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A Study of Consumers’ Intention to Purchase Private Brand
Products: The Moderating Roles of Country-of-Origin

Image and Product Category
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Abstract

This study reviews the relevant literature and examines the factors of store image,
consumer innovativeness, and word of mouth (WoM) reputation that influence
consumer perceived risks, attitudes towards private brands, and analyze the influence
on purchase intention for private brands. Finally, this study looks at whether the image
of the country-of-origin and product type moderates the effects of perceived risk and
attitude towards or purchase intention for private brands. The population for this study
includes consumers who have actually purchased private brands. A total of 410
questionnaires were distributed with 403 valid questionnaires collected. The study
found that store image has a negative influence on perceived risk and a positive
influence on consumer attitudes toward private brands. Consumer innovativeness and
WOoM reputation has a positive influence on attitudes toward private brands, but there
were no significant influence on perceived risk. Perceived risk and attitude toward
private brands have significant influences on purchase intention. Finally, the image of
the country-of-origin and product category has a negative moderating influence on the
effect of consumer perceived risk on purchase intention, but has no significant
moderating influence on the effect of attitudes towards private brands on purchase

intention.

Keywords: Private brands, store image, consumer innovativeness, word of mouth,

perceived risk, attitude, purchase intention, country-of-origin image, product category
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WA iRk g BEREFER AR T e and 52 PRAA(Ahmad, Vveinhardt, and Ahmed,
2014) » ¢+ *F >'Bughin, Doogan, and Vetvik(2010)c#= 5 % 3 > fef7 BEE A K ¥
vR B T 20-50% 0 A A AQIE T R S s B4 L

CRBHERTIFFES oG AR FIERAD SHB AR T F
St AcE T OkR G F (A dEad (- )EHARL i v
B EERENT A TR T A PR ELEPEE AR o (2 )RR % R
o BAERARIETAAE Pt F o (Z)H s TARAAAL A RS 2 D40
ik oo p i _Murray (1991) -4t oM B3 T 2 (5 0 TG F R EAS
TR AR ERETOIRBTFT o { e 3P A 4 2 B eiE sl
(Zeithaml, Parasuraman and Berry,1993) o ¥ — % & > = § - EF 7305 > LA B
S m—}EI o FERBES LY —g 7% ¥ ac 49 £lig { ~ ad (Woodside and
Delozier,1976) - Myers and Reynolds(1967)% 4 - m# % » # i) § # € F15 7 /&

TpLenSrRd Y B A G AR &
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®
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§ £ ¥ PR g5 - 5k (Venkatesan, 1966)

(% =) v/ B

it
¥ 12  (Receivers) B A
% #% % (Communicators) L R -
3 ¥ (Interaction) 1%1> 3 R=cehs &
A 3 (Communication) Lwm e RT 0 Bd HEkEE
BHEERREERLD S CRRL e SR I

7L kR - Higie, RUA, Feick, L. F.,, & Price, L. L. (1987). Types and amount of
word-of-mouth communications about retailers. Journal of Retailing, 63(3), 260-278.

ST TS SR ¥
R YRR ATAROFERE R F R IR G R0 R AT
o R HEEETANE o BB A - B E R R
L A SR PRIAIELE D R T .,,ﬁﬂ*ﬁggj\L@mrm.g%j\ ﬂf
# & *& (Buttle, 1998; De Bruyn and Lilien, 2008) » Perry and Hamm(1969) 1 45 ' %
W?ﬁ\ﬂfﬁmﬁﬁ&%ﬁwbﬂgmﬁmW®aﬁ“@@%mAmuW%w
L' > Roselius(1971)™ 355 fpd - M W4 > o Fles ) fg e AL 5
5 iﬂ’aﬁ: A Ed TR BEGS N W R A S B MY A Kb R

(Garner, 1986) » Flut i & b i F ¥ ik o A PT IHEDLTER

H5: v @ idig sty 7 —"szr'ﬁ& G R e B

]
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- BRI M EHAESE R RET JIOTR S MR A5
JEi%(Maxham, 2001) - +245 Murphy, Mascardo, and Benckendorff (2007)45 & » i}

PHOBRZ 2 XIS PO ALt BE s PEd c R BREE Y o7 5

=
9
ot

=

VR EFE R AP g T i § &I % i & (Sweeney, Soutar,

B
and Mazzarol, 2008; Alam and Yasin, 2010) > Herr et al.(1991)sr#= 3 » B 7 > —
AT R E T e G oo B 0 iR 0 Bone(1995)» #IRT] 0 I e e

g o

kit
it

S
TR e R A AT R A E R T
o AP T AT B

HE: v # i sty § ¥ hp § SMER G T WP -

¥ & BHEIW

MY AR TR Y FREZAASLI Tl 5 LRS- 270
FHRME 2 AR o B ARG AR SRR R R R 7 2 (Dodds,
Monroe, and Grewal, 1991) -
(-)=%h'& A7 SWERERE LA

W RS MR R F A PR PR G Sl B R E

(Richardson et al., 1996; Ailawadi et al., 2001) » #§ 8 £ § @03 X A 4 hg
“7 & 8 ehg& b ¢ (Lichtenstein et al., 1993) » % ’”ﬁf A | S gA
Forngruemnpig EaRA PR ERTELR . ¥-26 > 73 F
HAL R G op 7 &M HE L B HM % (Delvecchio, 2001; Liljander etal.,
2009) - Batra and Sinha(2000) 2 Richardson et al.(1994) % & 7 w4 b & 3323 # &
MR A & A S ah(T 5 AL & 0 Batraand Sinha(2000) i 35 i F T i -4
FHEFRER GO F RT3 5 04 FF AT EP LR G

v

PLE R B enE: ZB(Mieres, Martin,and Gutiérrez,2006; Liljander et al., 2009) > # 3% &
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TR RE- BER DA F IR f R E RO E ST A AR

(Forsythe and Shi, 2003; Grewal,Gotlieb ,and Marmorstein, 1994;Sweeney, Soutar,

and Johnson, 1999) - Liljander et al.(2009) 1§ 4~ 3§ ~ &7 if i F 412005 p 7
WA SRR G € f e B 7 S eEE L B Diallo(2012) 7 3% ) Ao

BB SMPEY B €7 24§ R T AT R T B

-S‘H\\P,

b
yu
o
b
=g

7. &% h Kﬁé’r’hﬁ?'ﬁ Gl

Evan, Christiansen, and Gill(1996):%. 5 i # JF’{ AT R § P A
Fis @ FRalif i p F it Re LS RAE RN 6 LG RE R
G Ft 3 B R B &R (Kamins and Marks, 1991) >t b > TRA(Theory of
Reasoned Action)#* TPB(Theory of Planned Behavior) % %5 ij <hji & § £ 4%
P8 et L AR RS B2 888 P eplk B (3 5 0 Bouhlel, Mzoughi, Ghachem, and
Negra (2010) { s& - #Hendp N> W R Henfa R g EREFY 7 F b f L8> &
25 B¥Foor » B %o Burtonetal(1998)~ #F R3] > pF EMOER € 1w BT
A N2 X AR SRR CF - AR AR 1 = SR QA8 10, N et ol
v R R R F R R R AR PR A

WG T EFHEMEE 75 (Ajzen, 1991) o T‘«E'\;;u SALAE 1D - S

-
~=i
A
ﬁ
3

P Bk 2R R —gﬁg At Ragls S N R ) %‘é”ﬁ?éé}ﬁvﬁi%
LRI e ¥ XHASOME LY #¢ £ » (Chen, 2007; Garretson
et al., 2002; Shim, Eastlick, Lotz, and Warrington, 2001) » ] s & F it % X h

AgE S AT UKD T EK
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R /ﬁ'lﬁ]q ?4

- aitoflo Wi A SO T2 FRRRF f e A saeg o

Ozsomer and Cavusgil(1991):3. % KRR 5 = 2 B3Nt > A g B > 974 &
A S sd B s g 2 £ ERA 4 mE o F]t o Essoussi and Merunka,
(2007)#- % % B4 % (Country-of-Origin Image) ¥ & & " f & #u* Bl 7 ¢ ~ 2
g EARFR IR AEVRERE  BEE ASDRR S & 7 F R

HR 2 L2 B2 60 4 el 0 5 F AR BB F - R

EREAILE Y S ao E A Y SRIERIAS S SR S SRR I S
i ff 2 7 5 (Nagashima, 1977) » 4 @38 » kR B3 &4 il L) § ¥ 35 4+

TR RE A& &gz 2 g% (Zhukov, Bhuiyan, and Ullah, 2015; Rezvani,
Shenyari, Dehkordi, Salehi, Nahid, and Soleimani, 2012) - Roth and Romeo(1992) <17
LT N RE R ASORIRREA R kSR TR A5 LY Fla & X
HRFN FHORERERE B AR

F— 3G 0 1730 #& oAl ki Bt LEEE NIRRT 0 B
A EE S [ Gl RHE X LB P PR R S TR R
L F o LR EA TR PR RS A AR R AE DY 2 F P ETH
oo s A EREY S s K o "Madein”- 3R L AR ARG N K HA &7
fF 2 i FRMEPORGE R RIRRA) R M R F R S A
ARE Y AR KRB ) % 1T S ¥ A &5 0k d (Reardon, et al.,
2005) > MRS WP T KRBT S A B A S BRI R
B ol ko md 4K BMWs~ 2 BiF B & SONY # (Cleeren, Dekimpe, and
Helsen, 2008; Zhukov et al., 2015) -

Flpt oo A DTS H-P o }';;/}J ‘—‘kmﬁf_g 33, ‘*;",’T\J, R4S e e fggn\?b"#
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EEOARRI O F F N RRRA) % TS A& & o= & R (Essoussi and
Merunka, 2007) » Paswan and Sharma(2004):% & » $3) § & ki > 7 3% &4 o
KAREALR 0 AL FF R RRRS BRI Y% F 20 F
FEAFEHSMORRRA R B P REEHRARY RO IS E LT 5
Moo Ft o KRB R R i) B ﬂpllpzirﬁFRz}FI:hﬁgiﬁTzimé—g
(Chung, 1995) - Ozretic-Dosen, Skare, and Krupka(2007) { #& 1 5 = f& i FIE R
FAH KRR G A S TIEY 0 () S RIR R EF R R

WRGEASORREZ FELAE S ()] A BRI 4 T A e ik

B R i A et RS IE RO (2) ] 5 KRR A
CREEE SR S GEES ey B SN O LIER R .5 SR RN &y
AF T AMETI R 2 FRFOE B A&

ERER N ORIR R R At S B St e NS I B R I

BHLGF R AR ASERFCOR T R AREL S 2 % 20 2]
& Pehiie £ h e 4 (Zhukov et al., 2015) - Liefeld (1993)%g 7+ * ik B A
FERFI P AHASEETZE DM GanEh  f § FRNMEE AR FA
kBN R RA AR RE AT A ERY G A FREL ST A M 2R
A &g 8 4 s (Alden, 1993) » Ahmed, Johnson, Ling, Fang, and Hui (2002)
R ORMORIRR % LAk F Y R FEHME A5 L R R k(LM
and Darley, 1997) » ¥ 2 KRB % o' Ko h'é i1 - BER et & >
e FARARRRE G RASDRE W T H TN g HASRE I F ol
B o FltfdF ch kR RA % § 55 0 A 2 B el (Alden, 1993) o 2 i %
AT ORI
HO9a: RREA) % 2 WApFIT o o TR FHFHEL G &

WA ST DA Sk o
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v

ESRIE ROk A CERARET R FHASPRRALT
¢ X Il A Sk iR B AR Z(Juric and Worsley, 1998) » 1235 Hong and Wyer(1989)
ST TR KRR R G ERBFY R AR TR R A AT R g
SFARER R LY 0 KRR R FE T - BE S
R TRE - BRSNS e i R 0 R
mEEEF - BRI - BRI iﬂ’?ﬁ-‘ﬁ%&é}ﬁ'ﬂﬁ?ﬁ;& »2Rm Kk
R g A Sn@ ST A 4 1o i B 305 T e 7 F e
ek & (Zhukov et at., 2015) - Ahmed et al.(2002) [ 22 5 > £ ek R KA gng
PRFFFEHERORE FIZPRERIER LS ORRE LU 2R A 5
Zhukov etal. (2015) ) s3] » RiRMEA; 97 & LY 3 FHEF SO A 0 ©
c 39 1 R —‘F‘, et B E AR 0 4t ¢k > Chao, Wiihrer, and Werani (2005)45

= »

Mo KRR R FUF SRR FFHES RS R AR
iy RFF 0 BE H KRB AP E DR Fo AT R i PR RE
U e M R HASOME LR PR HRIRRA) % § RS F 2B
B % o (Thorelli, Lim, and Ye, 1989) > FJut &= & it & 4 » 24 iF 7 r0 e ) 0 F K
HOb : % im B2 % 2 BIARERT 2% > €0 v+ § Fenp § SR ER A
7 SR R R ok o

]
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548 A&

American Marketing Association (1948)%4 i f1| & % iF -4 B 177 Tk 0
11 & (Convenience goods)it € & & if f f % 3 A S~ BT H IRt £ &L
PER LYy 4 chig F (LR (Holton, 1958) » 4420 ot 37 A - chiff § f 3> 2df
AEATH S foh o] o T AR T F A AV R IEEE & AR
% (Murphy and Enis, 1986) > { fl& A & & 2 p ¥ * S ##E LA 5~ § 51
4 ~ & &~ v 4% (Murphy and Enis, 1986) » &2 i {1 &4p F h4 &1 L E R
#-(Shopping goods) » # ¢ Ff# 8 1 g3 & &b i 1 5l - kS ahiE
fom PR de- KFENEREMEY e Z HE RS T B2 b £ F (Handy and
Clifton, 2001) » $$>* PR S 45 & Honif § F Ao d VR PR R PR £ &2
(E L RS LR P B A RS e), R N L g) N
' % (Holton, 1958) » gt ¢t » s p Koo § K H BER 7 5 2 B 300 ] & enif fhpt
BoFlAe P RA S RE Dk e TR R A ETNE REER LG F R
% A& 5-(Thirumalai and Sinha, 2005) » i PES-cnA @ 27 8 ~ 2 PR~ RE ~ K
% % (Murphy and Enis, 1986) -

RS R ch S P CRUR AT RS TR b I R e R
¢ & = 7 (Batra and Sinha, 2000; Quelch and Harding, 1996; Raju, Sethuraman, and
Dhar, 1995; DelVecchio, 2001) » & * H X L erfe B » € S F A S W72 B A 3
#+ £ B (Hoch and Banerji, 1993) > 1245 Nielsen (2005)&:3 % &1 > % B 3¢ -
B oS eTAe e s? o A BRI 2 L e s A W) E 9 5 (Dairy) 0 ik

40.4%:04 & 4F > B = 5 228 &3 s b (Non-Food Grocery) » i 1 22.1% ¢4 &

%

N

% ik 8 5-(Frozen Foods) » 7 21.8%=n4 838 ; ¥ — * o - 4 & 4F F

v
Y

o
Yy Ellic= e n R e W 5 P ¥ * &(Gen Merch) o ik 14.4%:04) & 3F > & 4F
i @l &-(Packaged Meat) » 7 14.1%:4) & 48 - B 12 P ZUF)H 4c 2 (Alcoholic

Bevs) » Bk 0.9% 4 %%E
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RE NS S RS 3 u%m’ﬁ%ﬁ%*é¢§m%ﬁ%

pas

- A SR Blde 2 s SRR R E ! K’il‘/ﬂ?"ﬁ" HEF R ZR
L ehg SR Gldeh et R EHEETJILAEAS > 2 R RS R
(Bettman, 1974; Livesey and Lennon, 1978; DelVecchio, 2001) -
¥ - > % » Bhatnagar, Bell, Liang, Soriano, Nagy, and Dallman(2000) 7%= 7 *

Ma o g FTHE AR s Mg RipH A SN Fa g oTLw
Gonzalez-Benito and Martos-Partal (2012)= %5 > 3 § - %3 > 7 kb § chie
TR &€ <372 Ieehd S5 sl 4R 55 Kanungo and Jain(2004) 3¢ 344 b & % R
FABM g <P A SRR R T R AN IS E g o R g R
R R R YA G R X Bk gk s AR et ik o )

FHiigd B i f R RS e R o R 2 o aE R 0
PERETRRIGPERZ SR WF 2 TSR AR T § 'fq“ifls%—_

| &k

A
AR R 3ok ' & Bs € b B (Thirumalai and Sinha, 2005) > 5 & £ e

1}1\

2SR 2 R S R Sl b 6 AR e

-Enl
>q-
=0

FEPFHWASAL AT EF RGO EREDE B AT DA 5
RITRLINFRE ERLF L2 TR A &0 F ) F #0297 £ T
b e s § LR L (IS RN E MR g s A F 2 B o0 Tk (Murphy
and Enis, 1986) » gxif t H#e B R ¥R G SRR LA X I R A &
KT FI KRB Ldt%—gﬁﬂjj » VPV R L E SR

H10a: 2 &-47 %) i 11 5-4p 3t & CEET TR R F T RERGHA
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— R IS NREE O 2R F B A B FEF R AR (Wolf, 2005;

Chao, 2015) » Fl#* i) § F T JIILhE L € & » B P A & 0fi & (Berry et

al., 2002) - Michman(1974)sa5 % § & 4 R rEF 15 IV F 4 g s a

P EETRAASE ¥ - 25  EHSPZE{ AW a2 R
i3 (Pessemier, 1977) » F] 5 #1203 1 ¢ koo @ P 7 R0 d RF v B (S
§iER L E MY o 2 &(WoIf, 2005) » waif # H# A Sl & § % 51 H T 2
A4 oenid I Ar g2 B8 (Berry, Seider, and Grewal, 2002) - Dhar and Hoch(1997)#%

Flo A& §ERFEIFEG Sk A REFF 22§ FHE Y
€ F1A& S35 a3t I (Monroeand Krishnan, 1985) » Luchs et

al.(2010)» % %

ETIIS
[
A

MWl g ARt R i R 2 {7 50wt ¢ Byoungho and
Yong(2005) ™ 3.5 »if § FH P 3 &M A § £ T A &5 5] R 5 Chao(2015)
RECFNAFHNAS A LORRRER  FLBEA R THIRAS T F

G CAE FED EREEE S S S sy LA

¥

£ L RRL
MY AR HWEASOBAS LE Lo THIEPRTERS R A 2R
R TR oo TP AN R L TE ESR

H10b: 2 Sapsif fl St EmS € L o 2 ) FH¥ DR M R ¥ 5
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=% F3 i3

TR LT e e 2 s Bk AL RAT R F AR T
RAFERTNRAHP &R a2 BRA A RTPRFH T &
WPRER R XD KRR o hE Mr A S &R il J] 52 E A € S iE A

v

B2 Er o AP B EREAAY S

HLF B2 50 5 'fqsz‘—"%f)i’ﬁ"ﬁ e B
H2 B 07 B ) 3% R A e

H5: o B @454 § & e b G fow B8
HE:m B @34  Hehp § SMERT & o B
H7 o b ) R PR Y AT £ o 5

H8:p 7 &1 ik A 37 ¢

AN T S

HOb: % i B % % Bldp 3t = B gk 24f) P K n BB RS S WA S

H10: & 547 5 i flSAp ROt B S § f o S § F e h G0 F 5%
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=
&
b
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4
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o
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Fo8 RBEKTRFLEFE

AT RSP ST LR FAPM Y LT L SR AR R F R AR
G FE e R R LA LGER > F RSN AR Rk AR
ERR R L AR A S I L Y SRR S S Y $ SE IR E LS

2) 3 (Ew) #F o

(£2) BRE2 kv TAZ ik

iR B ied 2R %

R E s PP E RO A X R A2 @273 | (Janse van Noordwyk et al.,
¢ o L RA RO E K 6 e s 2006; Pan and Zinkhan, 2006;

B %
Van der Heijden and

\erhagen, 2004)

H 3 P o el AR AR L e
iEF AT Steenkamp et al. (1999)
PLE FFEAE 3 I A BN S

Efpt- BEFEOAHRY o d =55 A B 55

3

doo 2R N B 2 N - BRI A S
(Higie et al.1987; Westbrook,
il 2: 1 RPRFFBIEA T A B A P agh T Y K gk
1987)

o b Bauer(1960)

FREEHAST P22l omR & L aj R
R Ajzen(1991)

e T - 7 530G o

5

EA SN RE L P EMT A ST A Dodds et al. (1991)

FAKR A R
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B b

AREFFEERPNF EET

AR FFESRER SRS 2T REE

Semeijn et al. (2004)
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AEAITT FF o ok FRAT A

Manning, Bearden, and

Madden(1995)

s Bt E

Ao L Rgs AR A S P % R AR GuE R LG
MR PG SMASTER -

FALRIET S A SRR 0 A g

Uslu, Durmus, and

Tasdemir(2013)




URNERY R LR LR R-E Ly

(R H > RAR S JRIRE)

LRl &S R® 38 %
SRR VRS R -
Sl SEAE - By Sale gk R UL RE il
AR APRA PP R B ARE o
FHIP G EMA SR ARG KA AR

F bk

FEME S e .
APECHET TP ENE S RE B A (R
ANTP B R E)RE o

AECR P F RN S HA RS

’Eﬁl‘é I%:—j‘f o

EAF ST A Qo sk RN Y - EONE P U
£RPR o
A BOITEERT KBy 2 STHLE chp 9 7
r\—’.‘}. o

Stone and Gronhaug (1993)

~mbe
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=
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FHATE Rl ? > p g EREARLAD
e @I‘J$%ml% mm’*’i\igg EM eh

Burton, Lichtenstein,
Netemeyer, and Garretson
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FIE FrHR-APFEREERP

(-) BEp %
iPiiH%#éQE?%Q’QWéW%ﬁf\iﬂﬁ&riﬁAwu£

BRGE~FFHAFE v - FWEARAME R A2 E

FRRI o2t ?h s S IR G 2 A RAf B 0304 o B L E e o
DRSS ARV EA S > B2 R T RN R AT

e

Th

EApMASFERA L AT ASEY 2 EM T EF o P EAauE > 4
e BB > SR BB Aein (Feheers @ vert 5 SR 4 E X gL F
P R AR Y U N ARG A SR E 2 {5
HAF TR WL ASBAC-D % Au| L% K COSTCO ihwker ~ %
B COSTCO eni7 2 44 ~ » 4 € § b5 anhrt s S#E R BN B 72§ &
LRFERER -8 o AL RET T3 ot (Likert) - gt R §FE X
RIEHEFADRAARR  FFALYZ I A2FARL I PR FRAFL R

LFERFL -FR EFFL o RBELEILIL2T 1A -

(=) B Ep

I BRBEBAEFTORERFILTIRE BN R E T UG oeniFE AR
PLFERIEN F o HEARTANESS Ao FALARE S L4 £ 5w 30 0
e pl R %

AFT R A RIER Y F1 & A 172 (Factor Analysis) » 15 4 ena 38 3 305 dhdp B 12
(Item to Total Correlation) ~ Cronbach’s & i » H &% 4e (£ 37 ) #77 » B

B3 E IR 2 R
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(%7 ) R8s I8 ¥ 578 /p B 1£2 %2 Cronbach’s a 18

i Igp
¥+ P Cronbach’s «a
4P B
1-1 0.865
1-2 0.923
1-3 0.848
BRAE 1-4 0.888 0.972
1-5 0.945
1-6 0.940
1-7 0.880
2-1 0.953
2-2 0.956
2-3 0.954
i 3 % AT 0.984
2-4 0.952
2-5 0.927
2-6 0.932
3-1 0.858
3-2 0.885
o> Bt Eo 3-3 0.787 0.931
3-4 0.809
3-5 0.759
4-1 0.943
4-2 0.762 0.960
wFh %
4-3 0.902
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4-4 0.811
4-5 0.884
4-6 0.950
5-1 0.935
BT &HER 5-2 0.936
0.977
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(E)FE @ ge vt

AFTZPARFERTFEHEER AR SRR LR o AR SF T H
foioo A RRET MY A z’v’vi)i'%‘:—ﬁ N P ﬂ%ﬂ;g“f 7 s ¢ COSTCO #px
BT o~ 5S¢ 2w E R s BRI R )% GOOGLE &% se3k 3 i i % >
Hgxi ¥ pHp5:2005# 3" 553 2015 # 3 ¥ 125 » A=xK & X #3410
PRE BIEH Y T RN SR E D R 2) 0 B R S L 403 B vk

% 98.3% o

Fr g TR

AT B2 R AMOS 18.0 sz TR AT B F g d 7 st
P32 AR ET DM EApRE  Ea FAF L T8 ] B AT o
ALY T EF A G SR ] DR AE § R BIF RS R AT
BN EF A SWENE RS SERE ST &S IES ISEICEY 8

G R o AR ATERE i3S ke

1. &t o 47

=

Kot i a 45 Edg BTG ¢ e B FIOT LRI 2 fFa e F T A 2o
WORFTOR AT A AT ARG etk 2 FREFTHRER S AT

BT R AT S F A e (R ) AT e
2. TR AT

ERATE TR H RN E LT EG P R RN AR
#* Fl% § 4= £ (Factor loading) ~ ‘= & i /& (Composite Reliability, CR){v
Cronbach's @ & ehiific: k7 fR2#TRLRALR 2 WA A F & F »ch ot & adp ik
129 Hair, Anderson, Tatham, and Black (1998)7%= 7 223:& F1 % { 7 & & ~ *¢

0.5 > Bagozzi and Yi(1988)#= 7 2k e & i3 R(CR) JE <3t 0.7 1+ 4§ & >
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Cronbach's @ § 7% ¢ 4% B+ 32 0.7 12+ % 7 R¥cF E P 30— KRR o
3R A4
PR TRIE TN Ap R R EREF R ARIE R TR R A 2R 0T

TR kRl A Bond & L e R Hoe

W
B

3’%RW§ﬁ%%ﬁ I p £

=<

NE R LB AT T T A

iac\»
T
5 _‘\‘
\““b
"JH
)
a1
e
b
3
U

% £ #(Average
Variance Extracted, AVE) % i& {7 Jc ac»x & (Convergent Validity, CR)£2 % | 2x &
(Discriminant Validity, DV)i& {7 2x R en& $7# % > % AVE 4% » P& 7 B A »
FARF nE R Sje gk o 1345 Fornell and Larcker(1981) %% 5 45t AVE & Jk
*3 05 5 iF
4.4p BE & 47

Aph TRl - B G HEZAXRRI B G B2 P AP HEY
Pearson 48 B fx#ici® 5 A 47477 SEFAPM 2 R 1 £ > T %@ ER A s B
RHER LT 2R REEE A0 f = 2B o dpl ARG | -
Fo %35 R B PP AT o
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5. t-test
F1* Arnold (1982)4% &1 2 t & 2> #-F 3 F#c2 T#m BP A LB M

Bl H e r FHEE KL PO A QR REH R ERLFN A YT

Y1=A, +B;;X

Y2=A,+ByuX

B
_ BZl r Bll — BZl » Bll
SEBZI—E‘»II
SEZ. + SE3,

df=ni+n2—4
Bii= 4e » 3 * 3R UclS 0 AR SRRk Rl ?;#$:
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1-7 0.90 0.817
2-1 0.63 0.585
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