	論文中文摘要：
	本研究旨於探討在食品產業中，舊產品與新意識形態兩者分別對消費者購買意願之影響，其中並討論消費者認知與情感兩層面對回購意願之影響。本研究以在台灣曾購買過休閒食品的消費者為對象進行問卷調查，並利用結構方程模型(Structural Equation Modeling, SEM)將配額抽樣(quota sampling)所得之370筆資料作分析。研究結果顯示消費者傾向傾聽自己想法而非他人意見來決定是否購買休閒食品廠商所發售之舊產品；而相較於提倡社會企業責任(Corcorporate Social Responsibility, CSR)的廠商所推出的產品，人們對於綠色產品雖有好感但並無強烈的購買意願。藉由結合舊產品回購意願與新產品購買意願，研究指出消費者對舊產品所抱持的感覺會影響他們對新產品的購買意願，因此廠商不可忽視消費者回購意願仍會對新產品銷售帶來影響。並且，食品廠商應對環保概念多加推廣，使消費者能深入了解並藉此提升購買意願。

	論文外文摘要：
	This research aims to examine consumers’ perceptions of old products and new ideology about environmental awareness, and their impact on new product purchase intention in the food industry. The perceptions of such are divided into two aspects: cognitive and affective. Structural equation modeling (SEM) was used for data analysis across a sample of 370 respondents collected from those who have ever purchased leisure food in Taiwan. The result, based on the two aspects: affective and cognitive, indicated that consumers tend to make the decision by themselves instead of asking other's opinions when purchasing leisure food. This research also observed that consumers are keen on green products but not enough to form purchase intention compared with the products practicing corporate social responsibility (CSR). This research confirmed that consumers would be influenced by how they feel about old products when it comes to new product consideration. Additionally, the food industry should promote the concept of environmental protection to consumers actively, increasing the purchase intention of consumers by knowing deeply.


