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Influencing Factors of Willingness to Pay in the Freemium Business
Model: A Case of OTT Video Platform- iQlY| Taiwan
Ke-Wei Chen
Yu-Wen Huang
Department of Telecommunication Management
National Cheng Kung University

SUMMARY

In the past, the freemium model was used to explore industry pricing strategies, for
which the research subjects were mostly mobile applications, online games and music
streaming platforms. In recent years, most of Taiwan's OTT video platforms have
chosen to use the freemium business model as their payment system, and iQIY
Taiwan was the first-mover to offer both free and premium membership options
(freemium membership). Thus, in this study iQIYI Taiwan’s user behavior is the focus,
and the factors that influence users to pay for the premium services after using the
free services in the freemium business model are investigated. According to the
literature review, six important factors were identified to influence users’ willingness
to pay, including advertising attitude, advertising avoidance, perceived quality,
hedonic value, perceived behavioral control and promotion. These six factors were
then analyzed with the freemium model to determine how they influence users’
willingness to pay. Finally, the relationships among factors and indicators were
examined based on our research hypotheses. A questionnaire survey was adopted as
the research methods, and 929 valid samples were collected and analyzed using
SPSS17.0 and LISREL8.52 software, for which the nine results were shown in this
research. The following three conclusions are drawn based on the research results.
(1) Most users will not pay to avoid advertising.
(2) The hedonic value generated by users does not affect their willingness to pay.
(3) Promotion is the most important factor affecting user's willingness to pay,

followed by perceived behavioral control.

Keywords: Freemium Business Model, OTT, Willingness to Pay, iQIY| Taiwan



INTRODUCTION
Taiwan Network Information Center (TWNIC, 2017) indicated that the Internet
penetration rate in Taiwan has reached to 80%. In addition, NCC statistics show that
by the fourth quarter of 2016, Taiwan's total mobile device users have reached
28.9million, with a penetration rate of 126%. The development of the Internet and the
prevailing of mobile devices make online video platform (Over-The-Top video
platform, hereafter OTT video platform) grow rapidly. When emerging media
gradually replace traditional media, OTT video platform becomes a part of users’ life.
At the same time, OTT video platform operators devoted to set up payment
mechanisms to cultivate users' payment habit. In recent years, most OTT video
platforms choose to use the freemium business model as their payment system, the
most representative platform is iQI'Y1 Taiwan, with free and premium membership.
Therefore, this study aims to discover what kind of factors will influence the user’s
willingness to pay for the premium membership to become a VIP member.

RESEARCH HYPOTHESES AND METHODS
This study adopts various research methods, including literature review and
questionnaire survey, which uses the statistics software, SPSS17.0 and LISREL8.52
as tools to analyze collected data. According to the literature review, we find six
important factors will influence users’ willingness to pay. These six factors were then
analyzed with the freemium model to determine how they influence users’ willingness
to pay. Finally, the relationships among factors and indicators were examined based
on our research hypotheses in Tablel.

Tablel. Research Hypotheses

Hypotheses

H1 : Advertising attitude has a negative effect on advertising avoidance.

H2 : Advertising avoidance has a positive effect on willingness to pay.

H3 : Perceived quality has a positive effect on hedonic value.

H4 : Hedonic value has a positive effect on willingness to pay.

H5 : Perceived behavioral control has a positive effect on the willingness to pay.

H6 : Promotion has a positive effect on willingness to pay.

H7 : Promotion has a moderating effect on the relationship between advertising
avoidance and willingness to pay.

H8 : Promotion has a moderating effect on the relationship between hedonic value
and willingness to pay.

H9 : Promotion has a moderating effect on the relationship between perceived
behavioral control and willingness to pay.




RESULTS AND DISCUSSION
In this study, we applied structural equation modeling (SEM) to test the structural
model and the hypothesis. And we got the following results through statistical
analysis in Figurel and Table2 : (1) Advertising attitude has a negative effect on

advertising avoidance. (2) Advertising avoidance has a negative effect on willingness
to pay. (3) Perceived quality has a positive effect on hedonic value. (4) Hedonic value
has no impact on willingness to pay. (5) Perceived behavioral control has a positive
effect on willingness to pay. (6) Promotion has a positive impact on willingness to

pay.

Advertising -0.70 Advertising
attitude (-13.55) avoidance 10.20 (-6.12)
;ﬂ
Perceived 0.87 Hedonic 003 (/ Willingness
quality (28.98) value “(0.59);" to pay
\‘ P
1 l’
0.17 (3.16 AR
Perceived = 0.52(15.18)
behavioral
control Promotion
Figurel. Path diagram
Table2. The results of the path analysis
path Standardized t-value result
Path coefficient

Hl @ AA—-AAV -0.70 -13.55 support
H2 : AAV>WTP -0.20 -6.12 no support
H3 : PQ—HV 0.87 28.98 support
H4 : HV—->WTP 0.03 0.59 no support
H5 : PBCH>WTP 0.17 3.16 support
H6 : PM—WTP 0.52 15.18 support

Note. AA= Advertising attitude ; AAV= Advertising avoidance ;
PQ= Perceived quality ; HV= Hedonic value, PM= Promotion ;
PBC=Perceived behavioral control ; WTP=Willingness to pay
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This study verified H7, H8, and H9 by hierarchical regression analysis. We got the
following results through moderated multiple regression in Table3 : (1) Promotion has
no moderating effect on the relationship between advertising avoidance and
willingness to pay. (2) Promotion has no moderating effect on the relationship
between hedonic value and willingness to pay. (3) Promotion has a moderating effect
on the relationship between perceived behavioral control and willingness to pay.

Table3. The results of hierarchical regression analysis

Mode Standardized Regression t-value Significance test
Coefficients
(constant) 2.946 103.772 0.000
ZAAV -0.179 -7.086 0.000
ZHV 0.014 0.433 0.665
ZPBC 0.285 8.582 0.000
ZPM 0.487 17.465 0.000
(constant) 2.932 94.972 0.000
ZAAV -0.215 -7.068 0.000
ZHV 0.018 0.453 0.650
ZPBC 0.352 8.799 0.000
ZPM 0.574 16.864 0.000
ZAAV_ZPM 0.047 1.776 0.076
ZHV_ZPM 0.044 1.229 0.219
ZPBC_ZPM 0.080 2.360 0.018
CONCLUSION

The following three conclusions are drawn based on the research results. (1) Most
users will not pay to avoid advertising. (2) The hedonic value generated by users does
not affect their willingness to pay. (3) Promotion is the most important factor affecting
user's willingness to pay, followed by perceived behavioral control. We summarized
the result of verification and provide suitable business advices suggestions to iQIY1
Taiwan with our finding. The managerial implications of this study are as follow : (1)
Shorten the time of the advertising. (2) Increase the frequency of advertising. (3)
Optimize content of the advertising. (4) Use monetary promotion to stimulate
consumers' willingness to pay. This research is different from the past, In addition to
providing practical suggestions to OTT video platform-iQlY Taiwan, we also provide
some law policy recommendation to the government with our results. We hope that
the government and related departments can strengthen the concept of Internet

governance to protect the legal rights of industry and consumer.
\'
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1982) « AFF L AP EHHWALF-ARHEF ERS T BT EH
€+ r@ﬁéid N

b erit s AR A B2 TR %Eﬁﬁ‘,ép\ar'f
FEW T O REEAHR L REZ BT
2. A HEfs T o R REHA R DL

Bt

T arE ik



—‘”Flgiﬂmj'i;‘ﬁﬁ‘-@.,ﬁ’ g,gaﬁlgﬂzpﬁqﬁﬁjﬂg}g’

#
v R WS I ARG v RAL A AT Y AT

dy::13
i

BEK B2 RSP R D B BR TR R R A 2

2= aal N\ RO T - N 1S a— S ] s =
PRA TR E D S g AR R TR T TR UERE

. AA = PR RS 22 2 »
i F F‘-S\':"F[m\] {A}*%Eﬁ "rl': Ef%ﬁ‘g ’ ll{(—:‘%

Koo Vb AW OTT s H IR Pk o

FEZ R B P R AR

ZIPYEREBEX

g B




FoR  TpRvHE
AFETARP SR SR AP - PR T LR OTT #3
crE R A LR CRLER R LRE S REET 3 HEH
GRS Al R SRS b R R i R T S P

:‘?_-
i OTT 2 P24 > £ 3P B IRAAEA AR IR Z B3 T 55 £ 558

T

SEASALY-H PR ERI N2 WP 5 e RS TR R
MR Aol Se~ S RAFERLER CRERE LS
T3 g w7 A nF s WM e o SR BT 2]
B e
2.1 OTT (Over-the-top)

OTT A Over-the-top hd » 51 p T p AR &R (Visual Flight

Rules \VFR)#% 3 %3 "VFRover-the-top ; 2 #24 » R & £ &5 A &

Hid
=}y

Pt oot ERAREHRESD TR F (R 0 2017) - OTT i

s
Eel

BT DR E R R ISR PRI #ﬁ A RN FIERER
HPRrEf b g2 7 &P TR IRIFE KR (Internet Service
Provider; ISP) s 3% » 7,%? KU E B ey § F (W, Green and B.
Lancaster, 2007) - % E ¢ R BT F i % ? ¥ rd BEREC ** 2015 # 10
PR H e TOTT PRAF4R 2 | ¢ » % OTT PRIFE R L T SBeSerikw
B FREDPF RIS (¢ 438 2016) -
2.1.1 OTT PR35

'E LM HEATORAE FELE F 2 > OTT "gpe ~ gy~ gE
BRH B HED S F A 0 N AEY IR 2

.

Rp R TR R L YRR 5 5 e o B D WG M
OTT e FE T B & 25— T Ap g A L5 BHFEES @;F;Je? ILEF A
OTT PRA%cr8 8 45 8L o OTT PRAFZ H A F M A e K % 4 > f&%
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A G T A48 5E (Ganuza and Viecens » 2013 5 ACMA > 2015)
1. W 2UPRFFA B FUFIIRIEL A8 § 0 g peiniEd Rx(VOIP -

Voice over Internet Protocol ) i %_Skype ~ Line ~ WhatsApp % o
2. BHPRIF A B MUAET L L4 > & 7 Facebook ~ Twitter & o
3. ARAWPRIFILE # F OTTTV-E ##5:¢ 8 /i (Streaming live channels)

HEiE B AR PRF2(On-demand streaming video services) ~ w g iE

7% (catch-up on-demand content) > |4 Netflix~ Youtube ~€ & # % -
2.1.2 OTT #R# PRF3

OTT RAr*rim EFF B2 A d A & > & Z3 - ARAF 2 % IRAS - i
B R " REERRIET S o AP EHFOTTES T ST
TPos c FREARE A BIELE € (FCC) #OTT 5 <& 5 OTT i
A ET R e FREFALN F (FCC2013) - @ B 7
&{;@ﬁﬁjﬁvfﬁu PRI g B4 P FEER R IP R (R e )
WP T BT AL BAR e FER S T e
TR B ERA o B B 2 RAR(Y AT~ B4 2015) -

I OTT B3 PRAx I sl vi i 8 @gﬁl%@ﬁ’ e S e Rl B2
JeT e B B HEFERTSRPpEN I RFLT 2SR
TR DR RAHERS JERA SRS A 0 A R LB
P F(F FIAE A B2015) B A TG EE P FEBEY

2014 3 5T~ PR A B 2015) TR BN A& AL KK

10



2 2-1EpPOTT 5 L& & X H

=g LA SRR IR

TRRER AT&T ~ Verizon v OERLAR myVideo .
FriDay 25 ~ Gt (7 2245

ANy L ¥ | Netflix ~ Hulu~ € 4 :

Peresn SR LiTV ~ KKTV ~ fag
€+ 4 54k ~ CatchPlay

RTEF BBC - CNN ~ ESPN ~ ABC | 24+~ %4k (= % 3

NE B Walt Disney~Universal Studio | =>4+~ 24 ~ = = (Vidol)

G/ sk F | The New York Times ~ CNET | 25 & 7R 5 ~ L &ATH 2

G YR Google TV ~Apple TV-~iTunes

R ] _ :

R Youtube ~ Dailymotion

213 OTT#3 = o p £H:0
Teece(2010)#-7 # 5% Tk 5 - BRIEF F B > WP R p 4o @

£l @N&'%E't L2 RREHERE & _‘Lul%lﬁlﬂéfml%\ﬁ'\ Yo7 % 41

Bt o B RS AY IS AERAIR > §E R E ]

*H T B 24P M B 7% §° (Gambardella and McGahan > 2010) - ¥ 7 %
B ARGER EAE 2 B @ i L F i IR
BEAR S AIGEBERE S E R FHAGEREY

B 5 AR g s 1 v (Chesbrough - 2007) -

FETE R AR RGP RS L f I R R
5

BAF G EER A 2




BiET - ] &2 —a}f—‘c\’b@ﬁ—’ M fESOTT B3 L 2 Fl¥EE RBE7

)

P EF2%F TR Fa AAIRIBLEM . p A OTT B4 T 5 7k

W BIFE o FAAAIATE EHIET A 2 B(F 0 Ha F o
@%@mﬁﬁ%ﬁiﬁﬁi%—$ﬁ$» FEEER BREA R OTT L
- ¥

paral
'
IEN
28
=
SA
bl
g
{4
1
iy
-
=
4
Pyus)
o
~
\* N
A
S
H
53]
N

I .E?i—‘ﬁ B P et LS pd BHEDEZF > & AN IR
vy %2 g > 3 (Analysys Mason, 2014) -

OTT JRIx#5 4] ¢ 35 2 #54F3g ¢ /i (Streaming live channels) ~ %% 4R
#g  (video-on-demand) 2 w 2z &g :F p % (catch-up on-demand content) %
(ACMA > 2015) » p =n = $Ri» OTT £:§ T = 12 VOD(Video-On-Demand)

'

FARE2 T IREFVEE FF AL e AT FH
(1) 37 R 4L3n (Subscription VOD » SVOD) @ 37 % ¢ £ % § 37 & 5
RERE > BIFEr R ST H2 TARBE D& Expmap F o+

PRV Rl P mgRY i—“r‘f )4 o Netflix ~ Amazon Prime Video -

“

Youtube Red 2 AW 7 3 ¥ 2 ¢ &F 4R ~ myVideo ~ friDay ¥ 3 % -
(2) H =t i % % 43 (Transactional VOD » TVOD) @ £ g d 3F P~qTiip
%2 SVOD 4p & » TVOD fRiz A &+ 7 & FARE IR » 2 Jf k¥
Bph F2EE G 0 #4535 7 (pay-per-view, PPV) 2 p§ T

( download-to-own, DTO, £ electronic sell through, EST) > + % 5 &

LR BB T AP RE N B KB PRGE S 5N Bilde @ Google Play ~ iTunes ~

Xbox » 2 W p CATCHPLAY On Demand % -
12



(3) R 4 & 4 g g JRA%(Advertising VOD » AVOD) : & * & 7 11 i § L

T L8 OTT pRA%(free-to-view)m A 1t 5 > e 2 E Y B 5 P 5
m R R A £ 0 b4e  Youtube ~ Dailymotion ¥ -

(4) & & FH55% (Hybrid model) @ %7 % & % # & #°3] (freemium model ) »
BHALPEGP BRI T A RERF N FE IR R
BYRLBREE I IR FABETE SRS L R
EEYR o b4t € H 4 S LITV-CHOCOTV 2 34w T4+ Fil

FOoOXRAPTINUNIEERERSNIFATHEL o

22 % % -1 % ¥ @83 (Freemium Model)

R ePEANEF PR B IRE B 7 #7 &% 1 > Chris Anderson (2009) #-
P AR AR AN L ERRRARE - Z IS LA ey
PLEKT Frw g o o WA T ARG T EEEA R ERCRE -
BAHEE B ARET 0 RS E SR LR K 586 (Veit
etal., 2014) o ot B> BADHE EHFFAREF ST o Rer S B g P
B0 @ E L -1 R A E Y B 4eak M2 (Voigt and Hinz,2016) -
woF - 73 E(freemium )i T A R (free) ol & % 3 & (premium)
g@ﬁﬁmrﬂ’iﬁi%ﬁ%gié&ﬁmﬁ’aW%ﬁ?'aﬁd

*&L

Fik o BPLE b 7 i 5]

et

FREPE G A E Ry 223
1980 & i+ > It F pF i E_Adobe, Dropbox, Spotify 4= LinkedIn & = &
TR AR R RIFGGIATGIR * o TR BT R R (g S
(Wagner etal., 2014) - e ® 3] 2016 & - h '& 3 » 7Fred Wilson 4 i&- %
ReAE ERS LA LR L - F A E(freemium ) - Wilson (2006)#;] 4o
LP-MRHMECAR RS "R RIA LA s Ty > e d
AR r R JfaE 2 Gy 49 § enig ¥ ﬁ 2l T S g F e B gp

@ (word of mouth) ~ & j& 4 % (referral networks) ~ p A4 & {7 4 (organic

13



search marketing) & = 3% » 5 »x 5 B ff =

/

Wf*b
)
-ﬂr
|4
P
e
w
“mi
9
[
a
b
hY

S E b BRAE R FER

TEK LF- R W EREA 2 E  SEN  AAE R A2
i & B0 (Voigt & Hinz, 2016) » » = & rdg e R Rz B A £ R
% 41 £ 2 - (Pujol, 2010 ; Niculescu and Wu, 2010; Liu, 2010) -
Chris Anderson (2009) 45 ) » #ici> & &2 JRIMAPHT BRUEE LT R &

Ko LR R FERAP SR £ A T S TE%E R

5%“”1‘}?’ Iéﬂvﬁ{\,—é? H i 95%;—;’*@;?{%’% .}:E‘]ZOLLL,_ I'j,téi-'_—ﬂ B s o
RELRASSY R AEY > WSS RF AR ERF &L RS
LB -H R R B EHGN A o2 A AR LR L e

i d 7 H @ (feature-limited freemium)fe'Y T & B 4 '}5‘3 H# (@ (time-limited
freemium) (Niculescu and Wu, 2010; Liu, 2010) "L &5 ic & 7 3 & 5 > &
BRERAAPRAS  FREHFVENPAFRZEAR o blde: §HE S
Ak LR - Ry *"3‘&}” T B F o g L 4R X 15-75
Fyesa IR 2 FaVIPER A% Mgy 428,

ARV RgUIFAIRA L T RIEE-VTFRLFHES
R F AR P T LR REY RFERAZF A 0 80T R
iz W EST R - LU B e MR Y A SR RIFPIEH T
Blde: f 2@ JRPRFE Spotify L EATE R AFEYH T 2> - B E S0k
rager plg R NT$S149 » /2% -

S PERT E R B EH EF AR ;‘a'f B E Y e

FPRAFARMBRIESLE 2w SHFEAALFRAENH R LROET - 25 H
PHAE LG RANERY > §RAF RIS RY FR] | FRADE

& %5 Wilson(2006) - Wagner, Benlian and Hess (2014) %+ v/ 4. 7 -4 5 3
EAP RSO BIRBEEAY  FLERERYFEHT LR RS D

BESER §BPEHNH TR A e LA -
14



2.3 it g L& (Willingness to pay )

Reynolds and Wells (1977 ) & #-ij % i#—*r MRE T R B E R R
Aoy REFRT LR v e L B ATERIMEE 75 0 @ Morwitz
and Schmittlein (1992) »= 45 I R AT M % RIFRIF FA 2 {7 5 © Ft >
AR & B ke o Bl (purchase intention) 2 4 & & & (willingness
topay)ii s RN B H RER (75 B FEAIE D > 2 B W BR LR T b
TRRIEEE 2 o 7 5% d }I?% # (Kumar, Lee, and Kim, 2009) -

FePRRRERF - VERRLE R - > TN R
% A& 4 (Morwitz and Schmittlein, 1992 )- Engel, Blackwell and Kollat( 1973 )
Ws RS Ao 8- A RER R F BT Rah s ¢
T LPEHREARB AT PRI FFE AR - TARAF S T §
B AV T2 P hasgmp L g 22 % G gis o
?i@gWﬂ&g%ﬁ%iyﬁé%iﬁﬁﬁ%ﬂ%WJ%ﬁﬁﬁﬁﬁﬂ
AR 2RSS -

Dodds, Monroe and Grewal(1991):% 5 o 3 LAE A G2 i) # FAF L AL
k 7

X I8 A &% PRF%e07 5 4 0 Schiffman and Kanuk (2000) #- % 7 B T_%&
FFR AR TASORST  FEAR LS TALHE RS

cfs A% < o Fishbein and Ajzen (1975) a3 MR & B Edp i) §f 5 #5% -
AESLRTE S LA LMY LR R FE A A e g
& = Guoxin Li, Guofeng Li and Zephaniah Kambele (2012) = 4p &1 > 3 §
WAL ARMTE RO F g AR

I

T AFTY ﬁ-—s—l‘f TR T A TR —*ﬁ;ﬂgg = q,i—g\m#ﬂfﬂ » hp 1

FHd g A HA 2L BR LS 3 ERRE LT AR 2
CEEE RN 2% X E
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2.4 B £ & & (Advertising Attitude)
Allport (1935)7% & f & &Ld i3 5% F ff 7 = e L2 44 R fi > H
EHFTIAZREU AL PR E - BR LR L U L4 7
R A g 2 ABAHILISFARL 37 - A
FAWGDE A E R i R L 2 7 8 ¢ e (Kotler,1998) -
Fishbein = Ajzen (1975) 35 iasrfodi g & + F1 & 5 B A 2 i 2 5]
+ o AR A R ARt SRR B il i L B R L

Sk E ol P AT Ut R L ARSI IR LR LGB T
B E 2 it b4 WA R LA h- Ao m e 0 X2 ¢

e Hl Fig o
Lutz, Mackenzie and Belch (1986)#-3 ¢ i & €& = » W §F F R 2
FRE G 8 S REFH2 e o MacKenzie (1986) R 2 36 B 4 i & £4p
EEIHETORIBREAXIINFIREINF AL ECN A L EHF -
@ Bogart(1990) & H 7 5 P dp i o A e LR § B} ‘ﬁﬁ% 2 eh
WAE R bldr TAAR LT REBRERE  RAEFIL F ARG TEF R
By o HRVNOFRARRME > AR RE TR L ERERIENTE
HEFmEHRLAIEAE L gREFIT- B  TRELFRR
ArHie o BAKT G A BEREAP ) UERE LB RBRR LR
FHBEEEFARRAES o R 2T F 5P F LR IR RA F A
Pow bR 2 R TP AN P R oA KT Dok s A
e J‘z—g R- B ABSIR % o

PR Zanot(1984) R @A Y Ap i AR A RF N HRREA LU

>

3

Bie FARRARY G chige o @ Cooper(1994)+ #-pt IR % fF F130 i

4

i
SRS A WA S S RS T LI B A NS
#A %) & & & 4w (Elliott and Speck,1998) - 2 SE ¥ i § ¥ 0P ¥ L 7F
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BHEBREBLENTT LA TELDLIERRALEAT B PV R
e R R M EB e e G B Ry FREAL H T B
3 T UGG MR &K 03 £ (Shavitt, Lowrey, &Haefner, 1998) -
2.5 B £ 3.3 (Advertising Avoidance )

FE-HFFP P F oo A B L PR LE S EE LA SR
FEP R UV GRBFFEFALHALIFRFHFORARAF IR A
FdehR 2w s TR 2 R (Anand Kim, 2008) -« 12 5 3832 24
(Reactance theory ) 45 &' > l]}%ﬁ%’&%anﬁ'— TH AR R - B2 p
d o F e AP RSP B E A2 cmF 58 (Brehm,1981) -
M- LIk IR A 4 PE o SRR —"ﬁ&g%ﬁﬁ%}éﬁi pod e
ﬁ’&%%ﬁﬁﬁﬁﬁ T N

Speck and Elliott(1997)#-B £ 2L T & 5 4548 2 * H e 1R FEIR
%%ﬁ%ﬁ%@ﬁﬁ’vﬁ,J%iﬁﬁ%”%%ﬁ&%ﬁﬁé,ﬂ?u
K ] A (cognitive )~ £ 18 7 &> (behavioral ) =4 #* 5% ( mechanical )
= fE A MO o TR S IR AT AR T S {iﬁ EREEL Y PRI
ERRE A PHERNDREF L M A A ELHMAFEH NPT g
RAFHEMRE OB I PRI PREF S 0 P& LE¥
SRR BWHEME AR ORE > #FR R L A R -

R4 RGP Tz‘fmi R 2w Aotk d L inae (cognition) s
Hg (affect) ~ g245 5 (behavior) » sudr =4~ Ed450 7 ¥ iRt iy
Mo g A R R MR R R > 7T S A g il R A
HLyF 7L g 917 % (Cho and Cheon,2004) - @ Cho and Cheon (2004 )
ER R LCRERA R S RRA L S RER Y e E gy o A
i

<

Cil:

R
FEEFRARLD

3;

Adp o R F R eREROD LT X DR

@

=
RAFGPALR 2 BARMAR F &2 ) 6 5%

l\\
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iﬂ.‘ﬁ! f:f :‘; » M }% '/‘:_—L. i’ﬁ_,:ﬁf?‘]# ‘E%%KHH it E"J”J;,gf\_” > 'F‘Ej l’/k’ f—r S

o

BEARP w AL I HMALREALI AT > AR EY AUTHRL LM

BOSRERALY  H R E AR R 2 REF L L ApMAT Y 2

S RARERCY o REAEAREY T i fFHO R A
LEOMG AL REELOTN o AP 2 RDLEFE L T

HHERNRF B IR AT ARSI FehE > AR 2 E G Ul
MTOREBRTAFTAARTF P AIRIF I T o2HFELE A1
R P FAFDEFUSFEL JFFe e dpd A3, &
TERLEAIER A UEBRLF N F 2P RDER TR PRL ) e
RERLOF F ¥ HEERIAR TR REARE T T A
Fod T OBk
FPIBEXR- 2 RLBR HFHTREIRB 7+ RF-
FPEIBR- TRL28 # "M, 2P
2.6 &% &% (Perceived Quality)

Garvin (1983) #-&F 5~ = fE 0 4 & 7
£ &1 4 (perceived quality ) - ié_r%%?—&u A&l L AH SR
AR FRERFOS A - A B UDRR R 27 -
Zeithaml (1988) -4 & 2 & 5 %”Jﬁ*ﬁf’r A 5 2 PR IR AR 2|

3 % %

# , (product quality ) &2 I &

*“} /a}

BTG - A RS IRSE T K

% (Holbrook and Corfman, 1983) -
Aaker (1991) #-if % fF % 5 i@ % F $120F - o1 2 a5 h

PRATREE S AR K AR IR T AR H B R HE SR R

%

v
Frea it LALR ;Wé%ﬁﬁ%iiﬁiﬁ



RS ER AR ER AF R ET R T F F
i % B2 B AR o Monroe and Krishnan (1985):% & 4v4f # & & d 4]
g Rs R o Faf Rt R R f HA R
JRAFN R iR E - A R ESFERY f 2R FFLARDE
& #]% (Rustand Oliver, 1994) -

Zeithaml (1988) #& 14| * =¥ E R FE pER LA™ 2 > UF &
FLR B O RMY S R Z PR A AFEME A
FRHOEAFISRFRYFHEE LA
FRPFHASOTRETAS  HASDTEFEGIRFRS > a2 RF D
B EE Y 4#@5 Hp ¥ £ (Monroe and Krishnan,1985) -

PEEP AN B Ko §

Z}ﬂ

2.7 3 # 4% & (Hedonic Value)

B2 FEH ARG EF F A g A - R EA
21§ & (Utilitarian Value) 2 5 % {2 i & (Hedonic Value) - # {42 1§ & £ 45 i@
“%&%“@ﬁﬂ%&iﬂﬁﬂﬁiéﬁﬁ’%—ﬁ&ﬁ%@fﬁﬁﬁ%
] \LMEWQﬁ%iﬁﬁﬁﬁﬁﬂ’%%%éiﬁﬁ‘%&‘*
fjh)a EFPOAFR o RE B A ALY % (Babinetal., 1994 ; Babin and
Attaaway, 2000 and Chiu et al., 2014) -

Babin (1994) i f EenA 4 w2 H Sk f EE A 2 R Hip )
FTREFFHEAPRFLARIERTE A L L5 EWET T
PR FHEFSORAEI R & gHETGFOREEEF IR -
Swan and Combs(1976)3% & & * & “Tf8 £ F| & & JRAF NI B~ 5 L

Bz T x% R =L e R L X x% 1= n;#ﬂé_ B PRFRS R2oa B ok X
PR B ER LY 2 RS RBF LT F )
Kolter (1997);%.5 i p ** BHEF 3 2 g X2 42 £ A2y

E‘-_;f,;’q’—y, TE AR S I% B o /# *ﬁf'fﬁﬁl-%‘ AP ¥ AT ZEE"?—'%‘\’H’

19



% §_4 7 = & p «n(Babin, Darden and Griffin, 1994) o 4% v §_J, »+ £ jhvg 4
A &R RAR R F R §FIS R HA A G A i R A
23 E T RE (Lacher and Mizerski,1994) - 1235 Kempf(1999)2_ # 7 >

Jbﬁ?’ﬁ%ﬁmiﬁi'ﬁ TR i%ﬁ’}?}) XAk B2 PRIAPE R

W E B BV Bt o BREOF BREATAIRERF B TR
:i-g » ™ 411"‘3 ,3'?2 N ‘E s ;F:‘g £ gz’}ié_r%é‘/ﬂ?;ﬁmi /r’a #ﬂ /ﬁ#}fﬁ
TEhEd o R/E R iﬁ&ﬁ;&*ﬁ'rﬁ- % e 4% (Hirschman and Holbrook,1982) -

FAMBAL T L BPFTORBAE P i RFOFREE
;J i’ﬁagﬂt‘%‘*"%}m KPR o AL TR N H P Fp oy 4
HAFpikan 3 ARG ZHFHEY ERA LY Ef & ﬁﬂ?ﬁi‘.iﬁ'%‘fiﬁ
SN X

Pine and Gilmore (1999) i @A WH E ) & 42 sk » 1z

TR SR T RS e SR R RE 5§ DR

A ml

ks
At

)

3\:"/

i
3

¥ 8E T 03 2 45% - Hoffman and Novak (1996) 4+ 44 i¢

s
ke

Th ™
ki

st

HReRFERNZ AR E2 Y  HESSRFRR Y fHFIRER e

<

2 TR AN R A TG AR G A AKX TN RO T R

"

/

}

W

2o Atkinson (1997)%fi¢ * g iz 773 > FRY 2 o P2 § B ¢
TR ERH R e E R EERER L LR

1245 Kim and Han (2010)2 # 3 45 ¢

TG R EEAY R R
AR BRI BB g s BRREE @Y 2 (7 5 4K - Rokeach
(1973) ™ qp i B - fEp s £ ¢ R FRANEREFS LR L
53 R ESRE i F O R EHA SRR B e B
€ Av B A 5 PRIEPEE £ FE(Dodds et al., 1991; Ponte et al., 2015;

Lienetal., 2015) - j&_t it = }%"%%ﬁéf}? MR A i H —g Sy HH g EsH(F

PR S F R AR OM o T BT T R
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PIExz Tofef # T3 R2ERE, j2-RP-

FiEgke (T3I8BGE  #H THRAH F PP

2.8 5% 17 5 #=41 (Perceived Behavioral Control )

Sl FHEAfTL AP RIRF LS
CE R TIFES N AF R B T A RA i

S
¥
Y TAEFRBAR DI AT REZELHRY HEHNAL I TR TR

Fenimipro BE@Ea 4 €3+ ™% (Ajzen and Madden, 1986) -
50 ORJRILM T AR H 2 ATy "4 Ajzen(1991) 4 £ 1 BT L 2%

I PR T R S e P EEF L A e 2 BB TR T S

(Perceived Behavioral Control » PBC) 4 » 323 78 .7 - 3 B 3+ 4 7 5 3%

( Theory of Planned Behavior > TPB) > 123 sg $4 i# A {7 5 cn3piplac 4 o
15 Ajzen(1991)d5 1 » oL 7 5 Rl dp e B A RN EFFLE Z P T

AT i 2 FEpse R o @ A Taylor and Todd(1955) %= 1 @ » #-+ ¥ (7

P ARR TS B A SE 75 ATIRATT e R E IR TR 7 S i

TR 0T

(1) p =24 (self-efficacy): ot 5 p s LA & 2350 Thdg B 4 4%
KEFFEAF - ApRadsaimsond R TPYARAGBELF
BEpefRFAFF a0

(2) #le»i% i (facilitating conditions) & ¢ 5 #F I8 F R L] 45 B L R 7% (7
ST ROT R CHRPEFTROEFR A8 H B FEE o
TR EF RS RTES ?5’

A3 R EpamE 2z B2 s Ayrda 4 (Averill, 1973 5 Bateson and Hui,

iﬂftti;am#aiﬂ CH S S

1987 ; Dabholkar, 1996 ) - Averill (1973) #2 Faranda (2001) { :i&- # #-3v
BEAAGT 2/ R R EREFHO T F L8 #i F EaR
Bk dphE a4 onl uavipd] p o 2 R A E MR T AR
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RFHFHESZG PR FHFAFSLER - LR E T
EHEFIAREARE m FLABXEFEEFLEF B AN -7 it
Wi F AR RIS A § RS
FHFFH AR E RS2 AR § 10 PEHA

55 PRI B {7 4 (Venkatesh and Agarwal ,2006) o Flpt 0 AR R

pihud

:7‘ E)%]p"i-ﬁlﬁ&f—ré o

B S -
FIBERI (T Fifgdl  HTHEAE, jEeBE-
2.9 g4 (Promotion)

A G FHER Y o Ja g e & (promotion mix) & E 2. - > FEEF T
PR EE S R E SRR AR PR AR e AR R
ARME s xR RE EoaxiTl T A (Kotler, 1991) - Warren (1992) #-ix 4
TR RYP FFH ALY ER N p FAR ML FHE
Bood A e ef Bl Rftle s o & 5 FARAR A R R IR
EHH Y E- ASALRTEE AR R OPE 7 4 (Kotler, 2000) o

Pl dpl v pREPT RS XK AR A S~ B 7 AR
g d e B 4o £ B 74 ¢ (American Marketing Association, 1960 )
BRA ARG -G A R R AR E A G el §
HHF EN? BRsca hFHEE o ¥ - R A O SRR g i
g E SN F o Bl D Webster(1965) s B E R A - A R F TS
RS T BB P R ALY o

McCarthy and Perreault (1984)35 1 iR 5 82 ¥ st B 4 LR iﬂf & H
Bl AR R AR R D RRE R FEE AR
& enda B %5 #5 o Kitchen and Philip (1993)%2 Kotler (2000) 7= 32 5 R4 /%= 6 &_
- AR —"z SR fE 1 & d 27 el £ Fl(Incentive) 1 B o

“_F‘_E;\- Elm+”5"§3|L_l‘:'?,# F]—VF'&‘T’/%—E ’13”7;}:@1 F*I;f/ﬁ -ﬁm;‘ﬁ_
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B 7% o Raghubir (2004) » 473 @ &y > WAV AR § F R

M1 EenfEapipy BH 0 v A S RATHe B R A S TR S
2 F § A% - Campbell, Leland and Diamond (1990)#% ) 2 34 Flei™ 54 3
A RA g - BEFFINE R REASE H AT vz AR
oo blde D ER I E TR LS Y - BRIEF TR R N #
FPEFPEALEGAT o2 T2 RP IS > Glde S B3 4
sHE - WE -BEERTREZE-HY TR o THERH ) 2
EFRAAR AR 200k o BRITIOE R LA RO R Y g A
BEFEL WA YR AR M R IR A&
TR e S AR R F F A Ape R il ¥ 5 A & (Chen,
Marmorstein, Tsiros and Rao, 2012 ; Xu and Huang, 2014) - i 2474 T4 #2
PEEWASME A AN 0 FA ARG A TR TS 0 F e 3
ERAd UM ECE EE IR TURE TR L AA S S AT
dopt € AR 5 T 3E oF ¢4 17 (Diamond, 1992; Hardesty and Bearden, 2003) -
ER AN B s \“ﬁe TR AT~ B £ HE S AT I0E A
bo BF BB RA A AR 2 A R FHL L Eow

(\x,

£ oem P f F E R LA o 73] 1238 »c % (Framing Effect) £.45 4p
e WAL 7 ety 2 SV RO 4R F A 2L 3 b ahif i 247
£ 1% # /4 X (Kahneman and Tversky, 1979) - Campbell and Diamond (1990)
W BAEE R M P R TG R RAE D B PRy Y
PR H MR R X PR E R e Ty B T4k S
PR FHEZARS R A5 2R LR, 2 #®F (Della,
et al1981) - de Oliveira Santini et al. (2015) { i&— # > = 3 ¢ B IR > B4

R eI BT ET R ENE R EMEY LR DKM E
&



F;L fﬁe‘-,}:‘,“‘ .

ECEERETEN I8

hEES A Jp

d bt e preri s MRS 2 A R P DRSTEE ) F o SR B4
iem i) f F R § 7 5 (Campbell and Diamond , 1990) - & 2 i i
B pew s BB H LBV kg R R
B B~ B~ PR (7 5 AR il AR M ADSBELEIEST Tk

FREIEH ~ p A w2 3B HY 75 - A R=EEH%HE - Nord

and Peter (1980) #-3 (£4].5 & B & *
Fetdd-fAdgianit > TUAESRLY
I ELE E o SR
FHerbr=t A% A~ A 33 IE* ~ ap b pREAR 2 T
el o v RRF RSB

Ay B AR A F R AT l% BEEPN ATF)E AT e LAPNE S IS

2= Y
AN

Tlgcs 4 2= ;rés-g frﬁ"q‘r;{
flg > I ERT B 7 A
Boo Bl R M E
B B0 FEHNR L
BN S
WA EE g HAR 2

«: ff‘!

DRACES
3B S
g BR A

PR

EE RS Sy - R
51 H
- Rothschild and Gaidis (1981) %5 7 2 & % 34 #7145

/ﬁfj‘s‘/ﬁ

E13 EEREENIERE H ES 1

7 5 B i 42 o Sawyer (1984)

AL o a M ER R RER A

B Frm R e B AN AT E T Hehf

o
Pl
Vit
=
"
“
Ry
o

B ATE LR G e stk @ 42
R~ PR ER TS AL
B> A2 R - WEZ 75
2P E S EF I B

FAZ TS « Fp AP E2 B AT

R 3

PR EFEALREHAF LRLBE
R ETHEIBEREHRAG T AELBE
DR glﬁlﬁ*‘ﬁ?’ff"m

EHHE RS H ) AR B
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AR REE AR L B ERR 0 A T
HLETRIER  HTR2RE, Ff+ T

H2:TR2 2@  # THREAM, F 2o B F
H3: T SF HTIB2LFE, 20 BP

He: TR #pj e TR LM, 2o B8

Ho T 7 s edl H THE AR, F 2o B

H6 :T el 4 THE LB, 7 2o B

H7 :Tigdd , § 4 "R4 2@ # "o AR, 2B
He:Tigdh , § 4 T3 2R HTHRAM, 2P
HO:Tigdl |, ¢+ "X i7idpdl o T2 M, 2BF
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Mg 2B s OTT £4 % 4

(Fv}

o PEREERE
*?ﬁéé%%éﬁﬁﬁ%i%?ﬁ&éﬁﬁﬁgﬁﬁ°UTéé%ﬁ
% b SEE T
EHF2010E 47 P& F T ES BT 23 YR
BB T 0 RRRAE TR A o € F 4 Lkt 2016 # 3
TP AT R R AR R P m e PR T R

FEAFREE 1L BRE RIS HEY LT ERIVIP H R ER K

%E

FlE o BETAFON U BT R AP BTG B

e -2

%&D
.m\?

R a s F R0 5239 &~ F5657 A& 511999 ~ = 48

PB4 B F e B 0L A3 PE T § RS
BB RFFEGA TR 2 AR L FHREIREL -

AR RE EF ) O 5l flafad A 5 HiF - P g~ F 4
F2OART A PREER B Wk LA 0 R4
RAPTE QRS EFY

Cr R FLE R

DA R > P TEF RIS B BRES N T

AN

 4F AR o

.?)mg,

o~ SFE S B B eh AR R A ol

ERREIODEY FERTES R FLHF R 2R DR
At EHAEEVIP § RIZ L IR PHB FF LB wE DE R
THEIASVIPE AREE BB EREN T BROREMER - 2

W} T g R RIS -
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33 IkHFL

AEREEE TR L RRERFENA 2 FRAEA AR
R~ EF -~ FE2EGE R 8 e AR &
CHGEE S G PR FR T B REATLIERRE S X gl
7550 18 L TR B o
3.3.1 & £ & & (Advertising Attitude)

A# 3 44 Lutz, Mackenzie and Belch (1986)#-4 £ fi & & & & "}
PEHNR 2 EMEG E S AREF KL o £H T MacKenzie
(1986) T :

e

4'%%{3\:&?&*%{};—&—1:’}%?#'1'%'E«fﬂ" }%

L31RLERLIT

8 cnh g 32
L AL EEFE LR 2 4300 L 4B -
2. AFEFEHIR PP NBLEEFLEAFR o Lutz, Mackenzie
3. FHm o AZEEHE LAY DR L . and Belch (1986)
4. FEREA G 0 A FEE B E LA SR 2
F2AE Y AL LR F p Ao
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3.3.2 B £ 3. (Advertising Avoidance )
A7 3 1345 Speck and Elliott (1997) #t3& f12. B 2 Rz & > " 5 4%
Wi X LIRS EBRR L B niE R 7 5 o ¥ * Tae Hyun Baek
and Mariko Morimoto (2012) #7233+ ehR 2 2§ £ - BB J TP 2 5 5
THEFABRFRL P T oo R E B SO ERRIONTR S P

Gl ‘Efﬁ‘%% REP AR N FETNRLBHIER L
B i

%\32}%‘;'3@’7 e T8

g e g 37 2R
1, AAF e E R RSN TBRLPFLRABF-
2. ARIZECFEIHALFRIEIREPRLELE - Speck and Elliott
3. AHREFELFREYERANDFL - (1997) ; Baek and
4. FRAE-DRAEFESHEP S AELEEE L HHA Morimoto( 2012)
i“ﬁ%‘,ﬁ% °

5. AEEERREAE P RREEFRL
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333 & & F (Perceived Quality)
Mg 54 Zeithaml (1988) u 5 TR & T AL F A HF A &SR

I RAR M ST R IE G o ) 0 2§45 Aaker (1991) #-redf B LA

AR R - Igf%aﬂﬁg“?ﬂrf?ﬁmﬁﬂfr’l\ﬁJ°ﬁ5-—,ﬂ5f§? XS S

FEARYAIPIT S-S E PP HHE BT OFHEE o

A LA LB HHETOEMTE o T R 2 g

(iR 3&Fl e d8d - F% -~ RS

[ 5pRasm ) & Fam iRt  HOF SN 7 % 45 ¥

% 33w T2 KA

@\

R ek R 342

1 AHEFHAFLDREIFITRINET -

2. ﬁﬁ@é%ﬁ;ﬁ%ﬁﬁ?ﬁﬁﬁﬁfi%o

3. TFALHAEDLFHRRG B AHIIRF AR o
4, AFEEFIELSBFLDERPFASET L o

5, AREEHELHLTFERET DRBEF L o

Zeithaml (1988) ;
Aaker (1991)

%‘"

0‘
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3.3.4 % #4¢ % & (Hedonic Value)
AP 7 %% Babinetal. (1994)%-3 # B2 k5 (52 A B R
A SR RIEEALY 0 TR DN G~ A RE S BAR #

BHF LR THEEF AR YA BT L€ F E oY o

% 3-4% By E2 g

[ 2p 2zl e A e

1 fda 2 @ r §F ke RARTIRE £ o

2. FREA ot ERESHLERARLT]F A o Babin et al.(1994)
3. KMaz k% Ak RAR IS o
4. FE¥Ma 7 o % §HE S EEAR T RE -
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3.3.5 &% 7 % #=41 (Perceived Behavioral Control)

3

AT 54 Ajzen(1991) R 7 S AR A G TR A ARG
SR TR E R E S gt 2R | > ¥ ¢b | 4235 Taylor and Todd
(1995) #4047 3 fp#lf34 5 ¢ (L) p S+ 240 4 (self-efficacy ) = o+ &
PRI G R BAGKE FEARF B R dAEs
i R TTRRE LR RERF LM o QY e
(facilitating conditions) @ #* % “F 3R FR"LF] g B AR F R 7 5 FATR &
F R ¢ RPEFTRAOERT - AR N H B FaEi o

FEL o MR THRARTS TEEE LERR
%

b 7 5 4
% 3-5 0 7 5 apdl 2 KR

g e 5 54
1L ARERT €540 8hanf 3 R L Fl#h -
2. AFE/RIETHE PG TR- KBE o Ajzen(1991) ;
3. ARAPBREFESHFLEPIPN FOFH Taylor and Todd
(" #.239 & ~ F #8657 ~ & & #1999 <) o (1995)

4. NG BSRePEER R €58 LR RIS -

5 1354 ez2 F wdE o
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3.3.6 &4 (Promotion)

A 3 1395 Kotler (2000):% & Al 7F 8 81 — o440 § § el
Tl L & d 2467 b arv@dh 3F Fl(Incentive) 1 & #rle = » H p enp 3t
B R E LR o A PR PR F MR RS o ) E R
TR ELTRIPFT L-EFE RO R R
PlAC R EBFRPAFE VIPE £ ¢ R EF IR a « & & 47407
Fp MY oA VIPREEER ZF AR BT E o

%" 3'6 Twi FFB IE

g PR g FE R

L AEEEFE ok ki Ze g 5~ o

2. AEIEEFE LA R AR ORI L
3. AREFEIE LB IRENRMAEHRG RE Kotler (2000)

4. AVREITRFHTFE B LR EDRAEE
P
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3.3.7 it % & (Willingness to pay )
~# 3 % Dodds, Monroe and Grewal(1991):% % P % X, Bl (purchase

intention) £_" #7& i} § ¥ A ] F A A S JRIRNT i o F Tl

TE H rﬁ-%'ﬁ fig gt g;.‘%i’ —_ & r/?"r.hfb ’ u,& '7[#"3\;
SVIPER 33 155 (bl B3 RIERH 5 F 8 0E Fiop
R RE BB AR L )T

237THFAMLEA

§R R 54

1L A FRIEEHFEBLDHTER o
2. AMKFVRESLIEFH B2 ATEE o

3. NI CHEHELGF EADUEEER o

Dodds, Monroe and

Grewa (1991)
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AFHA ¥R
AR LA A E > DY A 478048 SPSS17.0 &2
LISREL8.52 i & R* 5 TRl A 452 1 & » & ¥ fRfp ™ 3 & kA 7.
3.4.1 it f 33 & 45 (Description Statistics Analysis)

i L S lcdy 0 R AR B APERATRIE AF A L
RAf- BAdEtade il o AT I PR s 28 TR B EE
Jor AT SRR ARBYREE TR AT 2 o P L #
Bz Tof - REL CFRHEEP LR
3.42 iz B &+ (Reliability Analysis)

X

BRI D BRI EROT SR BREFT B LR TR
FHLF - R FR-HLRFAR- PRI REREAERLG -

&
KMo ATV EARF P 1 Cronbach ehizdica & ke T & F1 & §

I e - k4 > Cronbach’sa /30 3 1 B » § #iciEAX3537

=
H
s
N
.
Ny

FlAM L w2 Bajp gt TR REAR 0 RRARE [
¥ oEh b FEOT AT ERE G AL THFEELN S4e o ¢
FREFLE R ARE ST 3 2B E o7 5504 > @z
R RS

3.4.3 s &+ (Validity Analysis)

"

i
\4

PR AT S N FRR  BRPPTR MR EHE R o B SR A R
- BHEpEl B EER > TR EEFEEAOME N BT ORR -
AERERR Y T FIF AR 0 B FAREFRAT LR FF o TR
o RFE R ARPFROT RGP - FlFY FEBFADFZL L
(Factor Loading)4% + » A% 4 Jeagrch » — 2 43205 5% o @ A7
THEEN B2 R 0 FRALERACRIRE  TEST - FEEFE
S At I RN R W &
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3.4.4 2 jF~ ¥5 (Regression Analysis)

WEFAT AR PR Gy - BAES AR50 0 UG p R R
Bz Benhf > TP R F L FEX)RFR Y - RE(Y)nE > £ 8 Bf
PO RCTR R R R R TR A RO AT E DR E KR

i fFRC A2 A Ftest kAT TR > @V HET RT AR

Y

Hiw 058 chig fe & (Goodness of Fit) » o B i f 05 chf# 4 230 B
e RIT> E300> A& RYHE D FEEL MM 230§ RT3
A5 MR FRFFAENERATHORER GF > T FR o4
L "B hdk, x fEE B 5 % #<(Standardized Regression
Coefficient) » § B I 8@ $+ B 4 ~ cpF i > & 77 p R HH i ¥ P 4
Ao d T f BRI ATA REE DM R RES e o

B GFC AR AL P AT RS PR i A B R
ek o B2 DW & (Durbin-Watson Statistic) & & ¥_ip #8¢3 7 £
B2 AP AR R G oo g 2 £ (Residuals) s 2. fFam p A s Ap B pF - DW &
BA15 325 2 Fom i (7ie &p: Ao s OB F R+ 4 (Collinearity)
RAL > RS g p AT chta bR < % > @ 8 A fFAs b DT -
v % (tolerance value)#2 5 8 #% % ]2 (Variance Inflation Factor ; VIF) &_&
TpRAFEATREL R RANI TR -H Y L X chiE 300 F]1 2
Fod tigai0r R4 ERPBHTE > - BEKERE L]
%0050 % R gOPE F1 R B(VIF) A £ enijdic @ F VIF <302 gl £

ERM T 0 - KB RVIF &2

=
A

AFEARENT e Bl FA YT B ¢ 7 - BAF i EF A {7 (multiple
regression analysis) £ = i fg & &ﬁm\ 17 (hierarchical regression analysis) °
FRFFAITH R TR 2 RE 3 RERE O F LA 2 R AR
TREARE o A PR R F AT REY e TR A WA LR - 3 #

EERS AL RSN 1l LS
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3.45 B# £ #31 4+ (Structural Equation Modeling)

SEM & - filr g & RIE & A 47 247 3 gl — % 0 4Ed § %
B H R B Rl % A 70 RIEH 2 BN REW
AR E ORBIBRR RIS 2V RIP| B ﬁm%ﬂ’*faﬁﬁﬂ
%1% 4 #7(Confirmatory Factor Analysis, CFA) ; 4 7 7% B £ B8 4 47
REF A B LR B D 0 o Bt A3 Bipd SEM 247 0 3R 2 &
E¥RAEREEs PEAF AR - STHT I 2L s PEH
PR G SRy LR AR Y AR B F] %

[ e
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3.5 % il
351 %IR8 iFARE H %

ARy 2018 £ 20 13 piE AR AR F o g i A Fad
ZoREwfeik Al 335 Pl Eocikh L foonikAdch 325
352 MR X A%

(1) F1& 447
A7 ¢+ SPSS st #rdgie (7 KMO r Bartlett’s 3% 25 ¥ 2% 4 % 1%

AT S RTFE AT o 1945 Kaiser(1974)# 41 KMO # ki fie & ch2] 7

B4
3 3-8KMO b i fie & £ B
0-0.5 0.5-0.59 0.6-0.69 0.7-0.79 0.8-1.0
L AT s q 2 2 4 L

TR kR ¢ Kaiser(1974)
d 4 38T RET @a AT R 2 KMO &%+ 30050 &
TR BT F R A2 R 2 AT g 2 Bartlett’s 37t Tk E Y
-+ 0,05 > & BT E K E o

Z 3-8 PR E LTS

1o KMO ®(>0.5)  Bartlett’s 3 3 # %.(<0.05)
B4R 0.686 0.000
R 4 0.576 0.000
S At 0.820 0.000
FEBRE 0.836 0.000
o 175 i 0.610 0.032
iR 4 0.818 0.000
SR 1 0.747 0.000
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(2 & RA¥H

MG e * SPSS Stk TR R €0 ¥ * Cronbach’s a B £

e LR e R A2 M ET R P t- &2 o Cronbach (1951) %

Llgr iz RendER] > T 3 ES 035 MR ;035~07 F¢BR
07 m+t 3 %% A& @ Nunnally (1978) RliZ2:&4F 2 477 o B/~ > 0.6
MESRERBFAL B/ 07 U AV EINTEIDOERFR -

AT REFRRAE > BRBEIREREE o 75545 Bika
¢ Cronbach’s a0 & #%-- 3+ 0.7 » 4~ % & 0.675 % 0.652 - it iliz™ B H
BT RIEFR G PR AR T T A S RE LA BT
BT L o | M“T s fﬂf#m e Cronbach’s o &5t 3% =2 1 0.712 - 42

i “ﬁmﬁ%@w’w%ZE&%%%’ﬁﬂﬁﬁ§§@$’ﬁ§&¥
A EREFELRPLEIERRAL A LTREE R L IRFLHS

WY R e gﬁpi%*ﬁﬁﬁ%ﬂw%ﬁﬁo
PR OT e T A AR €8 SO E IR
Fao J‘}H'JK,% t6 » 3% % 0 Cronbach’s a & it % 1 0.703°+5347§<§€""‘5”'**i: ’
TERF] GFRZAEEAIFLFFEARA 2 AR FEs 'ﬁ
RE o FIZHEWHEFF A 5 o MEATIE TR R JHE B L
TERFPFAR AT IEEE P R AE 2 A o

QIS SE R Sl TRA R T RFEE T L
Al F 2R B FER AT AT Hm £ Cronbach’s a i %
FIARE 0T 0 > oy ez T3 P Bap k) (item to total)» ’ﬁfiiii#%

BO5ME o TE3Y LAFTHRRE AR
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% 39 IR K AT %

i 5387 BB Cronbach’s

RAp o HKiE

REBAR LAEEEHA Db orfondg £ 430 5 8 0.784 0.838
QAEEEHE B IPRDR LY LA FR 0.651
3EHMA T 0 NFEE A LR TH R 2 0.685
AP > A2 EEEFE ST DR 2 0.774

R4 Ry LA F I EFE B PR AP RHE B T 0.595 0.712
QARZEH BB FRFRREPR L ELF 0.535
BAFREFE AR IR DR L 0.628
AFRAL-NRAETHESHEP > N EREE FHAABS 0.520

ol LAHEFE S BLPEFETRINGR 0.733 0.862
2AEEE F B PP F A5 R LE 0.743
SHE D H SRR B AS T g 0.589
AXNEEEL R BENEREE N F ST LE 0.689
AN HE LB T LRI LA 0.717

N A 1LEMA S  R*EFHEHBLEFAR T RE R 0.767 0.924
e 2R A 7 o R EHE B OEREREARL TG AE 0.794
BHEMA S o R FRE A EHEARL TP 0.886
AFERA 2 @ F §HAE LA EHEAR TR 0.866

i 7 A LAEER® § 58 583 R TR 0.616 0.703
B QAR EHEITEHE G RY TR B 0.590
BRGNP ETREIHE BTN F P 0.505

x4 ILAREEHE BT REDELERAY F A 0.802 0.880
AEE R e RS TN T SRS ] I 0.828
BANEE HE LB R BB ER G G E 0.768
AAV R € R E e EHE L TRENRY XL ER 0.649

"R IER S L By SN 0.899 0.949
QARKT R E XL FE L2 HP ER 0.926
BAXLEFE P2 AT R PLFLE 0.855
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Fri RRAveEe

A1 R Ewizd T

AEFT 2018 F 30 22p 3 4P 5pEENEEFE R PR
B3 pAEIT - 3@ % Google # H 24 B £33 2-1 £ » 3t Facebook 4+ @]
2 PTT Ryl fd s B g e Rw ek A8 s 979 &> J%ﬁﬁﬁiﬁs
F ootk Adcs 929> o H ¥ %‘ﬁ»ﬁ'l% chg e h e 5 10T S8
(D me* €F4 58 GHRDEKRLG R
(2) & - BRAEFE - FF Reh@oafh 4 26

@R 3R REHNME > 5o - L LA X hft A 425

2HFH A ST AR R
4215 F ¥ ARTH
AETHEEF AR AT & G ER o KTAER CBE
A ARV ARAE DRLIFRIEEST L 4L HE
3

—‘ﬁﬁﬂlb“ﬂjv‘ » Fp 3 225% 0 A d T T75% ;; E#e L F oo # A 21-30

oo d 7 6L6%; RTARRIE G SF/HF 0 F 0 TA5% ; BB E 30
Ao g L% Sde b7 B3.8% ;KR m AR kg o SRR

7358% HEE o 0 b 16% 0 £ kA g f 0 116%; = F
& Fesri < % 7% 310000 2T o F 5 45.3% H =x 5 10001-20000 - -

¢ 7 20.4% -
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I8 % u) % A “rd p oA (%)
) 7 M 209 22.5
L 720 77.5
E3 20 & 1T 223 24
21-30 % 572 61.6
31-40 % 110 11.8
41-50 % 18 2.0
51-60 4 0.4
60 & 1t 2 0.2
KW AR B T 8 0.9
® ¢ 1B 58 6.2
S 692 74.5
By 165 17.8
74 6 0.6
L3 BB PRI E 66 7.1
T 63 6.8
Lk ¥ 23 2.5
L HFRE 38 4.1
Bk ¥ 21 2.3
TiEE 3 0.3
Bk dc ¥ 3 0.3
Yl ¥ 31 3.3
FEG ¥ 8 0.9
% Bl gE ¥ 26 2.8
SEFARE 24 2.6
Fopprk 3t 7 0.8
B ¥R E 11 1.2
Eodrl 34 3.6
pd ¥ 35 3.7
R 9 1.0
" ik 3 0.3
& 24 2.6
54 500 53.8
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) A #k ard p oA (%)
d 473 16 1.7
oAb AT () 332 35.8
¥ ) 63 6.8
3 47 5.1
Wi 14 1.5
o 149 16
351 28 3.0
B 4L 13 1.4
2+ 19 2.0
% 19 2.0
e 87 9.5
B sk 108 11.6
B & 14 1.5
ok 0.1
foi 0.3
¥ 13 1.4
B 5 3 0.3
10000 = 12 ® 421 45.3
10001-20000 =~ 189 20.4
20001-30000 = 137 14.7
30001-40000 =~ 94 10.1
40001-50000 =~ 43 4.7
50001 = 12 45 4.8
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422a§gﬁ%é%§9#%1@$ﬁﬁé

PIRA SRR TS oo @b r KRB B A EE o TR
PégiT s ‘E@f?ﬁ%tﬁﬁ}f%% A EHCEENE ST X
ERERGORE T UELOTRERFF N AT EFLBRAFL R

mEFEE LR
(1) BfH]F

§T AT B R E M E B S S A Heh R K

mly

EEGE- T R R A e 508% B A E B - (F )
HOP b T B 27.6% ; £ kG B A gmg ey o H ik
i 5% 8 =% e 21.6% o

342 @ WA 2 R R

N=929 B0 - = F¥H- =X BIEIme @
(7 21) (3 21)

= 256 472 201

A 27.6 50.8 21.6

(2) Bf* 5
d T AAZT @ g E R R R FEAUS PR TS E LB
B et B #eed3.7% 5 H =0 5 £ 3e 7 N 0 B AL il e

S #erB30% s R kA LGLPAT N THET N TAREEFETHR

:\T:t

Bt s W) 0 58 =X Heen18% ~ 5.4% ~ 2.4% ~ 12 2 0.5% o

43RG AL nr

N=020  #&E3 Lil £13] FELH TRE FEIAR
I Tm W

= ¥ 406 278 168 50 22 5

B A 43.7 30 18 5.4 2.4 0.5
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(3) # & enizgl N

d T RAAT B A A H R L PR ATR B E R P o Boir el
iig;ﬁﬁﬂéVIP‘%E%%Q - - 0 A i R #5k404% ; H = A
FRMEVIPE BF P A p o B fiofh = §eh235% Kk A AL
FRITICER WEEFEAT ST FAEAE LSRN EWEDHRI BIAE
H g2t = el W) ik R =T Bioen15.7% ~ 12.3% 17 % 8% o

e 4-4 T F il S N2 kit g%

N=929 RZHF. &ARITH MEVIPER =P mEe VIPra g
(&) THBREFE B FrAY  FEILT F-E-

E($160~) B EiEE)
=¥k 126 249 372 195 640
A 8 15.7 23.5 12.3 40.4

(4) nREPRLEFLE

dTAAB T F D RS EEF AR OB L EFE R S 15-30
B0 BB A B 83% 5 B = 5 30-45 45 0 H st ik
S Heen11.1% 5 £ k2B 5 45-60 ) ~ 60-75 F) 1 & T5 fy b0 Bk
B w1k 8 = Bcin 5.3% ~ 0.3%02 2 0.3% o

45 LR E R RS

N=929 15-30 #  30-45 )  45-60 4y  60-754) 75 1t
= i 71 103 49 3 3
oA 83 11.1 5.3 0.3 0.3
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6)?uﬁ£maﬂ%%ﬁ
2467 gl BEET R 2R R Bk S E £100-150
Ao H OBt Bl AR Boe46.5% 5 B = 21005 0 T 0 H o sh o ek i
¥ = Hcen32.7% 5 £k ik B 5 150-200 % ~ 200-250 % ~ 250-300 <~ 12 2 300 ~
vk H o S e fb SRS = #ieh13.8% ~ 4% ~ 1.8% 11 2 1,206 o

4-6 * fE_FI W Bz kit %

N=929 100 ~ 100-150 ~  150-200 ~  200-250 ~ 250-300 ~ 300 ~

$E e
= # 304 432 128 37 17 11
R 32.7 46.5 13.8 4 1.8 1.2

(6) #* 2w F T 2 LR
§ T AATVIEIR 0 FE66RIE K FIE AR RAERR T LR
Fd T By et A T BeTLT% 5 F 2631 ¥ ¥ A g F R 4

FrormEfER RS TS0 B Hioil =T #5er128.3% -

N=929 ¢ 7§
= # 666 263
5 71.7 28.3
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43 HPFHRLH
4311 R A

2 & (Reliability) €45

~\|J—E~_ é.ﬁc - 3R r':l— \7f¥ hl"}ﬁ

RN

R HE TR R A7 0 F 4 * Cronbach’s o #icfE k&AL » 78 % ‘JE'J"ﬁ Al

N ST S ]
L7

ﬁ% K}/} x ¥

FRR R R 2 R IR AL
pFR— 34 o Nunnally (1978) 3% 5 Cronbach’sa & & 0.7 2+ 5

BEERE S FEM 035 R E A A H® @ & BB D AP

i (item-total) ] & Jf i 3 0.5
- AR 2 - BAEG
1) RE &
d 4 4-8 ¥ 1u

R T

Cronbach’s o ~ %> 0.7 o F]pt

DEERE T B

PBRIE oL TE R A A S 5N

Z2_38 P 4P B (itemtototal) s = *+ 05 ¥

AR B

& 2R -

48R LHERZERAF

RLZUGR KR item tototal Cronbach’s @ Cronbach’s a
Advertising Attitude if item deleted
A E Nl B E e 0.675 0.843
%%*%Qiﬁﬁﬁo
AFEEHE L PP 0.672 0.845
}%%ﬁ%*#éAF}io 0.865
a3 o AT EESE LA 0.743 0.817
vé'_’ h’l—i—ﬁ";,{ m)% 4;,", o

0.774 0.802
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(2) B2
d £4-9 ¥ B aeR 2 R EF2 38 p % 4p M (item to total) ¥ < »t05 5 ¥
Cronbach’s o= *+0.7 o F]pt > ?‘;'Zfﬁ‘i 48 B u R’ .

LA9R 2 AREL GRS

RERE KA item to total Cronbach’sa  Cronbach’s a
Advertising Avoidance if item deleted

AAFEF Y EHE L 0.504 0.737

B EELRE BT o

ARG EHEBEFLT R 0.635 0.667

IR LW 0.763
AFRE HL LB TR 0.592 0.691

R Ao

FRAL-DRMAEEHESEE 0.521 0.730

P S G R R A MRS 5

@) =E&EF
d £4-10 ¥ @ eaedf 552 38 P A M (item to total) 4 + »+0.5 > ®
Cronbach’s a= »*0.7 » F]J* » 32456 & & 2| &4 -
# 410 | &2 R AT

TEET PR item to total Cronbach’sa  Cronbach’s a
Perceived Quality if item deleted

AFEHFLA L HFLEDERTETRE 0.767 0.891

Flisd e

ALEEH B BORT 4 0.768 0.890

bR

§H AL ek iR Y 0714 0.901 0.910
AR RS -

AFEEHELFLDERY S 0.837 0.875

MF L

AFEEHE LB LEOFENT S 0.774 0.889

PR S 4
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(4) 3 EBFE
d #4-11 v 1By #9448 @2 38 p 44p B (item to total) % < »+0.5 >
2 Cronbach’s a= *+0.7 o F]pt » FZHE G & & 2|5 % o

20411 % BP0y B2 R A

TRERE BA item to total Cronbach’s a  Cronbach’s a
Hedonic Value if item deleted

-8 RS L S R LN 0.874 0.938

EARDIF & o

BREA 2 R EHE L ED 0.869 0.939

WARE RAR TG AR o 0.951
FHA ok €A LR E 0.909 0.927

RAR T E o

FHA @ §HE S E 0.872 0.938

13 N

d %412 Ui RS =2 BR JEM“,/TT f¢ Cronbach’s o ¢ ** &t k ~ >

3% f#\i Z_38 P 4% 4p B (itemto total) ¥ < »* 0.5 ¥ Cronbach’s o = ** 0.7 »
AR EHREEG e Fh s AT TG KR B IEJ”'J"% °

7 4-12 7 7 2 4l G R AT

W F R4 B item to total Cronbach’s @  Cronbach’s a
Perceived Behavioral Control if item deleted

AFERF EHE LB 0.564 0.673

5 PRARE_FIEL o

AR ALE: B R e Y 0.614 0.612

T B HE o 0.702

ENR TR Tl BF7 il A I A o 0.507 0.726

AN FDET o

Ay pEF R § AR SR 0.543 0.695

gL 3 PRIE o
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(6) &4
d % 4-13 v @ a4l 2 38 p % 4p B (item to total) & +
Cronbach’s o « % 0.7 o FJ¢* » 32 i+ & 2| &[R4 -

3 4-13 A 2 B A

* 05 ¢

g4 R I item to total Cronbach’sa  Cronbach’s a
Promotion if item deleted

AFEEFE LR 0.693 0.883

RAER AR R F o o

AFEEHE LR 0.847 0.825

B =55 ek gl A o 0.890
AFEEHE L HE TR S 0.843 0.829

A A E g O o

AV R ET RSN THELH 0.683 0.896

(7) ®% LB
d 4 4-14 ¥ 2 @0 % A2 I8 P 548 M (item to total)
Cronbach’s o = »* 0.7 o Tt » 321‘?& + 4 ] u it .

%414 HF R RS

#4505

Hy REE PR item to total  Cronbach’s & Cronbach’s a
Willingness to pay if item deleted

NegT R EHELHED 0.909 0.938

HEgR -

ABRT g EEHE S 0.905 0.941 0.957
2y g0 -

ALLERE

Sk 1§ 0.914 0.934
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432 Fl& &7
(1) KMO 4 Bartlett’s 7% 2 4 %_

AR € % SPSS At #itAEiE 7 KMO Fr Bartlett’s 3£ 25 # 2K # 2% &
AFRERFIF AT - RFREFEFRELAFFAITENE-HBER
#WF1E A5 (CFA) - kPl & o B Ifehg »efg & 2 8 ok o iRt B

P & A A G i 7 2 o PR aE 2 12 2 Bic(Kaiser-Meyer-Olkin measure of

sampling adequacy, KMO)&_i¢ * Zfp L k3-8 H @ A 0F] 12 &F »
BEARRT L A7 RE 2B OE R FEAR S  APHARRARE > A8 &2
7 F1& ~ 47 o 13495 Kaiser(1974)#z &1 KMO e 3§ fie & 2| 972 ) KMO
x> 0.5 22 Bartlett 2k )4 ®.2. p B RA8:T> 0 4 # B EE -

d % 415 AR T U@ AR 0F HEH 2 KMO % <% 05 3
TR BT F R A2 R 2 9T o 2 Bartlett’s 37t kB ¥
320050 RIAFRE - FP > T OUEY AL D AR L2 AL

WOFlE A dE e L F S F] 4 A 1 (CFA) -

% 4-15 B % A 45 2 %

1 o KMO ®(>0.5)  Bartlett’s 3 3 # %.(<0.05)
B4R 0.758 0.000
R 4 0.702 0.000
St ey 0.875 0.000
R E 0.852 0.000
o 175 i 0.703 0.032
4 0.818 0.000
SR 1 0.779 0.000
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(2)555 HF & £ 45
HEHFF AT E Y RBIF R G R 0 SHTFIE L RS T

FRE AP MM Re 0 TR AR R RN R S R e R R IR
B3 o Fl o R A2 I (SEM) A AT 2w > F SR FI R A 4T R
RHe AT tEarEonk c FAEREFERIESFIFLFE
(Factor Loadings) ~ %58 ch/e = 7 & (Composite Reliability; CR) % %

Il ing 2§ (Average Variance Extracted; AVE) = 78
(Bagozzi and Yi, 1988) -
*E 3 %3 (Hairetal, 1998):2 & P32 %2 f FE R A 050+ » £
H R g ﬁ*’fﬁir_ﬁ £ 3 4FenfEfac 4 o 1345 Hair et al.(2006) 04 #f o
#-SEM Brro SiE HE0n R A G TR R B R BIRR BRI T AR T
A & ##i';‘; & (Construct reliability, CR) & 4 47 - CR &_4 ** 0~1 &g » #c i@
AR AL TERRRERPR I b4&F o AR RS T i BARR
AXE o W IR RPEAXF o 1245 Fornell and Larcker(1981):2 3k /B % 38
HCREAEF 060 M <5 LT EF s A7 d THFENFE
(Average Variance Extracted, AVE) k #& %> § AVE EA% < % 77 B I8 i 3 7%
FRAET RE T LY RGFE B - Y 5 1395 Fornell and Larcker(1981)
% Bagozzi and Yi (1988) 482 3k - & % 38 0 AVE S 47 it 4238 0.50 > ¥ 5 i
o LT PR IT 0T A R L en T R 5 50% 1995 Fornell
and Larcker 45 i § AVE 3t 0.5 % » 324 % 2 = 5 & (Composite
Reliability, CR) % 0.6 11+ » 127 1 4 7 756 & § fcarehk o

F 4-16 5 AT 2 TR R A 4T
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% 4-16 Jcarre B A

o FaE FlRiFE  HEFL CR AVE
BR+GAR AA1l 0.73 0.47 0.868 0.622
AA2 0.75 0.44
AA3 0.82 0.33
AA4 0.85 0.27
R 24 AAV1 0.64 0.59 0.766 0.453
AAV?2 0.79 0.37
AAV3 0.67 0.55
AAV4 0.57 0.67
el A2 PQ1 0.82 0.33 0.911 0.674
PQ2 0.80 0.36
PQ3 0.75 0.43
PQ4 0.89 0.21
PQ5 0.84 0.30
I RERE HV1 0.91 0.18 0.951 0.830
HV2 0.89 0.20
HV3 0.94 0.12
HV4 0.91 0.18
E10 AR PBC1 0.67 0.54 0.769 0.458
PBC2 0.73 0.47
PBC3 0.53 0.58
PBC4 0.71 0.50
i 4t PM1 0.75 0.44 0.901 0.697
PM2 0.91 0.17
PM3 0.90 0.18
PM4 0.76 0.42
g LR WTP1 0.94 0.11 0.957 0.883
WTP2 0.93 0.13
WTP3 0.95 0.11
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FREOR Y B EREEE MR R AR A LT
B ¥ £ B o 4% Fornell and Larcker(1981)# ) AVE (& & /Bt % 78 fic ¥ 4p
BE2 2R BD H R 2 E AT AT Jf#m Z B5. e AVE B % < 3%

T%ém BB erdp bl e o & 4-17 Bgor A Y 2 ’l‘ﬁm 2. AVE i3 = 32

RS Beip b Gl A7 AR 2R ERITE G LB TR -

4 4-17 % B »c B 2. A 4%

2k AA AAV  PQ HV PBC PM WTP

AA 0.789

AAV 0.546  0.673

PQ 0.021 0.303 0.821

HV 0.077 0225 0.794 0911

PBC 0.093 0.146 0.614 0.649  0.677

PM 0294 0163 0278 0.347 0469 0.834

WTP 0284 0220 0217 0300 0478 0.645 0.940

el AAR £ AR AAVIE 2R S PQIrE & B HVIE B2 0 |
PBC:.#v{f 7 = #2241 ; PM:igs) ; WTP. it § & Ff

2418 BRI TR L AR

R Rl AFETRE

XC/df <5 4.76
p-value <0.05 0.00
GFI =0.80 0.85
AGFI =0.80 0.81
RMSEA =0.08 0.08
NFI =0.90 0.95
NNFI =0.90 0.95
CFlI =0.90 0.96
PNFI 0~1 0.83
PGFI 0~1 0.69
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433 A

WEFAITAR P R AN - A AR P P R ik
2 BenBl o TE AR R L Fa(X) RIER T - RE(Y)hiE 0 T 0B fE
PORBCER R TER S > EEMOM G I ETEELE - LB
Benfa kol & 3 (7 iR e

FORZk RS FRC g pe R & iR 4 0 oY Fest k%7
{E%%°¥ﬁ§@ﬁR%%ﬂ’ﬂ%&%&&é%&@&?ﬁﬁ%ﬁﬁ

% R <RI A TR AN ERA TR ORGR G DR
iR L 4 F e -k M R2>015 F F el FH <0055 R &t
AL 5 2 it oo

3 i 2w 57 % dc B(standardized regression coefficient) » B & &7 p % #ic

SRR WM G PAREHEL AP A p R R
FAfA A FRR AT RET M GERE B o FPE D0 KA
REFEF Do MG I EPEl  RAREFE T f oMot EEFN

- A TP EAF <005 A FRE FHFR A AT I o p %
o KRR 2 R

BEFREFAITT 0 2 FF L& @ik (collinearity) B AT » 3 sl L dp A
RAFAPHALR = 3 > 5@ R fFairt HFE - ¥ 2 PR
(Variance Inflation Factor; VIF) £_#& = p %8 B 2.3 3 &L E & B 3 end| 2
B - da 2 FVIF<2, RIS ARG 2 £ AR AL-

TR T A RIS FAT 0 B - 00 ¢ § - B
7 (multiple regression analysis) - * k& %} & 2~ 3 # G & o 7
AipAIE A EA R AmORE A %
(hierarchical regression analysis) » * % & T R4 » S F 2 L@~ 3 B4

\4

m»@ggnﬂ?%ﬂﬁﬁﬁﬁ

R AR L LR SN A s S
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1) RERB-IBPBFE-TEFE842 CHHEF LAMAPP
B BN g FE A 4T R Rde L H2,HAHEH6 » % i 4 4797 17

Flefg T 4ok 4-19d A {7557 » RZ=0.485 « »* £ % i@ » ¥

‘."_'l

p-value=0.000 ~» % JRLAEZ F K2 » & QA3 2R 4 o ¥ b R
FRE S FRERE RS e B S VIF Bt 20 ¥ U
PHAIF R ET FAEME ST AN FVNEL B R
RBfEEw S A R AR LRI FIRE > Bl § 0 s H2

PR ZEMPR ESP R BEAIHEFERE HEZ L2 o
R E A2 B A F R DIt EREFRE 2 PR o A
PHOTREE SR FF T REBAEEHNHF AR Lo RE &

H5 % H6 = = -

4 4-19 4F i 7 A 47 5

st b R E tiE BEE VIF
(¥ %) 0.330

R &R -0.179 -7086 0.000 1.144
P REMRE 0.014 0.433 0.665 1.806
St At 0.285 8.582 0.000 1.976
i 4 0.487 17.465 0.000 1.397

R2=0.485, # % i {8 :9 R%=0.483, F ©=217.924, p-value=0.000

Rk H AR
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(2 BHHRLAF FHBFE: oL FLLHB AR LT M hent
k& T
%:%%ﬁﬁﬁﬁﬁﬁﬁﬁwiﬂ?*@Fﬂﬁﬁﬁﬁﬁiﬂm%mm

multiple regression; MMR #& ) = 3% & 47 & §F t& i # 7 f % 58 (X) &2 FE R

ERA()LFEES = FFERA(DTALTASTIRM G o J5d p#

BX) &2+ @A) wr KPR RAQ)HR* p RA(X)L PR

il iz %78 (Y)PF & § + 42 % (Cohen et al., 2003 ; Aguinis,1995) - 1335 5§ ¥

Baron and Kenny(1986) 7%= 7 & 3% > %8 * Jf & % ﬁfﬂ\ 177 K2k T+ F 2

RO EALERMEORE ) S ARERARE > R

%&ﬁﬁﬁ%ﬂwﬂ&£§ﬁ$z¢& LA BZAEAE E- B

< R 4p % 78 (Aiken and West,1991 ; Kraemer and Blasey,2004) -

ARG AT IR A AT e LHT,HBHI - T & Rk B G A

R&HE 3 m”%miﬁﬁﬁmfﬂ*d LR Goent ok o

S F R AT AT Bl R R A 4-200 8 AR R T LA 0 R

P REAOVIF BT 20 F P B R 7 3 Ak A BT

| 4

AR E AR IR GF A AT DIRGR o A R BF A AT 0 E S B AT R R e

g
4
A

/|

7N N

REFTIE T BARWHERH AT 2 t B AEHEFEE > L HT 7
R EUG EE R T T 2 tE AL FEE > e H8 A 22
R F AR A T T 2 tEE R FRE > R HI 2 o A
FREEFTURP  BHTEFRTEFLHAIEATARABE T2 ¢
THALIRAEZIZIEELFEHAT AR E

T, A R TR RE K THY AR LBY

TR A ETE TIRBGE, W THEAE, 2B

Tiggl | g+ TofF it H TR LM, 2BF
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4 4-20 B4 2 &k

sl - v Thdkp tiE Byl VIF
(% #K0) 2.946 103.772 0.000

ZAAV -0.179 -7.086 0.000 1.144
ZHV 0.014 0.433 0.665 1.806
ZPBC 0.285 8.582 0.000 1.976
ZPM 0.487 17.465 0.000 1.397
(% #0) 2.932 94.972 0.000

ZAAV -0.215 -7.068 0.000 1.149
ZHV 0.018 0.453 0.650 1.861
ZPBC 0.352 8.799 0.000 1.993
ZPM 0.574 16.864 0.000 1.445
ZAAV_ZPM 0.047 1.776 0.076 1.026
ZHV_ZPM 0.044 1.229 0.219 2.030
ZPBC_ZPM 0.080 2.360 0.018 1.977

ZAAV : Z i (R 2 ) ZHV : Z & (% B e g E H YA
ZPBC : Z & #(+of 7 5 #24])  ZPM @ Z & #ic(inh)

ZAAV*ZPM : Z A Hichp 4 7 A dcin sy

ZHV*ZPM : Z 4 $c3 #13  B*Z A #ic sl

ZPBC*ZPM : Z s Hcho i 17 5 #41%Z & #cin

w :'>
o B~ O
! ! !

[ |

i T —e— Low PM
--4#&-- High PM

Dependent variable

= N
= 01N O W
| |

Low PBC High PBC
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435 B RIS
#A7 % & % LISREL 8.52 S< 4 A€ (7 S 4= AL HEA1 A 47 » £ AR &

k929 6 TR W RIHCA g Fe A 2 AR~ A MG AR ITH TR B BRI A 4T
BEEFHG UBRBRSEF LTSS PMAER -

AR R AR BERGF - iRk (20122 s F Fi¥ P G SEM K
A e R At W ERARE L R BOR F 2 F R o 2R
SRERANT R 42300 £¢ P FT S LA RPIEEISER T

%;—;’q%@,&ﬁﬁ- MG HCAE fe B A dF o

F 421 AR A 2 i R 5

Rk ki AR RE

XC/df <5 4.52
p-value <0.05 0.00
GFlI =0.80 0.86
AGFI =0.80 0.83
RMSEA =0.08 0.08
NFI =0.90 0.96
NNFI =0.90 0.96
CFlI =0.90 0.96
PNFI 0~1 0.85
PGFI 0~1 0.71
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AARZHER2 217 8%

1) RLGRAHRLABNIE LI i oY
BEAFAEGETUECR L AR TR L RE IR PL Y

(B=-0.70, |t €| >1.96 > p<0.05) > I P+ Er 1 AAT 7 e 7 Bk - TR 2

GBR HTALRE  JArBP L BETURP - FRY FEE A8
s

=
=

Bt 2L G B AP L RG] LT Mep R B
BT EIERERSFEFE RTH DR LI BAM HRER
2

(2 RLABHAFAMABLL v BT

BB AT L ER A REHTH LA

@
3
RS
=g
Y
voe
3
K
et

(B=-0.20, |t &[>1.96 » p<0.05) » & k4= 7 c5Fm 7 Bk = (TR 28w #H THE A
G EeREX AR S BETURP R FET EFIENEIE L
iR AL REHE e A EH G T
B) *EFFHIZULF EAHEL v Y

BT A SR T UE Y ST HY R B B L e i
% (B=0.87, |t | >1.96 > p<0.05) » e s Er3E 1 AFEF a2y B = T A
BREHRE ) F IR RV WP §HE

3
Fen&M o BT o SO F TR R T ARLUR I § 1
)

(4) 3#RFEHEFAMABEL L3 H¥
BEAF AR ET O E L SR BN LR R
F B (B=0.03, |t ©]<1.96 » p>0.05) » 1 AF7§ e 3 Bk w T3 P

EHTHP LA, G B PE

1—3

CAAR T o P ET UEP o —-’%z%?fg
PERB AP hE BEREF B2 ERURT G §EFRE

iR
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6) wEFFHAHIRIAMAELTE L BT

BT AT EET RS F AR AR L e

AT sl HIRE S THERE L F o s B
ETAEE ERE L TS TR S-S S S AL

LA SER UM TIE L TR DT REE S - TIEH chfGRAR

” ’ﬁ““gim PEAEEZA SR RO F R

(6) BAHAF AMAWEI L ¥
BRI AP EET N E R R

(B=0.52,|t E|>1.96 > p<0.05) » e PFrs B35 A7 TF 7 BR -  FF T
phz2 Tl FEHTHR AR, FEr R P BET R €5
o B REORSFEE gL e RPR T F O A
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FHM
R1E

Bl 4-1 SR & 2 BT T R

A2 BT AL BIEA TSR

-0.20(-6.12)

0.52(15.18)

BE TR BE K t e Ay B
Hl: R4 B R-R £ 2@ -0.70 -13.55 &
H2 : g & R@r—d 3 LR -0.20 -6.12 7oAz
H3: wf -3 #1f @ 0.87 28.98 &
HA: 3 #ERE-FF LA 0.03 0.59 FoA
HS: s 7 2 4l —>" g LA 0.17 3.16 &z
H6 : &4 > % LA 0.52 15.18 &2
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45D HEE IO EE

% Hair et al. (1995):% 3% SEM e 2 stk A #cf & ~ 2 100 £ 4 & 7

PR R 0 AR AR R RV EF LB RS A

g

¢
BaE ) R EHA Lo (L) 2256 L EH F R E
F ok S(gd) 24720@ % F12 S5 ame gy § 5808
2 201 i E K o UM T AR e g ® GFI 2 AGFI g2t A iE
RREE LIERHREFIEEAAL AR DB B RARET P RS

T LA A (S E A 0 R e Rl

24230 HBEAZERALS

F - % EiRr - % PR
(g 101) (8 41) Al
n=256 n=472 n=201
Rt ZREKE AEEE

X?/df <5 2.79 4.42 2.56
p-value <0.05 0.00 0.00 0.00
GFI =0.80 0.79 0.82 0.76
AGFI =0.80 0.75 0.78 0.72
RMSEA <0.08 0.08 0.08 0.08
NFI =>0.90 0.91 0.93 0.93
NNFI =>0.90 0.93 0.94 0.95
CFI =>0.90 0.94 0.95 0.96
PNFI 0~1 0.81 0.83 0.83
PGFI 0~1 0.66 0.68 0.64
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(1) &= v §H 458k

% SEM & 455 % @ % € 5 5

e NTREGER 42H5ER

w(Fg )k

/{;-_’4"\*(" ‘L%T\ 424°

-0.44(-5.21)

B 4-2 & * Té”*—«k(g.'/ F)

T(Z M) fris 2175

%4245 0 @#H - (FUF)IRELSTESR

B Lt kbl YRRk tig 2%
H1: R+ G R R % 2@ -0.68 -6.30 MEEAM
H2: R4 4@ —>1 3% L -0.44 -5.21 MEjan
H3: & & -3 2 0.81 13.57 BE D AP M
Hi: 3 #PEFE-0 7 L8 0.09 1.02 *EEE
H5: e 7 5 x4l > 3 L8R 0.05 1.51 P EF
H6 : &gt —H % LA 0.27 4.42 REE DA M
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(2) ®x* THE B k- (7 )2 HkA
% SEM o477 k@ % §H 4 5k (3 )R AT R

OG0T R ] 4-3 % B BT A 45 % 4 4-25 -

-0.11(-2.40)

FHM
R1a

(20.88)

B 4-3 F ¥ * — (7 0 )2 B S R

#4257 - (Z U F)ZRBREATTRES

B fE L A =Yl S tiEe 5%
Hl1: B2 R R 4 1% -0.71 -9.35 ¥ An Bk
H2: R4 R@—>H 3 L8 -0.11 -2.40 M¥iApM
H3: o & F -3 $HH & 0.89 20.88 BELAPM
Hi: R RERE-HF LM 0.07 0.98 *EEE
H5: &off (7 5 54l —>H % A8 0.22 4.92 MF D APH
H6 : &4 —H % LAE 0.62 13.34 MELAPM
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@) BpIExR* LBz FE
% SEM & 477 ¥ i¢ * § H 8 28k (Z )2 H A Atk

B AT RT Bl 4-4 2 H g T a4 % & 4-26

-0.12(-1.96)

0.39(4.87)

1 4-4 55 % @& % 2 B e i el

%426 BT F X 2 B E RS
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