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Abstract

In today’s highly competitive environment, companies have begun to
adjust their operation styles. For example, they continue to elevate the
competitiveness of their products and increase consumers’ understanding of
their brands. More importantly, they build favorable company images and try
to obtain positive overall feedback from the society. Some companies have
begun to ponder how they can fulfill their social responsibilities and
incorporate them into their future management policies. Studies have shown
that consumers have high expectations of companies. Thus, companies’
business strategies must be closely connected to the overall operation of the
society. When companies consider how they should fulfill their social
responsibilities, they generally adopt the caused-related marketing method,
where they offer assistance to socially vulnerable groups and engage in
activities such as environmental protection to create more opportunities for
consumers to participate in these activities. These efforts enhance the

companies’ overall image, elevate consumers’ identification with the



companies’ products and intention to purchase them, and provide substantial
assistance to public welfare targets, creating a win-win-win situation for the
three parties involved. Accordingly, this study adopted the caused-related
marketing viewpoint to explore whether consumers’ product identification
influenced their purchase intention, and whether said purchase intention was
influenced by product price. This study selected consumers as its research
participants and investigated the effect of caused-related marketing on
consumer purchase intention, using product identification and product price as
the mediating variable and moderator variable, respectively. Survey
questionnaires were distributed to participants selected using the simple
random sampling method. A total of 500 questionnaires were disseminated,
among which 348 were recovered. Of the 348 questionnaires, 346 and 2 were
valid and invalid, respectively, yielding a valid response rate of 69.2%. The
survey results are as follows: (1) caused-related marketing has a significant
and positive effect on consumers’ product identification; (2) caused-related
marketing has a significant and positive effect on consumers’ purchase
intention; (3) consumers’ product identification has a significant and positive
effect on their purchase intention; (4) product identification completely
mediates the relationships between caused-related marketing and consumers’
purchase intention; and (5) product price has no moderator effect on the
relationships between product identification and purchase intention.
According to the study results, this study recommends that companies
actively help and participate in various types of public welfare activities to
enhance their overall images, gain consumers’ trust, and allow consumers to
better understand the companies’ business philosophies, operation methods,
and future development plans. Such endeavors facilitate friendly interactions
between the companies and consumers and encourage consumers to

participate, if possible, in public welfare activities with the companies.
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Additionally, companies can promote their brands and products when
participating in these activities, elevating consumers’ identification with the

products and subsequently their purchase intention.

Keywords: Caused-Related Marketing, Product Identification,

Product Price, Purchase Intention
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3.5.1 # it 33t 4 $7 (Descriptive Analysis)

AT AEERSEASHEFE CBATFIF R B AR
P G RBE A T o Al RS LR A % g
Pt AT L RAELDEF LR ARRE R J 0 2 AR T T 0k
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TR AR IR 2 B ejp¥tAr R 0 i % Standard Deviation (&% X ) p| &

AT R2Z AR > P E2 LB MHA%K plER T 4% ’};7517\7’%/;‘{‘

R e

3.5.2 1 & 4 #7(Reliability Analysis)
&wkﬁﬁﬁnkﬁﬁf’%£Mﬁﬁﬁk—m$fif“%b%
i F S & R A 17 (Reliability) » ¢ 3% #F /2 1% (Accuracy) ~ 4§ T+
(Stability) ~ ¥ F_4%(Dependability) ~ ip|Z 71— 3z |+ (Consistency) ~ ¢ p| 1+
(Predictability) » # % & % xRl & A B R & F BRI E A ¥ L oyt
RS- B AR BILG L AH - MY SRR

Foenp 3R— RMFA5 K % Cronbach’s o % #ieen s B A

2 N >
T UE D AFG

[ NS

XRIFTERE
1738 7 B 0 T & 3% Guilford (1965)2. # 7 Cronbach’s a & = 3+ 0.5 o
2AEPIG Ao K

3.5.3 #]# & #7(Factor Analysis)

~F §7 2. %] % %~ #7 (Factor Analysis) )4 i = > &~ 5 ;2 (Principle
Component Analysis, PCA)E 7 » 2 = & & 37 & B 0L 4p B 0% 78 8 3% =
TARBZ R > TR R ER RTINS SR DS BATE
o % KRR R e TR R RS £ 3 iR 0 Pl i@ (Bigenvalue) < T 1 eh
FlR N EFEREMHE W FR L FE 04 Fo A AT
27 Ry gk -

AT FE A T8 o AFE Y R i 7 KMO (Kaiser-Meyer-Olkin) & %_#2
#HA|(Bartlett) e T /AER TR A TF 2R FF 2 RBEAT 24 ik
PRt K RAEVEFFE A 470 3k Kaiser (1974)2. 7 1 » ##%
* KMO & 1% 5 28745 0§ KMO %2207 2+ pF o 438504 &
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RFIR AT e

354 % & T # T (Independent sample T-Test)

FUEBRL ORI L TR LB A BAAL BB BN R
P HERE (opduls 57 ~A ) @ b+ T # ¥ (Independent
sample T-Test) > & B FM W2 F P HHEAFTFRSA L2 L2 % P
Bl 0.05 EPAFRER . L RAEERLBHFMRELE T AT
i# (Scheffe Method)i& 17 5 £+ iu » Tie Tm & Bk 2 £ & MK o

3.5.5 ¥ F]3 % £ #A #7(One Way ANOVA)

AETEHRA 2 FEN L (F2%) F 0 L H TS %R A 49(One
W@Amm%ﬁmﬁi.ﬂﬁﬂ(%?ﬁﬁ\ﬁﬁawwmulﬁ€%§>,
Yo P E A 0.05 ZHEFZORE . 30 REFERF LR R AT
i (Scheffé Method)i& {7 5 & v & » i Tm & Bk 2 £ & HHIESK -

3.5.6 4p M & #7(Correlation Analysis)

AT AERE W 2ZEFEATE MO 2 0 E RPR R
Hg3s R E > WA E & (Pearson)» 772 X & {7 4p B » 17 (Correlation
Analysis) > & f 5L TApM e e s HEhavr 1 (+1) &4 1 (-1)

SR AN AT AMARM R E L f o

357 & éfn.\ #7 (Regression Analysis)

AR EFEstTEEF R R AR Y AR AR
ERELFLRA2ZHP . PR XA RRITLTE G BRI G
PEAR 0 pRALERALI T RRALLEFS -



Frd RESEAH

ARG S HBET B ETR Y DFR AP FL R S 0 X 5 AN
YRR A R F AR R ] SR A DAY 2 Bk g ok
&2 SPSS22.0 A3t ki AAHM A AT B4R TFAY ) NERFEAFAY L
BRG EF2 > AFELBFHEAPT AL E e FEE > P RFRGHS

A -

4.1 #itt 33t 4 47 (Descriptive Analysis)

AT LB ARRATHREA LN BRI B 1 0F 0 Y
% s g (Likert)ihi BLE A BA LT RFRA PR CRAL AR A
EF AR R RBELA 5432 1A hemis s kB FR L 2B R
LRAASEFRATIRF AR AR CRESATRLARM S F 2R
AEAETRBFLR

I R A N

RALZFYF ok AT T A0 o IR A 5499
P PR A 156 B IR A B 45.1% o
2. RPIE enE LS )
FypteAas s Eabk 2 AF 25 KT A 49 o R R A 14.2
9 ~26~40 gt A B 70 >0 B A ER A 20.296 ~41~55 itk A B 175
o AR A 50696 ~ 56 kv R A B 52 o AR A 1596 o
3.0 2~ R R A
FrHEA o BRI ¢ B A B 233 i 0 (R A 67.3% o
FUEH AR 102 PR A 205900 H B AR 11 > iEREA
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3.2% o

4. RPIH ORT R AL G )
FrHEs? KTRREEF T H AR 189 i 0 B~ 54.6% -
AEFTEAY A4 BRI A 3299% 0 BT e b
AEc43 o RN 1249 -
5. RBIF 3 1E Y FA A
FrAad 525000 0T oo AR 87 oo b A 259
25,001~45,000 =~ A #ic 115 > > b2 4 & 339 ~ 45,001~65,000
AR AB83 > o fhALHE A 2490 ~ 65,001 &4 b ik R A 3394
45,001~65,000 =~ & A fic 61 (> R A 189 o H 4 sz i A2
bR E IR A d 4.1 -
~ 4.1 fif 1 I st 4
A 5w A T o
7 190 54.99
ER
ke 156 45.1%
25 kT 49 14.2%
26~40 70 20.2%
s 41~55 p 175 50.6%
56 & 11t 52 15.0%
4 233 67.3%
g | N 102 29.5%
2 v 11 3.2%
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%041 FE BRI ()

E P 5w RN S R
LT 189 54.6%

5T R < B 114 32.99%
N S 43 12.4%
25,000 =~ 2 ¥ 87 25.0%
25,001~45,000 ~ 115 33.0%

1 0F8
45,001~65,000 ~ 83 24.09%
65,001 ~ 2} 61 18.09%

MEF IR

§ A 41 WAl OB F 0 FRA T B BT AT g
TR P TR R R AMER o E# AT Y E L (41555
Po) 2 EEKABRE  RFIZBEABLHEREY 20 BRER
PoRFHRR A R SRR S R B ERE IRV T ERRERE
ERAh e £2 WF o Ry AARM MU BN TEE LA
1 TEY ERUA K I 11 25,001~45,000 2 5 B S 0 x H O FHF R R
2020 F 3 FMRPA P RAMI ARAL LR 1 22 TN BET
44473 &~ (P AR FT MR ) 2 A #1444 4 ik 41.62% 0 4o &2
KRB K FHFE AT 2 A #5157 L 9k 4538% 0 7 L
BEFERFEFTTEG - LML o
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4.2 % B 4 #7(Reliability Analysis)

F 7 LRm2z A58 % 13 0.35~0.7 > i Guilford (1965)2# % «

BEGEII0T I LB A A AR ETRE ¥ o BEE AP 4
TR RIE 2 AR e B 0 B FRe- RS TI&LA&% P B e S
ﬁfs—‘ﬁi@%&_ REITMET TR AR L W2 Bk ot 42 fra
2426 R A RE
g %% A5 #c Cronbach’s o RER
SR 6 862
A FiLle 11 942
971
AN 9 940
A & 6 806
AEE LR

AT L RS E S NN Cronbach™s o &4 W 5 @ 2 F (74
Cronbach’s o & 0.862 ; # 5% Cronbach’s o & 0.942 ; L% & FE
Cronbach’s o & 0.940 ; & & i # Cronbach’s o & 0.806 > % A& 2 #c3=+ b
0.7 (A B RGE) 27Pp M- REBRIFEFETRILE T B
$IEAE L2 o BB 09710 ¥ F LEZBZR -

4.3 F1% 4 #7(Validity Analysis)

AT RIE R E G LG RE > A S A 4772 (Principle
Component Analysis, PCA)i& {7 F]Z ~ 47 > K72 ¥ ¥ 4. F 3 &4 e
B o B-#jcid(Bigenvalue) * >t 1 en%] 2 » 2N (7 8 R Edh{S4oF]E i

BAO0SM L H 0 AT EFHFMD L RGOSR -
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A

~FT % & Hair, Anderson, Tatham and Black (1992)c#= 7 » fig {7
% & 479 L i 7 KMO (Kaiser Meyer Olkin)#& Z_¥7 2k 2| # % (Bartlett) -
m?%ﬁﬁ ERFT 2 AR T LA GHREBRESE F
B E V7 FE A+ ik Kaiser (1974)2. 77 7 % KMO (& 1% 5 2] %7 ik
g % KMOE < 0.7 b pF > Lg% R & P2 Tl o

G AP oG8 ARE Y L AR
B %37 2 4298 KMO 2 3 7) 4 €2 @35+ 0.7 > 11 Kaiser (1974)F 3 #
B %A PATE R MR > AR A0R 43

% 4.3 £ %1% KMO % £ A4 2% % %3t 4

Bartlett &% 4] ¥ <_
HrE %0 KMO i&
it S AR B d R e
A .849 913.648 15 000 **
A il 941 2794.734 55 .000***
PEE LR 948 2269.542 36 .000***
A i .804 692.326 15 000 **
3 ¥4 o P<0.05 5 **4& 51 P<0.01 » *** & 57 P<0.001
L s 1

d & 43 oS85 E o FF4E KMO 2 B35 0.849 > 3414 2
(Bartlett) P i& - >+ 0.001 % 1&7F 4 ¥ ; A& &k 2 KMO 2 & 5 0.941 > 3%
4] ¥ ¥ (Bartlett) P &>t 0.001 4&7 & ¥ B LY KMO 2 &
0.948 > 7 4| # % (Bartlett) P & *+ 0.001 % #&F 4 ¥ ; 2 & 2 KMO
2 % 0.804 5 A4k T (Bartlet) 3 P -} 0.001 3457 B F > H@A

172 5% % 12 Kaiser (1974)F7 5 w8k 2 %@ F L& £ & L AT

40



RILGREFZ AT WA
» B F)E R 43 0.731~0.798
FEpFE A
475 5 3.563 0 LI F

£33 621 B F
2 By =

Jo ok 44

+ 0 R RRIE A
0.5 B K a0
FRELFTESE S 59.386% ; e
FARE KE 2 pTRF FHRES L 2IVET > A

24425 Fe2 FE AR A
5] 2 % 4 j+ 8
RECY 3o -]
y i .
%
CHAMT 2P0 L2 FRFLA9AR
LAY e 1 798
o F b4 o
EETRFEFRTLERES TR
e L3 E S e 787
L FERES AR RN A b R
0 R > , 780
£ B GRS S FEE R T 3.563 [59.386%
f . .
S IER: 27 RTRE R F A N
. , 777
SRR B TP L S
s 2P HAE N DFAH O TR
. . 749
dAZASEEEE ZF T
B CEFr» 2F FHEBLRE L Do | 43
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\>‘_
Ak

B2 AR R 1A FEFFEFLAITAREHENE G 7S L5
B2 F|EE R A 050 43 0.730~0.849 2 FF » B K BEIE chfE e
FHRAFELFE O BRRYSBEESITE S 63.524% fREHcE 5 6.988
RIRATR T F ARG REFFHRES U 2IET 0 AR R4k 450

~
o

.

% 4.5 A &l FlR it &

* * ,$/ 77 )
7] W Flx f | e 2
¥ g B | %¥EE
VMR AERFOsRESE £RE
g B '
FIAERLFRTaRRASE . 65
z§12$§3° >
Bibs 2 g RS M AR fLnl B o
Ej H "biili’ o ’
NFEMEF A ST o BESE R
,,BT ’Fr i A T 5 94
EH o
ok 2 F B A SR RAD A% e | 811
4 { , 6.988 [63.524%
g EHR-€HEFHY CF BT HERAER - .806
e mpPFifig X B Tarngn i
"r' g Fx AL N E v 7186
r,r.o
Egms A B FHTHTRA R - 772
B2 FRETNE ST Lo dan®y o 771
NFRFOERA ST F AR R o 751
FRALZEH S FFHERA SR TP 730
i e '
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=~ HELE

ARBAER L 9 FEAFELA AR NA R TS > L4EE 2
FlE AR E A 050 FlEfFE A3 0.798~0.873 2 B > B ¥ A3F 0
PHEFRAFZEFE  BEEEEL S 67.9609%  #FHcE s 6.117 0 38
B F AR REZ R EPIRES L RIET 0 AT AR 4.6

24 6T LA F1E AT 4

[ESE:
i A P | en e
) < /1L 1F T
y g
%
ERLMY 25T s - 873
R OFER TSN ASEE N - F8 o | 844
Kiua i 2Ff R FhTR A S0 E D3 \ 8
R g don g o '
EIEFTT R GRATRAT SEEY
A 5 o '
PEEIREMY 2E R TR A S - e -
Eé P S o | 6.117 |67.969%
BoAp £z @75 ¢BEIIEP 5 npby &
” 816
s EHME 2T E A SEP 815
m;‘i_';‘io '
BEgF s bEFaFmfea d by £ #£97 208
fod A & '
AE Y 2 E BT AE SR o 798

AFY R

e~ ASRR

43



REAE LG 6 HFRFFE A AR B S o L3R
B R R AT 0.5 A3 0.563~0.841 2 B 5w R K AT chgr el 4
2p R HBBREEAI % 5 52.178%  HacE AR %
53031 BIE T F AP R B2 20 B A FHRES U 2IMIEF o AT S A

% 4.7 -

4.7 RS TR A 4 4

7] FE R
1% L P B E
% e o
0
Bii o F R gid s &I 8o 841
e VvimE s 2B R FhgE 4
) 787
i%i °
R e - I
A |if e - '
BOE BN NA SIS 4 E D T S g75| 3131 [52:178%
|z 5o '
4\;4?5_%&“”\%@@\%%7% SR ) M T 1?3" 649
]}:]_7\11\ o ’
DERFOERA SO RERLE B 563
FREa '
MY RETE

4.4 > # * T ¥ Z(Independent sample T-Test) ~ ¥ F]3+ # B
# A #5 (One-Way ANOVA)

ERFRERATIAATHE  AF{HRY B FEA TR E
FlF R HAE S 2 k%A TN~ B8 BFRIR S KT RR
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1T EARFEEHIFAS AR I AF AR RE
BPRALSHAZRTER L AT HAR WwHTF S R EH
FAP o B LT F 4472 (Scheffé Method)ig 17 5 vt > JF10 7 f2 2

HeFLREA -

441 #= #% * T ¥ 2 (Independent sample T-Test)
AFETRELEHEOEAY  ASRE AR ASERE 4
BRIAFE* B2 RN ThRIARFLAPFELTLFHREFLE > T RA$51
P LR R F M E g -
Gl EATHREARHES T 2 RN ZRY LD F A4

&

Al MY AR A & i REA4BHEE PEH005 572 F
A TR R AR ARTAL L RS
Y dri 48

% 4.8 L BAHELHIB AT L2

4ot 4
$3 | sy | Bk | Tof | B¥L | TE | PE | Bz
78 (15))
= 1.9 190 | 4242 | 571 | 747 | 456
£ N
]’1‘
& 2. % 156 4.198 494 757 449
A 1.% 190 3.935 630 863 | .389
= N
o
i 2.* 156 3.879 574 871 384
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A48 MuHLgEbkA TR TE (F)

Aot 1 s
9| RF | Bl | Tk | BEL | TE | PE | K
(H=))
P 1.% 190 | 3.817 710 1.273 204
;E N
&
R 2. % 156 | 3.724 634 1.288 | .199
A 1.% 190 | 3.817 590 1.609 | .108
| d
j;j" N
fe 2.+ 156 | 3.720 520 1.629 | .104
I INATEEFALR  FFE p<0.001 > ** % p<0.01 » *# p<0.05
_Fﬂgﬂ

4.4.2 ¥ F|3 % B #A 45 (One-Way ANOVA)
HFHE
in%%%ﬁi%ﬁ@%é%\%%ﬂﬂwii%’ﬁ%ﬂﬁﬁ

MLE AR IHELR > AASURBANE AR FLE o2
- 3:: ' % 1772 (Scheffé Method)iE& FE S T g—_;,’j_;ﬁ By LR %0

HABRA, ) A2 2 g% A ifide™:

NFEHRE SRR RSV ES F=9.393 0 P &> 0.05 0 &
TR IR S EFHFHFLE > AR EH R 2
WAy § F1A A e A aFRR A § eT L B 012 2 % 4 4772 (Scheffe Method)
EEFECRILITEEFLAREA B &‘éi%i?']iﬁii’aﬁiﬂ’ A
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SRIE T ok o AR R Rl 2 T oM P BT 0.05 A E
WEFHFLE A RFT AL ARl 2 L S ) R

()

BXOFAH2ZA SR> N2

W RIE <O EERAAGE E O A

)

§9§i%%@%%?¥ﬁ§2if3%ﬁ%ié%%ﬁoi*%%1
ERF ST H R BRI > TR RIS R Y A o 4

BHE & 0 8 0 dgdFpk T LRIE e AT R AP KU
Pl o E b2 At > DR L EA e
DT EET X R N F FH 2 A SR o

A il $I0 0 5B %R A kS % F=6.525 > P &) %+ 0.05
Ma 2Rl HA DR LR PR Fa 3 BFLR > SRR
PeF L RN AFT ME F A~ 4772 (Scheffe Method)4r 1438 {7 % {4 2
WE o BREFRZPIH S HH o BTN RG22 TEk o HA
il L R EFLBPE ] 0.05) HRFIT i 5 AR R < 3NA E
WRAH E L > HAES R BT E BERALRE G RLE
SWAERTREGE S B R S MR RE AR

Y AR AFT S ERREA TR LS F=4362 0 P &3
0.05 > 77 Biom X Rl HPER LR SR v FHR IR in A A 3 B F L 4
B - HrE s B LB HA T B 2472 (Scheffé Method)4r 12 iE {7
T BEFRR /F“J—‘ﬁ B O RE o BT B RS 2 T ok P
MEAL BRFATRZEH[IRF NS HEEFLE
FTEZRITERIPERFOFFE HoFZFH2 pnRPE > RA
BEFIRLOFEEUHHA L2 AL TR AFRARE S HA

]+ 0.05 £

\tn

¥R Aok 490
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£04.9 & BB 75 %8 A 5 4

: ;3
e | wa | Teom | gFL | Fe | Pa | o)
7 L
. 1.2 ¥4 233 4.299 483
:‘; 2. K B 102 4.093 536 | 9.393 | .000*** 1>2~3
ﬁ»

32wV 11 3.787 1.056

1.2 4% | 233 3.991 553
A
v
f 2. A4 102 3.745 626 | 6.525 .002** 1>2
ERNN
f&

32T 11 3.735 1.050

1.2 4% | 233 3.849 .632
PR
E 2. A4 102 3.623 J12 | 4.362 013** 1>2
LN
KR

32w 11 3.616 1.033

1.2 4% | 233 3.819 539
A
v
‘;; 2. A4 102 3.692 542 | 2.632 .073 N
i

32w 11 3.560 995

; ¥FEZ p<0.001 » ** £ p<0.01 > *% p<0.05

AL E R R ERGRRE A S 25 FLT 2 26~40 &~ 41~55 F

S6 gt Ew p o RPWAWBREA > AR ERL ERE F FH
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RIW2ZRTEFHEFZAR A Sk % B AEEE A5
BRFEE 3 BRAMNAFFZ LR SRR LT 2 HFL RN
A% 1 E F A 4772 (Scheffé Method) 8- HEFE R T A 172 L%

NEFHRIECRBEA RS S F=3.673 5P &3 0.05 o7
AR S EEHTRFALR AT RR R SRFHE
A4z i s g L8 o 2§ 4 472 (Scheffe Method)ie— # 4c 14 A 47 i
FE ST FIR 4155 ;%ai}%iﬁ'l—"ﬁii’aﬁiﬂ’ 325 T R p|F T
BOoPEHOSHFFHEHEFLE - HRF]T a5 4155 kX
7‘?‘]?{@)‘7}* €LITRA > FOF FHZRNTRF PR LOFERZX
BA o Z R DR U RIS AT X RIFBE O H S E R
R R ES DS RT LR R o F R RE 2 F AR

A q i 5 ek 4.10 o

F04.10 E a4 2 %052 § )3 % B s 41 4

3| | B Tk | B

s
=yl
(i
!
=
2 kA
(AH} )

1.25 2™ 49 4.034 635

2.26~40 A 70 | 4.147 | 471

M

N
&

3.673 |.012** | 3>1

3.41~55 175 4.278 472

4.56 11 b 52 | 4314 | .670
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2410 L ERHLRERE TS B 514 (F)

& &
%57 4w B | Tiom | L FE |PE | F
e T
1.25 s 49 | 3.719 637
A& | 2.26~40 0 3.867 593
F 7 2371 |.070 | N
welf 13 4155 & 175 | 3.964 | 549
4.56 & 1} 52 | 3.965 736
1.25 11 49 | 3.607 703
R | 2.26~40 f 70 | 3.761 656
1.297 |.275 | N
LR | 3.41~55 & 175 | 3.810 646
4.56 f it 52 | 3.833 775
1.25 11 ™ 49 | 3.653 578
4 = | 2.26~40 K 70 | 3.778 516
1.003 |.392 | N
B | 3.41~55 & 175 | 3.786 545
4.56 & r1t 52 | 3.836 652
1.25 1= 49 | 3.653 578
4 5 | 2.26~40 A 70 | 3.778 516
, 1.003 |.392 | N
B+ | 3.41~55 & 175 | 3.786 545
4.56 F 11 b 52 | 3.836 652
T INATFAEFLE ¥4 p<0.001 > **4 p<0.01 » *% p<0.05
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=~ KYER

AFPIFARALHTREES, ZEPUT A F ot ¥
SR ARRTRREZZRF o ZFHARFLE > 2 HAE SRF
BERAFHZASURZREY R FHEFLE > 12T 3 A 472 (Scheffé
Method) 8- HEFF LR T MRDT HFL L 2B HL L 2R~
52 M 2 R AT

ASRFRSE SRR A THESS F=5918 P & 3 0.05 7+

W

R A ERE 2 RTFIRTARRZI D FAHFLE o Y LR

B R P B AT ek % % F=4.689 > P E-] * 0.05 0 Bm X RIE HAER L
g FoRkTRAEINES LFHFLE - AXFRIALREELS I
e % F=3.695 P -] * 0.05 Hm LRl HA &G 2 i g 73
(TARR A A F LR e - U2 F A 472 (Scheffe Method)it 7

P

FRwTAREEFR LR AITEREPUT B LRIE TS
B A FH LR Loy P a3 0.05 fA SRk R0 MR R
RREE -ASPREALFHRFLE > A2 RPN FIVAT e 109 £ 3
T2l PR 12 R PR UFL NPT  RTRRELEHTE
B B B8R0 41 R D 55 2 B bBF 0 TIBH ik T70.73% ~ 4
B8 gL 30 (L5 20.2796(109/5 | Frin izt Ay R B 3)0 T i FlE R
EELHEIA e ERESR OHASFE BT I HEFAEETE

ZGRACRE 0 D AR e R o AR B F 2
Bﬁ‘é%%ﬁ@m%’?%ﬁiéi%@%ﬁgi 2 LA
R M A ASPREIRSERTRAZRER AR R
%411 -
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2411 A RTRAHLEATF DI TF SR HA 4
ho&
530 47 B | Tiod L FE | PE | oL
& T
L&fnT 189 | 4.253 520
sz 2. % § 114 | 4.187 510 673 511 N
T & . .
3R 7 st 43 | 4.182 .670
LEf0T 189 | 4.009 565
P 114 | 3771 | .608
o |20 F ; ; 5918 |.003** | 1>2
EINY
3R It 43 | 3.843 .695
L& 0T 189 | 3.872 .635
Efi_%f 2.~ B 114 | 3.631 .680 4689 | 010** | 1>2
p Y :
3. AL 43 | 3.731 789
LEfm= 189 | 3.847 548
EAPEY. 114 | 3676 | 511 06 | 1>2
x% 1 .
3. T b 43 | 3.705 .700
A INATREF LR 4L p<0.001 » **4 p<0.01 » *% p<0.05
AEE g g
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AT HFFEAL S 25000 ~0 T ~25001~45,000 &~ ~
5,001~65,000 =~ ~ 65,001 =1+ Ew B> FRELITEEHETEEFL
ﬂ’Aﬂﬂiﬁ*ﬁﬁ‘éémk‘%?%ﬁﬁé%%ﬁi%ﬁ’ﬁﬁ

A

J=
F o 1T 32 BLY

\¥

%ﬁ

AR 21T B RREA LR 412

204121180 B L goE2 73 %8 #h 474

S
%57 A% Bdc| Fode | WAL | FE | P | L
1.25,000 ~ 117 87 | 4.164 | .585
o~ x| 2.25,001~45,000 ~ | 115 | 4.239 | .459
o 1971 | 118 | N
T4 1 3.45,001~65,000 = | 83 | 4.162 | .504
4.65,001 ~rz ¢ 61 | 4355 | .626
1.25,000 ~ 14 7F 87 | 3.908 | .624
A & |2.25,001~45,000 =~ | 115 | 3.992 | .517
. 2.026 | .110 | N
wol 13.45,001~65,000 =~ | 83 | 3.780 | .641
4.65001 =11+ | 61 | 3934 | .664
1.25,000 ~ 14 7® 87 | 3.756 | .700
pLE | 2.25,001~45,000 ~ | 115 | 3.858 | .626

. 1.598 | .190 | N
LER 13.45,001~65,000 =~ | 83 | 3.651 | .704

4.65,001 =11+ 61 | 3.814 | .692
1.25,000 = 12 ¥ 87 | 3.747 | 580
2 = |2.25001~45,000 = | 115 | 3.856 | .511
5 13.45,001~65,000 ~ | 83 | 3.678 | .519

4.65,001 ~ 2+ 61 3.784 .662
FalE LR ;%4 p<0.001 » **% p<0.01 » *% p<0.05

1.707 | .165 | N
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4.5 #p B 4 +57 (Correlation Analysis)

AT H T R Ae(Pearson)dp M A 47 kot Sk L HIE R L 30F 2 4P
Mol € BEFR FARERRDLL RS A FEEPM AT
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