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The Study of Positive and Negative Electronic Word-of-Mouth

on Goal-Directed and Impulsive Buying Behavior
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Abstract

Popularization of Internet not only made Internet become an important media
platform, but also overturned traditional business. As Internet growing at rapid and
become more popular, people can use Internet conveniently, made application and
development of Internet wide spread. Furthermore, made people acquire information
from Internet easily without personal contact.

In the process of purchasing, search for information of product is important to
consumer. Consumer can acquire information of product through experience sharing
such as consumption experience or product recommendation. And this can serve as a
basis for consumer decision-making.

The interrelationship among perceived electronic word-of-mouth review quality,
product evaluation site's perceived usefulness, tie strength and experience similarity of
electronic word-of-mouth sender and receiver influence on credibility of positive and
negative electronic word-of-mouth. Moreover, research into the credibility of positive
and negative electronic word-of-mouth influence on goal-directed and impulsive online
and physical buying behavior.

The results of this research are: 1) review quality and perceived usefulness
positively impact on credibility of positive and negative electronic word-of-mouth; 2)
tie strength and experience similarity positively impact on credibility of positive
electronic word-of-mouth; 3) the credibility of positive electronic word-of-mouth
positively impact on goal-directed online and physical buying ,and impulsive online and
physical buying; 4) the credibility of negative electronic word-of-mouth negatively

impact on goal-directed online and physical buying ,and impulsive online buying.

Keyword: Electronic Word-of-Mouth (eWOM), Perceived Usefulness, Tie Strength,

Goal-Directed buying, Impulsive Buying.
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% < /F*Je % % (Anderson, 1998; Bristor, 1990; Cheung, et al., 2009; Harrison-Walker,
2001; Hennig Thurau, et al., 2004; Herr, et al., 1991) > & 5§ *# ¥ mﬁr’f;u? =10
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A ~ 4% & (Cheung, et al., 2009; Doh & Hwang, 2009; Lee, et al., 2008; Park, et al.,
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(Cheung, et al., 2009; Lim, et al., 2006; Sussman & Siegal, 2003; Wathen & Burkell,
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dRZ S nEmE AR o p B R BB 00T 5% A AN (D)
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A r MEE > ARGy LSBT HP R T Er 3
RGPS o AT - LERR RG] PR RO LR RER M
LW T F H-F LA R 5 (Cheung, et al., 2008; Cheung, et al., 2009; Doh &
Hwang, 2009; Lim, et al., 2006; Park & Lee, 2009) - p & i v M @3 e B F 1 42
B Mk ¥ TE 2@ %2 {5 (Cheung, etal., 2008; Park & Lee, 2009; Park &
Kim, 2009) > Chevalier & Mayzlin (2006):& {7 7 — & % /" 7 » E 4280 2 F 2~
FROBRAL > RERY L AL REHRFHTASH L PR

TR E DI AT MR T R pe bk & a2 45

231 HERI-RHERN - SO EEEE

TR A B ERF LR FAREL o A R MRS E
PR > REEF A SN OT I Ft o 3 3 MRR ML O
Fpo¢ oo F i B L 5N- & BN 058 (Heuristic-Systematic Model, HSM) (Chaiken,
1980, 1987) ~ 4 # ¥ &t 2 #-57" (Elaboration Likelihood Model, ELM) (Petty &
Cacioppo, 1986b; Petty, et al., 1981) » * iz j ab:ev]z Jo SR PR G e AR 0 1Y
T gAY LR HASDERE T ALY - HSM~ELM 5 3% % 4pid

RS FALBIEF I BB LA (CTHrRAEF)LTAAMALE
H g P~¢ o g5 (central route) €2 i 53¢ ad® (Systematic processing) 1w it 2 € 3
ol F 2o FRLRTE AL a4 (T AR R ) o B g ERPC Y BRT
(peripheral route)£7 #_2. ;% &2 (heuristic processing) -
PE RS e RS RIS 3 R TRL R SRR L ML

frE R § e 2ene L

ik

£ T3 H S A s e 2zEeyl |
(Chaiken & Eagly, 1989) » 534 45 c § 1 IZ4L ~ L fren 5 K BT ZPRM G,
WL Fr ARSI DY 4 o R FRETR LN RIZSS 2 R T
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v RRERE R > L& R R L ¥ (Chaiken & Eagly, 1989) - 53t T H €
e RS N R ASEERIRE L - L FRF RS TSN T AN
AR K TE- A H e ok BT e

Park, etal. (2007) %= 3 3 I > 3356 s P HPO N A FER B ade oy R R

B G RF AR ES  h el R #0000 A e e oy BB RHTL FORA
3 4 - Cheung, etal. (2009) ]z 5 > #30 M » 2 & it Ldfed m 3 0 23K

ﬁ—ﬁﬁ%%rm?ﬁﬂfﬁﬁﬁi{ﬁ&ﬁ%@%ﬁﬂ%:u&ﬁﬁﬁ%%?
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232 EETAER - STEITAER - RREREDN

W AR He B T AL AR BE < ;;L B IRG é X 1218 M 7 L 32 % (Theory of Reasoned
Action, TRA) (Fishbein & Ajzen, 1975) ~ 3+ 41| 7 & 2 % (Theory of Planned Behavior,
TPB) (Ajzen, 1985) # H 3% < #-7" (Technology Acceptance Model, TAM) (Davis,
1989)% 124 » KR BERELFALDRFEBAFHT AP OERILR > A
TR LR R R RS R 5

<

TRAZL A B A 9 % 7 5 X 3 7 5 & Bl(behavioral intention)#2 58 > 7 7 5 &
WA B4t B 4 #0075 A& (attitude toward behavior) £ 3 L3R # (subjective
norm)efi > ¥ ¥ T3 GREIERAFL T €A T R TRA A (7
PG B E TR 4 o LG YR RS RAE ST 4
£ 4 EY KE R 75 EATE TR - p Aok (self-efficacy) ~ 18 ¢ 2w

Len®les & F)E o3t g Ajzen (1985)# v iT % £+ (perceived behavior control) |
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w2 et - S S BinA A — K5 * M (perceived usefulness, PU) ~ 4
¥ % * | (perceived ease of use, PEOU) » ¥ — % # 3 TRA ¥ i e ; Davis
(1989):% 5 % b'“rifﬁ R ESHPHEBRLELIRRFLERARRFEL LT R
B FIRERABRRE THGETLERE R e E T i Edpie
FHRWRETAAABERF L T AR DAY AR Tl S
g n —*ﬁ;:’n EFRANRDRF AFT IR LI HAER o
Awad & Ragowsky (2008) % 3 o 4 g 1 f 8] h7 e § 2 F L BEF
LR P AGIE T MR ARR o THEMRL P AR FIPN FOR T4 Ak

BRI EARLE P A g e pF AT LR B A Sk %2 o Lim, etal. (2006) 745

FHEAER EE 2 KT f o R DR 57 FM o d g g
FRFBLEF 5200 v ¥ F o B g | RTR R T E A
Fddpiu(y e~ AR EBF L o 8 2p B (R ) NEE > $0 g S k)

233 RHESIER - BEIER

I i SR R ,gfl’"}%‘ml; Mg T OB B3 % L
P M EAMAY A FA R E A 2L L Y R E o 195 é};e
W RE ?,;—“F’f 7r g 3rArif & 12 (cognitive fit theory) (Messey, 1991) & o # e 3
FUESET o SuAmif FILAR G § AWK o HR AP ¥ Lgd o ftiEpe g
PR A FEPL > BF hp o PR RARISOT I L BEL TR
2|97 18 1 2 ¥ o Park & Kim (2009) 57 7 i@ * 5 3uAmif £ 323 RAF L LRt
doim ik f B B Farao k8 R egR R g e BT o $T B RO 0 334 i
HHEEY LR ORERA HAF R GG iR § R R ek o

¥k B4 e 1% §F F1325% (attribution theory)(Folkes, 1984) sk 4441514 i 4 §
FHoMELDREFIITHG RGN 0 AP TURAAERDEL §FE
N7 chfEfd o LFSHEELORART F B AGFE] o BB A TS DR T
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ERBAAE S F2 LT & §f Fl(internal attribution) ;5 #3158 B 4 17 5 R FF
AT ETRB o fLz & T e A F Fl(external attribution) ; (Bitner, 1990) o @ fib
(distinctiveness) ~ — 3% {2(consistency) £ % = {2(consensus)R| & = & £ & hjF 5] 4
p] - Doh & Hwang (2009)4% 34 % Ao PR MO A SRR T FRED =

Mo § TG T AL S R DG R LR TR AR T AR LT

}i o
M SR R AT M 20012000 £ B 4R 2 ¢ fracd 23 41T o
%023 R BHL v R
i FHLE ZHAH | FIERA(IVIDVIEFRTES | B 32
Chatterjee | f & T & Familiarity-> Search for WOM AMEPRE
(2001) iy 7 A information voluntarily (*) a2
PLY AR Price>Search for WOM
3 information voluntarily (ns)

Familiarity—> Search for negative
WOM information (*)

Price—> Search for negative WOM
information (*)
Familiarity—>Perceive negative
WOM information as credible
(ns)

Price—>Perceive negative WOM
information as credible (ns)
Familiarity—>Perceive negative
WOM information as unstable (*)
Price—>Perceive negative WOM
information as unstable (*)
Familiarity—>Change purchase
intention in response to negative
information (*)

Price->Change purchase
intention in response to negative
information (*)

Attributio
n theory

16



% 2-3(%1) ,?J&ﬁﬁ;rﬁﬂfiiﬁiégkgg

Rk | FIHALAE | BHAH FlEMR(IVIDV)EFE T %% By
Briggs, |4&X ®§ Source credibility=> Probability of | &8+ ¥ %
et al. & v taking the advice (*) R
(2002) | s t- Cognitive | Advice personalization—>

fit theory | Probability of taking the advice (*)
Advice predictability-> Probability
of taking the advice (*)
Hennig- | i 7 # P& Obtaining buying-related AEREE
Thurau | § 7 5 & . information - Change in buying R
) __ .| Opinion- .
& B S behavior (*)
o leader o _
Walsh S ETEE Obtaining buying-related
theory ] ) )
(2003) information - Change in
communication behavior (ns)
Social orientation through
. information > Change in buying
Cognitive )
] behavior (*)
dissonance ] ] )
Social orientation through
theory ] ] )
information - Change in
communication behavior (*)
. Community membership—>Change
Social ] ) )
. in buying behavior (ns)
cognitive ) )
h Community membership—>Change
eor
Y in communication behavior (*)
. Remuneration->Change in buying
Cognitive .
) behavior (ns)
evaluation ) )
Remuneration>Change in
theory o )
communication behavior (ns)
To learn to consume a
) product->Change in buying
Social )
. behavior (ns)
cognitive
To learn to consume a
theory ] o
product->Change in communication
behavior (*)

17



% 2-3(% 2 ,?J&ﬁﬁ;rﬁﬂfiiﬁiégkgg

Kk | FF3AM | ERAH FlEMR(IVIDV)EFE T % | Py i
Senecal | i} # & ¥t | Social Exposition to a product AR
& & 3% | comparison | recommendation - Selection of the | 3% % /2
Nantel | <% # theory recommended product (*)

(2004) Type of product->Selection of the
recommended product (*)
Type of website-> Selection of the
recommended product (ns)
Type of recommendation
source—> Selection of the
recommended product (*)
Attribution Type of recom-mendation
theory source—>Perceived trust and
expertise (*)
Attribution | Type of website->Perceived trust
theory and expertise (ns)
Lim, et | # g7 & | Attribution | Affiliation with portals—> Trusting F B
al. 7MY | theory beliefs (ns)
(2006) | 7 & Endorsement from Satisfied
P8 Customers > Trusting beliefs (*)
Control variables
TRA Security seals of approval
Conveyance of privacy policy
TRA - TPB Trusting beliefs=>Willingness to buy
(ns)
TRA ~ TPB | Trusting beliefs—> Attitude (*)
TRA ~ TPB | Attitude—>Willingness to buy (*)
TRA - TPB Willingness to buy-> Actual buying

(*)

18



% 2-3(%3) ,?J%ﬁﬁ;rﬁﬂfiiﬁiégkgg

Rk

SR

i A

F% M G(IVIDV) & T &%

R

Park,
et al.
(2007)

W3

Review quality->Purchase intention(*)

Review quantity->Purchase intention

(*)

ELM

Review quality -
Involvement—>Purchasing intention (*)
Review quantity -
Involvement—>Purchase intention (*)
Control variables

Prior knowledge

General attitude toward reviews

ELM

Perceived

informativeness—> Involvement—>
Purchase intention (*)

Perceived popularity-> Involvement—>

Purchase intention (*)

AR X
B RS

Awad
&
Rago
wsky
(2008)

5

s Jff =
@ X mp
ok —mle

Sociolingu

istic theory

Online participation to share
opinion>WOM quality (* gender)
Responsive participation of
others>WOM quality (* gender)

Social
presence

theory

WOM quality—>Online trust (* gender)

TAM

Perceived ease of use=>Online trust (*
gender)
Perceived Usefulness—>Online trust (*
gender)

Online trust-> Intention to shop online (*

gender)

E g ¢
BhH

19



% 2-3(% 4) ,?J&ﬁﬁ;rﬁﬂfiiﬁiégkgg

3¢

T ER )

im A

3 M 2 (IVIDV) A § 3 %

PR

Zhang
&
Watts
(2008)

e pRALEE
E‘f”;% ‘é}‘ 3

*

HSM

Argument quality-> Information
adoption (1.*)(2.%)
Source credibility-> Information
adoption (1.*)(2.%)

HSM

Argument quality-> Disconfirming
information—> Information adoption
(1.%)(2.ns)

Source credibility-> Disconfirming
information—> Information adoption
(1.%)(2.%)

Argument quality->Focused search
—> Information adoption (1.ns)(2.ns)
Source credibility—->Focused search

—> Information adoption (1.*)(2.ns)

S S
EKRES
(1.Travel
Forum,
2.CFD
Online)

Lee, et
al.
(2008)

~ .
=

[
Qq i

'3: e

wE

ELM

Proportion of negative online
consumer

reviews-> Involvement->Product
attitude (*)

Quality of negative online consumer
reviews-> Involvement->Product

attitude (*)

Park
&
Kim
(2009)

~ .
e U

s Tmi

o7
J/ ok

Cognitive

fit theory

Levels of expertise>Type of

reviews—> Purchase intention (*)

ELM

Levels of expertise>Number of

reviews—> Purchase intention (*)

Control variables
Perception of review positiveness

General attitudes toward reviews

20



% 2-3(%5) ,?J%ﬁﬁ;rﬁﬂfiiﬁiégkgg

*

Fiikg

)

F% i 4(IVSDV) 2 7 B4

By

Doh
&
Hwan

g
(2009)

v pa
ERS

Attribution
theory

Ratio of Messages (Positive—Negative)>
eWOM effect (Attitudes toward the
product, Purchase intention, Credibility of
eWOM messages, Attitudes toward
websites) (*)

ELM

Ratio of Messages (Positive—Negative)>
Involvement>eWOM effect (Attitudes
toward the product, Purchase intention,
Credibility of eWOM messages, Attitudes
toward websites) (*)

Ratio of Messages (Positive-Negative)>
Prior knowledge>eWOM effect
(Attitudes toward the product, Purchase
intention, Credibility of eWOM messages,
Attitudes toward websites) (*)

BB
M E
AR

Cheun
g, et
al.
(2009)

5
T b

HSM

Argument strength->Perceived eWOM
review credibility (*)

Prospect
theory

Recommendation framing—>Perceived
eWOM review credibility (ns)

Attribution
theory

Recommendation sidedness—>Perceived
eWOM review credibility (ns)

HSM

Source credibility->Perceived eWOM
review credibility (*)

ELM

Confirmation with prior
belief>Perceived eWOM review
credibility (*)

HSM

Recommendation consistency—> Perceived
eWOM review credibility (*)

Recommendation rating—> Perceived
eWOM review credibility (*)

Perceived eWOM review credibility -
eWOM review adoption (*)

SR
Hh

(V)

TR kR

B %8 ; (Moderator)# & %8 ; (DV) & %#c; (& ¥

A

e

21
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2y g8

2.4

*# 1 1345 Kelman & Hovland(1953)4% ) erif id 2

55

FlE A K5 A
(receiver) » b = F)& ¥ 8

S A ISR E

K =3y N A N j\/)ﬁl'%‘

ARE g MR SR

A

Mok o AR TEE o B

L kmE FH
o KRT R
- BRI
S

&%

«T&-‘iii I

HERBOMURZER

PRIZ 0
Ff (source) ~ 3 5 & ¥ (message) = 3 &

N ELRE R

g LRIt 2

':_ r']_%(—\ './);’-l_%x %Bj\?/\ %a#—q_‘i(

5

LR gL v TSk 20 F)E B Ae @] 2-1 fror e

B

R A R D
i}%‘ii

B de- o EREEL

/f_ﬂ? - fﬁ?’?rfﬂ/){\ s 'T] 1

R

R LRTE T

o L g‘f’:ﬁ'r';—*g\.

o AR

o iFd ATHUTI
. g; v jf'_}igf

. fh)

B 2-1 3

AET ORI

TR kR

ELEA

o MBS i R TS S

o Eikehig g o PLY REE

o Légiﬁqgﬁ,% [ o 3t -

o FiReh- RIE -@&

o EZH M G - o iz

o MV A o L KR
o WHELW R

e T Mo 2 B R

22



PR U AP RO B AL T M A X P s 7] dhid ¢ B -3 4 (social tie groups) >

oL @ HF R FL A RTAS
CI L4

CE AL KRT G R R TIE 0 BN AR

blde Tl AP A e g

R TR R s EE LR e i iR R B A P lgk%ﬂ?ﬁ C KIRE R
ARLRREEAFLAFLFF > d RATERIE S 77 BifEs @ B FHET
Firodm d MERCBATER(Z 6~ f & ¢ =) B L) 1 B
CEBTPRE T RE T F IO A H oy ¥ i1 AR5 T 5 (Boulding, et
al., 1993; Hartline Keith & Michael, 1996)f-#& = § & (Arndt, 1967; Herr, et al., 1991;
Singh & Pandya, 1991; Wright, 1974) s a2 #73 k el 55 o

LR RO LR AR R ApR R FENT R LR F T A
2 229 % ihF s(Chaiken & Eagly, 1976) » g P il it Lde o chio ) ~ 5%
e

Rifo de@ @A FRF W LEY FALORAE - UE RIS A P R

o

SRR o M LEF 2 }gk # > Sussman & Siegal (2003) % 3t & #e e hig s & o
o gt 4 (central)fe ¥ Fl(peripheral)ie /i T P A BIEHRBE T o L €
FEBP e BRBE TR R PR ol F o i~ AR R A
oE o PR ARE LA PIF £ & end § (Doh & Hwang, 2009) -

R R Rl /S P v AR ARG AL B - A B
Fehit &~ BARREE LA(ANdt, 1967) - AR T EL ST P 0 ER Lk
Foomk AP TR o ol LR BAR R LB o AR R

B LATT S5 o B R T ok 2 1R Aok 2-4 4 o
% 2-4 B Mk 2 Tl ER

3]

o Tk % R

Wathen & Burkell, 2002;
Sussman & Siegal, 2003;
Zhang & Watts, 2003; Lim, et
al., 2006; Zhang & Watts,
2008; Cheung, et al., 2009

WL KR i 4 (B E )
R R RNE X Y ARE N Rl
Fa(7 i) (Kelman &
Hovland, 1953) -

(source
credibility)
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3 24 (F 1) BERR

vk 2 FlR R

H o

T

ik

# L KRE A

- EE
(expertise)

WA KRR i (8 E S
B4 0 R R S

FOF R

-7 j;;}i
(trustworthiness)

Kiecker & Cowles, 2002;
Cheung, et al., 2008;
Park & Kim, 2009

(7 314) (Kelman & Hovland, 1953) -

Kiecker & Cowles, 2002;
Cheung, et al., 2008

SRR

T oAk g B b

i i
(hj;g hily) + & fEAz A ohip iz (Steffes & Burgee, | Steffes & Burgee, 2009
P 2009) -
234 e sAp RABEE R
UL Rk UL kR i
}i o
ol SR LR LR

(attractiveness)
-4 112
(similarity)
-HE
(familiarity)

-& £ (likability)

2_ R engp i ¢4 (Kiecker & Cowles,
2002) -

- BE UL KR hrRis R
Wéiﬁmai’%mii@ﬂ
BALELE A b BEY
4% & (Kiecker & Cowles, 2002) -

- %

E\

@&

PRLRRE R T

f[;&#—j;—?j‘(—j e /\ﬁz,,_f;) ’
- ¥ % % R P (Kiecker
& Cowles, 2002) -

\w_t

Kiecker & Cowles, 2002

A+ ¢ B #(social
tie)

3B BAE2 WAL € M 5 7 enfe R

(Steffes & Burgee, 2009) -

Steffes & Burgee, 2009

LR LR

(argument
quality)

u%a@@&%&ﬁmww\ﬂm@
EANISIA 'H—"L’ %-ri)—i FF i3 o e

* & B (Park, et al., 2007) -

Zhang & Watts, 2003;
Sussman & Siegal, 2003;
Park, et al., 2007;
Cheung, et al., 2008;
Zhang & Watts, 2008;
Awad & Ragowsky;,
2008; Lee, et al., 2008
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124 (F2) BBpE

vk 2 FlR R

H o

T

R ik

wELREL T

2k
(recommendation
framing)

‘}k—ﬁ')‘r@m:u#mi‘ ﬁ\r}lﬁ"’“ﬁ"é;
(Cheung, et al., 2009) -

Chevalier & Mayzlin,
2006; Lee, et al., 2008;
Sen, 2008; Cheung, et al.,
2009; Park & Kim, 2009;
Lee & Lee, 2009

&R T
(recommendation
rating)

R MEZRED p o H B iﬁ
3 N 3= % % (Cheung, et
al., 2009) -

Chevalier & Mayzlin,
2006; Cheung, et al., 2009;
Lee & Lee, 2009

FiFk - R
(recommendation
consistency)

MR = A SR PRARRER KR
RS A R Ry
ﬁm“%ﬁ—ﬂmﬁﬁamm&
Watts, 2003) -

Zhang & Watts, 2003;
Cheung, et al., 2009

(recommendation

*‘Jﬂg’\)ﬂ‘ S ng&mﬁ*‘ ﬁ* T pé%}ﬁ 5\,
F ¥k a4z & (Cheung, et al.,

Sen, 2008; Cheung, et al.,
2009

sidedness) 2009) -
;J:;/"El =B &}gﬁx g @g FJL’/‘ e g 4 BB

O La S SEE g, etal,, 2009: Doh
(review IPE 7 Fe0F 3(Doh & 2 Hwang. 2009
credibility) Hwang 2009) 9
;/ﬁf!;\!:'%é)i 5}'3-’]( A p.ua pmﬂé—' )3 FYDPR
(argument AR ond A4FEHE 2 if%mﬁ;_)%. Cheung, et al., 2009
strength) (Cheung, etal., 2009) -

nARTH T

5 ehaeii(prior

F MR AL S A ST 5 (e

Wathen & Burkell, 2002;
Zhang & Watts, 2003;

)Ty g d 22 Park, et al., 2007; Lee, et
knowledge)
(Wathen & Burkell, 2002) - al., 2008; Cheung, et al.,
2009; Doh & Hwang, 2009
Wathen & Burkell, 2002;
EY BB w :
o 2R é@ F MBS R | Zhang & Watts, 2003;

(involvement)

R e
E R AB e EELp ML
T (Zalchkowsky, 1985) -

Park, et al., 2007; Lee, et
al., 2008; Cheung, et al.,
2009; Doh & Hwang, 2009
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124 (F3) BBpE

vk 2 FlR R

o

c &

ik

RARTE AR

(confirmation
with prior belief)

LArk g
v 3 M A&
PRIZRTH G L fAE &
=N s Kl R W

7 FE 4% & (Cheung, et
al., 2009) -

RS LS U

v |

Cheung, et al., 2009

F¢ o=
(focused search)

RLETE T SO
7R R F R
3L F M AR (Zhang &
Watts, 2008) -

Zhang & Watts, 2008

L Fedef it (Awad

14 %] (gender Awad & Ragowsky, 2008
== ) & Ragowsky, 2008) - g Y
- R
: Park, et al., 2007; Awad &
MY R e : -
] A~ kF LFE2 Y 2 &5 | Ragowsky, 2008; Park & Kim,
rchase
_(p: i (Park, et al., 2007) - 2009; Park & Lee, 2009; Doh &
ntention
I ) Hwang, 2009; Lee & Youn, 2009
. Lo , Sussman & Siegal, 2003; Zhang &
WL R APy P 2 AEH G
. . . Watts, 2003; Cheung, et al., 2008;
(information 13 47 (Sussman & Siegal,
) 2003) Zhang & Watts, 2008; Cheung, et
ion °
=il al., 2009; Lee & Youn, 2009
LT 4~ F | Lim, et al,, 2006; Lee, et al., 2008;
i B (attitude) Foi? XL PR R (Lim, et | Doh & Hwang, 2009; Lee & Lee,
al., 2006) - 2009
iz (trust) ¥ 4 4p 13 ez ae(Lim, | Lim, et al, 2006; Awad &
=
’ etal., 2006) - Ragowsky, 2008; Sen, 2008)
L KRR | H A A
(preference of E mk/ﬁz > Hzg 4 % %
Steffes & Burgee, 2009
information ehif Lol B (Steffes & g
source) Burgee, 2009) -
TR KR ATy R
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25 HEEBEGTAH

FR AR A AP RETEfRE A FH R R RY
B2 RE A5 PRARPE A O i feiEd 0 ¢ B R H e E R e B

=% = > 5 (Kotler & Keller, 2001) -

OHBEREITRNER

’ﬁ%—%’i%{% f:rf; % {35 l':”iﬂ’é > 4_/#{‘? s uﬂ?&ﬁigéiz FE’AF' m%{:
EHEH - FIENT B R F XY FHAT FRTT OLRFER oA 2-5 47

= o
2025 WRAEME AL AR

ik A
WR AR G S URRE hiEE o 2 AR E S L DRE
LIFIF AR A F I B E R FFMRE R R

Pratt (1974)
BEF (LEF LM THE F AL o QT F 2 A - Q)R
Bl T E N L PREE - ()RR hiF R e
Williams - R R ERY AN Y e 0 FHOERL LR
(1981) FoowLF R AR S -

Schiffman & i} % % 5 7 % &F R A RN A & RIE R OF

Kanuk (1991) FER ~ & % ~ 32 foid (7 5 o

/ﬁ?—ﬁ?i—%’ f’?é{#; IB;& \i_:p,gflb"i_ ‘F“ Wﬁ‘?i%’ . @
Kotler (1997)

N

a;g%ﬁ;ﬁﬁqﬁg&,/ﬂ —‘5}_% f“’a'«?\iﬁ /ﬂﬁjﬁéﬂl%iﬁ R HqHA &
RIRARTIE T AR B - BBk RiEAE 0 X7 BHE0- B A

§enikt o B e FHAEY FES CHY R CRLEER o
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—HBEEBRETAMNEAR

7

A F 7 1995 Hoffman & Novak (1996)3% & A& %o = #4513k ™ 2 i) 3 —*Ff il
HF LT A RS S8 % - 8E 5 P RE e 07 5 (goal-directed behavior) > ¢ 2

% % (extrinsic motivation) ~ 1 £ 3 = (instrumental orientation) ~ 3 # »
(situational involvement) ~ # 4] & (utilitarian benefits) ~ & 4% (directed search)
fr® $:% 4% (directed choice)z. # ¢ - @ AP F 5 (7 5T o W F b 4
5 T B 55 AL S ¥ 8L 5% K 07 L (experiential
behavior) > & 3 @ p 4% (intrinsic motivation) ~ 1§ &1+ ¥ # (ritualistic orientation)
4% 3§ %% » (enduring involvement) ~ £-# 41| z (hedonic benefits) ~ 2t & & 40=
(nordirected search)frif] fr B <2 4% (navigational choice)2. 4% fi » @ & 5 5%k F o (7
ST ORFAIFIAFPESE L > TIERERE TR OFL o T AT R

BSER MR T 2 e BT Acif 2 o

251 HHMHEE

PR RER g R F AR BRSSPSR P HE &

LA AR R BTG S SR R IFR A P REE R S

\1'

Wy 11%@}},!/]9 ) ﬁﬁ;?gg;}; Pl EE o AR KR NTRETY PF S T

HOARRE T SR N EHME R SR R R T A EHM T

=

ARETRET 0 P T ﬁﬂiﬂ‘%‘:ﬁgjﬁﬂi' THFEOFR o RF- i

B oerE iE EREN
BRI R 7L S AME TRV A2 A RN Hu i B AEfEAL
mBRNCRFV A AAEIE CFEVHEEA T B R o RRAFRT

PHERMEEIRPFAS DI Y L8
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252 EHEMHER

CBEIFMUREZES

by - AR AR FHER NI R BB B JF I F AN
rd Py eFFY o FIHERELI S EBEFHNERLEY TR AT S -
Renk o B b AT L A F TR R R e Y A TR
$B 7 224 5 2 eh(Nisbett & Kanouse, 1968) o firds (4 R X D5 4 5~ PERF »
PEREZLFFANREE AROABREARASFEE G 2 Roairh P 55
@ AP e el R JF’f LR TR 2 TS 63 % R anird LT 7 5 (Stern,

1962) « - B ¥ i ® e m LT B A MBI - R A Rk Pl

y
Y_‘.\

/\‘.

4
E-)
W
A

i o RR R FRE I TEG R P ST irh e P B3 e

~=

AR Vg L enfER > LA FR Sy BT 8% 97 5 (Rook,
1987) -

ERERIRERT o b LR i 7 ﬁ £
R PR L2 aRRPASHERLIFER I FEFRIME < vt sk

bt 51427 ;ﬂ'%ﬁ%&ﬁ@ L fo a4 1 - Fndlas 289

_FEAEIMHBEZAR

-

WAL § % b T i M ¢ BB BT hF R G S G
PREAORRES Y A R A ﬁg,ﬁ;ﬁ AT bR s ,?ggggf%i};ﬂ‘
?’—ﬁ chifrds (LR 7 5 o 287 1 1295 Dholakia (2000) #8225 ¥ fﬁrﬁv MR 75

Sip b Fl R TG EMhA S X T A 5 2 A4 o # - 5 f Hehtlje(optimum

29



stimulation level) » 7= % b & T3t chf e Bldod Bl SMK S F 4 R 2 A

BoERA R A SRl R 2 LR ek (28 T (impulsivity

traits) - & 4530 % H § EE > ~ )T%{iﬂ’ FEEER LMY 7S LT R
143 % (Rook & Fisher, 1995) » &4e ¥ B SEend? & ~ p N34 enie 4 s AR S s
EAC E LR SR o8 B A A N % Sl T 8 U ME NS Lk
8 %% (situational factors) » & 32PFRF R4 ~SAVRA 43 T - Y OEFER R

RERE -
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)
|11

f
=
i

3.1 HHELERE

AR LD G H G REE LA REFH Y e 0 REEHY LR &
PR R ML T 75 PP N R o R A e RSt > A R
e SRR AU G TRLERE D ARRST TR RE Ly
By TALEHETIH RS R sk 0l G RR T AR EA LR
FRAFHMO TP oy | 2 TR ] | i & RIT o

T lifeg AL R TR R BT DR, 2 TG RR

CRGT R PR AR Y 4RI o Y e B] 31 T e

ZE/eA: 3
o HELEH oo T A ibial
TR ¢ REL

o FRUHS

- b 1R
g TR - o RS

o TSR o P MM
o S BAp Ut

\a;
=

SN
=1
ol %T

B 3-1 ~F 3 %8
TERIRA S MR B R AT chBERIEE - Sl T TR R AR

BRI E
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3.2 WHEFRER

PR AT L P S R o A NP AT ] BT R 2 2 o T

CABMERS FEESEERE MO EEZREE

4, 1+ %] (information determlnants)njﬂ r#ﬂzﬂ“ b G W N N 7 N NEE S
BOANHET o wAREL MR B ALY B TRES T, 2o M
gl g ¢ BF & * anE & B4 (Zhang & Watts, 2003; Sussman & Siegal, 2003;
Park, et al., 2007; Cheung, et al., 2008; Zhang & Watts, 2008; Awad & Ragowsky, 2008;
Lee, etal., 2008) - H A if:d cnd|dér b B2 p ¥ crjd- i F 0% 7 B ¥ % (Cacioppo,

et al., 1983; Wathen & Burkell, 2002) -
® LEEF

- APRRIZE Y W D Ona R 0 B RE O R Jfa—“it'ﬁiimi’%ﬁ [ERaE

f§ F| %30 - Petty & Cacioppo (1986a, 1986b) & #7 § @ Mo 85 7 12 X 22 430
LenfaiE o & 5 s L (strong message) & 35 3 & (weak message) o § £ E K HH L

AL NRZHT EERFIRAL R FERIFIBRL c FEAME K
HHBBLF T E > FHBESTAREFG T HD TEE T 2 T
BYRAGEFED ) LM MHBRSFTRIRTFR2FE TR &
TR LG A AR s o

B U RS TR RRREHE R L L6 B frE IR
(Petty & Cacioppo, 1986a) » % & i # ke v M >t 2 51 & R By { B2 F (Lee, et
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& 31~40 24 8.4
41~50 0 0.0
51(7 )t 0 0.0
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2041 (F D) A BHEA A

243 o ok = BA
Be T 2 0.7
B¢ () 7 25
KT AR

LB (5 ) 203 71.2

FA g e b 73 25.6

15,000 ~ 127 146 51.2

15,001~25,000 ~ 39 13.7

B AT T~ 25,001~40,000 ~ 73 25.6
(= v A% * £) 40,001~60,000 ~ 25 8.8
60,001~80,000 ~ 2 0.7

80,001~ rz t 0 0.0

1-3 87 30.5

4-6 75 26.3

S g
7-10 72 25.3
e R i

11-20 30 10.5

2100 ¢ 21 7.4

£ X - =X 91 31.9

2-3% - = 92 32.3

bR HETRE &
F¥- =X 58 20.4
STHR 5

5 - =& 16 5.6

&1 - % 28 9.8

AmEE 29 10.2

L EIle 39 13.7

ERRETRE S
1#13+# 85 29.8
I4F %4

3# 35% 74 26.0

5 17t 58 20.4
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2041 (F2) A BHA A

B B P WP o d | A
EfE iR A 69 24.2
ACaF+AF (R L &
] 251 88.1
AR E oM Y B A R
5 5 145 50.9
LR 7R REE P € AR
PR AF 123 43.2
TRER i
ER N - 149 52.3
R D E 128 44.9
I B 20 7.0
CE AR 5 7 2.5
L 160 56.1
e 4 1T 84 29.5
e 3R Fi 26 9.1
v RSN RIEPEE A T 85 29.8
T e B PRAR £ K =1 7w A 208 73.0
P 43 15.1
R 90 31.6
R EpE 23 8.1
FA KR AT ETR N=285

(=) 425

d 241 AR T e X Bl AR Y § ey 114 =) 40.0% >

R iE‘J"F*f s o Rl 1714 60.0% - 2t fk & B4 TWNIC = # 02011 & -

AR AL ALY A v RN G2 (T

+ 4 5 51.24% :

48.76%) > § - TehLE T R RFIT A AT AL RN SR G &

mySurvey ~ Facebook 12 % 357 57 e-shopping 5<_+ > @ #§7 §F e-shopping "< 31 & 0

WA T AR
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(=) & &

SORIH 2 E K A 4 1625 & § et bk $ o k) 57.2% 0 # = £26-30 A&

LR T 34.4% -
() %7 AR

d AT E XW]F\ :?5(?-33» LIl z 374 ¥4 v iR BrrE L _’iég ?Eiﬁi » 7
PR E R T ARR K NSRS X ()0 £ F 0 TL2% > AR D o
t 7 25.6% o
() B ATEHEY T

BATID qer (50 F LT IaE R £) G o d R pIK E &K 2 16-25
pod g0t BlE S o R AR B AR PR FE T T gt by
15,000 =~ 1T & % >} 7 51.2% > # = §_7 4 » 25,001-40,000 = ¢ 1 25.6% -
(I) L3505 T FTREF &% R

T 55 S TRER S3TH R g 13 plehsplE S B 5 0 &0 305% 4

%2 460§ 26.3% > 7-10 B] & 25.3% 5 G EARLF £ o

)

LB TR ST S 1 2-3 % - = 32.3% 5 1 ik 0 B AE =

- d 319%d BT RIS A PRI RETHOERES T AL EY LG - A

-
~=h

g R R PHARRE SR I 4 13 &0 47 208% # & 5 35
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(©) HER7SE R R S LT RER &%

IONAFERE G G o TR L R RF S L TR 5%, M3CT A
(R T B S o Y A ) 88.1%E 5 HAHEFRA S
52.3% > 12 % & 5.50.9% o
(1) &% 7R R b pRA%pe ¢ L] 0 e BE PRAS 5 5 32

T TR AR FORARPE € L IE TR BRI E R RTRARS Y Bl S o

d73.0% 7ER 5 H=x 0 F56.1% -
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BRI L BREFEOT A AL EFEE R - RESETRRR - A
#1% Z 2 Cronbach’s o T #ic k 7€ Fp — H% T & 38 B B - 342 - Nunnally (1978)
7% % Cronbach’sa & > & & 07 M1 4 EF &L cifefle 27 & KL TR AT
BF%Acd 4-2 977 0 75 %8z Cronbach’so B 5 A& 0.7 81 A7 K ¥ £ 4
2R LG R RPN - K

% 42 P RIEZ GRS

2 %P AREk Cronbach’s o

o B T 6 0.829

av 4 0.886

B R 4 0.826

=B AR 5 0.791

o RER T AROT ER 3 0.860

m R CMOT R 3 0.875

Poeruld e B RS 4 0.802

[l X el = 5 0.823

penfe R WY 4 0.811

e |2 F KBRS 5 0.790
TR kR AR N=285

PR AT REERPIE I E BT R PN A R R o gRRET- 3

(

LR EE LG ORGSR SR AR A BN F R B AR

ke FHF -
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(=) P F R iRl

o

M % 2% A (content validity) €47 37 578 1 & i F 3 ATeRARA 0 7 TR F et &
M P F AL RSP FAME M o d AT Y AR BREARY g
FEE - BRASHRIEL TR v B AR EGRDEL 0 R
AR EGTR AL L R RS RR B Bt o X AR N B PR o
Fl40 4R eh™ SUE R 20 R RIF BT IER] 0 2 HE B i R e e T T AR
Hap &7 RO i U AP R BN BRI AL - 2k

Bk o
(=) H A PTR &R

AT RAFERR S FREADA A G oS B AR R > BIER
PIR AR 5 A2 3 T2 R S L R Y Pl f R R 0.6 1T S
#lg B THI ST R B8 135 R gskip vl chip| £ 4258 1
ST penl ety | Rl EAE 4 Sl TR LRy | R ERE S
Sl TR P WY | R R A5 ANBEANLEEFATNE L FE
FL 0.6 2 IR PRI L AR 6 P A e 0 Bl AR E RS AT
=1 J'/,{Nl]lfl% °
1. JcacreR

Jz &gz & (Convergent validity) £.4p % f 4p e S dcchsg B> ot [ ohdp B 12 &

FoAEEUEAAEEEA LD 2 T BHET 0 B d e d AL
AR AL R AR AE  FRPEGAEF05 0 X Bg T

B) 7Rk § 4 odrd 4-347 0 1y 10 BREZFENADFZEFE
240 050 BiF AL 2RI E G AE TR -
2. FHEE

w| 2% B (Discriminant validity) €45 % p 7 f S dicersf p oo gLt B Ap Bl {L R
Ko hFFUFFALFFAFEFE - TR AL R g (305
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"E ﬁ) v Fo B BPTR ,ﬁ B Advd 439070 0 1y 10 BREL GTE IR P T F
FE o B Y B 05 B AT ARIEE G LEDR R o
Fo 4-3 R A RS S (AR
& A
R
1 2 3 4 5 6 7 8 9 10
RQ2 100 | 698 | 145 | -032 | -118 | 032 | 203 | .081 | .189 | .065
o

:%’i” RQ4 183 | 777 | 08L | 051 | 019 | 125 | 094 | .093 | .112 | .09
RQ6 243 | 761 | 135 | 038 | 006 | 086 | -005 | 125 | 019 | .112
PU1 703 | 210 | 012 | 070 | -054 | 178 | 047 | 112 | 058 | .142
war PU2 J74 | 128 | 042 | 110 | -039 | 172 | 088 | .137 | 098 | 016
7 PU3 768 | 167 | -083 | .190 | -091 | 190 | .051 | .108 | -024 | -014
PU4 787 | 094 | -012 | 209 | -005 | .182 | -002 | .116 | .065 | .056
TS1 -082 | 208 | 682 | 047 | 081 | .004 | -009 | -062 | 064 | .190
3 TS2 151 | 114 | 834 | 055 | 058 | 086 | 122 | .147 | 062 | -069
R TS3 131 | 043 | 847 | 064 | 118 | 05 | 057 | .091 | .104 | -002
TS4 -093 | 147 | 745 | 088 | 209 | -026 | .009 | .020 | .167 | .117
ES2 149 | 213 | 132 | 062 | 063 | 001 | 029 | 617 | .138 | -005
EE ES3 044 | 125 | 181 | 027 | -003 | .105 | .101 | .768 | 003 | .057
Ap 2t ES4 195 | 258 | 243 | 079 | -019 | 077 | 059 | 651 | -160 | .102
ES5 098 | 152 | 035 | 097 | 174 | 110 | -203 | 711 | 123 | 076
g PWOML| 128 | -033 | 013 | 804 | 053 | 034 | 127 | 312 | -062 | .025
cRg  PWOM2 | 223 | 035 | 078 | 667 | 098 | .147 | 109 | .363 | -101 | .007
FRER  pwoms | 216 | 097 | 410 | 751 | 452 | o070 | 109 | 252 | -111 | 032
§ 5 NWOML| 154 | 141 | 036 | 004 | 079 | 799 | 099 | 131 | 016 | .111
v NWOM2 | 142 | 136 | 028 | -024 | 051 | 821 | 051 | 073 | 074 | .048
FHER  nwoms | 162 | 270 | 034 | 048 | 086 | 783 | -004 | 027 | 032 | 155
Gl1 -036 | 054 | -011 | 093 | 619 | 117 | 217 | .187 | 299 | -128

pend
) GI2 -161 | 114 | 025 | 071 | 708 | 014 | -031 | 250 | 259 | 011

PR
GI3 064 | 252 | 125 | 125 | 637 | 103 | 059 | 076 | 264 | -018
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+

4-3 () KRB A phis chd L

~
A
i

1 2 S 4 5 6 7 8 9 10
Ell -024 | 032 | 255 | 133 | 094 | -108 | .724 | -112 | .168 | -.026
(Lo sl e El2 065 | 025 | -080 | 088 | 159 | 021 | .749 | .048 | 325 | 028
pepeptde EI3 -166 | 121 | 039 | -005 | 162 | 074 | 706 | 229 | .355 | .114
El4 102 | 150 | 167 | -123 | 187 | 182 | 653 | 247 | 195 | .145
GP1 -063 | -028 | 088 | -032 | 211 | 072 | 194 | 110 | .094 | .746
pehls GP2 067 | 062 | 031 | 044 | -048 | 084 | 218 | -066 | .020 | .768
&=y GP3 093 | 033 | 107 | 052 | 027 | -029 | 319 | .024 | 101 | .736
GP4 024 | -022 | 050 | 023 | 176 | 087 | .189 | .140 | .062 | .738
EP1 d43 | -026 | A1 104 | 207 | 157 112 A59 | 714 | -.083

[Lig L
EP2 -073 | 108 | -018 | 065 | 334 | -034 | .071 | -052 | .761 | .022

T e
EP3 -011 | 020 | 053 | 157 | 249 | 002 | 147 | -034 | .766 | 117
jch: 2 B 12154 | 11111 | 8164 | 7616 | 7551 | 7402 | 6647 | 6181 | 5350 | 4771
AHAAEEEE | 12154 | 23266 | 31430 | 39046 | 4659 | 53998 | 60645 | 66826 | 72176 | 76947

S S I I N AR

gk > 2 1 % Kaiser ¥ A& v e Varimax ;2

KMO i& 0.859 ; Bartlett £} <_P-value=0.000

AT ARAELARR > ERFIE E R 0.6 AR A A

FALkR AR TR
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43 HRELBHEN

- B EIVRERE

BB AR Y RS SRR R A( AL TR R ) 2 R (2
7 BB %) o B b % dc(latent variable) ® > 3 FIR B RS T FY I EAD
%% #(latent independent variable) » & L7 ¥ g% ¢t 2 5 #c(unobserved exogenous
variable) » r2 & %7 5 3 T %% | 4 5 A& ik % dc(latent dependent variable) - # £
% ¥R M 4 % fic(unobserved endogenous variable) - v & T o A E R
(measurement variable) ® » ¥ g% b 2 REAE X Kl @ 7 EEF D 2 FE)
Hr Y %o

bipr BREY A TVREFON L RHELEY R L RN F VRS
P2 REnE X R ERM T X RS Y Ry 2 ERM T g
SAERR O E n XY pr B RETHEST M G
1 A B3 7R L FEE DG Ly &7
2. FPVERNAFHEATRERRZN L FEF O G Ny AT
3. FAVREBEPNIREEITVRERINFEF DM B AT

4, F VR4 QB VERSA SEFOM G U AX &7

}

5, AVEREN REEVREZON I REF MG My 7 o

_.\

",%"J oI fal bR 7z fAEA

1. ¥zt 4 $HcanfrE £ (measurement error) » 72 8 % T

BLRON 2 FEDFTEEL 0 e kT

3. FAVEEP A B TRIRMBEOALNFEREHRL > AT o
ok BB AR K Y o g IR L RER O BT REE NS B

Ak o AW AL TRIEHGY ) 8 TR 0 A s e T
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(—) BBt

RIR S - i ER R AR S A R R st o S AR T R
RKEPOE AR R R A2 )I*n; TR PR TR A
(confirmatory factor analysis ; CFA)fi-3¢ » 4 & §_ % »0 32§ P97 1 TR B LY

v

Hoefe B oo 1T LGPl R RSN AR AN e el kAT

X=A X &+6
Y=AY nte
HP bAXCAY #HEREXEEY B2 2 M GaiiEeL ;5641

AXNY g EL o

(=) BHS

SR S B & US4 M T (linear structural relationships)
ABRFEBARFE LA T M G B ORISR 0 2 R
ARSI RT 0 BRI R AR o T L R e

Eals el i IS S

n=I'&+ Bn+{
RIS TRER 2 N RSN ER 2 N SRR J 2 N
SR GOk N ECEL B R AN 2 REFF LN 2 R PR i
“E

R TAAREL  »E oo

AL BN A R £ 20 BREEEL S B2 ghe £ 15 B R

BHTE 2 0 vk 448k 45 57 o
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* 4-4 Bh¥¥ct

R E S
3 g P2 Rk
SRt MR R T BT LR
& Ay * Mt f o ERTAOTER
& @ T R N3t PR R g
Ey P BBAP IR Mg © P 1 e B P P

ns - P ol R
Ne : firds |47t

‘} 5 B = ;E%I.“l

% 4-5 ML Rdcd

ek 3 3
X % # Y %k
FHEET A XXy | TRGRECRATER S M YiYs
P ¥ g B3R X=Xy FiopReMmav iR,y B8 Y~V
T g RYIE Xg~Xy1 | 70 e e s | B og Y~Yo
Fagip il g I8 Xp~Xis | Tirds (e by 5 B2 g Y10~Y13
Fp e Wt B Y14~Y17
Firds (27 Wy ) B IE Yi1g~Y20

TR KR AP ER
A "1"'(%6"‘ gibt’%flr} Q'{? Fﬁg éﬁgﬁ Lé‘—*#%lﬂm _L*# _\‘7 Efé,, E]

bo§) 4-1 #on
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Yo || Y2 || Vs
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Y, \‘(5 Yo
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Bl 4-1 #5735 S HEaealE
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— - EEREEIRE

Host fe i RiRgenp oo L RJCE S o RFELm i LF R RRR

TR S F IR R RRAET T SL R ] o R

BEEd 2k &8 T 4 P ARk RS TNz ¥T e B i R T E ) > Bagozzi &
Yi (1988):% 5 & B jE Ak & fie i & (preliminary fit criteria) 22 & 48 -5\ e 1§ & (overall

model fit) k :& 7 =& o
(-) A pEER

& AR R ALY KRR GREL SR B~ 45 35% 1AL - Bagozzi & Vi
(1988)3n i i & eipTg AR 10T 2 37 ¢
1. #acg feii%d
BE B X B Y L 52 e 430011 3 067 & f L %8 % 6(R
% 4-6~47)-
2. WARBLFENTLE
14 8 ¥ gent B %30 3.29 > BEom iE 0.001 B F R (R & 4-6 ~ 4-7) o

3 Fou »ﬁ s g 1

o
—

&t Sl B R 430 0.01 3 0.06 0 EiE S crlic® IR 0 B A B
AEF FELRD(R 4 46~ 4-7) -

2 46 BEREXIELFEIE

Tk S Xy X; X3 Xy Xs Xs X Xs
FERE 0.36 0.20 0.19 011 0.13 011 0.12 0.67
el (0.03) 0.02) (©.02 (0.01) (0.01) (0.01) (0.01) (0.06)
tiEe 1061***  844*** 868+ 9547 Q81F* 878 931 11190
g’t’f—%ﬁ Xy X0 Xu Xp X3 Xia Xis
FERE 0.19 0.20 054 0.16 0.15 0.23 0.22
el (0.03) (0.03) (0.05) 0.02) 0.02) 0.02) 0.02)
tE 6.60***  7.37%* 1029%*F 845* 855F*F Q980  11.39%*
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LO4T BPRREY SnELgB e

ARl Bk Y1 Y, Y Y Ys Y Y7 Ys
FERE 0.18 0.13 011 0.16 0.16 011 0.25 0.25
s (0.02) (0.01) (0.01) 0.02) 0.02) 0.02) (0.03) (0.03)
tiE 997* 903  THE/AY 8O BTSHY 643¢ 890 9.69%**
ﬁ't}—%gt Yo Yo Yu Y1 Yi3 Yu Y5 Y
EEX 3 0.27 0.58 051 0.28 041 0.26 0.24 0.16
Ealas (0.03) (0.05) (0.05) (0.04) (0.04) (0.03) (0.02) (0.02)
tE 8.94***  1091** 935%*  6.59%**  984*%* Q40 QT70F*  BHOFH*
ek 33 Yy Yis Yo Y
FERE 0.23 049 041 0.33
el (0.03) (0.05) (0.05 (0.05)
tiE 9.06** 987 753 724

***p<0.001

TR KR AT ER

A

eI ES S A LRGN ER A ARG RS &

- WA R R
(=) Ernst g i

EEHEN R R AREE ) o AR R 0T S g £ RdpdR S e S(y
“Idf) ~ e B 4p HR(GFI) ~ 3 518 fe i & 49 ¥ (AGFI) ~ 5% £ T = $3(RMR) ~ {53 it
fie i 4p R (NFI) ~ v+ e if 35 (CFI) 22 1T i T 35T = 2384 (RMSEA) » k% E S 1
#3) ehpe if A (Good fit index) e

R{FFALFE > AP SREr BHAIfRER > 455 B ol ey
Bl e i pide B o MR L R fEd R BB o A R REA 2 BN et B
e 4-8 F% o
1.+ =3 @& (2 /df)

M A A Bfo AR F R AR o F]t o Hair, etal. (1998)iE ik re+ 2
(AR R TE R ER AR+ 2 F AR, A F BRI S R ARF o Rt 2
e F(F R R) A A3 SR AR - T2 S beE
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% 2.12(492.72/232) ~ 1.71(436.14/255) ~ 1.99(509.76/256) ~ 1.54(356.91/232) » 5%,
KR dan) o R
2. peip R AptR(GFI) 2 24 518 e it & 4p tR(AGFI)
fie if & 45 1%(Goodness-of-fit index ; GFI) % & fim & 32 3 5% “7it f2 R ch% £ &2
R Rt bl e ATy oV AR A E 08 A F L fe i & 4p H(adjusted
goodness-of- fit index ; AGFI) s #-fe if B g thiz p d & hficp b A 1S 9718 o 2
= dp ik
i &
it 0 A 0.90 1 F,T% Il FpREgaRE AT A - 2 e 2 GFlE4 % 5 091~

147 e i g3 B2l ofEfad 45 5 hskgg0 pljs

-E’V-@V

% o Hair, et al. (1998):% % GFI 22 AGFI { 0.80~0.89 2 F’“‘)]* 6T & TR ehfie

092-091-094> 7 AGFI &4 %] 5 0.88~0.89~0.88~0.91 5 32/t ® H 3 5
B i Pfeig R o
3. A LT- 1 (RMR)

7 4 - = 13(root mean square residual ; RMR) A3 7% £ 2. % £ ek ¥ T 5E
2T Fp e d AL B M BB GRIT 0 A AN R IR -
Hair, et al. (1998):%% RMR & % - » 0.05 A% #3iT O PlA% i o AT 7 H-A|- T v 2
RMR &~ %] 5 0.038 ~ 0.047 ~ 0.032 ~ 0.030 » 5:F 3|32 8 crofie if ¢ -

4. AR pe g 4p HR(NFI)

T2 it e g 4p #5-(normed fitindex ; NFD) A2 izt e+ = B8 p d R A
BREBZ )+ > B8 pd RApri e kod A BMEG A e R4
SORCES 0 TR S B g ok eyl ARG 05N 03 B e g A& (incremental fit) o i
¥ o NFI & 0.9 17+ A & & £4F 03] (Hair, etal,, 1998) - @ ~# 7 #3]- 1
INFIl &4 % 5 0940950940095 & 7|5 i froif et o
5. e 4p ¥(CFI)

CFl F g7 BaBEAEaEzrs @M AT E 2R T8y TR0
At P L+ 2 2 Feanddt o A CRI R & 0 0.9 T2 5 4Fehfieif B
(Hair, etal., 1998) - ##= 3 #-3]- 2w 0 CFl &4 % 5 0.97~0.98+0.97~0.98 > #%
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F P A i fraf iR o
6. iTu-T T3 4% L (RMSEA)

iT T 35T = 4322 X (root mean square error of approximation ; RMSEA) 7 < 4
A SRR R P § RMSEA AR > A7 313 & RAER o ¥
Browne & Cudeck (1993) 3% » £ 3% RMSEA ig J& - >+ 0.05 > e &_# -] >+ 0.08
gk T AR o AT A - T w2 RMSEA 4 % 5 0.052 ~ 0.049 -
0.050 ~0.042 > = H A F L RHE I T RS H 330 ok o

FHa o A e BRI RIp R AR 0 B R BIEGEREL
Rt & 4-8 ¢ o

%48 EHCYZ SR R A

Model x*/df GFI AGFI RMR NFI CFlI RMSEA feif |#%

A - ‘
5 ) 212 091 088 0.038 094 0097 0.052 i
(B e e pt pb )

A=
) o 171 092 089 0047 0.95 0.98 0.049 Ll
(et 2 5 B P 47)

A=

5 ) 199 091 088 0.032 094 097 0.050 Ll
(P i3 R pEdr)

Al

154 094 091 0030 0.95 0.98 0.042 Ll

(b 27 R PES)

FALKRIR AL IR

= BRERERBRE D

LB ES H o AT TR AP IGHERY 0 R f Bk 30~ 4b~6d A =

# (LB 4-2 1 45) o WAl S8 § Btk o R R 49 4rE o
() hBRFEDT G FRC RPT R

RS> A A AL 85 @ ARsFar

=1
*#
RIS
i

ey
el
S

W
(w

B SR F LR - r RS TR 6 R T ROT

W
)
F_‘-
&
o4
9
=
9
it}
=g

prd o Flpt o BK laEiE A o
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(1) 2 & BT MST RSP DS

PR NS B T I 6 RO MGOT GRS D SRR
My 2 B ZRFRE BT e R MOV ERENP DR T AN
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Fenl o B %%k o F]P > BX baEEAR
() &6 R BT GRS b (2R

RFSHE AL A LB E T 15 PR MDY R EFH P RER
Php 2 B > R F R o BET D G R T MY R R e Y 5 Ak
Fehl e Bk o Tt 0 Bk Bh EE L 3F o
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