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The Impacts of User-generated Contents and Firm-generated

Contents in the Context of Social Media on Brand Equity
Chia-Min Chang
Dung-Chun Tsai
Institute of Telecommunication Management

National Cheng Kung University

SUMMARY

With the development and popularization of network technology, companies are using
user-generated content and firm-generated content as the main tools to promote products.
In addition, people have changed from being passive information receivers to being
active distributors. Thus, companies are no longer the only source of information about
their products. Consequently, it is possible to analyze how both contents affect a brand
and build brand equity while also understanding the elements that drive both user-
generated and firm-generated content.

This study used online questionnaires to target cell phone brands and online booking
platforms. It surveyed users who have viewed product messages posted by companies
and consumers on social media. Finally, this study gathered 371 and 363 valid
questionnaires, respectively, using a structural equation as the analytical method.

The results show that brand attitude and brand attachment have also positive effects on
brand equity, and the effect of brand attitude is greater. Besides, the source credibility of
firm-generated content has a positive impact on brand attitude. The self-congruence
between user-generated and corporate-generated content also has positive effects on
brand attachment. In summary, this study discusses the results of the analysis and
provides conclusions as well as practical suggestions to provide companies with
marketing strategies to know how accurately utilize user-generated and firm-generated
content.

Keywords: User-generated Content, Firm-generated Content, Source Credibility, Self-
congruence, Brand Equity

INTRODUCTION

The rise of social networks has changed people's daily lives, businesses' marketing
strategies, and how they interact with customers. Companies are using user-generated
content and firm-generated content extensively, not only to promote their brand but also to
communicate with consumers, forming a two-way communication platform. Therefore,
social media messages have become a vital marketing method for companies to promote
products. Although social media content can have an impact on brands, the effect of the




two types of generated content is different for a variety of products. In addition, due to the
anonymity of online messages and the increasing volume of information, consumers are
used to searching for product-related information on social media platforms, but this does
not mean that they trust the content of the messages. As a result, this study aims to
investigate the different characteristics of the two types of generated content, and to gain
insight into the extent of their impact on a brand. It is expected that the results of this study
could provide practical advice to companies on marketing strategies.
MATERIALS AND METHODS
This study aims to evaluate how the trustworthiness, expertise, and self-congruence of
user-generated content and corporate-generated content affect both brand attachment and
attitude, which in turn affects brand equity. This research used smartphones and online
booking platforms as the subjects of the study. The questionnaires were distributed online,
and 371 and 363 were collected respectively. The data was analyzed using SPSS 17 and
AMOS 24.0. The statistical analysis methods included descriptive statistics, reliability
analysis, validity analysis, and SEM.
RESULTS AND DISCUSSION

According to the results of the structural equation model analysis, the source
credibility of firm-generated content has a significant effect on brand attitude. Besides,
expertise has a greater impact. Self-congruence of user-generated content and firm-
generated content have a positive effect on brand attachment. Additionally, self-congruence
of firm-generated content has a significant effect.

The Source Credibility
of User-generated Content

e Brand
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Figure 1 The result of the analysis
Note : ***: p<0.001, **: p<0.01, *: p<0.05, the value in parentheses is t-value



CONCLUSION

The following are the results conclusions after statistical analysis :

1.

Brand attachment and brand attitude could enhance brand equity, and brand
attitude is higher than brand attachment

In brand attachment, mobile brands are higher than online booking platforms.
Source credibility of firm-generated content is an important factor in brand
attitude, and the expertise of firm-generated content has a significant impact on
brand attitude.

The expertise of firm-generated content in online booking platforms is more
influential than that of mobile brands.

The self-congruence of both user-generated and firm-generated content has an
impact on brand attachment. Besides, the self-congruence of firm-generated
content has the greatest impact.

The impact of self-congruence of mobile brands is higher than that of online
booking platforms.

Based on its findings, this study has summarized three suggestions for businesses
using social media marketing.

1.

Companies should strive to build brand attitudes and shape consumers' good
impressions of the brand to effectively enhance rights and interests.

Companies should post more professional knowledge about their products and
enhance the self-congruence of user-generated content to foster long-term brand-
consumer relationships.

Functional products can adopt more firm-generated content while hedonistic
products can enhance brand equity through user-generated content.

Regarding the limitations of the research and future suggestions :

1.

This research discusses how source credibility and self-congruence of the two
types of generated content affect brands, there are still many variables that are
not mentioned.

The use of questionnaires makes it difficult to bring respondents into a particular
state or scenario.

Future research could investigate user-generated content and other variables of
enterprise-generated content

The experimenting method might be used in future studies.
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Tk pp e p A% g H s A (McPherson, Smith-Lovin, & Cook,
2001) - o FR AR p e R R R S Fangpindt b B AR AT
p e BRI B Tl A A Y 0 fEA SR Fehp - RBY
R B ARACHE p P ipE a7 AN R 2 /B ehgp B A2 & (Hanks, Line, &

Yang, 2017) -
Fr & 4% &% (Brand Attachment)

SRR PRA R R T R RIS AR BT TR
@ % > Bowlby (1982) i #E - B Afr- BEHIH G2 F- o)

Roenmiig o poend 7 F RT 2R A MITE A IR G o B 8IR 4 eL

A LRI BEE S AT ERYTOT IR REBAEH R
RO - AEEHG O LD gt BB A kA AT A
B i o B SR Fee 4 3 6 anficst (Shaver & Hazan, 1987) » 18 k5 & § 4
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btk e d 4RS00 T & BB R 2 ML R AR B T 2R A R B D

E=h

o IR AFRAPHEAHENE AL TR R 2 f S o ik
(Thomson, Maclnnis, & Whan Park, 2005) - Hirschman (1994) » 57} % &%
FEH T A2 R HEEA5 5B~ R

A bk AR B ik §12 % 0 Park & Maclnnis (2006) #5908 T & &
RSP AR DR MR TR R g R R 5

i e £ A 0 A e R Tk (Kleine & Baker, 2004) - & % dﬂz 75 g AoT
&

TAEREE P - AR 2 4 (Shimp & Madden, 1988) - @ &4 2 A
SEVE R & LIPS A= R SR BT TR R B S
Wk £ E TR B G RARiaiR G o IR R FWEIE S

MmN G ERApR sl 2 e el o TIRG S AR
e oo dfsd-p e BT R AL ik g R % (Mikulincer & Shaver, 2007) -

Rl RN AP AL R R RE OMEEE R 0 8 efd
GHRES PR R A A KRAR P& R g AR Y
G 2 e e o~ )% Park, Maclnnis, Priester, Eisingerich,& lacobucci,
2010) - Flp M ¥ e 33 Bawe > F- A &M A (brand-self
connection) » B 4y e A F rivé;:aa’rrv‘ WEpPoaRRFa o iR

TP EY LG E A AP E o R R E R SRT AL

sl

PEGRR T ST LR Fp R 2 0E (3 L & (Mittal, 2008) 0 512 ¢
SRR RS RN S L R SR Rl S SRR TS
e pediEa- 30 %o AR A &% &% (brand prominence )
Afpen i 3 F R HEWAR MRz 2R R Py 2RSS > T} K

Ao B HE S B BAR B g ik o
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-~ TREHEEH PIE
FH P ERIMRILGM PP FALETE L KRE G T A B P

i f s 3EM B A * a(Sussman & Siegal, 2003) o Fgt o kiR T R 4

Fm,@#&ﬁtiﬂzag{— Bogm F 4 ME o @ * ,})%zm#y['}gﬁ_gﬁﬁ ' 4t
ALPBERE - G P EF RIS ER L § 2T L E D F R

L e PEEFPHERIR L DR > 23 EEE LR f SR
AR F ALY ARG IS KR R A k2T L iR
v e E RPN L g R4 (Goldsmith, Lafferty, & Newell, 2000) -

Hi: % 22 Sp 207 AP HEHRREF T+ BF
H2: f ¥4 PR 2env AP SR EET L » B
=~ REUHEHSHREIEE
d 3t AARFRERT 5 T Baeat 2 TG R SRR Pk ¥
> 5 (Schindler & Bickart, 2005) o F] - 2n 4, J}:rv]ziﬂf AW Fp F ORI
RiFen® ZAER @ 5 A LERFRIALPN FALG B X0 B¢
Bt RRAR L BRI A 0 P RP L IFL - BAFN WM LR o ik
MIEHmY KD B A g;g@ BB R % kL E oA R P ihp AL o .
ﬁhkﬁﬁﬁ%%g%ﬁiﬁkgbﬁﬁﬁﬂjé%$£@@mkﬂm”mﬂnoﬁ§
AP HEFAESALDOE R BT R AT LR R T R R
& =75 = (Mikulincer, Shaver, & Pereg, 2003) o F]4* » A8 7 BEX 407
H3: % =2 Sp 2B EBFEHRET L v BE
Ha: g ¥23p 3end EEHERRETF Lo P F
PR - RERHERRELPE

dR R EERATFL B A LKA L - N T SEME

"

RS L p AL B P RREY §EESR AL TR PR EAR
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B ep A4 (Chaplin & Roedder John, 2005) - #4 @ » 5 1 4

TR FEXTIp ARERBDINE > BPL S0 AEREDp A AP
A 5% 5 4 ch 3] (Escalas & Bettman, 2003) - Kressmann, Sirgy, Herrmann,
Huber, Huber, & Lee (2006) %= 3 ¥ #HP § &M it 3142 p A% FEfop A%
e 45 PF 5 5.0 Bl r‘*f IS od PtV I T 2R E AP F il S
FEANGEAPREE S PR ARG ERA PR FA S e 2Ry
ek AR 7] o Bt AR E B AT

HS: % #» 4 S ph Fehf - REFERZHT L » PP

HE: £ %4 ) Fehf - REHEHEET L 5 B
¥1I4%  S#%EA (BrandAttitude)

Keller (1993) &5 &3 it & £} 7 —’gféé’%r%’is’,z dRRAT{e g iE o A A A e
£ ™

LR EFFIFAHEROFZ 2R AR

PAE - AR ZERFTHFIH R OEEER T 2 F = (Bagly &
Chaiken, 1993) » %] » fi R0 5 Afaf i § % 7 5 chM i #3040 o
MacKenzie, Lutz, & Belch (1986) #-&i fi & €& » i} §# # 58 & &IRi%
PLY R X4 5% > T S adF R 42K - Burton et al., (1998) p|#-5-

WEREELHFEFIAE BT AP ATH A HP ASRANI 5 S f 5

Bl e T 0 SR T AL S TR E P %i@ﬁﬁé%ﬁﬁo
EHERRRI IFMASY RERSNA > A E AN v

o

e PaAplE AT L ETEER AR BE R & 49 f& & (Choi
& Winterich, 2013) - @ i % % M R T o KIERIE PR L o 8 3
PET & B4 54 i # (Priester, Nayakankuppam, Fleming, & Godek, 2004) o F]p
TR SR SR S IR S A P R T AN

14



(Bartsch, Diamantopoulos, Paparoidamis, & Chumpitaz, 2016) » @ }* {7 5 ¢ "€ ¥
iﬁ&ﬁﬁ&@@ﬁﬁ%%“°?§P{zﬁw#M§£?1LWWﬁ s
13 s AR { A5 E E & Xk (Faircloth, Capella, & Alford,
2001)  Flt > ST RAES M E FERGRIE ISR IER A -
Fhord > AP THREFTERERS TR AHERDER G
(MacKenzie & Spreng, 1992) -
-~ FTLEHESBERZEE

PR FrEg i Lanv bkl RgA3h e A2

AR e FI o LA EER AR G TR R H A

WLP FARIL RRER L e A 2 e o2 (Zhang & Buda, 1999) -
Fp oo AT OEK

H7: % =2 SR ZrP AU FERERT & v B E

H8: £ ¥ 2 3p Zehv APREBRERF L » BF
=y REHEENERZPE

Goldsmith et al., (2000) #& 17} % ﬁ;’;; MR ALY TP E G R ¥
T f FRES CHEANEEZEFTREIF GAHA SR Fokapl
WA KT RLETFIRIMRBEFTFRRE RS HERALFR -
Fp 0 AT B

HO: # » 4 Sp ZhB EPRENERTF 2+ BE

HIO: g ¥$2 3 p Z3hE FPHETHERT L » B F
S PA-REHERBERLIEE

dN R RE B R P oL - kg (Ross, 1971) - Sirgy
(1982) #T# Hinf A - REILG? 45017 # chp A2, 42 3 B8 5034
G- R G FEP AL VE DR o Lee (2009) £ HP Y F LG T AHP
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ERPFRBEOERIFFER o Fp o AP EK
Hil: # =4 Sp 3ehp A - REFSHE RS X
Hﬂ‘ﬁii*ﬁﬁﬁéﬂ—ﬁﬁﬁ&%%ﬁjﬂé%$

Pk =4 E (Brand Equity)

Aaker (1999) #-5-MEF T & : - LB 50 ~ 20 R AR M R

i
BEALLG v TR ARG EFES T RELASDHE
ML ER A - Jﬁﬂﬁiﬁfgﬁﬁfg&s%@j? e WW@ i+
BAEFTABELY FF - IR RP FEFHASFL D mTY
(Sappington & Wernerfelt, 1985) - “f Pzt B eahp chh R A K B A R
4 éﬁ(Keller, Parameswaran, & Jacob, 2011) - #] » Aaker (1998) #% ) 5%

BEOPEERE > FHIIEYLHER - SRR SR TR ENZ B

W RATEA o BREEMBE DD DALY P E M pE LR E A
Al Y gRAHEENYE -
LS EEEXE SRV TR § S0 AL NTES Y e

£ & > Yoo, Donthu, & Lee (2000) #-5-#4# 7 ¥ & § R8-S fo2bmig 2
Lh AR ASBILE FHERE R A K b F o bR
gt g @ o Keller (2001) 325 SMEE TR LTI § i ¥ i oo
(brand knowledge ) » 12 2 {74 iEdochw o2 £ B ok > H ¢ g s
%ﬁiﬁ%*ﬁﬁﬁﬁé%W%ﬁ CEEE ER A B S S EEE
PR P R A B ot 4 0 0 A B R RN 4 i
ﬁﬁ’&?ﬁ&@gﬁiﬁﬁﬁ%ﬁmiﬁgﬁﬁﬁﬁﬁ%&ﬁo
Ao @3 S UM RESE - L REFFESWRREE RS EFAFSLM
e s YR EDR AL, AR FTEERARDREFE >
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F R TR o FIR AR P R R K S L BB L A R
TE s (AR DASERT > F ARt nE S ER LR
(Yoo, et al.,2000) -

- ERERHERERLBP
Keller (1993) #& 3|3 % 5 HFEER g bl PR A2 HERa
B @ ‘;ﬁ"?ﬁf—‘ﬁ.&i’é’pﬁ'ﬁéi B Rk p At P ? g o Khatoon &
R e i fé‘)fﬁ* FE - BRE U g RS
BROLEME R FH SR LREE PR RS HSRBEA S
EREAH S M enie LR o Keller (1993) 47 { B kT el gV i §

Rehman (2021) % % i

éiig&ﬁ'—ﬁjz}r_ﬂ°#¢ E ﬂF‘;ﬂkg?‘IAIU:‘ﬁj’:ﬁgwﬂb‘? o

m(ﬁ.}

i dE F o w2 b 2 ¢k > Fedorikhin (2008) # FE P A% 53 e 540 Tk &
¥

REARTEEH R OE L 0 D LR M T R T % &

&

it REFPFHF2 7V aEHAFRE Fa {3V 2RI5Y
H13: 5 S SH B EF Lo B F

=y EREREHSEMBELESE

2 IR RNy }iklﬂ oy e e TR B A

2001) "L‘ ) j‘\pi‘ fi?:)y: .

HI4: B GRAHEREE S 2+ BE
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ARG Z R Per B 14 B R 2 e T

Hi: % #2 Ap 37 AP HEHRHT L o 2P
H2: $ 3 AR FehP AP HEH R8T L o B
H3: % #d Ap 2 enf FUHERZEE) 2 - F
Hi: g ¥23p 3enE FPEHERRHT 2o BF
HE: % ¢4 A p Fehp A - REHEH R L+ B F
HE: £ ¥4 Hp Fehp A- REFSHERT Lo

H7: % 24 3R Z2env AP HERERT & » PP
|%;¢¥i$pgﬁ?iﬁﬁ&#ﬁ§7ﬁé%$
HO: # » 2 AR 2end ¥RHERERT L+ B P

HIO: g ¥4 *p 3k AHHERER T ﬁa§$
HIl: # # 4 AR Fenf - REREREART L= B
H12: $ ¥4 3P 3ehp A- REFERERF L+ B F
HI3: W BHEHEL T & v BE

Hl4: S ERHSREE T & w8 P

-8 FPIziEEd

AP R ASEE I RPRETH RS LA 5o FEENFELS
Wi H R AR RS o PRBERTERELA EN AR 2021
E X AR P P eI FE 85.1% 0 Fpt A 7 2 Apple ~ Samsung -~
Sony ~ OPPO ~ /] 5t ~vivo ~ Z%g ~ realme 2 POCO s EA| £ 5 5 7 7
o



PR ARFGHFE AT HEFIRL D Lo

Ry g &8 # anmmitins L EF 5 i (Ayeh, Au, & Law, 2013) - #k @ o
HRIEFT o fEAXPFLAEL 0 Airtbnb & 6] > F 5 b s B
wAE R g@:‘g Fﬁxkeg—}g EF p LEPaEd > AT B E D Sk A
RN =F L % PR 2 Z g 4 (Einav, Farronato, & Levin, 2016) -
Flpt o A FE ;Z r2 - Airbnb ~ Booking.com ~ Trivago ~ Agoda ~ HOTELS.COM =z
BT LI FPTEYR -
- NERHE%

AFTIRPRERIUTERFEI BRI T o2 % 2o g
FATE B 2 phe 0t S LHE o FURET ST AR 5 P8 g
ARPFEZ R o AT E A BN R F T L > ¥ g% Facebook
4P AL TH) o
LRI S 225

AERPHT T BRERVEFERE o2 2 S AN F v L
Py EAXPFHTRPE S 2L AP FTHREEE S FEL AP FAEE
Mos S A AR R A - RS RS AR T A R Bk

MER - FREE FAFE S HEY ZFTERAAFLFEHE
ER-IIAHRAF IR FRE - FE - FANEETRR -
- ~ ¥ # ¥ (Source Credibility)

A# % %4 Hovland et al., (1953) $7 fift2 & 5 T Ldjc gy @

ﬁv”'ﬁ srigifz L ehE TR o H IRz (Yoon & Kim, 2016)z p % >
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#3-1% 24 Ap xenv Rz BFoE

1 ARG BEAET fen
2. A Ea A gD ch _

:ﬁi]f“ § N Yoon & Kim,
3 ARG FERAILT UG D (2016)
4. R 5 BE 4 H T
5. AT F oL A EEF D

% 3-24 ¥4 2P Fev P2 RFA

& R R 5 % fr
1LAEE [&9] 47 4o
2. 241 [ 5] £39 _

\ﬁj . (f”» ] i Yoon & Kim,
3. % A [r'r'13]l] RN #EI s (2016)
4. 3305 [&8] 2255
5 AFE® [mm])] 685 i e
=z~  Z%H (Expertise)

~# 5 %4 Hovland et al., (1953) %+ & %42 s #-H P A T K G

Men 4 @R HLrﬁ:P e G S N LR Y i‘z%”li L g
Formehpat kiR e BRI Rl p (Yoon & Kim, 2016) 2z p % o 43455 4

é%i‘?i’]%ﬁrﬁ&{ﬁ s |/,g§ibﬂ\,€ﬂi7ﬁﬁi% 5% Bﬁl"

£3-3% 24 Ap 3R EH RIE(S S E9)
bk gl 3 p

—

1L AF R AHFIBOE LR RF

2. AFFpB AL LG R* PP -
‘ﬁij RN # &fﬁ,’f’f? Yoon & Kim,

3. A F iR &}I?E”ﬁ SIS Yl Raiue (2016)

4 AF Rz Ay BE PP L AT R

5. A Fipd A L e i~ F (B R
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5344 ED BN G L LI B (S S

g PR g 52 };J%

AFE (\5"1%] 'H':r‘ﬁﬁm-% ;ril&rﬁ

Ami: [FW] 22522208 F 5%
s [&9] 5 &7 58 & p b oo
AKE [ 5m) et B AR R L hiE
AFE [ ] HE e ~ E (A fF

Yoon & Kim,
(2016)

.U"PPO!\’P

. 3-5% 24 AN g EEM BRI ITET L)

FEAT R

L

T3

2

e

=} &)

)3
AK’E

AT G
A g 2 Fﬁg BN r
A ﬂ"s»\éﬁ:mw%ﬁ > PRZ@‘TKE%’??*

o5

g b wpN R
T T
Gl

A\

¥ ¥% 0 =R
F

G
N 1:
S

ﬂagg +. S

B

Yoon & Kim,
(2016)

im dm dm 4y
‘31

i ki B B B
[N =

1.r

P
Fas QK
& P&

05
4&1

A\
N N U G

g

o
N I

A\l

=

2 3-6LEASPFEEB2ZFAM TSI

g hR g %32 }EJ%

1LAFE [ sT0)] #3030 s ERES
2.8 Ry T o] 255 Kk fi**PRz}m k= :
‘fuy [u N »‘,f] < Ferx ) i, a’.q' Yoon & Kim,
4, }‘\”EI« (%57\__" ’FT;:—T‘ ;:] 3}'72‘_")5 fﬁ@-‘ft‘-%#ﬂ Fﬁg B :E‘L ﬁﬁ'}‘:fi
5. A WE [R5 T 2] ¥R 0 G NS T~ IR 2
=~ p#- %M (Self-congruence)
A3 54 Aaker (1999) 2 Sirgy (1982) 3+ 4 3 - RiLehgid
j%ﬁi,%:FW%ﬁﬁéﬁﬁﬁwww*’lﬁ BT pedzk o B

A (Yoon & Kim,2016) z p % »
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2.3-7% 24 AN Fehp A - KMz PR

g hi g R o
1 A e g 4p e ch B 4B
2.3 A et Ap e el R Yoon & Kim,
3. i A o3t g 4R e SR (2016)
4, i A ety 3p e ik b

% 3-8 FEL AN Fehp N RE2Z I
g PR g R o
1 [&%]) S48 fp ki R
2. % [Hm)] v uFEpAp e ok Yoon & Kim,
3.#%7 [&m] i+ &7, % (2016)

4. @ % [Fag] ehH s & fost 2L § i

z ~ 5% (Brand Attachment)

AFTHEHERREDTE G DRGSR ki 5 R Park
etal., (2010)- fe P ¥ z};*i;é/gkl’éiﬁ%’? Wk 2R IR B-ER R A
R BFHER o AL TERE A AR BN G TRER

B, 2R SEE AR R EAELLE RS -

%\3'9 H 12::‘{?7»?\:;?_

g R A FER
1L [&9%])] a4 59— m 2w nipd E A

2. 58 @ (&) feat g g 2 mg o

3. [ ug]—’ura,,b AiBEAE R E kA Plarket
4.3 [Fg] oRZERTAFRE 2 SR B FRANRSE Y ?2610>
5. M;».«g\g BARE P A R (S]] Rz aR

6. [&M] € pderdeAfv A2 ~RENE AKRTEFHFES -

~ Z#M iR (Brand Attitude)

L

AELHSMER LA S T FHEY ERTE | MacKenzie &

Spreng (1992) - R % B* 38 B~ p > (Burton, Lichtenstein, Netemeyer, & Garretson,
23



1998) » i § AR A LA B EREL L FRD -

% 3-10 B AL B 2 B R

g PR g Z"g-&’}?&
1LAFE [&9] LB

2. 35 [&] #3 d5op & Burton et al.,
AR Ry [FR] B b 4 (1998)

=~ &MEEF (Brand Equity)
FHREL AL TApRPASERET AR AR Y
A 5E# L E 5 Yoo, B.etal, (2000) - 38 %4 A (Lassar, Mittal, & Sharma,

1995)2 BF 38 p % o ho T & FiE

%311 SHfEs 2 B

Lk A %5 < fr

L7 & BEBEMmR <18 APEEEY [29] a4
fo S G
2. ¥ - B HEgE [F9] jiakara o ABEMEE [ 5 Lassar, et
MY al.,
3.4k ¥ - B [&m]) - 55> A%y [&9]- (1995)
4 4e% ¥ - BB AEZE S G ?J’K"’t’ [ 5i%] /)74 W W 0 FRAERLT
[5]) v & PayangEs o

Frd TR

AT EYREREDAZE TR L 8 SPSS 17.0 w11 2 AMOS
200 (FAR A FAAAFL I E 5 4 B BPFIT B E AT
-~ ki3s3t 3 (Descriptive Statistics Analysis)
AFPTHEFFREIME AFHTESRHEE T H* 22 BAAR
Ky 0 T S A Rl S ER-R R e S

R
&
‘H’
>N~
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Ao @ g LR DT ORI FRL R F A E O SR A TS
ETR U %gtb VIR RRR R 2 A R A R A
= ~ # a7+ (Reliability Analysis)

RREAITLERRFET FRDTRAE R D PR A REEF T
EFEERMEG - R FRIBEIZHPEFR LIRS E 5
- RPAXE > TR T*u\} B o HP - KME* Cronbach’s a 4 +7 AN
2 § 4 % & > Cronbach’s a — 4 ¢ /3 03] 12 F > § BciEAdRiT 1> Al 2

7 B F If;{i{»\rs 013’#’4‘:,\_51-’)'7&]2_'1 07,?$';:]E,_"4’\07E]J = E{l’é
FooEt081 09 2FHELREL AFTRHELOEHERIETLRALIT

>_L
i

[N

FRRFVER PR -RE SRR FRER S SREE -
~ 2% A $ (Validity Analysis)

I

AT AR S E A AT AR MR O AL (3R S g, 2001) 0 - )I’x
FER SR EDL M - MR EEF AT R P EDY 2R AT L 4 5
NEATRE >~ BRITR YA @Ef?%ﬁ;}i o N E IR ;i;\,EH;Z AR R o TR
FEEAPNFPELHEEGgrE ﬁﬂ‘]ﬁiﬁﬁﬂéﬁé/,%%{@i#ﬂﬂ’{ PR
b L B HORAR R A G BN B RER > A bR E AL L F
@ FFAATE O BERPFRARFDRLTF)E - F - e ¢ iR DT
Zf R RARSPIARE § JTack o - LA 05 5 o
o~ BHE ARSI A5 (Structural Equation Modeling, SEM)

FHEODASMHI ST E L RFAF RS B AR RL BT RN G
A= R AT RS 2 0 2 SNSRI o SEM ik b
BT BRI RAD & LR 2 OB T o Flpt o AR R ST

& =N

TELEEE T R

&»

ME S KRT B R A R SRR

x4
B RS SRR TR M
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¥I& - T

AFEFRBID AR AR At T R AL E R i

Mg B EE P R e m PP 2022 & 40 3 paEEFR B MR LS N

FAFREEDRDE - RBpRFLra4 > PHRIRF TN S0 KE

R R B S A SR Y e 39 RS Pl ok A 9 B
Foeth G 30 60 A M TEE 2P Gk w i 34 6o Pl RO A 36
AR A 3L ol W RIR AR o FIR T B FF G AT EEHE
BHG4oF Sl B EME A RPE S R EE S RRER S BRI

AR~ BP9 ﬁ\i % 7 i 7| Cronbach’s o & = »* 0.7 2. ¥ & < &2 o

23125 @Rmzrm s T oaplR 42 &5 Cronbach's o i

Cronbach's a &

-

Ly BN M s o
oA S F T R 0.943 0.909
EFEASPFOT R 0.951 0.922
* o4 AN F g 0.876 0.859
EEA SR FNEEP 0.953 0.944
op A AN A - R 0.809 0.951
EFELIPF DA R 0.829 0.916
S i 0.913 0.961
R 0.773 0.871
SR E 0.909 0.934
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Sr® BELH

¥ - & F;“‘S?’T{ﬁ?;}”l@

A G R LR SurveyCake @l it L > A AT S 2022 & 47
11 p % 2022 # 47 24 p » % 14 % o ¥ ¥if - Facebook A-H » & F 44
PR R A R EE P FFRE o do B4 EHE L A 2 % 2 £4% - Deard e
£IT 4

TR b r TR AR G 467 B Jl 15X A piEt 4
SPRFEEEIAPFL e E CLAHFFEHENE 204 IP=EE
AN hEseit s o g Gy ORI RR o BB R g ik A 371

AL
I~ ©

ﬁi?élé%ﬁ3%9’%%18§g%ﬁ@%6i$mgaﬁii$
PEZRFEF S E DR2IFRY FEApRE T LEANRAPR IP 2R F o

di@%rﬂ?‘}‘,ﬁ PEIRe ’ﬁf»‘l’b:ll’%?’m K’]‘{d\ﬁip 326 -
o8& XRIEALATHE

-~ RRFAITH

2415 AT HEHIBTR A R AEFA T AP RS ES
Hp g e gim B8 KTARE -BRELAPUZTARNE - F AL
Mw|RRA o Lk 72.8% 0 @ F KL 27.2% 0 § 4t bhg e T a0 E

A K 0% E B 13~30 K2 o HRFV s A w e AL SHkp B

AOEHE R TARRIMA 0 LB E/LFIAL LA AU L T49%%
10.4% 5 BREIRA - 42— L 2 H 2 5 A AR IR A IRE FI0E S 0 A
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W5 40.4%% 41.5% ; B {6 AT X ferrifehita o R 5 S F4 o T

A2 5 AT LHARL ST g ok A A v R R TRk o 2
REEZEE S EE S JTAR CBE RO MR T A FRATE o fER I
LMt 788% 0 @ T 212% 0 F A T B8 S AT A

21~30 Fez B >} 7 T764% ; kT LR AR K B/L PR

‘L..
w
2
£
3

67.2%% 27% ; B ESA UE 2 5 & S b 60.7% 5 B G A R A

B s o b AB% 0 = 5 E BN b0 34% ;B LT L FHr @i o o

-\

*‘v?%i?ﬁ]ﬁ 5584 5 5% %10000~mT 5 F 7 43.9% o

= s %iﬁl]-ﬁ%}fé? P2 AL T2 KRAFE

1 2437 i fHHEPOR Y EREV R ¢ FERVERFOEIBE
M B EEROIW MU e BRSO o AR R g ok
AP R T T0.6%E ¥ B Apple £ schd S % 5 Bt G Samsung
1 14.8% o b FrenE 45 SR A 5§ 68.7%:F & Apple £ 5 > T 4 x gt 5l
VO D] 1-5357%5%}—"5&? » b7 48% o

Bis AP LB R RIY R A2 75 0 A THE I P Rem
PERR s B % 9k 3FT S (b4 ¢ Facebook ~ Instagram ) ~ B ¥ 4e » e 59
MFOBETA L o TR X P Rl et > FIRE T 5-8 ] prenk
¢ 7 43.4% - ERlE B K & T 25 Instagram o 7 58.2% o @ & ¥
fe N AR R LB S M SN BEL A o F 7 528% 0 H=t R SR A S
§ 1 48.2% -

R GAB R 7 FHA 75 T R GHREVREFA L FE

BoF RIS L s B FEAE TS T O R e Bk S5 R R
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PR e AR g anfi A ? o XRIF 97 46.4%35 ¥ Ly <0 Booking.com
shd S % 3 B L Agoda £ 28% o B E ErenAR P TS5 T 5 4R S A
Booking.com % 47.4% > ® 4e » pt moke 5B X 0w 15 & iE'JjF,zﬁx 5k
68.7% -

BRIEAFET KR ER ;‘E'J—‘*ﬂz B AR 75 0 Y TieE X R
R s R F e » R FE SRR ER o AT IEE X b e pr  ann
oY 58 prent b1 429% 0 RS 1-40] e d 7 40% 5 X RI B
Fher BB T |1 757% HAE i af A b2l pmudy 8

¢ 7 48.8% o
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F4-1 5 20 e Rl K A T g g

& H# EP *® A8 B A
P L 270 72.8%
- g 101 27.2%
13~20 & 83 22.4%
21~30 % 256 69.0%
E3 31~40 % 23 6.2%
41~50 5 1.3%
61 & 1+ 4 1.1%
B¢/ 19 5.1%
- x BE pl 278 74.9%
R % 72 19.4%
#1 2 0.5%
g4 216 58.2%
- 4 FTE 87 23.5%
BEAR (eF2 iFE) 12 3.2%
o FERIER ' B 6 1.6%
’ PRARA B (dcfR7+2 S B R %) 14 3.8%
AL ~o '
D [Tk 8 2.2%
T 1 0.3%
A 2R 150 40.4%
v on 62 16.7%
By i 3 2% 154 41.5%
1 2R 4 1.1%
EE 1 0.3%
10,000 = 14 © 159 42.9%
10,001~15,000 =~ 80 21.6%
15,001~20,000 = 33 8.9%
S 20,001~25,000 =~ 26 7.0%
25,001~30,000 =~ 24 6.5%
30,001~35,000 =~ 20 5.4%
35,001~40,000 =~ 10 2.7%
40,001 =~ 17 ¢ 19 5.1%
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242K 35T L eng p)

TR 2

%% #P L A
o n 257 78.8%
g 69 21.2%
1320 & 53 16.3%
21~30 249 76.4%
P 31~40 19 5.8%
41~50 & 2 0.6%
51~60 f 3 0.9%
%7 /% 15 4.6%
. Lo 219 67.2%
KRR ol f 88 27.0%
1 3 0.9%
g4 108 60.7%
i 68 20.9%
BEAR (oF4 - EfFE) 15 4.6%
pERIE 4 1.2%
G 3 =N 1 0.3%
A L 19 5.8%
SV ECRIS 11 3.4%
et 4 1.2%
T 150 46.0%
¢ 2 55 16.9%
Bk & W 111 34.0%
i, 2% 8 2.5%
i b 1 0.3%
10,000 = 1 = 143 43.9%
10,001~15,000 = 87 26.7%
15,001~20,000 = 25 7.7%
o4 gesiy 20001-25000 % 23 7.1%
25,001~30,000 = 12 3.7%
30,001~35,000 = 10 3.1%
35,001~40,000 = 6 1.8%
40,001 = 11 20 6.1%
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ZA-ZRPIFRY 2HEL TR

A2 P P 28 3 B A
Apple 262 70.6%
Samsung 55 14.8%
Sony 11 3.0%
OPPO 14 3.8%
o s , )k 10 2.7%
AR DS \}ivi 3 0.8%
=R 7 1.9%
realme 5 1.3%
POCO 1 0.3%
H 3 0.8%
1] T 7 1.9%
Lo o 1-4-) pF 123 33.2%
TR L RO 5.8 & 161 43.4%
8 | Pt 80 21.6%
Facebook 54 14.6%
Instagram 216 58.2%
Dcard 38 10.2%
. ot sz o] PTT 15 4.0%
BF R AREST LINE 40 10.8%
Tiktok 1 0.3%
e 4 1.1%
H s 3 0.8%
BOOME e B 196 52.8%
o F ek R R .59
Bk de xR MALELF (FE) ;ffii N 125 Z;goﬁ
b 270 72.8%
%514 BALE 53 14.3%
Apple 255 68.7%
Samsung 55 14.8%
Sony 10 2.7%
OPPO 14 3.8%
. )oK 7 1.9%
B g Bt g inv:l) 3 0.8%
k1) 10 2.7%
realme 6 1.6%
POCO 1 0.3%
Hw 10 2.7%
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FA-3 % e £ R TR

3P B sy ey
- ENT 59 15.9%
1-5# 178 48.0%

de on A A 5 R T P /
v~ £ E L R 610 o 18.0%
PR A > 3 0.8%

EFUAFERZ P A R R 2% gﬂ% A stk Ml 3710 A BE oA <
100%

FAAERIE R AL TEL LA

AE P ) = K A
Airbnb 38 12.2%
Booking.com 144 46.4%
¥ E{#ﬁ 25 S G Trivago 32 10.3%
Agoda 87 28%
HOTELS.COM 8 2.5%
- T 2 0.6%
. . 1-4 ] p= 124 40%
TR L AR 5-8 .| 133 42.9%
8 | pFiut 51 16.4%
- T R e BE 182 58.8%
DGR Tah ) 2 76 24.5%
Bode » NEMALEBE (HE) X 2R AP 151 48.8%
4 B 234 75.7%
HEELLPALE 37 11.9%
Airbnb 43 13.8%
Booking.com 147 47.4%
BERFOR TS TS Trivago 26 8.3%
Agoda 84 27%
HOTELS.COM 6 1.9%
- &EZ1T 66 21.2%
Se M P E T Sk iR R 15 E 213 68.7%
P [ 6-10 & 26 8.3%
Py SN 5 1.6%

AR UAFENZ P A R 2% ﬁg:"$ ARG stk Ml 326 0w BF oA <
100%
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FZ & AR

AEF @ % SPSS170 %A iF 5 A R PP E 471 & > AR B

FREEPRAEZDFINE A4 BREE 2 RF]S BINA A B HE N
MF 3T T LR AR R A AT AT A T o

-~ (PRI RELFERANGE
AEEE % SPSSIT.O M ATE L ¥ A1 B » Kt o KT
AR A DAL S AT 0 TR A S T RS s B A R

B S SWER SRR

1. *&¥® £ R (Source Credibility)
G XS e Sl N L WAl
HIEp Tiof2 RBELZHPL T4 od 49 ViR wad dfd n® » LRX A
BAr 2SN FEREEZFEERIPE A S A AP TR ¥

nE-= ﬁ PR XM T EE R NT Mo
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3 4-5 KRV R 2 At it &

g R TioE HEEL

L4500

oS AR FhT L4 3.52 0.72
ARG e A EF L 3.61 0.69
AF Fip X EBF 3.58 0.73
AL B A E T AP eh 3.53 0.74
EAEE CE R A 3.52 0.74
AF Ep A FEE GRS 3.38 0.72

EFE2 AP FAT R 3.93 0.74
AFE [my] 47 L9 4.12 0.67
AFEE (9] 257 0 3.78 0.77
Ani (&) LEew@pn 4.03 0.70
A [&9] L8 B0 3.79 0.80
AFE[F9] LEFGED 3.94 0.76

o4 AN Fehk i 3.63 0.85
AFEZEAHI WAL ERRF 3.33 0.92
AR EFE AL LG R LY g% 3.74 0.88
AL AP 3F 5 s Ap M s 3.60 0.88
A ET A et B PP L T 3.77 0.76
A E R A IS E Y R 3.71 0.82

e SN A R ) 4.33 0.68
AFE [F9] HEH0L £ 53 4.28 0.70
Ai (9] 2287 242 Hene g 55% 4.39 0.64
AnE [&W] EaFs el mfr’gé» 4.38 0.67
AFE [&F9] 7 G2 idphin Loig it 4.35 0.65
AFE [ ] #FE @i ~ EF B2 4.27 0.75
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% 4-5 KRV

DR 2. st

< +
w‘u;‘L T~

()

[ o ] TioE EEE
L g s
* 54 AR R HT R 3.75 061
AL L E¥ fen 3.81 0.57
AF S A F B 3.80 0.62
AL BE AT PG D 3.78 0.61
Azn L i A FF Hen 3.74 0.65
ﬂﬁw*ﬁ4iﬁﬁﬁﬁm 3.63 0.63
EFE2 AP F TR 3.79  0.65
“fﬁ[ﬁ*?%iélifi% 3.88 0.61
AT [SH375 T ) E3F 0 3.75 0.66
Azt [sbirs T 2] LEEME 3.85 0.62
Azms [#rrs T 5] 2859 3.69 0.70
%ﬁw[ﬁﬁﬁéigliaﬁgﬁﬁ 3.78 0.64
o4 AN Fehk i 340 0.76
AFEDE AR A G ERIXE 3.16  0.770
AFETE AL E G PR IO L% 3.28  0.801
NF el A G F S RO s 320 0.781
AF i Ay BEE gl L of 3.81  0.745
AP E ol A AR B~ RS AR fF 355  0.710
gELIp R ER 401 0.69
ﬁ?@[ﬁi?%“]%ﬁé&%&%i&&% 3.93 0.70
A [Wrims T o] L p H O FIRAEDE F SR 411 0.66
AL [P35 T 2] 2§35 830050 5 e 3.98 0.72
AEE [ 3% ]#%F®é*“mﬁﬁﬂ‘émw~ 4.12 0.65
AR [MmbPrs T r]ﬁmé&ﬁmwﬁ\ﬁﬁ&%ﬂ 3.91 0.73
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2. p #*- x4+ (Self-congruence)

AT RPN - RMEAS LSRN g A KPR FEL AN R D
Av- Rt HoRp Lo AL FILI T o d 46T PR &
FAapFohp N- RETIHEL 340 g3 24 SN Fanp - RME o

AMIFTE T AP o A AR G A SRS F g Ao KL T

BLREZA X o
2 04-6 p AN - R SR 4

FTERFAE TiaE HFEL

850
* 24 AN Fehp A- R 3.13 0.89
SR R T b A ] 3.09 0.93
B A ﬂft’*\ ip e rrn% 1= 8 3.05 0.87
B A e G AR e RS 3.14 0.89
B A oA AR e i 4 3.23 0.88

SEL AN Fhp A- RE 3.40 0.95
[=%] &85tk i B 3.56 0.87
g [F@] vrEpitpe ks 3.32 0.96
Pt [&8]) # &0 % 3.53 0.93
@ [mmw] ehd @ A o2 3.21 1.03

MEIITET S

T 54 AR F N R 3.12 0.86
T A e G AR e @ AR 3.16 0.87
B A ﬂfri\ b2l L’I’Jl% B 2.93 0.86
T SR CE B (2 = gk 3.19 0.86
T A e g Ap e iR 4 3.22 0.87

EE2 AN Fehp - KRB 3.19 0.82
(S35 T 5] 28 4k cnif B 3.32 0.80
& [fﬁUéT@;i;]?lwﬁﬁézéhé e S 3.12 0.84
ey [ 5T 0] BEMADA R 3.18 0.82
#r [s ;Ta; T 5 ) e R A ez 3.16 0.84
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3. &4 &% (Brand Attachment)
AT L B LR IE L T ol E B X I L & 4T o £ 5 ch
TS L g ik g Lol B G 333 2 2.88 BT R F HE

ERALR <~ REP PR EFHIPER TR REF R TET S o

AT BN R 2 Ko B 4
fi_,‘—i FFB IE s ﬁ‘&i
L4850
kR 333 0098
[53])] S 202 &3y 2 ¥ AR B LKA 332  0.99
e A [g"m ] 1r;\7§ R b em AR o 334 095
(] 7o A BEAT B EHRaA 320 102
25 [59 ] PREAREF G SR E R AN Y 327  1.00

FAFtieg pRA .‘T.*\I_‘J Prid e ipid @ st [&9] ogi2e 344 095

[ ]) ¢pdopdeAie if2 ~MAa > 3 E A kenfl 342 100
MEITE T

E g (% g8 288 0.95

[féﬂiéf%’i;] a“%“i‘m— o 2 TP AR E R 295 091
AFE (W75 T 0] fo2t s gk S 272 091
[tz T 2] Fumi A @@%\ Ll ,?ﬁm‘ 275 0.96

P C ) ﬁﬂf(ﬂ;‘ééﬁ!-‘%ﬁ%@»\gz EREER AN 281 099
ANF g pERA R P RGP R [fsfﬂ D Bk

A 3.05 0.95
HbTg TN ) Pork A AT A2 SR ANE KA kaE
[ s ] g8 AT biE REMEARDEE 20 098

4. E% i A (Brand Attitude)

AT 2SR AR Tofr L FE LT L o Rk T
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FPEHI PR DR ERTIOE L 407 R NRI T 2 B
B 3.77 -
F 4-8 M AL R 2. Ak Bt 4

[ Rk TioE H¥L

85N

R 4.07 0.73
AFE [&9] L3459 4.16 0.66
NG [w8] g wop 2 4.21 0.71
Nt e [0 ] 356 4 3.85 0.82

E O

A R 3.77 0.69
AFE S5 T 2] EREEY 3.82 0.66
éwvﬁlﬁF?%i‘lé%ﬁ%ﬁﬁ% 3.86 0.68
N dr e pe [R5 T 5] @8 a- 3.62 0.74

5. &M 7 (Brand Equity)

j\,gzr;ljy‘ S FF“IEiiiélﬁiﬁf%iEiffﬂéT%°//!5}<\%\";Fé
WA Emn TS THEN L 3850 A s T AR mEL S 36204

HERFRLIRFRHTERDTRIEE RF
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&R E T ioE FBL
450
AR R 3.85 0.98
T A BIWENE XS LE S A EMEY &) Ptd 3.87 0.90
CRt o
TR Y- BERE [&9])] Fiakara > AREEY [ & 3.87 1.01
h'ﬂ]
Aok ¥ - BEMIe (S]] - e AREY [S9]) 3.83 1.03
ok ¥ - BAEM AR G ;rsg:: [ ]) i %ol 7RABEE 3.85 0.99
[(&m]) o L PagagEH e
ML
=g F 3.62 0.80
TR EBRM I T o Em AR ADFERY [ s 3.72 0.71
léhwﬂw%#iﬁﬁm
TRY-BFRITETSE (M5 T 5] 5k o 3.61 0.82
At [MEimsT 5]
-Qr%’ﬁy—lﬂ;ﬁi"r”—‘l;'fr[fg}‘l\!’ﬂ‘ RS Bl & R 3.56 0.85
B [MrzmsF ]
%%F—@ﬁ!’f“l;gi{@%\iﬂﬁw&? [satim5 T 5] R 3.60 0.80
FRERARY [RFE T )] T ELPAER -
Fr & BRRAH
R R 7 SPSSI7.0 %A Z AMOS 24 %Rk s A1 B > A&

AIMAFHATEE c FAFACRAFLES RBLBRALT LG B

L3 p An Bl (ltem to total ) crfB & » 32 % % - WA B (THE

(CFA) R4 ZEHY &6 % WPk Ejcapek -
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-~ GBRAH

BRANTHP DENEBRFALT L - REZ RN - ALK
Nunnally (1978) #£:% > 12 Cronbach's o &+ »* 7 &% > ¥ d 238 p 7 (Item-
to-total ) +*+ 0.5 3 H|¥7dg 4% > ek &L B P A F 5 F 2RI o Tt > TR

B RARE G

(-) &
d T A7 400 ¥ A4 G 2 Cronbach's a <3t 0.7 2 &R IE2 38 P 4P

B 22 0.5 2 fRIE S T BN R BT o

7 4-10% #4 AP FHVRABRERELAITESE

- Item to Cronbach's a if Cronbach's
LR A total item deleted 0
ARG g A Ve 0.701 0.889

A E iz A FHEF 0.786 0.871

AR n gk A T ARG 0.778 0.872 0.9
ARG g A B B 0.719 0.885

A Hp A FEE G 0.776 0.873

2 4-11 ¥4 AP FHFTEABERAITES

= Itemto Cronbach's a Cronbach's
R total  if item deleted a
As (@@l o] £7 40 0.654 0.889

AFE [R5 T 5] 2390 0.766 0.865

Azmi [ww/smrws T o) E@a@pza 0777 0.863 0.894
A (w5 5] £E3Ha 0.746 0.870

AFE [ty T o] £E@gdfa 0762 0.866

(=) %%

d % 4-12 % £ 4-13¥ 4v > % £ 445 2 Cronbach's o < *+ 0.7 » f7 #f 4

Gl A AN R FRA SN F D F B RRRR D AP Y < 05

LR -
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£ 4-12% 24 AN R

ik B RE RS

Item Cronbach’'s

&R to  aifitem Cronk:lach S
total deleted
AFEipe A [FPEBEF] ok ER AR 0.713  0.806
5\"“‘%;?5&%% A EGRRah [y S rsaE] o 0707  0.807
AFEpE A F e [L4/=2%])] Ak aeas 0751 0.795 0.851
A Rz A #‘é:"‘ B [/ q] MR L ST R 0559  0.868
E:M BT A E £ FIFS g > 8 H [BRAeEa R ~ PR
Rl o [Spins i ~ @0 Rpas R o e
i*] I&ﬁkﬁ*
2413444 3R 3B EP RS
Cronbach's .
FER A Itt%rpa;to o if item Cront:lach S
deleted
AREE [/t ims T o] # [F@/=50
L4 o o e = 751 .867
F)] B ERXE 0.75 0.86
Ai [t irs o] 285 [242<
’b&/ﬁ Lo EN B FF»ZZ'] mi’ E—} "'_;:56; 67 0.864 0893
Az i [mmsr s T o) Egrse [£ 0.772 0.862 '
¥ /52 250 15 ] 40 M Ao ) '
AFE (WA T 5] %y Bde [
B/t 7 ] e M AL i 0.714 0.875
AFE [HWayzmsT 5] # [+ 0
Y RAE TEURE T Qoo 088l
() p3d-RHK
d % 4-14 2 % 4157 &v > p A - RpEiEs 2 Cronbach's g + %+ 0.7 » 2

ERRZRP AP T S

3 4-14 % = 4 A p %

05z 4% 5 F]pLoap

IJ% [Eg ﬁiﬁs °

Gip A - KBRS RS

= Item to Cronbach's a if Cronbach's
LA total item deleted a
R e 0.679 0.832

T A e G dp ke i E R 0.735 0.809 0.86
£ﬁh A fed 4 dp e e sk 0.716 0.817 '
R CEN ) T 0.691 0.827
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#4-15 g FEA AP Fhp A - REGARAATE S

FERE Itfm Cronbach's a if Cronbach's
=T item deleted a
total
[ S/t 375 T 2) 4o 4p b s 0.691 0.864
[/t ims T o) ot dpke chff @ 0.797 0.823 0.88
[/t 375 T 2] o 4 4p b i 5% 0.790 0.825 '
[/t 375 T 2] o 4 4p b chif 4 0.685 0.868

(z) &H 8
d % 4-16 7 4w M k@i s 2 Cronbach's ¢ <2 0.7 2 &R 2 3P

RAPM 400 05 AR - T AR

4 4-16 F-W kg B A TS %

Cronbach's

RN Item to o if item Cronbach’'s
total o
deleted
[F/smim5 T 5 ) 2584 20— Wiz a  0.740 0.908
PR AR DALREHA
AR [Fm/R 75T 5] fo G FR L nm 0,795 0.901
%i o
[R5 T )] Fumi A BEAERBE 079 0.901
v 0.919
e A
Ay [ em/mtirs T L] REERF T %€ 0794 0.901
PR F AN GRS
A p AR P A R (S8R 0734 0.909
Pirs T o] hRZEER
[&M/mrzms T o] €pfopdestftv g 0760 0.906
+ AT E A hkmES LR

d T AT &0 B R HEG 2 Cronbach's a + 3+ 0.7 F AR IE2Z P
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o 4-17T s R s B A7 8 %

Cronbach's a

R R E Itt%rpa;co if item Cronk:lach's
deleted
AEE (gt s T o] LB s 0.719 0.712
A [EMlaris T 0] #5 &+mﬁ§€5§ 0.727 0700 o os
A e ia [Fg/stir s ] @gha 0591 0.847 '
- A

(*) &HEE
d % 4-18¥ 4w S iE Z e 2 Cronbach's ¢+ 0.7 2 LKA 2 3P

BAPM F A0 05 Ft R .

% 4-18 R O R AT R 5

Cronbach’'s

R Item to o if item Cronbach's
total a
deleted
ERIPBERE S LR AEEMRE [&Y
/4&—_'_;1—»—_1‘;1 r—ﬁ;"‘t}i lé%qﬂig :_L_’f‘JO 0690 0872
T HE MR P T s [ MRty T
sl jApke s ARy [SM/s % 0781 0.837
-1 0.884

bk d BB MR ST S e [R5 TS T
LS = fw » AREE [/ irs T 5]

do% H o 5 f:hw‘a:,;rw% [ &%/ 375 T
p] Lt Ew o RARE [EM/mirsTA] 0 0710 0.865
iy {i 28 fsrmltff%:

0.814 0.824

- ~NER A

AWV FIZAFDLRP P RPIFIA DG THRIAFIZEFE
(Factor Loading) £ %14 R cigp b 2 o F]0t A8 (7 242 4255 3] (SEM)
AT MURFEM LS AT kR E R LT L A ek o T A Y
#-i% @ 7% f &7 £ (Factor Loading ) ~ 224 2 & (Construct Reliability, CR )

i e g 8§ (Average Variance Extracted, AVE ) » i& {7 & F] 2 Jacrc
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B 4 45 o Anderson, Tatham, and Black (1998) ik i 78 2 £ i %1% § ji

B0 050 > TR R G B A fRfRi 4 o
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1 4-19 feaoah A 15

B 3P R
ke 3 FE BEFL X AVE
0.793 0.371
0.819 0.329
oA AN R T 0.815 0.336  0.902 0.647
0.776 0.398
0.818 0.331
0.750 0.438
0.736 0.458
o4 AN Rk R 0.767 0412  0.861 0.553
0.686 0.529
0.775 0.399
0.765 0.415
God o e e s me 0.82 0.328
oA AN F g - R 0.774 0.401 0.861 0.609
0.760 0.422
0.780 0.392
0.787 0.381
EFEL SN FHT R 0.831 0.309 0.895 0.631
0.764 0.416
0.808 0.347
0.794 0.370
0.825 0.319
GEA XN F L EP 0.802 0.357  0.895 0.630
0.798 0.363
0.747 0.442
0.809 0.346
. ¥ 0.834 0.304
EEF P FA N RE 0.839 0295 0885 0.658
0.759 0.424
0.816 0.334
0.835 0.303
S TR 8:28411 8;222 0.920 0.657
0.782 0.388
0.795 0.368
0.848 0.281
R R 0.836 0.301  0.840 0.637
0.703 0.506
0.815 0.336
, 0.822 0.324 0.660
AR 0.826 0319  0-886

0.786

0.382
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AT “,4J% T ¥ BT AT Rt i B % Y 2e 2 (Discriminant Validity ) X

#rEHo AT FHFLE > Haretal, (1998) # 7 it o p 384 & b

Pefls~ o Banhbd 0> @ 5o &4 PRz #icie 5 AVE T 23 0 A

Anderson et al.,, (1998) 22X % W»xR ¥ 1 * B Rl KB 725 > § BHFL
Hoh 2 AVE T3 43E <3t H wipe Fenfp bl Gl > P14 & BiEe B2

T HPTR o F]Pt 0 AT AT R Ao d 420 H1 o

% 4-20 F w5 R A

UTR UEXP USC FTR FEXP FSC BA BATT BE

UTR 0.950
UEXP 0.478 0.928

USC 0372 0466 0.928

FTR 0354 0350 0.306 0.946

FEXP 0210 0321 0.162 0.621 0.946

FSC 0231 0.390 0.607 0520 0.368 0.938

BA 0.190 0.398 0556 0.429 0317 0.748 0.959
BATT 0.177 0309 0273 0592 0615 0494 0510 0.917

BE 0.238 0.284 0.292 0464 0434 0480 0477 0576 0.941

FIUTRL* 24 Ap 5w 8 S UEXP 5 % = 4 2N 5 end 24 USC 4 * =
AERNFA-RIIFTRA G2 P 57 L I FEXP 5 £ $4 40 5 eh
LEM IFSCL %4 Ap 3np A- R SBALEMEEBATT 42 &9k
BE = &M it &
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RpRELFE A D ha RA LR 2 RS ET M % A
BRGSO R S A e 4 0 T AR SRS AR
A AR HRHRFELE T A et TP d T AT oS R b

ST L LAt & A EAfRER -

3 4-21 BB FF AR AL

i e R 4 A S FREARES TR @

X2/df 2.199 <35

RMSEA 0.055 <0.08 & %4 i fie

GFI 0.838 =09 5 245 pe 0 0.8~0.9 5 7 45 i fie
AGFI 0.814 >0.80 % i fie

NFI 0.868 >0.9 5 a4 i > 0.8~0.9 5 ¥ #2551 e
CFI 0.923 >0.90 & 24 iifie » 0.8~0.9 & ¥ 425 i e
PNFI 0.799 G0 0~1 2 FF AR 4 AR Y

PGFI 0.732 G 0l 2 B AR % ARdE

18 FPILIER%RE

HEERR R AL REEFA Y B TRE 0 M fRE e B2
ERHCA Mk o AR * AMOS24.0 seitdchl i (7 R ZEHE A 47 0 * 1
HHEATLF D FRNZHABRLE A FRF I FEA T (-

B E 2L AT RS o

=~ B AR A
(-) WAL ipmEA

AFE T & % SEM ﬁuﬁg{},ﬂﬁ; HLE E R ;d:#%*g;_‘_;v 3 X2/df
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