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(Jacoby & Chestnut, 1978) » F]1 54 * > (T 5 enE 2 4 - TAR »fEE(Soetal,2014) 75 ~ 3 7 st HEHAEE
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2014) -
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R E R RS R R M AR M LA Gk ik 2 (Nguyenetal, 2013a) » AR5 A f F B SR H AT
g %}%(Lam etal., 2013) -
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B % kplig ik g o€ (Nguyen et al, 2013, P. 372) « Flpt » vARPEL i G4+ sld ~F R Aol Fomaz BAaR
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2012)-Batra % £ % (2012)B 4 7 > 24 FEE il § XL hE R T A F L E PP RIS BB
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FHE SRR F PR B R o ea BRGEG Y R Lie] LR L o SAE P S = % % £ (Sutton
ctal,2013) - T# % - & %m»ﬁrﬂﬁﬁﬂ% PR FR AT RS - RME AT § B ET RES

AR~ A R foi™ s FF £ (Sutton et al., 2013) -

1945 BangNguyen ## ¥ (013) 3R F € R B % & ol b B EIcH TP PRE A F I H e B %0 1
F iy o Ti% § R (Fornell etal.,, 2010) ~ 2% (Balmer & Greyser, 2006){- i % (Stapel, 1994) - Nguyen * & 4 (2013a) %
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PSR E - BEF R A p AL ehiT 6k Y (Baumeister, 1998; Sirgy, 1982) » & - B A A 04 g
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P2 200 RATHR 0 2006) 0 v R PEE G OE RAEARp AR p A ESE AR i3 (Sedikides & Gregg, 2008) o p A
RBREE G RE S E 2 AR B AR RS NE S AR ST A Y (FE AR L2005 R R s & §
A0 2011) > r2 2 A MR 2 A€ L3 E A € if i (Sedikides & Luke, 2008 ; Kurt & Paulhus, 2008) °

EF B AHBRENE S ZTRUEHES PP £ 2P p AA5% K EF M2 (Hennig-Thurau et al., 2004)
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