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ABSTRACT

This study which based on vigorous development of China’s sports
industry, aiming at sport Goods Company endorsers’ choice for China’ s
market, the study concluded both at home and abroad on the basis of
research results, presenting the sport goods consumer as research
perspective, at last proposed the Chinese market sports Supplies Company
endorsers choice model for the current.

The study employed both questionnaire survey and literature study.
Among them, some of the conceptual model of the literature on the basis
of further analysis by distributing questionnaires to verify the model;
questionnaire survey of more than 300 sporting goods consumers, the data
acquired by SPSS statistical analysis tools, basically verify the
author’ s theory idea.

Eventually arrive at a dimensions of 14 three factor sportswear
company endorsers for the China market choice model, that is attractive,
credibility and professionalismof the Chinamarket is the sporting goods
company endorsers choice of three main factors; and 14 respectively
Dimension: Liked degrees, visibility, admirers and the matching of
target consumers, health campaign image, competition, content matching,
sports results, career prospects in the sport, related , location, the
dispute risk, social responsibility and values of the matching.

Specific conclusions can be expressed as follows:

Attractive, reliability and professionalism of the China market is
the sporting goods company endorsers choice of three main factors;

Factors affecting the attractiveness of indicators including two
favorite degrees, visibility, admirers and the matching of target

consumers, health campaign image, competitiveness, meaning the matching;
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Factors affecting the two professional performance indicators
include, career prospects in the sport;

Factors affecting reliability of the correlation between two
indicators include location, the dispute risk, social responsibility,

and values of the match.

Key words: Endorsers; Selection model; China market; Sport Goods

Company
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HIXAZARMEIERRIEZ N STE? ,

REZ A, FEEHR “spokesperson” (spokesman B, spokes) , [ZILH:XEIuﬁi
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"BARDGEE B MLIL B : B ENIE, 1978, p203
RPN MIE . SR A% R, 2001
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ERRF SR
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2 Alba, J., Lynch, J., Weitz, B., Janiszewski, C., Lutz, R., Sawyer, A. and Wood, S. (1997), “Interactive home
shopping: Consumer, retailer, and manufacturer incentives to participate in electronic marketplaces,” Journal of
Marketing, Vol. 61, No. 3, pp. 38-53.

SRR, THBENIARE AKERBTA, 2002-5-15

* Alba, 1., Lynch, J., Weitz, B., Janiszewski, C., Lutz, R., Sawyer, A. and Wood, S. (1997), “Interactive home
shopping: Consumer retailer, and manufacturer incentives to pamClpale in electronic marketplaces,” Journal of
Marketing, Vol. 61, No. 3, pp. 38-53.
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BRSO T T 5744 7 B 2 A E AR
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"B AR AT S AR RN E AKIE[DLRIX: £PERKE, 2004
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SRR, T ELE RN E R L 1E,2007-3-25 (10)
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WERRRET BRI EBN, WHREFAEMGE RAREZAA
FLERRERNERGR. BE, FERNHNNARRELCHIOLERRE
ARESEKE . WERIELERERLAE 2. 1.

Ve SRM AL R IR, 2006
2 F 59 B RS 3ER4k & [EB/OL) hitp://www.horizon-china.cony/



- WK K3

HEFSEREFEER
BIGHERSHE & BEREER 5
Y264 Ce SHEAGISHK Pe WEY Ak Cs S AR EH Ps
ALLRE AAXKRKKY TEmee AXkKKKX XX
IS AEE XXX Xk KX EP AT | XXk *
RAMKEAR RT BAMHIR XK R
BRTEAL XX B ) xx
PRITE b B  §+4
SHER % _ “AMTELE XX
gmh % LS 7
MLt u P AL 7

B 2.1: FRYERSIEHERGRIR

G R B RS RN R S AR A B L2
A%, FRESENERREAN—TEESHKE. BT ARMRFAEMN
R NERAOTR, SRR LIS R R AR R R N PTE
TR, SOFRIFEREE 2 A SAIT CRRBDEE M PR
SURHC) F8 MBI, BB RAZARNBLH 8 T
MG AWML, “BRATIRE REWRAE LI A0 B FOREEIL. B
TULEIRFRAR, T T WIVRAE S0 BB TRA AR AR RS
SRS, UL SRS S R T LR RS R B8,
BABENREA. | |

B AT NSCETT AR K, MTTHAESESOE% (B A0
BV NUEEO ML, RN TRFVZRAANENR
SR, RN SESFRERREAN, SETRAL, B SRR
REARBEIENRLSE, QUNFRZAETRERANDRI, F0f
BRI T AR T AL £ T iR E

2 PRREAMBAEGHE

12



WRAZH H X

PR RGBSR (HRRE & MIBAFSRERE) X
hARALH K. BT %5 B R 908 A Gl TR S SRR A B FE
R, BT PRERE GRS, A BEREANTHAE= Q+R
+ S

B IR Q (R BA A 7E N B 0 B R S A A RIBER 2 I H
BIXR. QEHA, f () EAKTHZEHHNE. EERHIFN QM
DK SR A B 010 AT BT, VUM eA I, K
SV HET FHEFURSTOREN. KK, ELVBLHEREALS,
XITEEANAMRRTIE, TRESHROEREE, TS0 TIRER
o FIRT, ZERRBLE AP, HEBYIEE RIS IBIA R B AY, RATKILE,

R0 AR E AR Hotn, 4 10 AN E R & A R A A
i, RETEXKAR, TERTBENS., ERE— RAIRLRE
OSBRI R R EMTT A R EFRE R R, HE AR —
A0 B 1 Z /N BIE 0, WRREIS, BiE 1, WRREEK, TigiRL
REBADERIE 0 MY, SIFEIUER, 13, LFREER, 25, $xmns
170 URRFTER LGS . REEH RS — MR, REEAREA,
BEEFREWEWBE, FREN"BLIEZ, KR ERSBK. B,
RE AN ARTEREHE SHEACE 7R 2 I ILRFE B2 R E P H— 15
Ho B2, DAL, FHEMULEE  HREERRR R
B . “HANBRERES B2 EMLRER (555084 R R E
=R - o

S 62 HARBHATRERA R 3 AR BRI . WilirbRt R— A 45 8
BHOOBIELE R, RPN REER ST T T UBEOSLRE AT
RREANER, M BOEH, EERLE, OREBLES R
B TRTFIRHR . b A AT IR R AR 35 ARl BN A S L 2,
AT LR Bl SE R 11 AT I— A TR B BB
R«

YBIER. “BHEREZ G ML R SRR EEB/OL).
hitp://media.people.com.cn/GB/22100/51469/51471/5245821 html, 2007—01—04

13



WARKEFH 83

FiLh, AUERBAREAN, ERSBHRSERREOER, 2R
FHRURENNE IR, QRS HNAE. MUERFETRINE,
HVEF Q EIRR EER, RTINS RANE, ﬁzﬁ%%ERﬁm$,
CEREERN, HULESE S EER, X4 RET—ABAKREAEEN.
HTHE NI TR, |

NEGE BRI I B NE AL TR E “ R E A B
R ER. FH, TSR R AR AT, 70 EAR
BQME. R SHMAKSEEFRAE. |

BRI E R R, BUERTHERS AN Q R S EME,
WTIBEBERE AT HIME. SRR ST AR E B R ASZ RN
. RREREERE S AR L, 3 B RBET TR E, STTEL
24, BAHROVERSTHHERSA. BANREZAETFHATH
BT REMBRAE, FNERIHEQ R S EMENSKITE, T
. SERRRERE K, RARE, TEREAVIESEE.

3. B TR S UMY

2005 4E 0 JI| k22 322 S EAE 2 IR ORF R TR, ETF M REEFE
WHAMBEY « SUSBE B RN, WESEMHRAEEER, &
BT AR BRI RS ERSIRORE, RETHERSAE
SGEB RSB, TG Aol & BER S ARG R R IE |

BE RS A USSR B B AR B RS AR
SR/ PEE, A4 B AR BE O B SRR E AT A S S E TR,
FECRAR S AT R & LT E, WTHEBESEGRE AMISE
B, SRS GEAS TP T A PRSI 0 BT AR S e, SETG AR TR
FEBHHE, FaTaHERURIFTARRAENER TR
%%ﬁm@&ﬂﬁéﬁ%%iﬁako%Eﬁﬁ%mﬁﬁAaXﬂﬁﬂﬁm&
FCDLTRI, X AR R TR T BERE AMUE R AR

ERE AR BT LA 2. 2:

i}

"RER. “HERET & MTiH4ERF 5K REB/OL]
http://media.people.com.cn/GB/22100/51469/51471/5245821 html,2007—01—04
MR A TP ER S AB LI R RE R AR [DLAAR: WIIKZE, 2003
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W ARKE i X

B ERTXTRRERL
EARSWER/EHAE

RmEEHEECETRARR [
EARABMRINE

BEORIELR, NEERS -‘:”‘ff:i:::il-i_-"—?-)‘(:!ﬁ_f
g e tiett)

3 31753 E%+
TE

- et b emie

=

s
ERUEK

PEREARCIBIRNEE ffummmjgﬁyﬁﬂ 5
5':5)'11@4"!1 ST e

RGNS XTUERE
 ARRBREREHE |

B22: ERFARNIBEALE
AR MEM AR ERE, SEKEMA, B, mEdE.
SRRE, Bl R, EEERE. BRRUMBCRIME L LR, NIRRT
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— WRKFH LR X

HENREANEEB  ZHEA M ST 45 & TSR R SHERT TR A 7%
i A7 BARE R &P AT T HipEE, Anoer iR ek ) 2 E AR
fEt REMAEZ A FAUEREYERE AN LRI R ERE.
TR ACFIE U RS, BAA KBS HAHETT EMIFL SRR IE TR UK
ZJE BT AR AL R R P S PO 7E SE B SR AE AR Y P AR AF E A,

2.2.2 AR E NIEFER

1€ BSP H(Ii/F LT A “endorser fREA) Al endorsement CA=D I
HRIERTE, MR RABZ EZRLERET HEHEFZNEREAKRERKE,
Bz B IR A5 HE R BY (Source Credibility Model) « 15 BB 5] 1A (Source
Attractiveness Model) . DLACERRAEE! (Match-Up Hypothesis) « B NI
%! (Meaning Transfer Model) . VisCAP %! Roobina Ohanion $&H: 4%
BANMRATEZ EFATEAIRIEA R . FHA LEEX AN ERHITRER
8. BRI, BEHESMIZEEFREETEFARERCEREE 2 HE
PErp R AR H 2T BA XA T O F4L EH1E B 3 i R A AR R
FIE, WMEA-EEHMEXERTRNT S ELTEEBREN R, FifE
EAM R R R, FLEREMTEEIRR. N TREEHZER RS
SEB W ESMER R E R BB P RREGEANE R, RE#HTEE. R
B LR, BN TRITEMIXNSFEE AU Z 0 E .

1. {5 RIEWEPEREEL (Source Credibility Model)

1953 4, BWEA(EHEER M Hovland, Janis, and Kelley #ii. £4,
YR ] fE A A E%Ziﬁﬁiﬂ]@,%ﬁﬂ—lr"‘?\ﬂ xR g, tbwn{E{E [trust
worthiness (Applbaum and Anatol 1972'; Bowers and Phillips 1967°; DeSarbo
and Harshman 1985°; Hovland, Janis, and Kelley 1953"; Whitehead 1968°) 1,

! Applbaum Ronald E. and Karl W. E. Anatol (1972), "The Factor Structure of Source Credibility as a Function
of the Speaking Situation,” Speech Monographs, 39(August), 216-222

2 Bower John W. and William A. Philips (1967), "A Note on the Generality of Source Credibility Scales," Speech
Monographs, 34(August), 185-186

3DeSarbo, Wayne S. and Richard A. Harshman (1985), “Celebrity- Brand Congruence Analysis,” Current Issues
and Research in Advertising, J.H. Leigh and C. R. Martin, Jr., eds. Ann Arbor, MI: Division of Research,
Graduate School of Business Administration, The University of Michigan, 17-52

*Hovland Carl Irving and Walter Weiss (1952), "The Influence of Source Credibility on Communication
effectiveness,” Public Opinion Quarterly, 15(Winter), 635-650

3 Whitehead, Jack L. (1968), “Factors of Seuree Credibility,” Quarterly Journal of Speech, 54(1), 59-63
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W ARKFE MR

£ K [expertness (Applbaum and Anatol 1972'; DeSarbo and Harshman 1985
Hovland et al.1953%; Simpson and Kahler 1980-1981*; Wynn 1987°) 1, &
77 dynamism (Applbaum and Anatol 1972% Berlo, Lemert, and Mertz 1969°;
Simpson and Kahler 1980-1981°; Whitehead 1968"; Wynn 1987°)]1, H #&
[objectivity (Applbaum and Anatol 1972°; Whitehead 1968°)], %4 [safety
(Berlo et al. 1969")], ¥isMEfE [qualification (Berlo et al. 1969")],

%4 f [competence (Bowers and Phillips 1967°; Whitehead 1968°%)1, W3] h
[attractiveness (DeSarbo and Harshman 1985°), #Hflf% [ likability
(DeSarbo and Harshman1985’) 1, #U gkt [authoritativeness (McCroskey
1966°) ; M4 [character (McCroskey °1966) ], TJ{&4T{%[believability
(Simpson and Kahler 1980-1981°; Wynn 1987°)], F1#t 4t [sociability
(Simpson and Kahler 1980-1981°; Wynn 1987°) ]. ¥R AJ{s A RIGirEE

R 2.2:
#2.2: BHRAUGHEHERLS

EiZ D KR

54E Applbaum and Anatol (1972) ; Bowers and Phillips (1967) ; DeSarbo and

Harshman (1985) ; Hovland et al. (1953) ; Whitehead (1968)

£33 Applbaum and Anatol (1972) ; DeSarbo and Harshman (1985) ; Hovlahd

et al. (1953) ; Simpson and Kahler (1980-1981) ; Wynn (1987)

wEh Applbaum and Anatol (1972) ; Berlo, Lemert, and Mertz (1969); Simpson

and Kahler 1980-1981) ; Whitehead (1968) ; Wynn 1987)

! Applbaum Ronald E. and Karl W. E. Anatol (1972), "The Factor Structure of Source Credibility as a Function
of the Speaking Situation,” Speech Monographs, 39(August), 216-222

2 DeSarbo, Wayne S. and Richard A. Harshman (1985), “Celebrity- Brand Congruence Analysis,” Current Issues
and Research in Advertising, J.H. Leigh and C. R. Martin, Jr., eds. Ann Arbor, MI: Division of Research,
Graduate School of Business Administration, The University of Michigan, 17-52

*Hovland Carl Irving and Walter Weiss (1952), "The Influence of Source Credibility on Communication
Effectiveness,” Public Opinion Quarterly, 15(Winter), 635-650

4Simpson, Edwin K. and Ruel C. Kahler (1980-1981), “A Scales for Source Credibility, Validated in the Selling
Context,” The Journal of Personal Selling and Sales Management, 12 (Fall/Winter), 17-25

’Wynn, George W. (1987), “The Effects of a Salespersons’ Credibility on Other Sales-persons and Sales
Manager,” Developments in Marketing Science, Vol. 10, Jon M. Hawes and George B. Glisan, eds. Bal Harbour,
FL: Academy of Marketing Science, 353-358

$Berlo, David K., James B. Lemert, and Robert J. Mertz (1969), “Dimensions for Evaluating the Acceptablhty of
Message Sources,” Public Opinion Quarterly, 33(Winter), 563-576

7 Whitehead, Jack L. (1968), “Factors of Source Credibility,” Quarterly Journal of Speech, 54(1), 59-63

8Bower John W. and William A. Philips (1967), "A Note on the Generality of Source Credibility Scales,” Speech
Monographs, 34(August), 185-186

9McCroskey, James C. (1966), “Scales for the Measurement of Ethos,” Speech Monographs, 33, 65-72
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WHRKFER LR | -

H 7 Applbaum and Anatol (1972) ; Whitehead (1968)
Te Berlo et al. (1969)

BT Berlo et al. (1969)

RSN Bowers and Phillips (1967) ; White.head (1968)
ws51h DeSarbo and Harshman (1985)

R DeSarbo and Harshman (1985)

BBt McCroskey (1966)

ME McCroskey (1966)

afEk Simpson and Kahler(1980-1981) ; Wynn(1987)
Hem Simpson and Kahler(1980-1981); Wynn(1987)

REZERZ, BEEBEN L, 54 (trustworthiness) F &K
(expertness) EFNRIEMNZE. WEMRCLBHETEIHENSEL: 3
BEEAENFEETUSEZEERZANSE. XTHEEABENERKEEEER
AR BRBW N NG BB E S HZIEHM.

i Goldsmith, Lafferty, and Newell (2000) '‘FrfERIEHFNEH: B
BEAGEREA, X EERENFERBRNEW: THRZREEL
8], % ah R A B R M iR R A '

BHRAIEHER AN AT ARG T TR, R ELEHER
EREEN, HHELTEENEKERASAERNAIMRERERE.

2. f5 BFER 5] F#A! (Source Attractiveness Model)

EBIER S| AL F 1985 4Ef McGuire ZEH — BB 0P IR . %R R &R
—MERMABEKBTEBENRLEE (faniliarity) . HEXEE
(likeability) + FWrAXZIBIHALUE (similarity) PARS F1E BEKEM
3|4 (attractiveness to the respondent) o M THZE, — A —KE X
EHERBERE, B—PARBI TSP AR E RIS, FH G4k

! Goldsmith, R., Lafferty, B. A. and Newell, S. J. (2000), “The impact of corporate credibility and celebrity
credibility on consumer reaction to advertisements and brands,” Journal of Advertising, Vol. 29, No. 3, p. 43-54
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WARKZE 83

EHBBIHR—ABEEMREMEEFE. (Baker and Churchill 1977; ‘Chaiken
1979; *Joseph 1982; *kahle and Homer 1985; ‘Mills and Aronson 1965; “Widgery
and Ruch 19819.

X BB 5 RS BT, — S T K31 0 1 R
WUBRELMESRKE. GEAERE|AMAMT TRAERT AT ST
PLE 3| £ 15 1EHLL (Benson, Karabenick, and Lerner 1976"), EHTfE
¥ 2 1A (Cash, Gillen, and Burns 1977% Dipboye, Fromkin, and Wiback 1975%),
Hh 5E 45 7Y B 7E 02 R 3 A B % 78 21 35 28 (Solomon and Schopler 1978
Storck and Sigall 1979"). 54h, FRZEW LM SXFAMSZEEX &
P& RERE . PR RET & BVRO A 5 R B 8 W A A (Caballero
and Pride 1984"; Chaiken 1979”; Horai, Naccari, and Fatoullah 1974";
Kahle and Homer 1985°) . fEXMEANNIL/E, W5 RBRE L ER A AE
HREAN—AEWEE. (Baker and Churchill1977 '; DeSarbo and Harshman
1985"; Patzer 1983").

15 BUEMR 5| AR AR S e T 3HE BRI 5] 73X /N4 B MDA 75 T 34T

! Baker M.J. and G.A.Churchill, Jr. (1977), "The Impact of Physically Attractive Models on Advertising
Evaluations," Journal of Marketing Research, 14, 538-555

2 B. P. Michel, A. Chaiken, Y. K. Kim, et al.: IEEE Trans. Magn., 32 (1996), p.4651

3 Joseph, W. B., (1982), “The Credibility of Physically Attractive Communicator: A Review,” Journal of
Adbvertising, 11, 3, 945-961

4 Kahle, Lynn R. and Pamela M. Homer (1985), “Physical Attractiveness of the Celebrity Endorser: A Social
Adaptation Perspective,” Journal of Consumer Research, 11(March), 945-961

5Mills, Judson and John Harvey (1972), “Opinion Change as a Function of When Information About the
Communicator is Received and Whether He is Attractive or Expert,” Journal of Personality and Social
Psychology, 21(1), 52-55

6 Wyer, R. S. and T. Srull (1981), Memory and Cognition in its Social Context, Hillsdale, N.J: Erlbaum
Associates.

7 Benson, P. L., Karabenick, S. A. & Lerner, R. M. (1976), Pretty Pleases: The Effects of Physical Attractiveness,
Race, and Sex on Receiving Help. Journal of Experimental Social Psychology, 12, 409-415

8 Cash, T. F, Gillen, B., Burns, D. S., (1977), Sexism and ”Beautyism” in Personnel Consultant Decision
Making, Journal of Applied Psychology, 62(3):301-310

9 Fromkin V A. The non-anomalousnature of anomalous utterances. Language, 1971, 47: 27-52

19 Solomon, M. R. and Schopler, J. “Self-Consciousness and Clothing,” Personality and Social Psychology
Bulletin (8), 1982, pp. 508-504

' Scarato, A. M. & Sigall, B. A. (1979). Multiple role women. The Counseling Psychologist, 8(1), 26-27

12 Caballero, Marjorie J. and Paul J. Solomon, “Effects of Model Attractiveness on Sales Response,” Journal of
Advertising, 13:1(1984), pp. 17-23, 33

13 Michel R P, Chaiken A, Kim Y K, et al. NiO exchange bias layers grown by direct ion beam sputtering of a
nickel oxide target. IEEE Trans Magn, 1979, 32: 4651 — 4653

¥ Horai, J., Naccari, N., Fatoullah, E., (1974), The Effects of Expertise and Physical Attractiveness upon
Opinion Agreement and Liking, Sociometry, 37(.4),601-606

15 DeSarbo, Wayne S. and Richard A. Harshman (1985), “Celebrity- Brand Congruence Analysis,” Current
Issues and Research in Advertising, J.H. Leigh and C. R. Martin, Jr., eds. Ann Arbor, MI: Division of Research,
Graduate School of Business Administration, The University of Michigan, 17-52

16 Patzer, GL. “Source Credibility As a Function of Communicator Physical Attractiveness.” Journal of Business
Research, Vol.11 , n0.2(1983):229-241
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WIRA T8 3

T IHRAH BB

3. A REAER! (Celebrity-Product Match-up Model)

IR REER AN S8 NS RS BE B %, FF 2AKE
B BEARE X A E Y. B, Ha ARE MRS S —MEKRE
SR FILACHE R R, W FrE@Ar SRR AR Em . R,
W ZmdE# /M. Kk B Baker and Churchill(1977)'; Friedman and Friedman
(1979)% Joseph(1982)°; Kahle and Homer (1985)‘ and Peterson and Kerin
(1977) B AR, #IEET LEHMMRIK.

AT ZFFICEREHA, Misra and Beatty (1990)°KI, 244 ARG HRIT
RCAIT %, o R A AR [EZ A2 R M BE 3 B N5k, Kamins K3, SF—4
BB ERIIABATS, —MERIINH 8 N RS K5 HHEREFE &,
¥eRaRE ABSNAEEMZAN EHPREE. B2, Z—MFRI
TR EAEZRE M RERII ARG, /e T 85, Faf&%F
R, MR- NMERAERI ARSI

Bt4h, Erdogan, Baker, and Tagg(2001)°% ¥, 7EEFL AERZ AN
%, ZETERBEIMAAFESMHEFARE, kg As Birmip L,
ZNEF AL, ZANTEE, FEFUORE, BAMEE, BHERE.
X ZANEGABENER, SATKME. REREREERKET™
mER, XREAZLENHA N B AR LR 7 EILE.,

ZHEEMRRETWNLERMAE SR, FRAEAEXLFREIETSE
AMERFEM LS. FEZAETRAERAZRERTREE., BIINHIEE
& TR AR & AKX 5 E L ACHE L .

4. BT B (Meaning Transfer Model)

! Baker M.J. and GA.Churchill, Jr. (1977), "The Impact of Physically Attractive Models on Advertising
Evaluations," Journal of Marketing Research, 14, 538-555

2 Friedman Hershey H. and Linda Friedman (1979), “Endorser Effectiveness by Product Type,” Journal of
Advertising Research, 19, 5 63-71

3 Joseph, W. B., (1982), “The Credibility of Physically Attractive Communicator: A Review,” Journal of
Advertising, 11, 3, 945-961

4 Kahle, Lynn R. and Pamela M. Homer (1985), “Physical Attractiveness of the Celebrity Endorser: A Social
Adaptation Perspective,” Journal of Consumer Research, 11(March), 945-961

3 Misra S. and Sharon Beatty (1990), "Celebrity Spokesperson and Brand Congruence: An Assessment of Recall
and Affect," Journal of Business Research, 21(2), 159-173

¢ Erdogan T, et al. Ultraviolet laser fabrication of ultrastrong optical, 2001, 349(3-4): 210—214
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WRKEH g X

—h22% [Atkin and Block (1983) '; McCracken (1986, 1988, 1989)
’; Mick (1986) *; Guinn, Faber, Curias, and Schmitt (1989) ‘; Sherry and
McGrath (1989) °; Stern (1988) 1A X B A EARHFHFEE X, McCracken
(1989) "HIFFAE I T ZAREARB IS RMES. BT HITIMH,
BEXETEANSHMEE S, S SRS, ZHEIBRHE
wEmM LR, BERAWRENSS, SHIBHEXAEHS LEBIHR
HAMEE AT,

HEHEMAYF, Langmeyer and Walker (1991) *RIMZAEHRHSEN,
FHREBARXERNFFAENEAP L. BEREEREH=RAFIEEL
i EA—BMFSEN, MRLEER TR EHEEWTEE —HFSEX.
ZAMEARHA, SEMINFRERNEFRBLENRFALET B
BB /IR G AU o

ZHEMRSETFARSENABEEER, BTTRSANFESENTIBE
FEmBXMERERE. RRZAAET M RAIT XA FEHFERTT
BUIH, TEERAERAENESNRREERSANEIERE.

5. VisCAP # %!

i Rossiter # Percy fIE ) VisCAP R AFAMUN EEAF A
WA, WfEtE, WEIAR .

7E VisCAP BB P RE NN 5@ BAr—8, RTX2.3:

! Atkin C, Block M. Effectiveness of celebrity endorsers. Journal of Adbvertising, 1983, 23 (February/March):
57-61

2 McCracken, J.A., Pretty, J.N. and Conway, GR. 1988. An Introduction to Rapid Rural Appraisel for
Agricultural Development. International Institute for Environment and Development, London 1988, 94

3 Mick, David Glen (1986), "Consumer Research and Semiotics: Exploring the Morphology of Signs, Symbols
and Significance,” Journal of Consumer Research, 13 (September), 196-213. p.21

* O'Guinn TC,Faber,RJ. Compulsive buying:A phenomenological exploration[J].J Consumer
Res,1989,16:147-157

5 Sherry, J. and M. A. McGrath, (1989), “Unpacking the Holiday Presence: A Comparative Ethnography of the
Gift Store,” in Interpretive Consumer Research, ed. Elizabeth Hirschman, Provo, UT: Association for Consumer
Research, p. 148-167

§ Lowis W. Stern & Adel 1.E1-Ansary, Marketing channels, 3rd ED., Prentice-Hall Inc., 1988

7 McCracken, J.A., Pretty, J.N. and Conway, GR. 1988. An Introduction to Rapid Rural Appraisal for
Agricultural Development. International Institute for Environment and Development, London 1988, 94

8 Walker, Mary, Lynn Langmeyer and Daniel Langmeyer , “Celebrity Endorsers: Do You Get What You Pay
For ?”, Journal of Consumer Marketing, pp.69-76,1992

4 Rossxter J R,Percy L; A Better Advertising Planning Grid [M].Journal of Advertising Research.1991
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WARKFE L3

- R 2.3: VisCAP BRI PR T ARHEYE B Arx N &K
RENFFIE AP ER 7S

L AAE (REANES) KA

2. Wt a. Skt (TG MRTR | (550 5 RA R AR G HE R P
MEFIMMED by FUYE (HEMEE | A

K4 ) LT T S 2 N
3. WAIH & TR HRIHHIE
FAMHE by HIRME (RS AR B R
i)

a0 BN CHAURABMERIA ) R TR

PR i Bl A P R AR BE S A
FRT LR EE A A

FKIE: Advertising Communications & Promotion Management

VisCAP A A R T K :

—RAEA—FEESIIER, ST UAERIPEEENAEA; VisCAP
BRIGES A M FREANER, BEEEHREARNE—FE5=SHEN.
RERIE “BUIERIREE” . WARXMXBOASA, BEMY, TRAMEEH
H—B .

ZRA-MERBAEEINMECkEE B RN REANEE. &
AT AZ BT AT AU BOR 0. Bl B AR AT E A
ITEBE, BB —PRENRE AL,

RENELR—FBA, INMHFETUATREMANREERE, Bl
REEmEMNEREP, XNXZHMHMEFEHTRE> DN 588
#H” . BERAS AN ANEERERFERAS AL E Z RV B RM
—ay,

ZHRAMRENEBR AR R, RIETREANEFREE 5158 B AN
A ) =g

6. EHER AR

B & ERBAT UL G ER, HERTE—MERKNES
HIERMERT AR, REEAMMEFERZANBR. 1990 %,
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WRKZEH R

Ohanian FINIXTE, KET —HRAFERNEZ AMEAREABAEHE
XA EREEECRA —AREN X EF AN _HRIE L EMA, HIU4A,
A % VT Madonna, John McEnroe, Linda Evans, or Tom Sellack. Z%If¥
15 SEEARNERTE AR, FPaE O BINER (%3 AK/Tl
i, EEH/AREE, %ﬂﬁﬁﬂ/ﬂﬁlﬁﬂ‘], PR /S8 B, 0PI /A 1 I3
#) , GDAEWHEE (IMEER/AaEER, WEER/AEEEm, 5K/
AT, WEBH/AEELER, MalfE8HR/ AREB) M (i) Kt
B (BF/FEXK BELRN/ RERE, RN/ TR, FHETEK/
THAETIARE), BHRAEH/THAER) . HAEEE B RIRE RN EXT T ik
RS ERRMEEERANN . EAERTANERRIE T REKT
FEHMF M.

2003 £, FihnikE L K%K Chanthinka Pornpitakpan 7E57 ik % FIAE
AIRRR 5 VE R RAE Ohanian i@ M8 5 AR BIZE ST I3k 17 37 O HE A 14
B, BTARAOGIHFE. XWHERMAEERETRENEREN
BEERFFREMERTF TS, -

EEREATEEANESETFEE T RFETEHEEE, RERS|SHER
MLREBR AR, FeEHrRE TEFERFANKRSIN. TEEMTKE="
MERE., ARZAEETFRAGEERS S, ATEEMEKME=A4EE N %5
Rrg FEe, RNENETFERR X MEE, ZHRiERN S XFE
MEUHER X 2 NS, FEFITEN YL B EE.

! Ohanian, Roobina (1990), “Construction and Validation of a Scale to Measure Celebrity Endorsers” Perceived
Expertise, Trustworthiness, and Attractiveness,” Journal of Advertising, 19, 3, 39-52
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WAHRKEH g X

SHRBEEMRREL

By 3o E A E NS BRI MEIBM S, AREAFRMAH
FEMHREAEETUART N, ATEEME U =AM E TP E .
HAXRARRATHE 3.1: |

%310

AR BLER

Eltt

B3l EmEEEENRSAEREE DS

. W3] 7)(Attractiveness): T P PF AR M B E DA E AR T S/ A
RIS, ORI RE R D

2. A]EEME(Trustworthiness): IEAHFHBHEBREAAIRETARSHWE. EE
PR

3. bt (Expertise): HAKE AR M BEN DS AT LBES ST
WL AIRIERRE .

SRR, BATRUESA S ARIRS]F. TR S AL BT
AREPENIETRE A EN NS RN =AEBRAE. EX=AMEET,
RE|HRER AN E ARTABGEARE: o EHAEE MO HE
SR E A BRI T T — B 7058, M XA T B A A A0
BREAMBLATE, U ESAER RS A RAR T RS AR T A
BULE RN, R AT S A T B E RS AU %
HEAEERLE.

31 hEARAFAPETER S AEFEE RN

ARAEZIAERARARTEMZAE NEFER. BT HIFREH
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WARKEH R

SHAT @A TR EAEENTN IR R, R4 ST L R AR R SF
RAMRLHATARARFENIZREANEFRE, WFHE3. 2.

SERRAATETHNSEAEELY

v ; v
3l Tt o

INEEEEEEE N EEN td v 1
LRGN R R - T R
I I I I 1 I I T P I I N I I I S I I
5| | 7| 5| 6] o A wl | m # om| | | o) || x
NREEREE | & w| | @l &) nl @@

al v | m| K 5| &

W s |n # z

7

#

#

a«:

I

2

t

B 3.2: AEAGARPETSHAETAEFEHEL

HHARARTETHAS ANEREE, 8FER5H. TEENEIE=
MR ‘

1. "R5|J)(Atractiveness)ZE [ . ARECERRGH, REAEBRHERE
FHIMAENEERESES, WRSAKNRSINBK; REANEFEEMER
HHREVGESS, REASEFNFARMERRS MLEREFERNF
%71, UEREANMMES REARLRERE, MEASHL AT 8K,
RENBENREZHHS . M. ERAMH0RRS H AR SRBRMEE.
Brbd, ACKABERRE., maE. REANEFESHRH AL,
Rz R. REASEFNFREAMUBHZSE (FHRATEE. K
SAMES M ABMLAEYE (FHRAARHLEE). REAFME FR.
HERNAZGIRPRM LR 51 ) L
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oo WRKEE L

2. W4 (Trustworthiness) /% . BB R EE, REAZEFEAAC
FRENEE RN (RRAAIEED, ATHRERERARARAERTE
s AR ABTER IR th 2 MR I 4 75 P 5 78 B0 2 XA 3 AT E
VRO, A0S ABMENLR B AR B M O EARILAE, AR BB SRS
EATH: REABTFAERATE, WEEHANLTEN, HR, REA
EHILAEGE, WEEBANERTED. Hit, 230880 EE=%%
FRIKHRE T 4

3. AuHExpertise) & fE. MIETMBEBE, REANUEHRIEE.
POl A ERT R AR, BARHBERS NS WA, tinst, w52 Fiil
IR EREA, BRBEMET FE AR RE A DXIOER AR
TR 4 HERT BRI B A FLOEE: 3 AR T N IRES) R LR HMIZE)
FH a3 RN R EANERT AT WA ERW, MERSARS TR
FERBAT =R, BARERESANERS SRS, &, RIHEES)
Bk, BOLATE. NBERTEIRE. BEED R, RERFALMOEE RS
He SR Sl 1 FA — B3

AL, BT, AR AT B A R E AR 3 A S FR A 2 B4 P 1
Mk FeArzIRan 3. 1. o

% 3.1: EHAGARPETSHAT AERRL B4 E N

o Ll TR IRER KR
w315 HEEE McGuire (1985); Ohanian (1990)
McGuire (1985); Ohanian (1990); Langmeyer and
AR

Walker (1991)

Baker and Churchill(1977) ; Friedman and

ﬁEAm%%égﬁ@%ﬁfﬁEb”ﬁﬁ Friedman(1979) ; Joseph(1982) ; Kahle and
Homer (1985); and Peterson and Kerin(1977)
REEHER TR PR RIERIE R R
REANERFMNFERZAH
wf &S (RPN ES | Erdogan, Baker, and Tagg(2001)
%)
i | 52 S8 P
ot (RIFR A R IL AL ’ ’

Homer (1985) ; and Peterson and Kerin(1977)

KEAFAIME McCroskey (1966)
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WRKEM+ 1 X

ER TEHERSIERIEREZ M Ohanian (1990)
151 F R R RSIREIENA R R MR Ohanian (1990)
e AR B A S Bal.(er and Churchill(1977) ; Friedman and
o A ‘ Friedman(1979) : Joseph(1982) ; Kahle and
Pl (RHRAHXEE Homer (1985); and Peterson and Kerin(1977)
XAz FRYPERIREURVEF MR Ohanian (1990)
g | EMEBRERE PR o i, Lafferty and Newell (2000)
R
HETME Erdogan, Baker, and Tagg(2001)
REAS B BREMENR | Baker and Churchill(1977); Friedman and
FICECHE (AR AMEMA | Friedman(1979); Joseph(1982); Kahle and
JUECHE) Homer (1985); and Peterson and Kerin(1977)
& 5) A F R RS BURFR A R M AL; Ohanian (1990)
HR Hif 5t F AR R SIEBAEA AR MK Ohanian (1990)
b WA FIZFTHH % AR SR BUEARA R M L; Ohanian (1990)
WMAXIEH) i F F R BRI BURPR A R MR Ohanian (1990)
REAFSEGETHES | FERAERRIBEHRARMH; Ohanian (1990)
3.2 MRRT

EEERATES B, FEENIMIRST AEERBMIERER, %
RETEATRMBEREOERENEELRMEE, RE TOTRER:
B 1. |50, wERENLWHERATRRARFTETHAEAGEE

HRR,

B 2: BWESIAEEN_REGCERERE. 94K, ZFE5H
fRHRENLARYE. REEHE. TFE. ARKLEE. K5 AFME.

Eﬁ@\ ﬁ%’l:

B 3: M EMREN_RIEIFEEMARME, KA. F0AR. HE

TAE. YHEMAIITACHE;

B 4: BmELWHEEN— ﬁ?ﬁﬁﬁkm&m\ﬂk%m MNFHH
BHHHE. RREFH R RERRGBREER .
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WA KEB L83

4 ERR SR 44
A ORI BURERNER 5 W B A4 & 007 REAT AR IR AL
4.1 TEHF It

4.1.1 S ERGRATRMIER

AR W SRR E E R R AR KA E A &SR AT A
RUEFHIT RO F5h, ZUiE ol AR B K EF R LM TT R G A
FIRETI (Hofth). ATETHEERRR, FIRTERAE R —LF -5
AEMBHHGAT, FHAENTE, ¥ TFXREFRARAR, WHEEXE,
IXHE B RE CRUEROR A AE R 1

RRTOREAR S HE Mg =1t T.

4.1. 2 BFAAZERA LR RIT

WS REERA TN EBRAE. WEERESBEBR, % &t
LB BT E R, IR TUR SR AR T R R R vk (N,
1990),

1. &R

B IUA TR R A AR AT A S AR ERERR2E, &
TR, B> M.

BWs BEE. |

B RETRAERRAT. ATHSEERAEENATARA
b E TS AR R P, BERRE SRR S — R T
# RERETETHRE AGENE. Flk, $iLWAAE A CErm g
BEMBR, XY, FELHRAAHEET. THNES. R RS
BRI RN AT AR AR E R ETHRE AL ETHRRN T W
B BB E R AT AR A TR RN SRS AR TR T ik
FT B 0, AANAATS AT E GRS SRR R
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HEH, MRS EIE D TR S T .

B85 MEES. BN HFER AR HRA T RETHRS N
FAE R AT IR o 1835 I SCER A RA MR Likerts &% . F 4 Berdie' (1994)
WA, 5 EBESBAIMN, TRWM (2003) AN LA 5 %A, —&
A B HEITHES

B EAVE. ZHEAOFEREASEMANERLH, BEE.
E. R

2. MBMRK

AFRRAEABATFETHRE NEERATR, NARET T
BB 17, BRI % RO R R PR I O 2 . G B 508 K )

W% FERELIIARN. ERER T RHET.

ERERIE, REREATEMbRBRN—AFERARSE (BEL
HH R RA TR ETHAE AEEFTORI B

4.2 FEHHR

AT EREBNARURBR, FEHTRENRFAESBERN
BESFEEIRR, UESHARNANRAAAER. REKNLHPRET
EWF:

42 1 IRA%

FRARRGHFRRATNFENTHNRE NEEREANR, WARETHER
milRE, FHkRENRE SRR GERMHERE, READNMENTK,
KAV ERREA, AT RIS KA . B RE M EE, KA SPSS11.5
G RARAT AN, FERBELMA SN, RS FESV=ZFHE T
ARARMERER.

4.2. 2 X BEHENEE
AR TR B FK R BT K BE AL AR 5 3 T R R AR AL, EHF

! Berdie antidepessant Wirkstoffe Von Johanniskraut Pharm [J].Ztg. Wiss, 1993:138,50-57
? RYiBE. SPSS it MM F——iI TN AGHM), BEHIRE, 2003
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FERMPET, REAXEZNRAEHAENER, AIRET 100 MEE

 BOEET AR R R ERT .

4.2.3 2F &t

HE L OIS 48 BB, R T RRMIRRE, 34
19 MRIER), BHRRE R R —. XEEAHLAERMREFENEET @
ARPHEHTHREANEENHE. BRIOHENEIE XM E b8 8
Likert AMBEE, EHTELIE A S LI, MXEMREAEL
ﬁ%%ﬁ%ﬁi%ﬁi&%ﬁ%ﬁ*%%Tﬁﬁ%ﬁ%r%HMQ@%\%E
R BARIBETN B Z (6] F30f N X R ANE 4. 1 PR:

& 4.1: REAEHFEER MR AR5

— g o . e
o — sk 76 1% R R S R WRE )
F‘/\-n-‘ ¥ %— T, Z > =z E:/—»
E ¥§WEmmAjﬂﬁﬁ AB, ETEEAKITER
Q15 B G A RIS AR, FEEFAZK I
RaH HBADAY
BREELEREREY | QB3 RERAATREREAN, EEZERZANY
TLA #ERE R AR R E R BRI
CWGT: = NI, EERFL ML
- A %;ﬁﬁmmAjﬁ%ﬁ AB, BB BREET)
s bt Q4 BEHEAARERT AN, FEZELS LY
- IS A R Bk A S A E RS AL B RN
l-'/\n—‘ 3 —_;_" ", 7 u‘—g“:‘ AN
NEREREE |
KRENEME Q7 A E IR A A BHE A A RIS A
P WU AEHAATFHERR S AN ERREE
¥ 5 Q6 B A RIS AR, AFAMHERIREE
Q3 AR S ARKE AN LS %M A SH RS e
M o
Q5 BRI B ARETEEER S AN, K5 ARIFE
g HEA
EEAL] ZRK QL AB IR A RS A S EARHZ LI M
s QI8 KB HI WA RS AN, MEEAAHERE
= =N
BATLERRE AR, EEXZERSAY
pamy | V2 ATRSARERREAN, FELEREALE

bR S E R EA B
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. W BEHSATEFNEAN, FTEERRFANIE
EHRE N
BRS
- BRI Q8 (A Al A AL REE R — BRI IR E A
. QIO HARARERNFAN, FELRRAZTARM
Tlett | WEHHEZHTH AT E _ ‘
BLiRE5) 7 Q9 HHAAAREFR AR, NEFRKZESR
REFERBOBEA | Q2 AEHALRARSARANREFRAEHAEAT
i 7 il

4.2. 4 BB E

ARARBER —RKRRUNA, EERERFARLENMNET, 25
B B WE T TRARRE. ARRAET 2007 8 A 7 A%
7, F2007 4 8 A 14 HEM T £HMRARRE, HN—~ME. KKEHE
BHRMEE 100 4, EXFTERKEEHTT ™ RERZE, HERENE
100 B, HEAEAER 100%. Fh T RIEAKREMELHNE RS, &
AMEEPHEVIR T 10%8B AT T B EM, EH%ER RIS M
BURRAREL., M. Y. '

L25BRNPESFERE

A WA AR [ 18] 45 AT SR O RS R, MTIAE B ER Y
EENFERNERAT MR, M RELE.
L BUE 27
ATRIEBN BT BROT Y, BEFEREERPEMETES XA
FIZRENRNBEERE—ENENE, XREERIINERETTE L,
B HERWR 4.2 Fior,
#4.2: Independent Samples Test (JiH &R ER)

Levene's Test for t-test for Equality of Means
Equality of
Variances .
F Sig. t Sig. (2-tailed) Mean Std. Error 95% Confidence Interval of
Difference Difference the Difference
Lower Upper

3
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QAU SFHALAREAS | 3560 062 -6.209 .000 -1.27 .204 -1.671 -.863
| EAESHRAE 6.209 000 L 127 .204 -1.671 -.863
QRUWAHEAGAAREAR | 21707 | .000 -3.558 001 -73 .206 -1.141 -325
FRRERFAHERARLAR ™R -3.558 .001 -73 .206 -1.142 -324
QIBIIUFTHRLAARETAN 400 528 -8.361 .000 -1.47 175 -1.814 -1.119
LeRERaCHREN~R -8.361 .000 -147 175 -1.814 -1.119
QURUIABHALLFFHEER 1.170 .282 -4.626 .000 -.82 177 -1.166 -467
EAMERRER -4.626 .000 -.82 177 -1.166 -467
QRN H A MR REHR 331 .566 -4.863 .000 -1.03 212 -1.454 -613
EAE, REARFRTEA -4.863 .000 -1.03 212 -1.454 -613
QRUNBHAKLTERER 448 505 -3.624 .000 -62 .170 -.954 -.280
AN, REANEHRER -3.624 ,000 -.62 170 -.954 -279
URANFERBATNEST | 2183 142 -3.834 .000 -67 - 174 -1.011 -322
MERREA -3.834 .000 -67 174 -1.011 -322
QRUIAUTAA LT NEEY 8.800 004 -6.486 .000 -1.07 .164 -1.392 -741
—EBM AR EA -6.486 .000 -1.07 164 -1.393 -741
QRUWHFHASLFARENE 275 .601 -5.102 .000 -.95 .186 -1.319 -.581
Al BEERRFTAREHRS -5.102 000 -.95 .186 -1.319 -.581
onauﬁﬁgﬁ RATEER 1.625 .205 -6.902 .000 -1.17 1169 -1.501 -832
EAN, BEERNTARTAEN -6.902 .000 -1.17 169 -1.501 -.832
*HERA
QURINFEARATLER 7.428 007 6.625 .000 -1.05 .158 -1.364 -736
EAN. BELERTAN MY -6.625 .000 -1.05 158 -1.364 -736
FREFREREETYS
QLARUNKEARAAEER 1.376 .243 -6.156 000 -.98 .160 -1.300 -667
FAR, BEXBRTASHEN -6.156 000 -.98 .160 -1.300 -667
NEMERREH—R
QEBRUNKTHAAAXHN 10.931 .001 -5.742 .000 -.87 \151 -1.166 -.568
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AN BEEBREANRDLE 5.742 .000 -.87 .151 -1.166 -.567
REESHBEHEHNERETLEE
321 .
QURIH B FR G AT EER 7.780 006 -7.575 .000 -1.23 163 1.556 -911
EAN BEEBRE5HLGEMS -7.575 .000 -1.23 163 1.556 -911
AHFEAREAMLRERAE
BHRFMRY
QISRUNKFRRAAERS 810 370 -9.241 .000 -1.37 .148 ~1.660 -1.074
REAN, RELEXXFTRDN -9.241 .000 -1.37 .148 -1.660 -1.073
20D
QIeRNAGEFRGLATERR 157 .693 -8.725 .000 -1.23 141 -1.513 -.953
REAH, BEERKXFEEN -8.725 000 -1.23 141 -1.513 -.953
QIR GHARAERE | 2174 | 000 9572 J000 -1.32 138 -1.589 -1.044 ;
REAH, REEFTRRENT 9.572 .000 1.32 138 -1.590 -1.043
Y]
QIBRIANGEHIATEESE | 30759 | .000 9.112 .000 -1.38 152 -1.684 -1.083
REAH, REZAFHLBIR 9.112 .000 -1.38 152 -1.685 -1.081
A
QURNAHTRRAALELSE 175 677 -1.392 .166 -25 .180 -.606 .106
FAN, HEAERQEHR -1.392 .166 -25 .180 -.606 106

Bt EE 4 PREIRSFE L, Q9 XA t HAEER t EERIK,.
BN A N ERPMIBR. | :

Q19. “HINABTHBAREEREREAN, NEFRZEBH R, %EIR
RZENNERGRER A T HRERRREALTRINLIES RARIRKE,
BTURF KL EHET —H, SHRTRSBOLERRE —EHEHE.

2. RZESHT :

ERIETERNGMNEMAEE —CSHENERE, ATH - PREER
RERS 22 K2 R AR B B O BE X — ) &, AR KA 0 TR Uk 5 T 42 B 18 M
TREST, ERME 4357,
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Z4.3: KMO and Bartlett’s Test

Kaiser-Meyer-Olkin Measure of Sampling -
8.3

Adequacy.

Bartlett's Test of Approx. Chi-Square 929.227

Sphericity df - 153

Sig. .000

it LA R B B KMO KB4 AT Bartlett BRIEAGIO AT 41, KMO R0% &
SHURETS R, BRI E 2 [ A% R AT AN — Ok,
KMO f7E 0.5 LA LB AT LU, TIACIKSMAT KMO % 0. 818, SRR AHTHE
K. Bartlett BB BRXT K R LE RS N B4 AR, R AN
B, MRPREERAERT . 2 Bartlett B, £EEREER MR
H) ZEARMEHBERATE sig. (<=1) % 0.000, HHAREEZ AFERE
fikEEME, EARABETFH.

EHTETF SRS, BEERMR, FANEEFHOLER, A
HMBR—AMRBESEARIR, XA T 18 AN ETH B K 4 AN T 77 R EL B &,
iSpoR '

(1) WAHE TR EEHAT 1. B EFMTRHEE ST (LE 4.4
ATUAEF, BIPSIRE TR E 258 4. 836, 1.546, 1.438, 1.292, ¥KF
1. BEBHUAEFELRERE-DEEMITE.

(2) NEBMBFEZ (BF4.4) PHAUEH, FAUNAETFEHTLR
% 49. 905% (1) M A E &, TS HA B FH MR Bk ZH0L PR T2 MR,
HHRNAETEASRREEEE EMETE) MABSER. HASE
WEFERI, RETNAMETHREFERE 49.905% Bl FHAMLT
RABN B, FA BB BRE TSR TR MIX—S, F8f, b
Rt — AN R BB B B 255 45%80 F3EA F A LIEE,

29182 SPSS it R % [M]. P E kil i i 4, 2000
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#4.4: Total Variance Explained

1
4

Extraction Sums of Squared Rotation Sums of Squared |
Iﬁiﬁal Eigenvalues Loadings Loadings
% of | Cumulative % of | Cumulative % of | Cumulative
Component | Total | Variance % Total | Variance % Total | Variance %
1 4.836 | 26.864 26.864 | 4.836 | 26.864 26.864 | 3.611 | 20.060 20.060
2 1.546 8.589 35.453 | 1.546 8.589 35.453 | 2.280 | 12.669 - 32.729
3 1.438 7.991 43.445 | 1.438 7.991 43.445 | 1.693 9.405 42.134
4 1.292 6.460 49.905 | 1.292 6.460 49.905 | 1.399 7.771 49.905
5 976 5.441 56.046
6 .946 5.253 61.299
7 .904 5.022 66.321
8 847 4.704 71.025
9 .798 4.432 75.456
10 722 4.013 79.470
11 .663 3.684 83.153
12 .610 3.386 86.540
13 .529 2.939 89.479
14 440 2.447 91.926
15 418 2.321 94.246
16 384 2.133 96.379
17 350 1.943 98.323
18 .302 1.677 100.000

(3) WM HEFHTHEBENRSTREXRE, REBNHETHRMERE (AR
4.5), B AFETEREHEE Q6. Q5. 013, QI7. Q14 Ql1. Q7T RE, &
TIEEF EREA 54 0.716. 0.706, 0.676. 0.623. 0.620, 0.581, 0.
456, HF Q16. Q15. Q13. Q17. Q14. Q11. Q7 MEMERKFHL AT FET
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R K& 18 3C

HIENEBENRG D MEN R, HREIERE - EF RS a8 8 R
5107 BIAHWFIEHMAEE Q3. Q5. Q1. Q18, Q12 ¥iE, EBAIFEME
fi%ﬁﬁ%%k‘&meﬁM\&w&06w‘&4m,m?ﬁ£¢ﬁim
R “ARXHE” “XAL” “HNR” “REFRRBHAFTRR” “AEAE
HARH REMEWRLEE” XRAHE, TXANMIEEEERRNFHEZ
SHAT A AREANTEERRE, FTUl, BIRE-AFFREMBH T
M7 BEARTFEEHZE Q. 8. Q10. Q2 ¥, EAIERET EREM
A4 0.771. 0.555, 0.516+ 0.4564, MFXUNEEMERRHFHEST “18
BEER " “BMLET R 7 NE AR FZHIE 7 “REA R SEAOAT RS R,
EEBAERE=EARTRGEMEA “htt”; FNARFHEENELE B
Q4. Q6 Ak, ERBTREZHMAZRFZHMLFER, —NMERMER
¥ 3 BL L, BUERKD, TEMEIRERMERNSR, KAZNE
SAEEE, IRMERZEINN, WRARNEZFESHENERE 2 X 1
B, R EE R BT .

#4.5: Rotated Component Matrix(a)

Component
2 3
QIeHKIAAUEHAAFAELEENRTAN, FEEEK
716 .241 116 -.047
KB R ‘
QISKRIAAUETABAREERREAN, TEEEX
706 219 .148 -.043
KB 2RAY
QU3RINAUKETARATNEENEAN, TELEKS
676 .033 -.232 112
AN SREFRPEFEERE EETLERRRA
QI7HAABFERRARELEERFTAN, FEEER
623 .387 129 -.081
fieds 3y Aty
QURIAAUERLATRENETAN, FEXEEH
ATREMARARERSAMILETRAERY IS .620 .250 114 -.180
s '
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QUENAUTRAGAAKEREAN, FEXERE
AOMEEFRREFROGERTYE

Q7RI KE G AR NEEANMEHREA
QGRAAGEFAGAARFTARLLHEEAE AR
S
QSRNAKEARAAETETHEENF AN, KT
ABFEFEHA
QIBRAAGERARAARFTAZ EARZHI AR
QIBRINAKHAAAAAERENT AN, BE#ERE
HEFEBRHRFA
QREIAKFASARARERTAN, FELZERE
AEHEHE R AMERRER—E
QBRIABHFRARATNEERFTAN, FELHATA
3B 3
QBRINHEHEA R AT NEET —ERLTRORE
A
QIOEMAKEARARZEREAN, REXEART
AN ERRE A
QREAAGEFRARAAREARRANRERRKER
LR YA P
Q6RAAKE AR AREEERT AN, REAMHER
REE
UBRAAUERARAATERERSTANERREE

.581
456

.143

.052
.106

.509
373
.149
477
.187
210

115

-.226

.170

-.054 |-

.690

.664
.595

.529
436
224
-.084

.289

171

-.051

.128

.220

-.035

124

-.223

.229

139

-.087

J71

.555

.516

-.456

.039

-.050

.042
.032

.194

-.050
-.004

-.153

123

-025

.013

328

.087

st sy

.785

© 728

B EREFMTHRRE, WERT Q4 f1Q6 BAMETHZ FHERA

HT —EMBE, EALHRET —NERFNATNREX—EARLME.

. fEERK

U Lo, AE—S THRERNTENSHEXNE, SREEDTA
H—BE R Cronbach o KRR BRMFEK . TEITMEZBEILKE EEH
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RN =AEFREEBRANE—BHRY, HITERNFEERK. AASH
HRBAMBEFWIRE 4.6 Pir.

# 4.6: Reliability Statistics (BIB{EZEAHT)

Cronbach's Alpha Based on | N of

Component Cronbach’s Alpha | Standardized Items Items

B—Em (Q16. QI5. QI13. Q17. Ql4,

8141 8305 6
QI
$ @ (Q3. Q5. Ql. QI8, Q12) | .7548 7621 5
F=E@ (Q9. Q8. Q10 7200 7311 3
RER 8311 . 8391 14

BHUEEERRREAUARN: EF-EENERPEZRTEINQ, FHh
HHE—BRAREEMR Q7 i, XM Alpha RHHF 0.5402, MMKBREZER
i Alpha REZK, WENME, RFEE=BE+, %5k Q2 /5, &%M Alpha
FEMAAK, BRZMERZE. BERXRENE S ERK Alpha RE0EF
0.8311, WHAMERFEME,

4. %58

KREEMAR, RIAEN TR, ST SPSS11.5 5Kk, ERH#TT
WE M BFSEEM . BmE s T AL ENINE, RiE
TERVHE—NMUEGEBART —EMERNE; BB TETO, LUT
XM BERR, FRRETEBROFRNE: AT d—PRIESIER T T
5H%8ME, £#ITTERNEERR, BIRREERIN, ERUTEERET.
FE, EERMEBMUERREE L, WHE TTHALERARE EMHEX,
ENERPMERRFRBEANET 24 4. B, BAVFETEAXARWERE
x® (LK.

4.3 ERXWR

AR ED THERED AT BLMNEXER, #TRENERRK. KWk
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501, DHAEBARHAABRRBIRLESEIF.
4. 3. 1\ARAZ*

HREXAERR, ATEMER. TZHBEREHATRHGARTED
IR EANEEEME R, ERRENER L, #nEy KTHEANRERS,
BE TRENEARE, RALIERFAFE, ST SPSS11. 5 X R HE K
BAREITEF T, RIEFFRR R R Bikighz.

4.3.2 ExRMigit

8 AN T EH A R R A J TSRS NG RRELEAT IR . %
EXCBAIRAMZ Likerts L ER. BERPMEIKREWT:

Ql. WAAKTHRATARZTAS LA ZHIHR?

Q2. RAABERAKATREAN AL EFHECHREH>=M?

Q3. RINAHEFRARAAETEHEERZAN, REARFRFEAN?

. BAABTRRAFANERE —ERLATRHIRFA?

Q5. FINABFHRATEFNITAN, FTEZLNEANIZIRG?

Q6. BAABTFRRAFAEFEREAR, FEEERSATNEREFH
H?

Q7. BRAABTHRARLEEREAN, FEEERSANMEEFTRE
PR Y&

8. WIMNAKRTHRAREFENREAN, FEEENSAEERHEREN
ER T2

Q. KAABRFTRRARAEERSAN, FEZEBREANNLENE™
an B B ARTH P& BB ILAC R ?

Q10. AN HAMAREEREAR, FEZEBSHMGERH AT
EREALETREERMGTHNA?

Q1. BAABTRARAREERZAN, FEEEXRFFAMMAKA
¥?

Q12. HINAKEFRGAARERZAN, FEEERKFTEXRN?

Q3. BWNABTHBATEERNEAN, TEEFREEEIIREMN?

b ]

O

I

b ]

pul

I
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Q4. HINARTRGAREEREARN, NEFAFHETMENRE
A?

4.3.3 BaEE

L AR

AU IRI 350 6%, IRIE] 340 4, SR A A 306 £
SHAETMNEEREARA: — M REBEEMIOOAEHRAAT
WA, BEECHIRT, WA LU TRAS L, Bl
HEMELIE, BRERRREREOT5E, JRBENEAR S
x 4.7 Fizr.

R4THABEN D EER

mH A% Ee451 %
5 187 61.2
5
x 119 38.8
25 REUTF 115 37.5
26-35 & 67 22.1
FEE 36-45 % 76 25.4
46—55 % 29 9.5
55 $LLE 19 5.5
mPRUT 58 19
xE 92 . 30. 7
=371
5 122 40. 1
WRERUE 34 10. 2

X THAKENRE, %4 Tinsley (1987) '8, #HITHEFMTIR, &
ABRH ST ABILLFI KA R 1: 5 F 1: 10, EXARKER LS,
(X TFHERMBATFETSHREAEES A=A —LI86, 14 N Z%3E5kR, B
FE 40 BAEXNE, mkKEETRERREETT 300 4, EAFEEN

Vo A E AT M) AL 2R AR AL, 2002
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IR
2. BT SL i
AWERXIFETF 2007 €9 A 12 HAMG#IT, T 2007F 10 A 14 H @4&%
Wi, Fi—AEH. HTRERANERTE, 8B 350 4B
TPRNERE, GEERASE 306 6, HRHAEY 8T,

4.3. A ESH

B HER Q&2 T BHEES. RN, U9 SPSS11. 5 % T T T
K F 41

#4.8: KMO and Bartlett’s Test

Kaiser-Meyer-Olkin Measure of Sampling
.848
Adequacy.
Bartlett's Test of Approx. Chi-Square 997.729
Sphericity df 91
Sig. .000

LR, S A BRI &N, HHRHEFFKMO(E 40. 848, £Bartletti k),
Sig. (<=1) MI{E40. 000, JHANZEZ IBFFAR MMM, BT, &K
SEF R M ER B A 2R F AT EK, E& R AR F AR,

FEf, EFFWERSBHOBRERSE (LKL D , TUFEHBR
ERNHEAEFEERFER RS RBREREEM KT ER, BRERT
ARFFARM=AEFH &R FEENRE, Bk EmEFEaERE (L
#4.10) AILLE S, EHNHZAEFS, SOMEFHNERFESRERRS
KIUEESRER, URBRTIREONERFHFAE -5 —8t. 25,
AR BB R B T ERBRIE, B1: ®51H. TEEMEVHERATRASA
ATETHREAERETERE.
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#4.9: Total Variance Explained

Extractior: Sums of Squared

Rotation Sums of Squared

Initial Eigenvalues l.oadings Loadings

% of | Cumulative % of | Cumulative % of | Cumulative
Component | Total | Variance % Total | Variance % Total | Variance %
1 4.809 | 34.350 34.350 | 4.809 | 34.350 34.350 | 3.536 | 25.259 25.259
2 1.428 | 10.203 44,553 | 1.428 | 10.203 44.553 | 2.099 | 14.994 40.254
3 1.263 9.021 53.574 | 1.263 9.021 53.574 | 1.865 | “13.320 53.574
4 .887 6.334 59.909
5 .860 6.141 66.049
6 .790 5.640 71.689
7 718 5.131 76.820
8 .648 4.626 81.446
9 .598 4.270 85.716
10 .489 3.492 89.208
11 .460 3.283 92.491
12 427| 3.051| 95543
13 343 2453 |  97.996
14 .281 2.004 100.000

55h, BEKETFHMT, BRARETRENTEZRR (AR 4.9 &
AUEN, F— BEE=AETHHETMEEK, 25527 25. 259,
14.994. 13.320 WTTERE, EMEE LAY, EMHRTATFHRAATGTHE
MHREAEENBEEERE. B—KIEATRIE 1.
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#4.10: Rotated Component Matrix (a)

Component
1 2 3
QREANAABERAGATEEERTAN, FERBRKXFEEN 734 .169 116

QUBAABEHRAAEERRFTAN, BEEERFKAARMH AKX
732 .196 146
A¥

QUORIABEFARLAARHEREAN, FEXBSHMKTARLT
720 .158 .082
PR EAML RS RAE RN TS

POERAIGFRRLATNERENEAN, FESBREANRLENREE
7104 -211 .104
R BFHREREILAHRR
QUBRUAKERARKARAEEERTAN, BREABARRIHRLRMN 698 .238( .251

RAABEAGARNEREREAN, BEBEBRTANMESHNE
.586 251 .094

=i i) S b R B A
BRAANBEAKATEERTAN, FELBERTANEFRA 074 .m§ .088
QBN ABFRARA A MERT — PRI RHKFA 312 684 | -136

QERANBERASAAEERTAN, BEERRFTATNFNEER
.108 .592 .209

|
BRADKEARRFEEERE AN, REARFLHEA 065| -132| .76
QR B A AR MR B S 076 204 .90 698

QARNABERRAREEEREAN, NEZAFHLSBOREA | 371 364| 519
QEARBFARATNRFTAR LARZHR AR .119 408 | 496
BRI BERARKATEERTAN, FEERREAEHRHEREN

406 | 102 444
ERREH—H

B E R ik B R SER B R TR R (LR 4.10) ATLIE H:
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k. EEEEEE SR, BeM. WRILRE: ZWELEgEn g
BEFMS PAATS. NFGEFE30E: ZwaSthgEn —gienas
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Hh b b B St B R S AR RS AL RATEHREZ A

(3) BEREAN G BRTT 2NN EERE. RS BAiE.
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2. fREAMREHRGERSATPETHRENEFER PR TR
$Eh%.
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