 H,
http://www.cancer-health.org/Mobile _phone_press_news.html)

Fhgx 1) R T AL AE RS RL AL A TAD AN () AR e e, 75 2D 4F R F-ATLI83 (cell phone addiction)
1M 51 2 1 A 3% 25 18] 4 7N % 2% ) B T8] ek 2> (Kamibeppu, K & Sugiura, H. “Impact of the Mobile
Phone on Junior High-School Students' Friendships in the Tokyo Metropolitan Area”,
CyberPsychology & Behavior, Apr 2005, Vol. 8, No. 2: 121-130)

A SOLERTT T, A TFAL TR ] Ak I bR s s i ods, AEEE M A 5 BB 48
REBRRE) [—EARRHL M [FHREFHL] MR AFRAL, HE2 [HFIUEBL
FR ] FEREEY T FYUKE AE % (Mobile Phone Dependency Syndrome, MPDS). (Kim
Tae-gyu, “Mobile Phone Addiction Emerging as New Problem: Poll”, Korea Times, 07-19-2005.
http://times.hankooki.com/Ipage/200507/kt2005071920313210220.htm), F# H#1 0549 A 9 H
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KR H o B SR T ORI RIS ) 22 B, BRI B AR B4 A A A
A ERVG I Y, AR R RS BB S ) Ty WO I BT B O

WAt U, KSR A — 8 K am R R R BRI ), AR
H, el PP Bis A Rk, HERFHE, Il sbAlE s
FRIECRTC . & AR A S R B T NS 2R ] BRI
HERAT ), P A A B R E S, BRI ZEIEE [ 2 i [a] iR Jgknt |t 3se 1) 7L
XL BIEMMAN A D [z, T FFARAIAE, AR P 3 7L R R
B, SPHR LB REHE 7. ATHBUR ARRE, BIKOREOE L M SR A =
EATHRERR R, R TR FRIRAII R . BRIk, SR R A D5 i et 2
SR SR R S I . T

911 2 )5, FKHEEEIRADIATH K AELTEIRMR . TATE W2, %
B AN OG0 52 35 2 1 B 0 RAZARJT — T, el B R AU 2 i [0 ]
FARTTH N — . FHEENY LEEE, BT TWERE] B80E LA
Ephh, 2R EHEERN [ 2L DS XRMK ) & ( social
advertising ), WEIA [JEAE8 ] g N B9 i 08 2 E R v B [ &
W], MyESE CEPACEEHA R K R)H HATIECGE, WhsE 7 & m = IH
[WHHRRE ] MR AELEENER, HEEMNEZEAEER, KK
HINE BN AT R R, B ARBHOIILS, REgMOBERSE0 . JERK)
DRI EAT N FFE, MR AR, HHrr 2 LR SR
o SR, A —FdEAT EHF = IR S A B --- % J5 B2 I & &=
R S8 LUARR) BRI R L an R AR R TR E i) Bk | X R T7 44
R o

g L RTA, mT R SCEE R B SO T A R T IR B & B R SO A
o X FRBRERY, BRATZEARBINAEGE R WP [ A SRR A S
F+=: 2), ReBG/NGZEBNH -, XA LA ? &
RARNE I S AR AT —F T RN ] 2 7 G4 G F
PLWE? b2 W B s i ik, R4 S s T AL A 5 2 06 ?

i ALEPTF (SHEAHS) ZOORETHS [BREE. Wb ]
BN XHERRAEA T 2.

18 Baudrillard, J. (1998) Consumer Society: myths & structures. London & Thousand Oaks, Calif.: Sage.
VRIS, AR RIBFIRREMENL, REAFTSUNE RN ek, BT SIUE BT
R e AT IS S IR T B BRI, BBk A, Fdh R, £
0345 7 THRd ] ], E PRI GARH 1 65147t Hiai sk, Hrh— MR
K& TR ) BE, AE2 ABEaEaER DA B, AR AR RERCE 2 5 s e AR e B 47

RS BT, (e [HURe | (BT A8 — SR RLAE A BR) AOAR X AR Il b, A5 FIAT B L

[HEBTRAE 5| OIS EAE 25 15 BT 08 R A AL & B N) AR VE 2 B, TR EAE . (BURHIX A
E W (BB 5 TT) 2003 4E5 7s ] (W 2 iy IR G AR M) —30)
L H (A RME, 1987) (FAMERBIER) |, &8 FAESHR.
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