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AEERAEE AR L S BT IRAEA L o K BT BT R R RPN § BT
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R b2 BAMARE T - B 5 ] WA BEOEM S I ALFE A K BT - #815 41(Rothaermel
& Sugiyama > 2001) > A 3 £ g e AP & A FBPFERT o Y R RO RS B2 A RN
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A H 99 52.9%
= 88 47.1%
30N 10-14% 7 3.7%
15-19% 34 18.2%
20-24 % 75 40.1%
25-29% 35 18.7%
30-34 5% 23 12.3%
35-39% 12 6.4%
40-44 1 0.5%
A58 11+ 0 0%
BT AR B (F BT 1 0.5%
E&I v (e 9 4.8%
¢ () 29 15.5%
* % (%) 130 69.5%
FEF I 18 9.6%
B g4 111 59.4%
FTas 2 1.1%
¥ 1 0.5%
Wit ¥ 8 4.3%
R+% 1 0.5%
PRI E 22 11.8%
AaogrR 11 5.9%
T 4 2.1%
FEe 10 5.3%
Hu 17 9.1%
1T ApEBH(S | 15000 2T 131 70.1%
) 15,001—25,000 20 10.7%
25,001—35,000 17 9.1%




35,001—45,000 4 2.1%
45,001—55,000 5 2.7%
55,001—65,000 1 0.5%
65,001—75,000 1 0.5%
75,001—85,000 2 1.1%
85,001—95,000 1 5%
95,001—105,000 0 0%
105,001 12+ 5 2.7%
FEPRRN S A Z @R 18 9.6%
RN IR - 41 21.9%
Lxgr- & 90 48.1%
- Ed 38 20.3%
A HFEAFHER | S ENT 81 43.3%
e fic 59 49 26.2%
10-14-] p* 14 7.5%
15-19-] p# 3 1.6%
20-24- p¥ 11 5.9%
25-29-] pF 5 2.7%
30-34/] pF 3 1.6%
35-39) pF 4 2.1%
40-44-] p& 3 1.6%
45-49-] pF 0 0%
50 ) pE oyt 14 7.5%
R ELREE | L 71 38.0%
b T 116 62.0%
PEF X i 1=k 29 15.5%
2=% 10 5.3%
3= 10 5.3%
4=k 9 4.8%
5% 3 1.6%
6= 11t 10 5.3%
HE T 116 62.0%
PR AR 0-50 " 15 8.0%
51-100 = % 15 8.0%
101-200 5 % 11 5.9%
201-300 ¢ % 10 5.3%
301-400 5 % 3 1.6%
401-500 5 % 6 3.2%
501 & et 11 5.9%
AEF 116 62.0%
B sk ik ¢ ipH 77 41.2%
TR 48 25.7%
e 62 33.2%
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Bobdenig ¥ F AL ED - E 0 23500 A (48.1%) 0 Z BT I X EF K41 A (21.9%) 0 - E L R 38 4
(20.3%) » LR PER &= B0 P FRIG 18 £ (9.6%) -

BE Y S R AR g SO T KBS 0§ 81 A (43.3%) 0 H = A NG 549 ) (26.2%) ~ 10-14
| PE(7.5%) ~ 50 -] B2 (7.5%) ~ 20-24 ) FE(5.9%) % o
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+ s B o ot} ERRRP RO £ B ks 23529 40 kA
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418 0~50 ~ 22 50~100 ~ & F 15 4 > & F kA2 8.0% 0 101~200 222 501 %2 b ¥ &5 11 % (5.9%)
201~300 =% § 10 4 (5.3%) » 401~500 =% § 6 % (3.2%) » 301~400 =% F 3 * (1.6%) -

BISATAAY GIREAFSRRET XD DR ARG 0§ 77 A (412%)° B mfRg=Rg 62 4
(33.2%) » F 48 £ (25.7%) 0] o i3 4 25k o
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AFEL T PLS SRR R ~ BR 2% RN A4F - PLS WAlSA T E Rl - BASE - K-
%ﬁ%{ﬁ%ﬁgmﬁm%ﬁﬁ’ﬁ:Bﬁ%%%%ﬁﬁﬂﬁ&ﬁﬁ&ﬁﬁ%ﬁ&ﬁWﬁJ°

AFF2ZRY GRS R ARG AT 0 RRET AR BEE (1) B (items) FlE
f 8 (loading) =7+t 0.5° F 3k F k& ; (2) =& E R (composite reliability ) ¥2 Cronbach‘s alpha &
B~ % 0.7(Nunnally,1978) » " FEiFp 30— Rtz g 5 (3) TH% B 32§ AVE /f + >t 0.5(Fornell & Larcker,
1981) > (4) % BH 5 AVE T 2 42 F A 302 8 6 6 ehip bl (il s (5) 32F1 3 f FER A A NE B TR L

£ ;"i&{own-loadings = *+ cross-loadings » & 57 Bl £ £ F {34 g v R (convergent validity ) £ F %)%

\\Xr

A& (discriminant validity ) °

¥ z‘v’##ﬁa FRZERE G = BiEE A7 B P (item reliability) f & <37 05> T P FLE 2
iz & (Composite Reliability) * >+ 0.6 & 0.7(Nunnally,1978); - 325 £ 5§ (AVE) + ** 0.5(Fornell & Larcker, 1981;
Hairs, Anderson, Tatham and Black,1998) -

feare R4 S ERATRIE Y AP - AP PR BUHEL AT TIOE R EPF AVE & £
0.5 ®¥ f%H & £ & L4 e acrc & (Fornell & Larcker, 1981) o % 8|7 At WRIE R 7 P L2
Bengnlfzk » Bolipi FHORREEPE 2 T RANH B Loniphl Glic R AL L & Wy aw vyt
B o
421.% B A4
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78— 0.81 I8 - 0.85
P8 3F = 0.82 91 0.84
I = 0.77 B g = 0.91
Ll 0.72 7 # ¥ ¢ * (abandon)
1% 18 (Regret) R — 0.84
RS 3E — 0.90 B g = 0.85
S 38 = 0.84 B IE = 0.84
B IE = 0.88 B g 0.89
A € # 5(Social Influence) g & v & (Negative Word-of-Mouse)
19 17—~ 0.83 Fe 38 - 0.84
L1 i 0.73 B IE = 0.88
W Ig = 0.88 FIE = 0.80
FaRe 0.88
BRI 0.83

BHGRKRIE SR dodk Z 90T o AL H® Cronbach o 3 7R 1 & i Rdpth > #AFT 5 2 B RIpHEA
% 0.76 3 0.90 » ¥ % & Nunnally (1978) 2% 0.70 -k % -

i ¥ Hairs, Anderson, Tatham and Black (1998) =ik > 3u5 7 d 2 & 7 & (Composite Reliability, CR) £
T3ax % B 2 (Average variance extracted, AVE) kigAiEe G R - B &R R LT T#m Fpikep 30— 32> 2

=R
#% Fornell and Larcker (1981) dud3k > &2 & Z R B+ 070 2 > 4 nﬁﬁr’ﬁ‘ o HAETE 4 B AR TR
#o AT ’f#_m‘l?bl B A 086 % 0.93 2 FF » ?;gﬁdzg:giﬁmp E f_ﬁ.'fﬁ_\i L i B B 43 0.61 &

0.77 2. ¥ » 7n 2 3v22 3k & 0.5 (Fornell and Larcker,1981) - 2 &£ Z A % T35 B 2 w0 P % & » H g1+

FiEG AL BHER

2z RBEGR
% B Cronbacha | & R R | THFREEPE
Pk | 0.786 0.861 0.609
i 12 0.843 0.906 0.763
i B 0.762 0.858 0.669
A% 0.839 0.903 0.756
R 0.875 0916 0.732
i 0.901 0.927 0.717

4.223% R A7

P onk - o F2cR (Content validity ) 2 2422 & (Construct validity ) % 4e 2 2 %] o % 22k 3 & &
RIBLRAP FEAINF NPT AMDEREPNF > AFTR LR AP AR TR EFFIER 28
FypimdFst o 2 54501 B FFFT 240 RRFVA > R Ao L RATEIF N FR 0 &RBET P
FOTR o AR GTE TR T SR BTGP B DARR 0 FIRRORRE R RPTR A L o

TeROR BRI L R AR RO P > RS RA TG RO o AL U A7 T
TA LA FFeipEd > £d BHRELNLAALFFERE P RAOR > AR FEDEH S 0 AT
FeRPCR g8 o AL AVE @43 0.61 3 077 2 » % 4% 05 3n AL EHE S £ LG Wi
R o
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