PRAAIAT mﬁw@ﬂ&1wﬁ%$=
REE S 2.3 83k

Service Innovation, Service Value, and Brand Relationship

Quality: The Moderating Effect of the Customer Orientation
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Abstract

This research aims at whether service value would be promoted by moderating effect
of customer orientation into service innovation, and then it would affect the
interrelationship among brand relationship quality, positive word-of-mouth, and brand
commitment. Besides, the research also discusses about whether brand relationship
quality affects customer’s brand commitment and positive word-of-mouth. The
empirical context is provided by a case study of xxx Beauty Spa Industry. With the
effective response rate 281 out of 282, we examine the effects of the research. A lot of
exiting research argues that service innovation would positively promote service value,
and fails to consider whether customer orientation interferes in the promotion of
service value. As it is competitive on the market of beauty industry, this research
makes a deep investigation on whether service value promotes brand relationship
quality, and consequently customers make a brand commitment. We find that service
innovation positively affects service value; customer orientation positively adjusts the
relationship between service innovation and service value; service value positively
affects positive word-of-mouth, brand relationship quality, and brand commitment;
and brand relationship quality positively affects positive word-of-mouth and brand
commitment.

Keywords: service innovation, customer orientation, service value, brand relationship
quality, positive word of mouth, and brand commitment.
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RHFASERDE R FF LA R BAp e g BN ) R R

R R OB R TS R L o ¢ TR (2004)5 # S 2 EE
B Rt B RARE Rl R 0D S ADERE R S A e

AAFREE > A R v GBS

FR g2 B EHSRRE L F a0 2 HE v
o ?“@?@%%%%i%ﬁ{#%?ﬂ?uﬁ;%ﬁ%ﬁ@ﬁ%i—%&
(Brownetal,2005) - 2743 ? > v MBFIApFER D a2 AR L FH
BT o HEBY A - AL L ARBMEERIH FFFE L
PiFFEAE £ &4 d (Harrison-Walker, 2001; Katz & Lazarsfeld, 1955) - #if
SR T A C R AREEM G TR £ & 5k s (Brownetal, 2005) - ]
FEBRT BBADERI R FRAFLER D J P FRFEAL IO

(Del Rio et al., 2001; Kim et al., 2001; Kuenzel & Halliday, 2008) - ¥ % HLdp

3

FRFwk-BEF RERELT I FF ooV PREREF AL AP S
THEREPELEAL L FE T 9 oM (Bhattacharya & Sen, 2003) - F i+ 2
2Fk N (2007) AR ER O BEER ﬁiﬁs’ | v R g iAo P R E
MR AR F B W AHhE, R B s oM. AT % Tudkej, Golob,

and Podnar (2011) #*+8 E 2 7 7 RFFE o v M o

5

~ B O

=4

=

SRS A g R ARG AT I A AR SR B oS

B erfd f,’ﬁ%‘u&% oA A enRg Tk - & (Blackston, 1993) 5 Fournier (1998) 3%

FRHENLFR qm»mﬁﬁ’@ﬁiﬂﬁ@%ﬁ%w%¢%ﬁ°ﬁﬁﬁé
Bl @ SRR A R R R A SRR R AL T
(0 3% % F fowu% @ e0Bg % (Fournier, 1998) - Blackston (2000) 35 » &

#%ﬁ# FRE LB M T B i 7 okl G AP A B GRd - %
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FIAF SR PR C 3R Ao 7 S AR S o AT BT RE G A

(D& 2 QS s -

I FH L B G S A E#%E#r%#ﬂ?iﬁ'%jﬁiﬁ“ﬁﬂ% B I 3F

i

-

S 02 B g R ehdend FF R E AR AR R Y s TRA g B

—

hE g &= o Fournier (1998) 4 S M 5 2 2 AR MR T A
AFRAEDIG LI TR ERDNEREYMN BT F UM BT
BEERARE LT D o fomi 2 B entp it fib > TR SW0 8350 MR
S RE DR BREE RIS EN LT BN HER s 2R

FHEB REY o T AR M G e R A .

Fournier (1998) 2t ¥ Hinde (1995) sivem Bk 3 B 1) &g B (323 5 #-3) 5 & &
e R enbE Tk A = 15 fAAg Al - & £ 45 4F) (arranged marriages) -~ F i@ P %
(casual friends / buddies) ~ if 145 4F] (marriages of convenience) ~ Kz chg) &
(committed partnerships) ~+4#F % (best friends) ~ % 4 % & (compartmentalized
friends) ~ # 2 (kinships) ~ F 38 2 i % B % (rebounds/avoidance-driven
relationships) ~3% 3 p¥# e0% & (childhood friendships) ~ 4% & % (courtships) -
&4 B 7% (dependencies) ~ — &R % (flings) ~ gc& (enmities) ~ 2% & 1
(secret affairs) ~ 4 LB % (enslavements) - Fournierfe pF345 iz 15 #&4) i >

- H N &M S (Brand Relationship Quality; BRQ) 7 6 = 5

1. & 2% (love and passion) @ &M B tad%ag 7] > ARG ek fRA p A A B
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AR GRNEFERE > G EAEF  w RS ALL o Tl M R
AR R AR -

2. p#mEigy (selfconnection) o & 4p B Tk 5B L4 g;g,ﬁ%"ﬁ}gx
Ip M R FFREE S0P R E Ed Flpt g g Aehd
£ o

3. I 4pikig (interdependence) : ¥ d I daEF i £ E P AT A MY
'éfr-r"?‘rmT BARR o

4. 1 A K3 (commitment) R RARSE LR Y fgﬂ’ﬁ AR B 5
MARFE REVFFRALFFORY Z R FFREL T E R
I - BB e

5. Mifg (intimacy) @ &WMGBETHZ §AIRBE  FFFAL
SEE R TRAGSEEEE L A S adFARY o

6. P& F (brand partner quality) i) f FRE 0 W S M RS

£d ¢ > Har i eI o LT AP A A gl

D SHEFRJFHRINFE - EL - HRAUMIR -
2) FRAFELF VAL TR TR

3) R FAL S e MR SRR -

4) FEEFRGEME e PR RDT L -

5) WREWRAEMESEEFLT

O L NN R T R R e S S L RS

AR A AR B P GATRE R ERHSNLARRR AR

Smit, Bronner, and Tolboom (2007) 7% & 2 & & 7 k- g S M & -
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P2

L
gy

KELZTFAPSREEE R PG HZF M GEFT L K¢

)

BV - BT o AM 4 ? > Morganand Hunt (1994) 45 ) > kg 2 4

BAZ Flafa- BEEMG P BE4 L AP TEM BRI TR A EAIRE

RREEFL TS F o §HEASTREGIRBFEL I e R -
i< - Agrawal and Maheswaran (2005) 4p & & KGEAR TR TS MR Y

2R ERE TR GFHMAPRA XY AN R EARPERFR G b2 - 3T

# ko F A AR R ARG 0 FpRGES B ILE MY A E LA o

= Berry and Parasuraman (1991) %3 > fp £ &2 & £ ehhf 24 7 R & 2 KFEeh o
¥ ¢ Schultz (2004) 25 S -ReEF P FMBAEE L B AL R A4S &
MIEE DA F 22— o Flt o 2 B GRS

e AR RF 2 AR ER AT REEE X BN E I A2 B
¢ (Delgado Ballester, 2001) - @ Warrington and Soyeon (2000) % & & » &2 &

WMARFEDOM BFEFAL Y RS SRR E SR L AT RS S R A

BEZ R ehbd % o Bainbridge (1997) $Hk#eh T3

¥
&
S

g

3
EAPe s Pl BEEEL T R 2RRE PREATIRBICE 5

Evanschitzky et al. (2006) #PRIxBE %@ > R LK ap H5 R ¥-KE o



BEEL I I R AGELL R LR ) 8 A FH DG
Fd gAfoct® g | M GA2 ik HRHAA T hRE s 4P > S
FEER R Rl o 3 AR foliE & A {#F A P8 ¥4 Pillai
and Goldsmith (2008) &%t 2 52 Al fo &M% R EH &0 & @ PR3
BE* AL HEL ARER L EAHE L ARELT ARG n 5 7]
BFIo pERPERT 0 BRI O I oK EHET AR ;g.:ﬁ TR iR
3. o AF7 7 x5 Evanschitzky et al. (2006) 4= Pillai and Goldsmith (2008) = i&#=

TPEEOREFENE R AT FENE -

= S PRARBIFT S RIEW B AL E e

Bolton (1997) 4p &t & ¥ G ATHIRIFE P> TR g R g F L H > FS
F g o —‘kr‘r’“‘]‘ﬁ BEEHB o ED BB LR o Bilderbeek et
al. (1998) # 11 PRAx£IAT® B G o H ¢ RTPRGE@IE k AAePRIE T EAL G LA
BT [ R g AP 2 e FI A R F B R W
me > Be PR SR FHA A A X AERYT R R FEATRIE T
YR A B (blde @ R pr N eh ke PRSP w s Rdpahide) A EtE R R

F Rk R R R A A

PRAE T P A R FIPRAEFH ~ AR & A B R o SER RIS 4 0 (e
& iﬁ'%’f—*ﬁ (IR Q=7 F AR I —*Ff“rf X 3 PRI mr g Fl@
Boltonand Drew (1991) 4 213 % & g HEE ) F 8 | D A R e
Boood AR ATIRIF G IE eI s & % MR ATIRAMR A hA 4 R ATH g
BEd BHEG TP T AT LIRS  RIFAIATR A 0 g R R BT

LA BRGE
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Hy @ TIRGRAIFT, €2 B TIRIEG E o

~ B PRFA£1F74 > Bilderbeek etal. (1988) A frerp £ /o ¥ |1 0 £ £ R
AL T R TIIRTEDOPN F o dol BEIRIE o LI L B b hE Ui
®RTPRAF GRS I (e ERAF - ATM ~ THlRLFE) > =a ¥4

BB R E 2 BRI S o x RE Y 81 | hEGrE - Saxe and Weitz (1982)

>m Y

REMFEE LR S B A R AL TR f i Fa s R FT e
Lo RARE A AR R AR o H FAA S TH L R mET & Xk
EAFTRBERBREEBRLANP R R EFIHRT BRI EE o 7 JRIFY
BT AR 5 BE RV RORAR S R R R £ TR (Brady &

Robertson, 1999; Ostrom & lacobucci, 1995) » jRixf @ » 2 3 § &) § ¢ &

W AAF R b o A7 {E ek X 87 - % (Parasuraman & Grewal, 2000) -

Flt AT L A PRIFRI AT R BEAE R e S AT Ap e € 5

WP A RLF AR AU AT A B

Hy @ TAEZ 8w 2o d & TIRAMAIRT, & TIRIAG & | 2 M (5 o

NCJRARRE S B TR SR GRS SR

Thaler (1985) PR7% 1 B E d & fisc* #rie > o w82 5 sch 02 EETH o
Parasuraman and Grewal (2000) f£ & % #c5 4 4p B e 3 > x Hf 7 S
ﬁ%m’mﬁﬁgp%m~u¥%m‘&*%m\@w%ximﬁ | A o % %
BOEE Y F S E b R R B ) g

- FASSRIBTEIOE LG v LR RN R EFIHASE PSR

)

¥ &

i

A4 TR amER (Bitner, 1990) ¢ i F T A § FIE AT A AL~
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IREFTEELEVETTRES EFE S PN S S S §
§OPRFEG B Y Rk SE @Y kA > RN G o AL AR S 0 FlA A

3B
Hy (TIRasG &, oo F 26 v/ -

Zeithaml (1988) %% i ¥ ﬁ ip BT A Sz BT

- ~ & = B (lower level attributes)
~ Mg =t inde (perceptions of lower level attributes)
~ B & =< 1 (higher level attributes)

\

W

R I e N AT ST - LY e LR LY T e Sy I F R
Fode B~ &M B4 42& o Blackston (2000) i 0 &4 B r"ﬁkv@éﬁ%l
B B AE 0 d - AFAFRRFR ~ e 5 AR ST e o Fournier
(1998) &M B T & F (brand relationship quality; BRQ) 42 %5 & & & (brand
partner quality) -5 * # 5| > J § F § £ HEW LT LG VR T G RAT I

PLS 7 BT M BN OORA LT FRNPBEpABRDELEE LT ¢
AR F L2 E R L e m s Bl o AT APk
(interdependence) -5 ¢ i A fos 2 B eI S S U2 B EA L o

TERAEKREA &MY w@ﬁ%%ﬁao

iﬁ»%jﬁﬁu«fﬁﬁzgfxg etk RN A B g e p o B I, §

g S ﬁ,m??ﬁﬁg P TR EMEE R L AT R AEE ek
At IR 0 S BRSO NR AT RS ST R

F] g 71\,}:’5‘ 'y S

Ho @ TIRASG &, 2o BB TRMM BT -
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Zeithaml (1988) &5 % A = BiL? v & &) § #5504 & & IR

B2 3= 7 o Parasuraman and Grewal (2000) # 1 n% 3 & 2§

e
ok
(8
&

BdE et B SR i RS o AIRAE A 0 f AR g RS AR

B X R LT EFR O RE ARSI M AR R ER T ER

ANEET LY S S RS NELEY

Blackston (2000) 2.5 » &% R f"‘f AR L B2 5 B i AR o fwé»a i

AR o B - TR Ao B AR A o LB SR M

R EET R8BS HEAFS o Jonesand Sasser (1995) 4p 1 > R Fg L

T
o

TEMRMEL PR R LY ORI AR T Wi om

]

o

padpl
LRFTAEY  RHTLFRRF LMY f?affbs ra F R BIELD G
v M (Ranaweera & Prabhu, 2003; Reichheld & Sasser, 1990) - #% i@ 2 (2001) &
WA P FHASER SR FF o TR RRES
BoURRP R ® T &) % 8L K o Fournier (1998) » 3 F| o oM B fhARE 0 )
FAEE B F R PR R R F R R T S T 2 e

TR



o8 RAATHRKR

AT TEFERE  GAEFIHY  FBEEIEHYEFEWEL RS
RIFTE PR S BB &M GEF ¢ <X3 JREE e TR o A 4 ERS L
2.?‘5’5%%??%5 PR A E A Rz Ao L s o F AT A ES i gk
o AN A B whanidg o TpF b 5o fmfiﬂiﬁﬂfa& JRE R IE RN
¥ ik ehspa B ?J‘!éi?f%a*%ﬁﬂ%# BRI R R A F IR A LT
FREMAH TREZ S GanB il 2R KRB B Ha p AR
5 T Tfe A 3 # AP B T 4L g7 > 2001 # 3 2006 & * H s pRAFF 4 %] 0

AL SRR ZIC R & EE R

w\

5= 2
Yo i i

R e E RS B X PR "‘f PRAREIFT2. % > e pRRE 4 2

BE e 5l

¥

1EEEBR S PE KR FI AT AR T XXX £ %
AP JRFF AL FHPFFLE TR LI FF ATRTIRARAIATE 50 R

SPRIEY B M R RS o A B R

AFETRT ARSI AN RLETR I T H RS XXX £%
FRETEEF LB E RSB TR IR 2 oY R
REE 588 It 2o RS ) AT B L BARHREERAAEE X
BFHE L 2012 # 37 8 p3 2012 £ 5% 4 p o wfeREEFF 282

o PUER Y hgorR S 1 o G ook SHn 281 6o word s 99.65% o

AR FRAA 3L R B@A GERR E 41~50 Rz Bty

Bt 4342% ;E 0 T del 2 K5 A 5ok 4342% »H 0 3 =

+

ThOE S Rt 3488% 5 G FF EMETIHIF 40,000~ 50,000 ek
=%

BlE v lBe® o by 2811% o H A E Ty 20,000 ~ 30,000 ~ e iE'J—*Ff ’
23
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Bt 2562% ;7 4~z 30,000 ~40,000 et F g o ik 3416% o (R

303-1 g A FRE)

3031 FF A FHEER

SRR T o T
£ ¥ 21~30 Fz2 48 17.08 %
31~40 B2 83 29.54 %
41~50 m2 & 122 43.42 %
50 ot 28 9.96 %
TinFEFH]? - X 18 6.41 %
CIEN 122 43.42 %
= =% 98 34.88 %
2 = 43 15.30 %
Loty £%/# 10,000 ~ 12T 15 5.34%
10,001 ~20,000 =~ 35 12.46 %
20,001 ~30,000 ~ 72 25.62 %
30,001 ~ 40,000 ~ 52 18.51 %
40,001 ~50,000 =~ 79 28.11 %
50,000 ~ it 19 6.76 %
T e a 30,000 ~m7 12 4.27 %
30,001 ~ 40,000 ~ 96 34.16 %
40,001 ~50,000 =~ 29 10.32 %
50,001 ~ 60,000 ~ 27 9.61%
60,001 ot 17 6.05 %
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¥o- 8 KFAFE

AFETHURERIEFELIL R EXRFEL S e BIA S 5 - e 5 TR

J
R TEME BT o s ST AL TARTHR
REDFER AL RHAM 2 R FEE L B RF AT L DT R S UD
i AR AR BRI 24 (Likert) - BRE A 2 N EgE o T2t

=
N
:3'\_"

LR TRAFRRL P RZLES L AT Ao

h—t

FERRED AR PR E ST BAR SRS L S LELL
AREIIRR s ARTE MR B G e 10 AR R R FERD kv ol
10 & F e e 5 100% - ¥THEG foR TR T E R o Jfd BRI g T

B auER 0 BF S XB I 0 2AE N (R )
— ~RARAIET

AETARFHFFE T AT AR EF TR EGIRBAIATE S 0
BPRFE AT A A T o AFF§ iRy Jiménez ,and Valle

ol
TR B2 TR RIE RGFTEIRBLIAT T EHEFEMEZ R HE

4o g T 0 A g\.j\;_:r 2 p;zg.f'% mﬁ‘%%% .

f BEF S f SRR T A f R Mt 05 2 LR 1 0 S B

~

wh O RFZHEFERE (LA 32 FEREZ 2}{?‘)]%)

PR R F AT RER IS IRIEY E 0 AR S 45 Ruizetal.
%

B2 FFE B REFFE THFEFEMEL G T LR

N

)‘1\



SPRIER BB TAE > AN EFE £ & o FIEN - el o &3

Ve %E@—’::E i T8 o (EL %\* 3-2 @5—:& e 78 2 7/;&;{; < }?FJ:)

O BREE FIRARRIATE S A F G e A LE»RLIAE RN
AFHH - anuspe §IRAIRT A3 # % Kimetal. (2011) #74 & 2

FERBERFTERALES -

BIEARFDFIR LR E FIR LR K 05 2480 16> - B

A EPTHEFRNT (B4 32 FREAL HY 2 )

FORBNPEEHYEESASSEBLT AL A g e
A dg 0 A8 3 6 % Tulkej, Golob, and Podnar (2011) =% & 2. =& F* 5%

REFRL G M FALR IO = B £ ZMEFER A (LA 32

o

ERNE 1Y

=

s B R ) fi’r‘%w’ B e L4 ans do b 2 4 R
5 OUE o AF7 3 6 % Smit, Bronner, and Tolboom (2007) #4 & 2. =& F* 5%

kg &M S

PIGAHEFNTRLFEE AR f B K 05 2480 16 > 0= 8
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A BT REEERIE o (B A 32 FEFIEZ 5T v‘/]%)

N Ho7, sy
SO ks

FORBEFENEL N P XHEW(EF PSR KRGE AT A
Evanschitzky et al. (2006) = Pillai and Goldsmith (2008) = iF# 3 @ $F3+-&

AT RN OFE R AR A HEFEME LR FEFA B A A

PIFFHEFNTRLFEE IR f R K 05 2480 16 > = 8

oA HPFZAFRNA - (L4 32 FRNFAL 54 2 )
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% 32 gFEEEZ 24 ;]%

Ay

YogEwR SAS &
o J
PRAE  AFE XXX f2d % f #renE 5~ F RS/ A& o Jiménez and Valle
BI3T A E XXX 3lieF f 3renE oy o~ FHELA o (2011)
AEE XXX B D FTeh £ F - 28RBS o
PRFE XXX FAg# i o Ruiz et al. (2008)

%

9

=

R I
o

Rt R

B
%:_,’

il

T AN EH Ty PPN
XXX & 2A9rid 4':771%’}1:}&:&—"7«&—)»:11:% B o

XXX $ & PRGpenp FE N B RAEE LA

PRAZF enF 7 FF 0 dosg 20 ¢ B i enE bF o
PRARA chE % R 4R BT FE A ‘"/Fiﬁﬁﬂ’? B
JRAFN DA R R R R DIRIR [ E N NE R .
PRARA hE FEF I bR o

PRARSCENE T ER A B R e B4 AN RGBT

Ao A HE XXX
Mg LA ke g Ad XXX ik e
Ao R BEH XXX 0 F B i

FAPIEE B A E TR SR
SRS AR B R R R
A4 & ’%g;;b “50

T LEF B LB W % o

ol l"lE'r‘r'”W A8 u]% lgﬁbbii\.— % o

, Bl Ay * TR & ;:Zkf:-*/'pr?' H oo

B AP o

A kAT BLER XXX BB 2W o
Afrznk XXX BB 5 o
AgEd EE XXX 2B E

E R A 5

Y OPRFE o

LW A3 PR AR o

Kim et al. (2011)

Tuskej, Golob, and
Podnar (2011)

Smit, Bronner, and
Tolboom (2007)

Evanschitzky et al.
(2006) 4= Pillai
and Goldsmith
(2008)
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¥z & THELH

*FTE Y SPSS17.0 fv Amos7.0 % M ML F R EA W fHTA

AT s R A T B SR F]F A 17 (confirmatory factor analysis) - kAR X5 7

Z_ 1
~

— N

lk:‘!"c

R A 4

TER IR HE- B MEFRERTINEE AL - RO T
GRARG - & FLEARM > &7 R Ipthan- REARF o AT LG

‘e & 5 & (composite reliability) #2 Cronbach’s o & 1% 5 7€ 3% » 2+ 4 47

S PR AP EARELIL 2 B A kAR PEL LT A %

I,‘io

1.  Cronbach’sa &z & A 4%

Cronbach’s o EAp g b — Ho & > (30 P B2 - Ribe FRARARF >
Pl T2 EAXM > P EET T L FARF OfE T e R P I - R
FE )03 c REAMEAREE 03 %2 07 2R 27 57VEX S F

B4 0.7 pFo Pl ® 2 A (Fornell, & Larcker, 1981) -

N
|

Rl
o
w

R AP - RES R FCREAF KA R
Rl RUEAEF o AT e 2 CR E% <20 07 Ml i DA R

(Fornell, & Larcker, 1981) = CR B sV 40T @

CR = (Loading)? /[ (SLoading) ° + Xerror ) ]
d & 34 v A2 IRGREIAT CR B =0.924  JRAFEE

9 CR & =0910 » fp £ w» e CR & =0938 » 2o v e CR & =
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0.867 - &% B

“7F e 2 CR ¥ 4% 0.7 » fcha & BHES e s i

& Fe CR @ =0.953 » &%k CR & =0.856 -

K e

AL S REM 0N (SEM) Kk HRIHER SR R FR AR R ) o B0

feif B g Ao B TS B2 - Ripehiz i -
feig 4p 1% > Hairetal. (1988) %5

A dt 2] %7 o X577 S PR Bagozziand Yi (1988) $4iE 7

SEM i 3% %

% e RS

% Sl Rt T SRR T

ﬁm#iﬁ%%,u£

Bentler and Chou (1987) 5+ = & 7 (y2/ df) iR i %i& 7 R R Ao i B
B TR-H R 4ed 31 e
4033 FHMESARELEEFEE
feid 40 EHRE R
2 (Chi-square) Al g

21 df <3

Comparative fit index (CFI) >0.9

Goodness of fit index (GFI) >0.9

Incremental Fit Index (IFI) >0.9

Root Mean Square Error of Approximation (RMSEA) <0.08

1 F#3EF2 EA] o A HGY S PR ARE o - ALY RN TR g

GRS EEETE

EF T TR RN S E A ST SR P
BovvE ke TR R g fid 0 H oy
3 % & (Chin & Todd, 1995)

2. i & & 4ptk (goodness of fit index, GFI)
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X E iR R

ﬁ*%&’ﬁ&”\fﬁ%wkﬁg of"z"ﬂé"{:ﬂiﬁ
A R TE S

HAR] AR R E A AR B

Ly



Fednth o GFI @R 0 3 1 2@ > B @i 1 47 i
sfieif RARE > BV enfE a2 AXB 0 BPEFE . GFl Eax] 0 £
AW ERARL i ¥ 0 GFI>09 3 RRA 27 anF R 2
e B oo

3. AFtpe kit (adjust goodness of fitindex, AGFI) @~ &3 5 2
g pedpth o AGFI @5 GFI @7 dhpd K- @ FHAG RS
5 fie ﬁifﬁﬁﬂiﬁ%f_ﬁ_o— S e, ,§—*Ffﬁ ¥ 12 AGFI>09 5 A#&

T st feit BT Rk

4. vt G fedg B (comparative fit index, CFI) & - f&zc 2 3% a7 NFI 4p %
B BATR A DR LE AR RS DR o o R Y &
Beehre f 5750 CFl dpih @ARRT 1 > & T AR A3 reeed 2847 |2
e42 & (noncentrality) o i@ % 12 CFI>0.9 2 3P 58 enfiesf R R E o

5. BrEA £ 397 oL > 42 (root mean square error of approximation,
RMSEA) @ RMSEA L& £ -T2 f0ehiz2+ » SRR A £ hT ol
S B R e R 0 B OEAR ) Ao fe R AR o W ¥ Y

RMSEA<0.1 4 7 #4&% -

o HRE TR AT RIE R B ded 3-4 955 1 X2 (035 = 486.382
X*/df=2.070 ; CFI=0.960 : GFI=0.874 ; IFI=0.960 : RMSEA=
0.062) o d Fifteth TP VA AT EEES X2 /df 5 2070 5 @
Lop3r 3 ¢hiEE; CFl % 0960 - IFI 5 0.960 »% <+ 09 : GFI %

0.874 43 09 : RMSEA 3 0.062 - -] 0.08 - & &% i -

SRR Fas AP 2 ARG ARRE Y B ERHRE K

Wa 2 AFELOREFNERRTEF L4 2FafRir  I- BV &
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6. PEPTREINMNTFIEE FE2ZEF LB TIHEE HB-F (average
variance extracted, AVE) &7 78 » AVE @ H A5 B4 FHkyt L B
PIERIE TR AN 4 > HEARB A7 H ¥ BB R
(convergent validity) - # & g <3 0.5 $4+ (Fornall & Larcker,

1981) o AVE 2 {de

AVE =3Loading’ / ( XLoading’ + Xerror )

d & 34 e 2 %REMATE TR AT oo JRIFAIAT AVE=0.803 -
JRi+% & AVE=0.716 - fEZ %w» AVE=075 >t & v AVE=0685 - &

W& AVE=0771 » &4 -k AVE=0.666 -

B R T @ A7 L BiEs TR f R EHE gy -LE (p<0.001) -
27 LR G LG kTR o s> Fli AVE AR E R A LRI ARF
TR TR A Y LR 2 AVE B35 30 05 Uk s R A2

F B UAF TR o
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%34 i 2 BRI T Gk A

#oE - 7

o R IE I CR AVE
PRF%£]#7 (Cronbach’s o = 0.922) 0.924 0.803
AFE XXX i3 E s ERIRF AR 0.906***

A E XXX 5ligr 5 ATenE R FHEA 0.936%**

AFE XXX B NFreh 2% ~ 28 RIAER o 0.844***

JRi% 1 & (Cronbach’s o = 0.908) 0.910 0.716
XXX A2 #71E - 0.834***

AFGERT U R R F Aot SRR o 0.869***

XXX 3 295 i ) hif gk ks enif @ o 0.893***

XXX & B PRG3p FE AL G REEE Do 0.785%**

RE % ¥ (Cronbach’s a = 0.941) 0.938 0.75
JRIFN enE T wg A d Bifend 4 oo 0.867***

PRAZA cnd F B 4% e 1 AR A SPRIFDT I o 0.849***
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