	論文中文摘要：
	隨著網際網路的普及化，線上購物平台越趨普遍，已形成一個虛擬市場。本文旨在探討代言與贊助揭露、網路線索的認知資訊效果和網路忠誠之間因果關係。此外，本研究亦探討網路上提供代言與贊助是否會增加購物平台中網路線索的認知資訊效果。從實證調查結果，代言和贊助對於資訊嗅覺和訊息框架會有正面的影響。資訊嗅覺和訊息框架對消費者的黏著度以及網路口碑會產生正面影響。因此，在線上購物平臺的化妝品行業更需要代言和贊助，以提高消費者的黏著度和網路口碑。因為正面和負面的線上口碑扮演著重要的角色，它會改變消費者對產品的態度，減少品牌選擇，進而顯示於網路忠誠度上。

	論文外文摘要：
	The popularization of the Internet has made online shops increasingly common; they have formed a virtual marketplace. Thus, the purpose of the thesis is to investigate the causal relationship among endorsement and sponsorship disclosure, cognitive information effect of the website cues, and e-loyalty. In addition, we also discuss whether the endorsement and sponsorship provided by online will increase cognition information effect of website cues in online shopping platforms. Derived from empirical survey results, endorsement and sponsorship would influence information scent and message framing. Both information scent and message framing would influence stickiness and eWOM. Consequently, cosmetics industry in online shopping platform need endorsement and sponsorship to improve consumer’s stickiness and eWOM. Because positive and negative online Word-of-mouth plays an important role, it will change consumer attitudes towards products and reduce brand choice, which in
turn will show on E-loyalty.


