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Abstract

Nowadays smart phones have become part of our life and it seems

interesting to understand the factor in affecting the acceptance of the

innovative products. In practice, Technology Acceptance Model is widely

accepted to examine the relevant issues involving the acceptance of

innovative products. In this paper, I set promotion campaigns as an mediating

variable for the relation of perceived ease of use and purchase intension, and

the relation of perceived ease of use and purchase intension. Through the

statistical analysis, this paper finds that:

(D

2)

3)
4
)
(6)

The best way of promotion campaigns for smart phone consumers is to
extend the contract with discount of new phone,

Perceived ease of use causes significant influence on Perceived
usefulness,

Perceived usefulness causes significant influence on purchase intension,
Perceived ease of use causes significant influence on purchase intension,
Promotion campaigns causes significant influence on purchase intension,
Perceived usefulness causes significant influence on promotion

campaigns,

i



(7) erceived ease of use causes significant influence on promotion
campaigns,

(8) Promotion campaigns causes mediating effect between perceived
usefulness and purchase intension,

(9) promotion campaigns causes mediating effect between perceived ease of

use and purchase intension.

Keywords: smartphone, Technology Acceptance Model, promotion

campaigns, purchase intension
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“Davis et al.(1989)#& I fL B 4% % #5% 5 » Venkatesh and Davis(2000)
A BEEEEN G AH . AL AR EES RN N RS
BosS e oA 5 A H 4R R H05V2(TAM2) » % > Venkatesh and Bala 2008
A3 Ty = R HERR B ) (Technology Acceptance Model 3, TAM
3) o HHH N E A T
R BT o F: =% 8

Davis(1989)3% 5 L4 {7 5 ek ¥ eh [ 3 Jfe | § Mk 4 At fidfe

ETTRS

SILRIR i W IR DFIE > TR AR o BIRL T G TG

B A AR oo Bk HodR X 05 (Technology Acceptance
Model) » £-%f i * & % T g1 ¥ Ao X AT ) Sinis 5 R4F

MR TR S BN ke S S S R

v

EERAPHIREL BT TR R Y FREEE LA AER
Boo Bt B3 P Davis(1989)in 5 fi & € X Pl I FF B s Ft L H
BELXOER?P BN BLE ALY FE o T 5 % 5 (Perceived Ease
of Use)&? " 3 * 3u4v | (Perceived Usefulness) o #712 Davis(1989)3% 5 444
FAFAVELEIEALHED G B o B RERE2

PEA % HACR229T T .
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PN

oh 2R 55 B R — T LE — EF

N g

W22 L8 5 2
L kR - Davis(1989)

Davis et al.(1989)¥F L H &% ft ¢ charf 5 + 2o 52 * T K4

LA DR EAR G ER Y RAAATR  B R 1 ik
POLF R S 3 R TR k) e F R s
AR AR o PR Y KL RART G o

2. AEEF R FAPG R Y REATREHET T RO AN ek
R FED AR R EY R F R RAEE B -

Z o~ % o R EEER R 058 (Technology Acceptance Model 2: TAM2)
Venkatesh and Davis(2000) ™ # H 45 % #-5% 5 A#H > »~ 47 &L fAf H &

ZH A W ORSY  PER R HNaE WA  LH R R O 2(TAM2) o 4p

FOTFLER R B 0 B o AR R I i€ BRMeiEL > T

fv ~ A LA~ % (Image) ~ B dx-4p B 12(Job Relevance)~ 2 i & F(Output

Quality) ~ % % P z& {4 (Result Demonstrability) % 7 B 82 5840 5 * 222 ¢

FESAwZHEA M E SRS PR (Voluntariness)® 3 &0 o FL 3L
R 22 N AT B2.347 T o
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= \\\\L

i i
I i ]
Jﬂﬁ ! (o= b RIS ]
T [ |
O :

P e |

B2.3 % - & P X Y (TAM2)
7 kiR Venkatesh, V. and Davis, F. D.(2000). A theoretical extension of the technology

acceptance model: four longitudinal field studies. Management Science, Vol.46,
No.2, pp. 188.

PrHEELHN2Y L BRLE LHRAT

1. 2 R4 (Subjective Norm) : i * €3 % f&{7 5 FFATR X Dl ek § B
T

2. A% (Image): B * Foif 1@ * AT H KA kel A AL g kY A g 2
Bk A oo

i%4p B 12 (Job Relevance) : B A & P4 SL* A 1 17 b 2 3§

o

et
W -mﬁ
o

4. A I 5 (Output Quality): B A &0 p 4 Sl (T @ L2 R o
5. %% P rzis(Result Demonstrability) © & * #7fL 34717 3| 2. 5% % 2 P Fg

Moo T BA T
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6. 55 (Experience): S5 & L BLARF (T 5 e 2 L BAF T 7
H 'H. Z2_3c% o
7. p AR t:(Voluntariness) © i@ * F ¥ ks * o aoff 2LAp il [ ahdy

B oo

» & = PR R 03 (Technology Acceptance Model 3: TAM3)

i

Venkatesh and Bala #2008 # # & T % = & -
(Technology Acceptance Model 3, TAM3) » #-@ 58 N 3 * | &2 Noof

PA  cnFE AL A Ao TR24% 7 c B TRMEIRE | LB

1

RETOFAGrEd ~ R 2 5 T SRS 532 s g {3 B
R EAEAL B2 TAERT | AL L EFELEAMLE AR
Flien PEBME T AR BmE 5 TREER ) AR ETAT

g P2 L FF o

— i
i x 'Ll:f FU P4 i
A » | LR i
-y ”
- | J e e 1
[cl Ay JI/ : E
P ST i

B2.4 % = & ﬁii}iﬁr% -7V (TAM3)
F L kR ¢ Venkatesh, V. and Bala, H. (2008). Technology acceptance model 3 and a
research agenda on interventions. Decision Science, Vol.39, No.2, pp. 276.
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%2 (% 10l)ipad 2 PH{EL AL AL SRS HTRY H
¥ TRTRNRERTFF L Tt v T AR E B T

Soei 4 EHFRPRY F R TR Tmicd v B 2 T

24 PEF LA
241 BY AT R

MR RBEEY Y KRR FA2 AL > AR EH k- E R
SHME ARG TERIEY FakMHm2L P o (Morwitz and Schmittlein,
1992) o

FEF BRI A - AR A F T A S &R EEFHTA S PR
7w GRRASDERY B FR LI FINEE 2 FF
R ERB R E Y A B L B P R F R R
i SRS A 'L"‘/’E""S'féf REFF AR LRV LML -#HT 2 £F
T iR 7\/1577%{‘3,;)#:77/# 7 # (Frederick and Sasser, 1996) - % &
R AP PR RAREE LT RS RE EF

Fishbein and Ajzen(1975)% M > PER RAF AU} ¥ HF AR L& % £ TR
FreBpFa i A R FIRE LRI FeEHF- A58

MR B T A F b AT R Z T A 1 = - Bagozzi and Burnkrant(1979)

£

2a Y

RAHEY AR AEHY R AT RERDEFR R o
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242 BF LD %
Engel, Blackwell and Miniard(1995)R]z5 5 PEE 75 e I@ + § - f8

il L AR JﬁJP TR R Bk F Rend R T o ) F K 6 Rk
B WP ERERL R R b L R Y F kT

MR R - o ) g en TRER e -

Kotler(2003)z% = #2580 # # AbF LM OFIF 5 = B 285 ()
BOAE R (ST IR TR R R E R ) F F oy
- F PR R F A RS AR R Y 2 B B R
R BEAERD A’Mtﬁa R BE# I e B T EKBHE R

fandr s FARE R SRR EARA 0 Y Y BB G Y e
TRih & AR5 0 T 5 EKBHCGY ehp | g #0304 o BS T BR)
PR Y R ARSER VESWEA > v AT X Ak R
T 5 EKBHosS e fs B % A 1R A o

Engel et al.(1995):2 5 MR £ ™ & 5 © A3 F (Un Planned
purchase) ~ #% 4 3+ 4|4+ ¥ (Partially Planned Purchase)frs -3 14§
(Fully Planned Purchase) » (= )53+ #12H-F i f F AR A &onfisg ~ &
WSRO R SRR - WV ARG W T 7 S R AR R
F(C)FPFRIBMY P AR 7D A LA SN I A
SRR s R R FPED] T RAR] Rk (2) R 2RI
FEHIFRTE 2 ALRBY DA RS
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243 HE REEE

Zeithaml(1988) 1 ¥ i BEF ~ B R PR &4 g R 20 | F il
BRkHEH MY LB o Stum and Thiry(1991):35 #& I e A3 & KL >
Aw{ﬁiﬁaﬁ~%$§2?ﬂwgg\wkﬁgu;r%iﬁmi
BARR o B¢ e DL g Rz Rk ) mAEF EN R o O
197 f o Heskett et al.(1994); Sasser and Schlesinger(1994)#% 112 T g5 %
GECEAMR S R ES ) e R MF LA o %M Schiffman and
Kanuk(2000)s7%7 3 » #-p£ ¥ & Ff (Purchase Intention) ¥ & = %€ i} 7 | B
ﬁ%ﬁé&i?ﬁﬁ’%%%ﬁﬁ%W%ﬁ%%ﬁﬁﬁﬁ*’%*%@
FFEMY RRDEL > M4 (R R AT Y A& AT RE

RESHOERETAGHET - TATHET AT ELET

—rﬂ -

TAT R EE o TG HA €T | uEE o FFPEID G SRR &
FRenif f o #A AL e kg A BRR ALY 7L OV AR
B o
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DR L RS RA RS R E L R ERER S

1
TeEFRTA B marm Bl F 32 WP B AL
2 GrE

|

a

PEE ARG E v FRA 2R T B

3.1 3 KK
AELUFEASBR Y F L H o FHP PR AR L RAR
Mo H TN IE K 0 BT
Hl:&off 2 % oo 5 *
H2 : 208 5 % SR B
H3:&f 5 * $pEf B
H4 : 5o 5 % $F R4V 26
H5 @ aodf 5 % 3 s
H6 @ 4 E o4t LT HE2 8-
H7 : B4 B o 5 % S
HS8 @ 4 s i 5 * T

3.2 3 FE
ﬁp;ﬁ%p;@%ap¢a1¢@w%¢$1§ﬁ¢ﬁ’ﬁmp

L EHACRZL o o A Taef b w s Taeffg v, Sop g8

TR R 5 R X rfw'iéﬁu 5 e AR FwLs
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wff 2% H2
H7
H4 : 4 4
4 H6 )
Hl . > Px)
e p
H5 HS
v
- H3
4?%?‘?
@&1?””#

TR KR DAY I o

33 FITAYTHKZ FE

AFTZREPFEALBIARENL B - N LFEE YT
—"“mﬁ#i#%;mk SRR R AR RS A LR K e
BAFH A g R Lo Likerty BB AR 2224 B R, TR

By s TRRL) S TARR 2 TEF IR I BRR S A BEA

FHEABG 403020 ) NT PTG LR L LA
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331 FEIL =1

FEAL ol SF AT B EE 5 LA R AT
PpFy & F & ARERERWI-Fi~ 23F#E T % %(GPS) ~ BB 4p = % (camera
phone) ~ i % #c i B 72 (PDA, personal digital assistant)¥2 3G+ % % 74 5t o
Chang et al.(2009):% & A7 & 4| & # fif 4o 4 i £ % {-PDA(Personal Digital
Assistant)2. % & > T 2> 5 ¥ U F i 225 F] 7§ 25 frPDA(Personal Digital8

Assistant) © ?RPitt et al.(2010)A|32 5 A E A ST 25 - e K o 1

i ey A ”f’%raﬁrﬁngﬁmﬁiﬂﬁfwﬁfvxmﬂﬁ
o Ba g E et FES PR H B A RBAPCBET 2
SRR T RIS AN L RE AFENS 0 HF F R AEY
I AT R R 2 BRAR R SR
FEAL BB E G L% Ed Microsoft#r & @ #ri) £ £
ﬁg{jﬁ?’?@ ERUEEHF I BUIPDATEREEH N B RAH
PR EES IS AR AR EF A S Bende
i+

W F B ALE BT PDAY L Sk LR A S o AE S

- AT FRE P T E AP BRE S  aT
ITPWELAFBEPAFE PR R ET

FIA P RRFLENHE AR IR ET o F R k- A

G AR (FELE 0 A 98) 0 LK AT

1. B enied kT 5o

2. BHEFEFQRG3G 35G) -t ~F R R - IFBERA FH

BIAE FRAEEY CEFLPARF o

3. EEMEZFHEM(EERFS TS R)B AT LR IR
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3.3.2 B4 EH

AT 5P E (R 8Dt o kg > X ki E R F EE TR
PR T AN T INER B LN AN TR T T
SRS S R AR o B R e R R SR A g 2
B4 AMEF R P W S BIEL S Y LIRS EER o AR RN 6
ST -ff%?fﬁf]#fr?%i WA~ AT PEEITH A EF A
MAES ) AR AR SR PERLT R RS R

333 fFE&FLX H
%+ Davis(1989), Adams et al.(1992), Davis(1993), Legris, Inghamand

w

Collerette(2003), k% 2 3 (2 M)F 2 ¥ E 4 B HEEL I TR

Lo D@ FAR R BAEATREIE 0 M BRI R Y (5 vk
aqg¢ﬁ$@ B R OP FTRenA A) o f i K ks
I F FRRAXE o RIFRF LD RARDT G oo

2.%%%%:@?ﬁﬁ@%?%ﬁ%ﬁﬁﬁfﬁﬁﬁﬁm?JJﬁﬁa’
R HARD AR Y O RIHY fADERART S

334 BR LFE
r&%i@J—d HRLHEY FEHTLY F5 055§
ﬂai%: LR B% ot g e R LA

ok
*rn
ﬂ:
g
Yy
RS
s:“g/
E\.
&
L3
¥

Ry
p

I N AR T
5 A, AR IE%?&-% % N %,{, SR I% i e
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34 BEEFEAERFR LT

P FEARAMY RIRAEFFAT TR FFT 7 U4
WA RE*R e APy upaufé%ﬁ%yiﬁwmi%ﬁéﬁﬁﬁﬁu
SESTE SR XL WL o B SR 501012097 047 1 101 11
PO3P R K AH2B Y I JIRERD I AERTRL - R §HE
~ F3CEE > £ %5000 B % o w2 B ¥ 23950 w S 1799 ;
Fop A SR AERHEE LR L1105 W el E R38405 - § ot
% %76.8% o

FALS T i
R 2 ST R AT > R A TP TR g 4 iR
E jz_F, «}'—», 1l En,ff‘% ﬁ’;\— ’ I/_\E &, mi,;”"% /4:\“}‘% ° ﬂK/EH?L“'JSPSS 18.0

R R ARHEF T 2 047

3.5.1 f it s A 4

n

St Rl B A e s | A E TR A T R ;ﬁ’u ER RN S

PHREBATEFHLFER AP LA SR Fe s

3.5.2 1p R & 7
$# * Pearson AP B KRBT L E L REip M Rl %%”7?”7‘55%
JRhAT L R HORMEE oS s g v 2R AR
B Ev

B end b & f o BT o
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-2 R SR %ﬂé*’{j\%ﬁ—iﬁﬂﬁ_l}%%\ g -
Eﬁﬁ?ﬁ@iﬁ%@ﬁg\gimv
# %

GRS
GO EA T s fF AT S
R Rt AR A A fr%ﬁ»‘ AT E) S MY AR F

Foorbr &R BT REFE LT

41 F# B RA 2L HEPEL 7

FHFEUL PR FEFD AT BT AT E T

LU AV <4
JRtR A M e e3950 B K o F otk A 538410 o Mw Tk Az B
A TR AeT

411 v AP TR

4o 24107 & # s w0 31404k en X Bk § o £ 5 1531

4 11312 > 1529.4% > 21-30% £ $ 501 » 1:13
96 0 204 11T £ 461 5 (b12% > S1& 2 Bl 2202 165.7% o b T LR
b A58%in 3 L A B H

£39.8% > H =t §41-50% =

=3 176/\ ’-‘,E'—”\ plﬂi”"i‘iﬁ?—;"‘v‘jﬁl25

26 % (6.8%) ° trit
52514 1665496 > T4 5 1334 (£34.69 5 © 41

154 4 1540.19% » A45F 2304 £59.996 « BEE > 1L E 2 F 4 R b 566 4

17199 » B 4 52 5654 £16.93% » 1R 2 B b LR 1k
* 2R 1250001-60000 % o %) 5 B %

A 1E32.5% 0 B ¢ BR(F)ILT F 574 (14.8%) 0 B RIS
TER S LEOE N

3 954 i:24.7% > 40001-50000~ 12 *

%23 794 1£20.69 » 600007 11+ F 694 189 » & 15 £10001-20000 <
$ 124 13,19 -
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241 PR HEAATHEAZ

78 P KL LS (%)
20;& [Vaas 46 12.09%

21-30% 50 13.0%

£ # 31-40 4 153 39.89%
41-50 % 113 29.49%

S1gk s b 22 5.7%

FPOB(F)UT 57 14.8%

£ gl 26 6.89%

T < %‘f/’;‘f F 176 45.89
g5 ) 125 32.5%

7 M 133 34.6%

15l Ty 251 65.49%
. © ¥ 154 40.1%
5 230 59.99

BHobicAm 22 5.73%

B ¥ 33 8.59%

T 32 8.33%

EmE 28 7.29%

B ¥ 32 8.33%

B ¥ #o#c AR 66 17.19%
o 65 16.93%

TR 21 5.47%

R A vi(%)

JR7: % 53 13.80%

H 32 8.33%

10000~ 12 49 12.89%

10001-20000 ~ 12 3.1%

20001-30000 ~ 28 7.3%

LEFEPN 30001-40000 ~ 52 13.59%
40001-50000 =~ 79 20.6%
50001-60000 =~ 95 24.7%

60001 = 12 } 69 18.0%

FALK R @ AR Y F
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412 FFEIAFPBRE 244

T4 A2 Ao FEAL R FEEET LTS L R
HTC > § 101 * =t i 26.3% > APPLE £ =t § 93 A =t ik 24295 » 2 {5 &_

7 85 A =ik 22.1% » Sony Ericsson 3 53 A =t ik 13.8% > 1 A

T aEE S F 52 4 = 1k 13.6% ; 2 ¢ HTC £ APPLE &3+ ik 50.5% > &2 &
RegEmIMAl L8 FEANL B SR F§F 5 HIC £ 3
(35.6%) > Apple = iPhone B| 4 £ 4l £ % [ I = & % =
(22.8%)(F % ¢ FIND » & 100)48 % 427 o

W FEP 23 E A - T3 E N 0 A HA W E 120 £ ~ 100
A v 59 A s BEiEL G w] 31.396 2 26.096 ~ 23.49% > 11 1 E (5T e
CHES R 6 A T 169 B A ATE A LB R Y H S 7 B o T
POEEEUET S B 5 F 318 4 b 82.8% 0 B B 47 4 ik 1229% o
Hepow 'y A:E 109 -

AEWLKRUE SDM B S 0 F 203 A ik 24.679% - FE R 2
2R A 0 & F 1885 A Wik 22.8490 o L AR R 2E L 150 4 o
it 182396 o R B > 69 4 if 8.389 o
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ASUS3.1%
Hith 3.1%

Motorola 33{@
LG5.3

HTC 35.6%
Samsung 8.4%

SomyEricsson
8.9

MNokia 9.6% Apple 22.8%

W41 i pfR* AELS PR L F 5
FH &R TR E FIND > (% 100) » SSldnspirk T A3 0 JRIE 1 40T § 22 fa 65

242 FTEANL BT 7544

7 p R A K (%)
HTC 101 26.3%
APPLE 93 24.29
+ 1% 5 Sony Ericsson 53 13.8%
Samsung 85 22.1%
H 52 13.6%
1& ()T 6 1.6%
1~ & 59 15.49%
o 23 31.39
BB 3% 11 130 23.4?
E BT A Skt 9 2.3%
7 - % 100 26.0%

FHLKR D AFEY R
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42 FWEA LY 7L A EGD)

e 318 82.8%
L% 5 1.39%
BLE BB RS 11 2.9%
3R Es 3 0.8%
%R 47 12.2%
R IR L 188 22.84%
Ao 188 22.84%
A 5l kR # DM 203 24.67%
= 5 4p B e b 150 18.23%
PR 69 8.38%
BBS 25 3.04%

FA KR AT ORI

413 FFEAN LT sechB A EF 2 A 45

oA 43 4ta o RS A S A FHITH A 2 N T
B BB A 3.63 471 AVt 2 5 338 ATPEM BLITH A T 0E A S
3L R WAL 3.07 BF ) f HEOTER S A R iR
R LA AR EE R EEE R R RER R Ko o2 R

PN LS IR

# 43 WM EE L AT 4

L€ T 3ok 2

A i A 3.38 1.177

F 47y s 3.63 1.160
%‘r?*i':F'“ R 3.11 1.130
dEF v 3.07 1.077

ﬁ PR A 2.74 1.042

P s B 2.61 1.003

do pE A E 2.55 1.013

¥~ : 384

TR kR AEE A
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4.2 Ap B & H7
421 & RAEAPM A A7

1% L RamenT o R L U L EHF LM RS T S
fs g ot BAERE R AR G Rpmatrt(x 94)
AP G licensa B 3T 0 AP M P 0.7 S B BARM 0 04 ~0.69 5
PRAPRE > 03900 Z MR APRE o

244 VRN AP RA LT YA RFLAPM K S B
5 % adp b ¥ 0.617(p<0.001) > EMEF® &t » b % o 2
* g R4 B g B A 5 0.213(p<0.001) 0 & IREEE (KR P o B %
Ge b B E RBP4 M a8k 5 0.509(p<0.001) & LA F chP B I %
B %o o F % 2 A B chdp B i 5 0.210(p<0.001) > & LA F MO
i B Ao Y BREE AR ode M S 0.644(p<0.001) 0 % AR
Fe RO MG RAER ST AP %5 0.319(p<0.001) % R
BMEMR L M G-

144 LT RTHMA S

P | wRir | oRjr | aMiEk | AL AW
o 5o 1

gy 0.617%** 1

B4 5 o 0.213%%* 0.210%** 1

PR Ti@ 0.509%%* 0.644*** 0.319%%* |

*p<0.05, **p<0.01 ***p<0.001 n=2384

’}'j\l);l_l j\lgi%/’
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3 W FFAATE A Bk A AT
KA 45 VR s r (e fF il 0.687, p<0.05)¥if G * 5
HMELw R F BRer 250381 RAAT Y F Ay FES

PP HEIPah PR g E e BT P LAv e F AR BR - AT
E

245 wE LRy RiFsits s

, S

R S PP

o L 0.687*

F & 234.951

R’ 0.381

Adjust R? 0.379
*p<0.05

FA KR AL EE

246 VAo A T R Y R ABL T REF O e B E
(i §F %83 0.612, p<0.001) » H f2 R4 5259% » Flpt 2477 Bk = 1 Av
RrP*HMRFARE Lo B FEELF - A= ol 2 HEH T
Bo2 SERIA GG o AR Y HEMEE L G EF L w R b R

0.340, p<0.001) - H 2§+ 5 10.5% > Fl* 2 F7 3 gk = Aoff 5 % iR

Wigh 23 2o B PRELH o LU EH Y LEZFRS 6 o
BB LS FOAF e B (e i (i 5 0.282,p<0.001) > #
fRfE4 510.0% 0 Pt AR BRR S C RHERHET ARE T L e

SR A
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P BRFEERMFE AT AT R Y AR RARARR B P it
% » &7 % i 5Baron and Kenny(1986)¥f4F 1 jF #r# &3k > # /i 2c %k = =

S L RE T BEC A p R ARAT G AMELE
=

Ny

~\

R RAE AR A UHERAREE AHFLE
RETS RS T IR LT LR

% ¥ - Baron and Kenny(1986)7" 45 ) » 4o F]¢ /1 ffcE » - & p F 55 4%

R NP L d Rk aBgF ) i3 DropsOut)'¥ K31 2 BF >Rl 5% a4
Y AR AT E G RV Ak o fudek? 4 HEchE P B
HrQRharP P CvERFRERF S AP 5 F 0P 4TS

(Multiple Mediating Factors) 3& i® » ¥ 5 5 8R4 ¢ /f2c%k o

K46 BN - 2 RN ¢ T F e A 45 4 4 Baron and
Kenny(1986)#r# 2. % & 5 i #* o @ 5 {8 = G # 7 jgd 3= ¢ 54
P HMEE AFEFEF L BT o A REKRMFER L

£ 3 ¥ PR BFE e fFfdcd 0.612% 10493 0 R % A R RANE
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246 R B ER S BT LA AR

Rk
PR LY AR L PLE AR FER AR
st - st = st =
a0 iR I 0.612%** 0.340%** 0.493%**
WA R ¥ 0.282°F | 0.291%%*
F g 133.317 58.203 42.741 99.529
R’ 0.259 0.105 0.101 0.343
Adjust R° 0.257 0.098 0.096 0.340
*p<.05, **p<.01, ***p<.001

FHLKR D AFE Y R

347 ¥ v ﬁr,g M ,fr»%i"‘ * ?}E&_% :&EF &E-@;‘W’LL_ Y

w7

4

% 2=

(it §f Tl 5 0.697, p<0.001) » # f2f8 4 541.5% » Fp AF7 % B = ¢ 4o
Ry "HEFIRL Lo B TEFLF - Ay » HRAFE
7 3

SRS SRR E R R F LTS X 6y B

8
255,p<0.001) » H j2f 4 244% > FP AP T BRI AR qHing
PR3 e B EEELE
£ 0 EAT - 2N S Y W IRiE e 2 47 # & Baron and
Kenny(1986)* 74 2_ 70 & JE 15 1% o @ s H = i 27 fEd o8 = ¢
R PRI AREFEF L RE ) P IR BEEMER S 0

£7F % PEBF > L [ ihdicd 0.697% 30.604 0 25T F 5 LT HAE

=k
=
Ik
3
&
B
\.‘
=3
P2
RS,
whi
?f"’é
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L 47 LG s RAE R R LR AT
I /S EA RN R EA RN RN 3
st - st = o =
e 0.697%*x* 0.255%*x* 0.604%**
45 B 0.282% % 0.190%**
F & 270.723 17.633 42.741 155.480
R’ 0.415 0.044 0.101 0.449
Adjust R° 0.412 0.042 0.096 0.446

*p<.05, **p<.01, ***p<.001

FHLKR AT R

44 Bk T2 REFE A4

L AP RESESG s R AR
* T RA E U A
R A RET SN, REERER AT

m
§§
8B
o
14
i

B WEEY LREIGER LGP ko
IV ETF bt’;f»}e s EP;

Bx- s gy
AR 5 1ot A RN I s g @ﬂﬁfgz(iiﬁp’ffﬁﬁ;:30687 p<0.05) > H %
#4 538.19% -

HME2 BN A SR Y o i
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