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摘要 

企業在選擇多元化經營戰略時，通常會考慮採用的一種戰略就是以同一

母品牌為基礎，延伸開發其它非主營產品，以期望通過消費者對母品牌的信

任而對該企業的其它衍生產品或服務產生相似的信任，以及產生口碑傳播的

意願。但事實上，消費者對同一品牌下的不同產品或服務的信任受什麼因素

的影響？其中的作用機制是什麼？是否會改變消費者的口碑傳播意願？現有

文獻中尚缺乏充分的研究。 

本研究嘗試從消費者視角，對兩個評估因素分別是能力匹配度和善意匹

配度，其對消費者信任和口碑傳播意願產生的影響機制進行研究。基於對已

有文獻的梳理和演繹，本文提出能力匹配度是指消費者認為企業提供並維護

其主營產品所擁有的知識、能力和資源可以很好的用於提供並維護其衍生產

品的時候，消費者認為該企業提供該衍生產品具有一定的“能力匹配度”。“善

意匹配度”是指當消費者認為企業衍生產品的推出儘管可能擁有的知識、能力

和資源不足夠，但充分體現了企業將消費者利益納入企業的考慮範圍之內，

或承擔了一定量以上的社會責任時，則消費者認為該衍生產品具有“善意匹配

度”。 

該文的重點從以上兩種價值評價因素入手，通過介紹“價值因素金字塔”

理論，提出“價值因素上移”的概念並作為其中一種研究因數；並且引入了消

費者思維模式和對衍生品的需求與迫切性二種研究因數，並試圖探索這些因

數中分別對消費者信任的二種類型，認知信賴與情感信任，以及消費者的口

碑傳播意願產生的影響以及其相互關係。 

通過文獻理論推導、建立模型和資料核對，本文主要有以下發現：消費

者對企業衍生品的能力匹配度和善意匹配度的判斷，對消費者的認知信任和

情感信任均分別產生正向作用，對消費者的口碑傳播意願也分別起到了正向

作用。 

當消費者的思維模式作為能力匹配度和善意匹配度與消費者信任之間的

一個調節變數時，顯示其調節作用對認知信任和情感信任的影響並不一致。
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消費者的思維模式越偏綜合型，能力匹配度對認知信任起負向調節作用，但

對情感信任起正向調節作用。同時思維模式越偏綜合型，善意匹配度對認知

信任起正向調節作用的假設也得到支持。從實踐意義而言，越偏綜合型思維

模式的消費者，越能信任企業生產其知識、能力和資源匹配度較低的衍生品，

感知到企業對消費者利益的關注和社會責任的承擔也對企業衍生品的認知信

任有顯著影響，從而可以引發企業在實踐中思考，如何在更具有綜合型思維

模式的社會人文環境中，開發經營衍生產品；或者通過行銷推廣過程中，誘

發消費者的綜合型思維模式，促進對企業衍生產品的信任建立。 

本研究同時引入對衍生品的需求迫切性這個研究因數，定義為消費者在

多長時間內對該衍生品產生實際購買需求。研究資料顯示，需求迫切性對消

費者的認知信任和情感信任均分別產生正向作用，對消費者的口碑傳播意願

也起正向作用。從實踐意義分析，企業開發新的衍生產品之前，對同類產品

的市場需求進行充分的調研，選擇開發消費者需求迫切性更強的衍生品，更

有利於促進消費者信任的建立和增強口碑傳播意願。 

本次研究資料顯示，消費者對衍生品價值因素上移的判斷，對口碑傳播

意願產生負向作用。該結論結合實踐經驗，可以理解為越是位於價值因素金

字塔上層的產品，越是接近消費者的改變生活、自我實現、社會影響的精神

需求，對於消費者而言，這些產品提供的是一種私人化的情感、精神的滿足，

往往是與個人隱私相關，這就會從負面來影響消費者的口碑傳播意願。但是

研究模型中假設的價值因素上移對認知信任和情感信任均產生正向作用則未

得到支持。其中的原因，是由於本次研究中價值因素上移的量表設計的不完

善，還是由於消費者對更接近價值因素金字塔上層的產品，所期望和要求的

能力匹配度和善意匹配度更高而導致更難產生消費者信任，尚無充分的理據

支持，也是本課題未來進一步研究的方向。 

【關鍵字】衍生產品；能力匹配度；善意匹配度；認知信任；情感信任；

口碑傳播意願 
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Abstract 

When companies choose a diversification strategy, they often use the same 

parent brand to extend other non-main products. In this way, consumers are 

expected to have trust in the derivative products related to the parent brand, and 

then generate a willingness to spread word of mouth. 

This research mainly attempts to study the impact mechanism of the two 

evaluation factors of “capacity matching degree” and “goodwill matching degree” 

on consumer trust and willingness to spread word of mouth from the perspective of 

consumers. Based on the combing and interpretation of the existing literature, this 

article believes that when consumers believe that the knowledge, capabilities and 

resources required by a company to provide its main products or services can be 

used to provide its derivative products or services, the company has a certain degree 

of “capacity matching”. When consumers believe that a company may not have 

sufficient knowledge, capabilities, and resources, but fully reflects the company’s 

consideration of consumer interests, or bears more than a certain amount of social 

responsibility in their derivative products, then consumers believe that the 

company’s derivative products have a certain degree of “goodwill match”. 

In addition to the above two important evaluation factors, based on the “value 

factor pyramid” theory, this article also puts forward the concept of “value factor 

upward shift” as one of the research factors. This article also introduces the 

“consumer thinking model” and the “urgency of demand” as research factors and 

explore the influence of them on the two types of consumer trust, cognitive trust 

and emotional trust, and consumers’ willingness to spread word of mouth and their 

mutual relations. 

Through theoretical analysis, model study, and data verification, this article 

get the following main findings: consumers’ judgments on the capacity matching 

degree and goodwill matching degree of enterprise derivative products have a 
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positive effect on consumers’ cognitive trust and emotional trust, and also have a 

positive effect on consumers’ willingness to spread word of mouth. 

When the consumer’s thinking mode is used as a moderating variable between 

the two matching degrees and consumer trust, its moderating effects on cognitive 

trust and emotional trust are not consistent. When the consumer’s thinking mode is 

more holistic, the impact of capacity matching on cognitive trust is smaller, but the 

impact on emotional trust is greater. At the same time, the more holistic the thinking 

model, the greater the impact of goodwill matching on cognitive trust. From a 

practical point of view, consumers with a more holistic thinking model are more 

likely to have trust in a company’s derivative products, even if the company’s 

knowledge, ability and resources to produce the product have a lower degree of 

matching. In addition, consumers’ perception of the company’ s attention to 

consumers interests and its own social responsibility also has a significant impact 

on the generation of their cognitive trust. These conclusions can trigger enterprises 

to think in practice, that is, how to develop and operate derivative products in a 

social and humanistic environment with a more holistic thinking mode; how to 

induce consumers’ holistic thinking mode in the process of marketing promotion 

and establish the trust in derivative products. 

This research also introduces the research factor of the urgency of the demand 

for derivative products, which is defined as how long it takes for consumers to 

actually have the demand of derivatives. Research data shows that the urgency of 

demand has a positive effect on consumers’ cognitive trust and emotional trust, 

respectively, and has a positive effect on consumers’ willingness to spread word of 

mouth. From a practical point of view, before a company develops a new derivative 

product, it can conduct full research on the market demand of similar products and 

choose to develop a derivative product with stronger consumer demand. This can 

help promote consumers’ trust in the product and enhance the willingness to spread 

word of mouth. 



 

v 

The data shows that consumers’ judgment on the upward shift of the value of 

derivative products has a negative effect on the willingness to spread word-of-

mouth. Combined with practical experience, this conclusion can be understood as: 

the higher the value factor pyramid is, the closer the product is to the spiritual needs 

of consumers for life-changing, self-realization and social influence. This may 

involve more personal privacy of consumers, thereby negatively affecting 

consumers’ willingness to spread word of mouth. However, the hypothesis in the 

research model that “the upward shift of value factors has a positive effect on both 

cognitive trust and emotional trust” is not supported. The reason may be due to the 

imperfect design of the scale for the upward shift of value factors in this study, or 

due to consumers’ requirements for “capacity matching” and “goodwill matching” 

for products at the upper level of the value factor pyramid are higher, which makes 

it more difficult to generate consumer trust. These issues can be used as the 

direction for further research on this subject in the future. 

[Keywords] derivative products; capacity matching degree; goodwill 

matching degree; cognitive trust; emotional trust; word of mouth  
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