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Abstract

In recent years, due to the fast development of Internet, people have used
it as a major approach to retrieve daily information. Therefore, it is granted
that Internet advertisings become an important method for business
advertisers to advertise their products/services. However, different
information presentation, advertising appeal, Internet using experience, and
advertising attitude of Internet users can cause different browsing behavior on
banner advertising and influence advertising effect and purchase behavior.

The study is to investigate the construction of model and analysis to the
information presentation, advertising appeal, Internet using experience,
advertising attitude and advertising effect of banner advertising. Use SEM to
discuss the relationship each variables, find the optimal model, and give
suggestions to advertisers when making advertising decisions. The research
subjects are persons who have been using Internet. Totally, 550 copies of
questionnaires are dispatched and 436 copies are valid. The results of the
study are (1)Banner advertising has a significant positive effect on
information presentation. (2)Banner advertising has a significant positive
effect on advertising effect. (3)Internet using experience has a significant
positive effect on advertising attitude. (4)Internet using experience has a
significant negative effect on advertising effect. (5)Advertising appeal has a

significant positive effect on advertising attitude. (6)Advertising appeal has a

il



significant positive effect on advertising effect. (7)Information presentation
has a significant positive effect on advertising effect. (8)Advertising attitude

has a significant positive effect on advertising effect.
Keywords: Banner Advertising, Information Presentation, Advertising

Appeal, Internet Using Experience, Advertising Attitude,
Advertising Effect
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X dp gL R T KR T FOARM BB AAR TR B A i
b el JLF R L SRR —‘F’T BERLIRB Y LT
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Toom AR HEMA D FRIF DR e fF o s AF L RFR LK
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Trevino & Webster (1992)
Webster et al. (1993)
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PRR A BEEER T o ERPESRLER -
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3. 23 ¢ /B (Reciprocal Mediation Hypothesis, RMH)
REBASSMER LT HELM G Pt § F A sa 2o

4. = BB (Independent Influences Hypothesis, ITH)
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- BRAEFRHMBENEEATIEEF B2 c AT ST T3 H K
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2.6.1 B 4%k 7

RELEA R AV REASALEHTE - sl 482 By L
o FRIRERT DR ST RER T BB L0k €483 (k£
Rk ds 0 % 100) 5 R 2 ‘z%ﬂ%** AGERLRLERY A - B
il 2 % (Ducoffe, 1996) » dpchi 5 d B 2 M & B b gl
o TAA B (AT 0% 88) FRA RS T THER P
Erf T FHg ionk G, { FwERD o

AFHE (R0 IATR LR QI LR NEEAR L B
RLLRY HPERTEL 285 - FEARL ALY 0

SR e N BB E L AT FER LS o RIA
Eoxkh3 N AR A LA - A Lok o 3R ERRER L HA
Rk V- AL Rk e g SRS SR
Tl

T

B 5 (Kotler, 1995) » 5 0 fRgebh e * % £ 114 -
BoRALMAZZ AL R B PRNLAEFERE-

FRABLFT AL EARF) TR 2258 p 1961 & 44k )
)I* L BT %‘i’ X ®k A2 A3 %3 ¢ Ephron, Harvey, Maroney, Moran,
Spaeth and Brandon (2003) & %% 1 en3TH-A] » 37| ¢ 7~ X PR A
Jo DI ATERE chsE ] o R AR B E S BT AR R4 D it g
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1. &L%8:€ & (Vehicle Distribution)

IR E A2 s e TH 8P S H AT g g

"ﬁt’l—i-ﬂ.}]\?vo
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2. A8k & (Vehicle Exposure)
ek B - A AP 2N Y AR AR
AR B G TRl i)
3. R % % & (Advertising Exposure)
FE-RRLZTRENEC BRMERTFANHT ¢ FME A
BOTHREEC G AR R £k o
4. R £ .1 % (Advertising Attentiveness)
FERBVRLNL S P ERANR AR S A A
Ak P REEARA Y - B o
5. R 4 &3 (Advertising Communication)

LI P ERMER L LGB Tnas s Lo gt o
%%&i&*ﬂkﬁwiéﬁ@%ﬁi@ﬁ%iwﬁﬂ?@ﬁﬁﬂwi
“ o
6. R £ #PR(Advertising Persuasion)

Ih bR L EREAL L RAL DAREBHR S22 L2+ T
Mp - HalEIHE -
7. R 2 w & (Advertising Response)
FEHEAHALD %%%m*ﬁﬁ%’%lﬁ%z%%é%i“’
BRAZEF R LA F R BER R LY LR -
8. &% v i (Sales Response)

Y

MR R L ASARIBTLHA LAY R FE S e EHEA Y

FERALPHRAFTEST RA S Rhidic > 557 &
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Tz AFER AR GRS FRALEATARBNRRIFRL S
RS REERFE AP EZEM (Schultz, Martin & Brown,
1984) = Mehta (2000)+ % 91 4 % » %% 81§ 2 3Rk & R
B RP RHITRLEEARAL IR B KE S EAHT ER 2P
a0 ik AR 2ok o Stewart (1989)§FE B £ %6 % ¢ § 1 % I A = sl
vl B MR BEE LB - @ Lavidge (1961)R] 4R
230 % T A a4ﬁﬁ%aﬁﬁﬁ%,ﬁﬁu%ﬁﬁiéﬁﬁé%ﬁ%
Bofrgr* #4775 BEIR L DR 5 1

ETTRS

v ¥R 3F BERA L AL
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2. ARk I EEMAMAREIAER 7L R
SRR e
1. 'ﬁgpﬁ*’%:?ﬁg—;}—j—f"ﬁgﬁﬁjﬁ,%io
Schultz, Martin & Brown | 2. 7 5 3§ ¢ ;F'k ,‘{ﬁfd ETLEAC A HEE
(1984) MO EER L FALGEFE -

3. Eid o c: }J "Flkii‘f-ﬁ'-— B2 A AR i e
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% % R 200k R i

(cognitive) ~ R (affective) 2% £t &, (conative) & -

Stewart (1989) A AR L 3 1 S A Y I

. RZ%»2c%k o
Mehta (2000)
2. R AmIRIE o

1. ¥-%8:d g2 (Vehicle Distribution)
2. $A8 R & (Vehicle Exposure)

3. R 4 % # (Advertising Exposure)
Ephron, Harvey, Maroney,
4. R 41 % (Advertising Attentiveness)
Moran, Spaeth & Brandon
5. R 4 i (Advertising Communication)
(2003)
6. R 4 FIR(Advertising Persuasion)

7. R 2 w & (Advertising Response)

8. 4 & w J&(Sales Response)

A kR AT R

263 *AETHY 2B 4wk

FERIER L2 B 2% N NBEF LR L B F ¥ chir
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o BEEFENEETE (RNINERZEEE 0.6 FletgFiar iR E o

343 & NP ¥u®3
A G R EEY Likert - B BRHFERHAE 2L - HHETR N F
BRI R AP R S R EA R LR E LG
nTRAFRL, c TRRL TR - TRRRA, - TR
R T2FA 2 T2F2RA - B RSNFE TR LD
F R R R A
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3.4.4 # %

NS SR I S SRV L AR S UETE
R HALE A SS0 R K w488 B Ak RO B S2 S
4 2k % 436 (> 0 kK L w e 5 79% e

35 TR A2

AFTREw T > Sd A TR EHTAHSHE TR BT Bt 2
Z 88 SPSS 12.0 k278 S Tl A XA 4T 0 £ 1Y ﬁ%ﬁ.‘u”‘% A2 RSN B4
AMOS 7.0 $H47 § #5575 ¢ & 450 M e 73 @A 17

3.5.1 i 14 33t (Descriptive Statistics)

ERE TR el s RN S ES RN SR AR IGRIRE AT
L EFA o w AR AR 2 MR s BE s Y ARR  FRR T3
Pofe o s 4B ORFREEA o

3.5.2 %@+ F]% 4 7 (Confirmatory Factor Analysis, CFA)
FEEFF LT Fe R FLIL GBS L TS
EﬂlﬁniﬁdﬁﬁﬁﬁimmﬁmwﬂEﬁﬂﬁ%m%ﬁﬁiﬁ
FEATREY CEE P AT T RELFF AT ELRFETE B
BEYRTICER RS DA
BEFHNERA R Z N TRERSATEF B3 M EF
PR AT L P S e R DR IV R R A s
B33 T =ZfHA, (Hairetal, 1998) @ 2. F Mo f et L R e~ £
BT FRBA 2T RTIGEFTELTEE LS 095
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R ERE L L S

3.5.3 F#* #H# 3" (Structural Equation Modeling, SEM)

B ARG e 7O ARG D RIERG FHTERRERSFALR
foz B enhd (3)2 S (R Rl B anbl ©3) o 287 3 45055
B = PLI 5 342 (Maximum Likelihood, ML) &k $+#73 $dciz 35 o £ 13§
fie R dp Hh ko= Rl & 29T B Mg e R - Hair et al. (1998)#-5F
M RATR #fa T 280 ¢ 458 i fe & R £ (Absolute Fit
Measures) ~ 3 & 1§ fiz & P £ (Incremental Fit Measures) % #F i if fie & | £

(Parsimonious Fit Measures) » 14 7 H#-4 B3P R 5050 3 fe B 3R E0 R

HAp e

1 s@gpraRi

B¥EmARE LY KD BRI EEHOEME S S TR R AT
ﬂiﬁﬁa@wﬁoﬂwﬁﬁ%«ﬂ%&nw+%f@mem&%ﬁ~
+ = pod b (/df) ~ i i B 45 #(Goodness of Fit Index, GFI) ~ 33 % {4 ehi
ﬁi"o)iiffﬁ 1 (Adjusted Goodness Of Fit Index, AGFI) ~ &% it 5 X 353 9
(Root-Mean-Square Residual, RMR) ~ 17 3% £ T = $2(Root Mean Square
Error Of Appoximation, RMSEA)

FHEC R AR A TR B AR AP R o R R
Bopfhz - R FF T AP b A L BE O § TR A 4
mEREE > FP 2R f;t:y; O TE R B e R hE - ik A
d 5AA v R ETE R AE e R - Bagozzi and Yi (1988)i & ¥

THRAhx ] o ey VR F I KT EER I R 2 E (Normed
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Z_ o

Chi-Square) & B~ +

N

W E SN R R Y AR o & RMSEA &

G R R ERR  FFERA S B
St 7k > GFI~ AGFI 5+ *% 0.9 » RMR 2.
FRGEN B ERRE AT RLE
& <0.08 -

'

& *t 0.08 - RMR fﬁ_é}
54 aBgfEi 0 F RMR

' i <0.06 %

TR AR A e R L4 0 B <0.08 & T M i fe R £ o

37 SHEEAREHEFE
w4 F ke
4] 42 P-value>0.05 0 & 7 0t RN § A4 g
o) KR oEE TR AR $REF > F I 08 Ry
* SR I ST N TR E LR Y
WHHR AR
'l"%kivjk'* LL‘I,E'IS’]J“% Lb’fﬁ—‘\iﬁ )i-ﬁu/w\#q_
N X o o
G/ df)
N L B S Tl L
(GFD) GFIE>09  #A3 L5 T 2dsgp i | o
A i e A 4 i | AGFLA20-12 B » g 4235155 > 2 7 W et g 4
(AGFTI) AGFI]E‘>O.9’/?KKR,1',—,7§ EERE YO S

7 & 355 2
(RMR)

—J}iﬁ"‘i’f« FRiE SN TEHEEZ T3
RMR 745 3 4 1 fis /5 +00-12. F > RMRIE § - » 4 7 L
NP R RE AT B LE g - FRMR
'E<008’A%‘“ﬁ—“£ﬁwiﬁ'uﬁk- :

IEE EEEY
(RMSEA)

% RMSEA <0.06 P& > 4 7 05 chif fe & 245 o

£ RMSEA <0.085% » P| 4 7 1 % H05% ehif fle & £ 12 o

P =

Y Y=

T
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2. MiEegpRRE

WERFRAENTE > NEREHE S frAERE S g e R 4p 3 vt
Foo MARBG R £ R - HEE iR (L4 3.8) AP RA
ip #&(Normed Fit Index, NFI) ~ 2228 & if fic & 4p #%(Non Normed Fit Index,
NNFI) ~ v+ it i fie & 45 #(Comparative Fit Index, CFI) ~ 3 £ if fie & 45 %
(Incremental Fit Index, IFI) ~ 4p $Fif fie & 4p %(Relative Fit Index, RFT) °

Hairs ~ Anderson ~ Tatham and Black (1998)% 3% § ¥ % NFI~
NNFI(TLI) ~ CFI ~ IFI & >0.9 » ® 4% 3 4%4F ; » RFI & /& /i > 0-1 2. [F »
RFI B4 ~ & m i fe g 2> RFI £>09 57 &< %F#F > RFI
B=095 P& FH N RipE R E o

138 HERRARMELEE

T4 F e
g g pe gt | NFIA2P0(R 7% 27 i fie)-1(R 7 = 2@ )2 B> g4%iT71
(NFT) o R A RATER A 0 INFIERE>09 -

e g
PRP AR NFIE > 009 -

(NNFI)
g e R g e | CFIE>09 KA Ak CFIE § + 0 & 7 0
(CFI) N R R
- - B ANFUR kA7 B B R R
. v §ifpes * o [FI@ 4 220-12 [ > IFI@E 4%+ zgﬁ’fswg\iﬁ_’[o
(IFD 0 TFIE>0.9» %4 R0 7 Ui o
. RFIE 4 %20-12_ & » RFIE & ~ P> 4 77 $5 f fie § 12 - RFI
taghiE e R 4 1 DA P RAR
(RE) B>09% 7L HREFF > =095 P14 1 050 i fe A& Ap

TEEE

T kR AR
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3. HEmARE

HHERARE LGE S E Uk e TN 4G R L
Bt SHcBES o B FRRE (L4 39): chal iR e
& 4p 1% (Parsimonious Normed Fit Index, PNFI) ~ #F #§ if fe & 45 1%
(Parsimonious Goodness Of Fit Index, PGFI)

PNFI 2% & NFI4pffm & » 2 & drtde= BEF 7 pd &R
P MHEH - REAHB 44— &a 3 PNFIE04L R & 0.06 1 0.09
ZEFOFHARIENFEF EFDLE 3 Ao F 7 RBGUREE B
HoVE L B K YrpF — 450 PNFI & >0.5 £ 7 #0387 &% dem PGFI
E_GFL vt — BAF ot iedpdh A0 0-1 2 & > HEA% % > £ 57 #5553
Pt fj % (B gH ) —#02 PGFL £ >054 5 7 2 R E 57 -

%39 HifEmARREHLHFE

ek e
@ENH%ﬁmi’l$k¢“@—@9$ FAod R
) AP EREGFEME S HEHB AW o - 4m % » PNFI
W R ERARE [, [ i 474 e
NE] Bend B 300610092 F » PHALL ST LG L P eh
(PNET) SR G A ET MR RS DM AS AR 2
P > — S PNFIE >0.51% 5 B0 573 i B i e B 1228 -

P GFIsk 17— B & m;}ﬂﬁi- » PGFIiE 4 *0-12_ & » H
*Hﬁgqﬂf EARA 0 A AN ERR LGS A F) - —&PGFI
(PGFD B>050 s T RERIIEEFR -

TR kR AP R
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Fri REALAH

AEELLEAB S F - FEAGEERI AT F D 5 R
FA S FZ@ SRR AT S S S REBRRES T FT &
LRLE R AT S A LB A vk ik N o
4.1 fik st s

AT AR TR AL 0 A T SRR S R E B
BAFPE R s T AR T Jor s - 3 PSS 9E 0 A ulf e
To R ARAFTHE I G Aok 41 BPEEALFF X *‘F'T RS KER

F 53.7% > 9 4B 5 463% ; Eds s b2 21-30 e B 5 0} 454% >

HAepR At % 31-40 & 35.8%\41-50;%4 13.3%~ 50 & 1+ ¢ 5.5% ;
BEEASG P UIRAAER S 0 505%  HepikE vt A Bl G F A
204% -~ pd F 11.9% -~ & 2% A B 8.0% -~ £ H%¥ 2.8% W ¥ -2
EE L 21% FE 1.6% * Wb 0.7% 5 fdfEpRie PR 5 |
64.0% > = ¥FR1 5 36.0% ; ERTARR L > MBS LA 5 L 30.5% 0 B =
X B 206% BeRxkE v 5T (7 ) 284% “(/F )10.8% ~
BP 0.7%; & 4z~ & i+ 2 30,001-40,000 ~ & 5 - 33.3% > H4T|
v % 20,000 ~ 2T F 20.4% ~20,001-30,000 7~ 16.1% ~ 40,001-50,000
~ ¢ 20.0% ~ 50,001-60,000 =~ = & 9.4~60,001 =~z F § 0.9%; f— ¥}
PepElc? s L0 11-20 -] BF 32.8% 4 5 0 HeAE At o w5 10 ) BF
T 87% ~ ~21-30 /) BF 17.0% ~ 31-40 -] pF 17.4% ~ 41-50 -] ¥ 15.1% ~
51 /) FFrd + 8.9% o
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241 AR EF AR ATH (n=436)

B BA | RH A
BARF | xk BprF = ¥
o4 RAP 7 % i RARPF %
" g 202 | 46.3% g 3 0.7%
+ 234 | 53.7% %7 () 47 | 10.8%
A
21-30% 198 | 45.4% ;z Bt 133 | 30.5%
B
) 31-40 156 | 35.8% a4 129 | 29.6%
=
#2 .
41-50 % 58 13.3% eyt 124 | 28.4%
51 2t 24 5.5% 20,0007 r2 7w 89 20.4%
g4 89 | 20.4% 20,001-30,000 ~ 70 | 16.1%
Wiz ¥ 9 2.1% ) 30,001-40,000 ~ 145 | 33.3%
Y
Ad o 52 | 11.9% > 40,001-50,000 ~ 87 | 20.0%
¥ 9 2.1% 50,001-60,000 ~ 41 9.4%
Bj;‘* S N T3 3 0.7% 60,001 = 12 4 0.9%
JRA% ¥ 220 | 50.5% 10/] pFr2 ™ 38 8.7%
PHE 12 2.8% 11-20-] p* 143 | 32.8%
TRE 7 1.6% & 21-30-] p¥ 74 | 17.0%
P
EOHRAR |35 8.0% % 31-40-] p* 76 | 17.4%
#
¥ ¢ A 157 | 36.0% 41-50-] p* 66 | 15.1%
¥F]
. H i 279 | 64.0% 510 pFrd ¢ 39 8.9%

FHRKR AL ER
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4.2 RIEH A A7

BEHEGH T T 0 RIERG L RHERET (RE®A)
BE LR WO G bR R BN AEEN LR S 225
Lp R BN AE T P B RS (MIEF 0 R 96)

t i

Ik

oV e=g b > 4 & (k45 Fornell and Larcker (1981)#7#% ! e
BHEdpth k=R B QR &R DRET £ & (Construct Reliability,
CR)# T 155 P~ % B #ic(Average Variance Extracted, AVE) - 2 & & & (CR)
g a7 RIR B R RS LT A4pHRepp 8- R {4 o Fornell

and Larcker (1981)2:% CR &% 0.6 1+ » L R4 - Pl& 1 iz 44
e 3R kM A% B o CR & % #ic4p ¥ 4537 Cronbach’s o & » 727 —"ﬁl #

AR F A Y R a ERECH CRIE > 50 e ARG R R AR

P da B R BRI T Y B 8 B(AVE) S v F R E %
BB LRI T2 % R £ 0 5] o Fornell and Larcker (1981)2 3% AVE
HEEFEO0SMY » FAVE§3% > MATHELEAF A0 RE

ABEARIE LG R(CR)Z 6 » AT P R p w83 CREA
300.77-0.92 > % % > #rEk 0.6 2 R ¥ B ¥ Cronbach’s a B+ % % > 0.6
M REAEG A ZGR D AELEADTIHEI ¥ B HEKAVE)? 6
LN~ TR AVE B PETEEE 0S5 1 (L& 42-43)-

BEAENERART 2T TRENCEATEF Gt KA 427
MR AN TR B AR LI R By s P RETFZ AR Y

i 2 ¥V &Lk ® PHEE S 0.95) (Hair et al., 1998) - o
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5

it ook P RIE TR R -

Y

% 42 PIRBA2Z GRS HFTRAE

R BUFR R
N | WERF || gRgs | CR | AVE ek
A | REREK ﬁﬁEOJ-TE ﬁla
PIOI | 0.68***a | N.A. |  0.55
. P102 | 0.80%** |1548| 049
5 P103 | 090%** |1688| 032 091 | 0.66 | 0.920
- P104 | 0.79%* |1523| 052
P105 | 0.88*** |1655| 041
. P01 | 0.32%%* | 646 |  0.86
B P402 | 0.58%** | 1294 076
’ 0.77 | 0.50 | 0.798
o P403 | 0.81*** [2243| 0.5
%
P404 | 091%**a | N.A. | 044
P701 | 0.69%***a | N.A. |  0.54
P702 | 053** [1070| 059
0 P703 | 0.72%%* |1407| 072
";F PSO1 | 0.84%** |1623| 043 091 | 0.60 | 0.868
* P02 | 0.84%** | 1604  0.54
PS03 | 0.90%** |17.09| 031
PS04 | 0.85%** | 1633  0.65

Hola A MR RGP ER TS 10 1A RF LSRN SHG

FHR AR AT AR
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243 PIERALGHRLAPFT—P TRA

(SR £ BUER R
. | wEAR || gEpi | CR | AE ek
TR | RERK P EEO) Te | ¥ ©
ﬁ% P201 0.91%**a | N.A. 0.22
"““ P202 0.94%** | 31,75 0.14
;F; 0.89 | 0.67 | 0.909
5 P203 0.81%** | 2238 0.63
3 P204 0.57*** | 13.38 0.80
1 P301 0.84%** | 17.81 0.512
"‘5 P302 0.81%** | 17.10 0.62
%L 0.89 | 0.66 | 0.908
3 P303 0.82%** | 18.22 0.27
d P304 0.78***a | N.A. 0.39
P501 0.87***a | N.A. 0.51
P502 0.63%** | 14.61 0.79
? P503 0.75%** | 19.06 0.66
¥ 0.92 | 0.65 | 0.939
B P504 0.86%** | 23.83 0.43
P505 0.84%** | 23,06 0.52
P506 0.88%** | 2548 0.47
P601 0.80%**a | N.A. 0.45
P602 0.85%** | 2027 0.33
f§-—. P603 0.82%** | 19.00 0.38
;I P604 0.78%** | 18.31 0.53 087 1 0.53 1 0919
P605 0.57%** | 12.45 0.70
P606 0.53%** | 11.29 0.79
A RAp MR R AR ER TS L A R BRI L Sl
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¥ %]z & (Discriminant Validity)#-7 ¢ & P2 LB TR E A wmiE * &
WRIE G2 BBk RTAM A 47 0 AP M AR & K o 335 Joreskog and
Sorbom(1986)#% 11 f¢ * R EE KA X E FAPM TRT N E I R A > B HEK
F5 95% #3750 5 yELIOAREF R RF B A 7 10 &
LELRATE G BuR (F PR 98) e d A 44T oo AR
BREFEY A l’x*z\?fﬁ_mﬁw"’wﬁi@io

46



244 MG ER %SRRI TE

Py RE | TivE | BE® 1 2 3 4 5 6
1. | B 2% | 54052 | 0.04105 1
} 0.677
2. | A2 | 51334 | 0.05126 1
(0.78:0.58)
PR R 0.555 0.755
3. - 5.2787 | 0.04614 1
k-~ (0.65;0.46) | (0.85;0.66)
. 0.704 0.705 0.564
4, | REFF | 52113 | 0.04782 1
(0.80;0.61) | (0.80;0.61) | (0.66;0.47)
L I 0.671 0.639 0.556 0.522
5. . 54326 | 0.04849 1
Y (0.77;0.58) | (0.73;0.54) | (0.65;0.46) | (0.62;0.43)
FREER 0.510 0.506 0.468 0.538 0.518
6. . 5.2758 | 0.04707 1
i (0.60;0.42) | (0.60;0.41) | (0.56;0.38) | (0.63;0.45) | (0.61;0.43)
e 0.753 0.787 0.741 0.790 0.582 0.541
7| BRLER | 51808 | 0.05285
(0.86;0.65) | (0.89;0.68) | (0.84;0.64) | (0.89;0.69) | (0.69;0.48) | (0.64;0.44)

30 y+] 96X R 2 2
TR kR A R
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SEM shifuBhgh &7 1 e P 1 5 1 CFA fi5° » 2vis s = 2
Pd RS - m T CFA R 3] 9T RJR R AR URIE 07 2 0
ARIE 2Bl o BAFIZ B G A T Fauph b o - FES
BEFF AN RBERA LR BB N G L IR AE LR PR

w%’i%ﬁﬂ%%@?%i%%ﬁﬁ#kﬂ%’&iéﬁiﬁ
He FlEALZ L ERELETE
14 F1% & 47(CFA)¥ 4 = - ['# CFA 22 = ¥ CFA°#73} - I¥ CFA

lv

=

=
-—g- m

2w
N
—
o
~
\;;[3
&
A3
H\
P
O
J
p——
o

T Fl R 2R F4aM g FIRM G AR Faip il £y g2
Fid = FF CFA 2dp B B P2 4% £ § - 1451 chs b 155> - 14 CFA
FIEARRG Eriiih  bx - B- BFAFE RN ERGED

EPREGFATE o AP HR e BHES CHSGY ] H - FF - ERER
Fl R W 2 5 - PPenmES TR CERARIER A 07 A MRS
B 3 5-FE M a%ELFZ CRARIER MBS - i
4 5 Z e mAEMF]F G o
B 41 AR 1 & - BB LRI R ER > i
FEI T 36 BRI E R AN 2 LA BARREF LR
ZRIRE e 20 TR E T EAERS S TR
PN T r g TREER VTR AE CTRAEFR ) E
= BHAERIT 36 BRE REE BT R mAPM o AR 3 T
£ Bz BRARIT L B E G MR RGO e 70 TR
B4 NTE#EFRSN STEEFRS N TRt o% TR 2
R TR 2% CTR2FR ) 8- BBEASE o 36 BRI L 42
Tt AR o BN 2 foh 3 A R B A A S Y AL
BEF ~mipH > L3RS F2F e RFA - #5440 TR
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=
|

G

48



Bz B ARE 2 X RN E 2 BAARIE R E B PR
d - TRER L ~TRELRERSN CTHFEERS L TR
g% TR ER CTREVR - B BFE
2d 30 BRI FEGFE -

AT TR - BRI 36 BRIE REREF AT AN
P AR 4 BRCSaE fe R BT e 4 4.5 7 4% 4B Bagozzi and

e
-
=
g
\
+

QAT

Yi (1988)eng B o PiE -~ Ao PR (7 FEREHC i f R e

X EEEEG L g p R pd R +*5‘ﬁﬁ§%%@H)
& A3 09~ A enif e R 4 1R (AGFD& + 2t 0.9 ~ 3T iu3E L T = 49
(RMSEA)& /| % 0.08 » +* i if fie & 45 #(CFD)& + 22 0.9 d 4 4.5 50>
Bost 4 PRI e A A Bdp Rt B 3 BRCNB R e Ky L
BT IO Y ¢ P 4 R A B ESY  RR 2 T

)‘ m‘}'g_ ‘\4 o
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45 ZELEFF AN L ERALE

Bl = 2 (df) wldf | GFI | AGFI | RMSEA | CFI

0. Null Model 5427.5(481) | 9.342 0.583 0.523 0.138 0.697

1. - PEERFEFEFZ
3925.3(740 4.899 0.550 0.501 0.112 0.529
(75 50 (740)
2. - RN TR
j 2551.4(741 3.443 0.696 0.664 0.089 0.704
(BT A M) (741)

3. - EEREMTE

(BB 5 Ll ) 555.8(593) 0.937 0.923 0.894 0.000 1.000
VT R A

4. - FeERFEMLF1E | 326.8(341) | 0.958 0.940 | 0.907 0.000 1.000

FH AR AE AR

4.3 BHEES A4

BEHS AL DR B B N 2 il e
MG I RTTRERTETRATEA T E PR GH GRS o A
BRSSP RR S (L4 46) SHERARE S & o4
BP0 2 =1359.0(p=0.000) ~ 2RLf=+ * & 5 3.503(<5) T &L FF
GFI(0.86)fc AGFI(0.77)¥24 37 %+ 12 3k #2 #(>0.9) ~ RMSEA (0.07) %
52008 5 &7 7 £ 4L 8 & ~ RMR #(0.10)42 17> 12 R4 & 0.08 » iz

AR Ol 2 0 B R T RE PR H ER AT 6 o
LHGEApRY 25 0 Y TE R E(0.9)40 B a‘ﬁ ¥ NF1(0.92) -
NNFI(0.90) ~ CFI(0.94) - RFI(0.87) ~ IFI(0.94) » ; fi )i fe & B8 = &

i B §FE g - PNFI(0.57) £ £ PGFI(0.51) B35 ** R & 0.5 - &
WhE > AP SHIG G RADLLEET R RPN -
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446 FTEAGRAASH

SHEpARE &R 2%
+ 2 2 £l g4 2 P-value>0.05 | 1359.0 (p=0.000)
42 d e (¥ dD 1-5 2 ¥ 3.50
i fe B 4p & (GFD) >0.9 0.86
AR i e A a1 (AGFD) >0.9 0.77

EEFER 01 2 F
7 £ ¥57 $3(RMR) 0.10
<0.08 4L % & ILiFFe & -

<0.05 % 77 g fe R A4
ik 4 T > 43 (RMSEA) 0.07
<0.08 % T i e &1 o

Hegpari e 3RS %
HiE pe & 47 1% (NFI) >0.9 0.92
2L g i fe B 4p B (NNFI) >0.9 0.90
v g e A 4p #R (CFI) >0.9 0.94
HE @ Apis (IFD >0.9 0.87
P4 e 43 - (RFD) >0.9 0.94
HHEpRRrE 2R F %

HH e 44 (PNFD >0.5 0.57
# f i e B 4n % (PGFD) >0.5 0.51

FORRIR D AP

44 BEBRREA N
AR5 5d SEM kS Ao 2 BB T B 0 LF € 5 A TS

B % (Aol 4.2) « 6 47 B % 24518 40 L B L S 110 B B

53




WP OBEIHF K RFRL L e BEB R IR S (B kS
BER 2 oWl ER N v,=085): BEA LI+ B EHEL TR S
(Beis s " HWWA L2 oHFE RIS N v,=066); FaR 21T w5
Bdreh (BRAZGHES S HEA 2R 45k 74=043); R " 0%

DA WER AR (RIS AlL RRE T S%oR 2GR 1,=0.55);
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