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Abstract

Purpose — Internet group buying is one of the most successful business models and
strategies for e-commerce marketplace. However, increasing problems, such as
defective goods or sales entanglements, have swayed consumer’s confidence. As a
result of lack of trust, these elevated risks and concerns have been found to inhibit and
constrain the development of group buying transactions. Therefore, the objective of this
study is to investigate the effects of trust-assuring arguments on consumer trust from the
content quality (central route) and the source credibility (peripheral route), and the
consequent impact on consumer’s behavior intention within the context of group-buying
website. Furthermore, the study also examines the extent to which argument quality and
source credibility influence the formation of trust is moderated by the degree of

perceived price (e.g., high or low).

Design/methodology/approach — This study draws on the elaboration likelihood
model (ELM), and we conduct this study with experimental design approach. We chose

American fried chicken website as our experimental context, since it is student’s most
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favorite store for attending. The website for experiment is created by authors and the
website layout and functions are all simulated with the real-world online group buying
website. Besides, factors, such as content quality, source credibility and perceived price,
are treatments to be manipulated under two levels, such as high or low. Data for other
constructs are then collected through the usage of questionnaire. Lastly, 123 subjects are

for pre-test, and 274 subjects are for formal study.

Findings — The research result indicates, firstly, the trust-assuring arguments,
including argument quality and source credibility, affect consumer’s trust toward
website of group buying. Second, the price plays significant moderating role. Under a
higher perceived price condition but with lower trust-assuring argument perception,
consumer will then perceive higher degree of transaction cost and decrease the degree
of trust toward Internet group buying website. On the contrary, under a higher perceived
price condition but with higher trust-assuring argument perception, this would then
increase the higher level of consumer’s trust toward the website. Furthermore, under
lower perceived price and lower trust-assuring argument perception, even consumers
perceived lower degree of risk, degree of their trust would not be increased accordingly.
However, under lower perceived price and higher trust-assuring argument perception,
consumers would then feel higher degree of assurance, and the degree of trust toward
website would be then enhanced too.

Research limitations/implications — For limitation, first, experimental subjects in
this study are students. Despite their characteristics are homogeneous which are suitable
for theoretical perspective testing in general, our findings might not be generalized to
other contexts properly. Second, this study employs American fried chicken website as
experimental setting. Likewise, our findings from such service might also not be
generalized to other service contexts in proper as well. For academic implications, first,
this study reinforces that institutional trust building mechanism is an important
determinant for enhancing consumer’s trust and subsequent transaction intention.
Second, this research is consistent with prior ELM studies by illustrating how to
facilitate consumer’s trust through paths from argument quality (central route) and
source credibility (peripheral route).

Practical implications — This paper provides several managerial implications for
Internet group buying management. First, for augmenting consumer’s higher degree of
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argument quality perception, descriptions for argument should include precise title
wording (claim), and then provide acceptable explanation (data and backing). Second,
since trust formation from central route (argument quality) will be long-lasting than
from the one from peripheral route (source credibility), we suggest that group buying
managers can use persuasive photos or concrete evidences, such as bank guarantee,
escrow assurance or risk guarantee from stores, to enhance consumer’s higher
perception of argument quality. Lastly, due to significant effect of source credibility, this
study also suggests the use of well-known third-party recommendations, such as
spokesman or opinion leaders, to increase the degree of source credibility perception.

Originality/value — This paper is the first one that applies ELM model to
investigate the effect of trust-assuring arguments on consumer trust from the content
quality (central route) and the source credibility (peripheral route), and the consequent
impact on consumer’s behavior intention within the context of group-buying website. It
advances relevant literatures and insights in explaining the effects of dual route
persuasion for Internet group buying behavior. The paper concludes with implications
for online group buying scholars and practitioners, and future directions for possible

research are also discussed.

Keywords: internet group purchase, trust-assuring argument, elaboration likelihood
model (elm), central route, peripheral route.
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4434 8 9% (Internet Group Buying) 2 & 7 # H 26 A1 B AR % MR oh 0945 & R
WX — o fREATE LRI AN R EREARIT 0 E & /IR Tk RE A
VEB4E - Bl kT & £ HPrE AT > 22 Groupon BEXayg M Bk - 2AFR 2 ik
B — BRI R AR/ REF A EE o e EATE @A AR AL
G4 #8 (e Facebook + Plurk ~ blog %) ik Bh#F » £ 5|k K& L &Huy@
% (Yeetal 2012) - EHBAHAFHRAL R CHLTHELA» ZTEEHAER
34T E S/ IRFF AR R S B AT o B W R RS E
W EmEBHELRE —FBE o AR R R 4% 3% & (Network
Effect) - RAZ ¥ 3k b o7 #8004 48 3% |8 Bk 7 3 UL » o ELIE 3208 & % BV 0 2 4 %
& RIF % HEshEH e A FRAEE BEARFS (Weietal. 2011)

¥ 4 oY 4 3R B B 49 55 2 38 — Groupon ( Groupon.com ) - R 24 # & f 2010
W31 BEL BWAREKE 2015 Fey 31218 E 0 am % E2 ] RREST
HBir= % (Statista 2016) - RE TR A LR Po (MIC 2011a) %3 £ 4
# 0 g Groupon BERXWE BT - EARXH2BLEHEeH 1T e Ay as
S55 8%tk FTHEERBIGHELES 300 T @B BEAELFET
1By 3.4 3 > MILT A - TRPTANRE LT HEH L@l RITANER
B M EE  FSAR/ RGFE T AR EEFE R o Bk
ASERERE  FHEHE R A AR TR L — B EREA
(sale agent) -~ AHHHAE  RFRKFIREITH T4 — A B BT
7] (Jing & Xie 2011) © gbdh > A E B BEEFHRE & / REHZHRE 0 Z55
Bl ZARA KT BRATEH TR o9 -

R o IS B R B AME Sue B2C 49358k - A BT AW A B kEss (18
BRI ) AR RBEEZE M= F % - Bk MFEBAEE RFRBE KT
BRI BE - AP E AR S R AMRHESTR - FRAERSEHRAREHNH T LY
%35 (Kumar & Rajan 2012) - RIEF BE48-T & £ H 0943 - T3 5E A 364
ERHBE AT AR Mam B R REGHRE TERRZ S (e 2011) < BF R
R GEEBETHGRE  GARR S A E RS F AR CERYE)
il gLl S EETEOE NG A AR R R R O O R ol R
BOAAMEE (A 2011) - #ETX > BAGHEHHEBESOEELTEX
o A RAF R F AR LRI E SR FRRELE T RER - ZHEHRE
Tl et f T B B T 6 £ A5 A AT £ 0 ARJE BAK YR A AT R B UH
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R & THBEIAKGHARERE S F5 HBESERHHISF
TREGIAS ey 2l &y 0 BT AR B0y T {54 REfR#H A (trust-assuring argument) | 0 K
RERKW  LTHREEEHRES & EHPTETH LA LB TAR 40 K5
oo blde 0 1EBH B RRE  2RBR  HRERERE - BRTELEY
WHNAETEMRE > AR THER ALAREMER - RAdm o XKIEMISHE
% (Groupon # X ) % % FEADRKZLNBRER > REGES (RFF) 7
9 ) (Klein & Bhagat 2010; Kumar & Rajan 2012; Jing & Xie 2011) A & ; (2)%
FEREI TH TS LR EA FBE (eg., Byers et al. 2011; Edelman et al. 2010;
Ye et al. 2012) o #AMIAERICHGFABAFT R > R ATH X HE N B2 E LG LS
RIEAEEE T2 AT HBEssniEe - A8BET VA BB REAE
3o Bt M LA RRA 0 AT RIAEF T A AL KX, (Elaborate Likelihood
Model; ELM) % 3 Jhafé » B3X T AR IR 435 PTAR G2 T S4B MR o ) 30 %
H B, s AHARSE TITAERE ) BB A4 ELM RBEER 0 K
ok e m#mt (argument) B ERGEBEFTRMG S E WPELRAL
B MR R EEERBEES L FRERSEFTTRY " HARES
B, ARBRVEFE T R RRTIEE ) BAEBN - RFREG THRE:
FHRFLERERINGBEARE ARG B EEEHFT RSN - HETAT M
TRAZEN T HAERERE ) A THUEARRTEZ  HEBEs T2 AR
"ITAEE ) B EREAAMEE -

Wb A T B A RIS B SR LA EE TR B N E
FREZ— > RAFRFRAETHREE S X (eg, Grewal etal. 1994) - 45 "
BEAR A% % L& B 8 % (moderator) - i —F AL E ik TSR REAR S K
M BREARRRE RABRSBENGI R AERDERE - BlRT 0 K
HREEZFHREAAIATRE  FRAREN "HAERNERE ) A "HERBTE
B RGHEER " BBESEE ) AMRE IR TEHBERET
Tl HAMGZHAGHARLEGEE ?AHARZIPE T EAZE LT hofT 2 K
Lo HBEHEARELGEE REODEASE T SR AEEITL 2 ATRZ
ARGER  ERFAMOTRARF @ G4 ALHAREE LD
MR 3 W AEAE SR OB R R 5 R RATHEAR & » AL s m
T EREER S EmEREEEHNCEERHENEZIRT - ARE BIE
T R R A E -
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AARBEERNEERR AT « FXBRAAA B IR > @F4% 0% - mi
B A B EARBF TR § F 55 AR RRMZE
ZABRFREAZLET  AREF RS RBEBAE T X 5 A REH T %A
AEE Y EZR FEHAVTRBIESATARFRER « K& FHreip AT d
SLRHT JAR B AT RS s I

A XEEIRE
— - s

RAE XKL > M —FF & 1928 3@ B £ (Dameron 1928) - 7R Bp
FEHAERTRHA BB RREE S B 7R ERf  LRBAREAE
eI R o Wl B HE BB P AT F O RIEA G 0 AR AR R IR
B ETABERE YW REBGEMET A ARG T LH & H T KM
£ % (Goyal & Giri 2001) - o4+ [ F 4R EAL IR L & - H & H»
Mgk AR XA MR SGERFREA T L - P BRIMLEREH
(Internet Group Buying, IGB) - {4 B B4Rt - 438 B 8RR 25 - (DE F T
T R M MO BE B T AT R 5 QA ERZ T H WA B R F T4F - BT
FHiBagk R LT (Weietal 2011) o

Klein ¥2 Bhagat (2010) AR#E# 4% /4 & (initiator) & R F) » B 4% i R
(duration) k4& - A5 4954 B B 57 4 i &I AE 287 ¢ (1)Collective Order : by 77 378
AR RNTORENG  HEETORE - R THRAYNAES  HTATE
HERREERG —FTHERE > FEAHETETRAEFO TR 21
(2)Group Buying : & i3 S4Haexm T M4 - AFHFRR®EVER
B — & b RIRFF  HAH B H BT R AT AR o 44w ¢ Groupon #E X 84 B 85 49
3% o (3)Consumer mobs : B/ T HHE L R EGHG c WwHEERIALESR
B A EEEE—EBEA A THEERX (#l4w @ www.ncba.coop ) ;
(4)We-Commerce : W ALz miq it - @F Lt —EELHEHE8
HEEE (WHHE) BEBBALRAREE A A AERET EARAMA
Ao TR MARRERFTAF - R ER S BRSO EREE SR ERAES
W AR (Plde @ & &85 (ihergo) BEK ) -

SLRBE AR 2 % — 48 B A X (Group buying) - 14 vy 7 35 8 48 K e 2 Ja
A B ERG - R HAARR S EUFEEARATLRABRROAEZ > AR
LTI A R A AR AR 0T AR o JL b Kumar #2 Rajan (2012) AMEHRER (£
R RRR C ERWVHR) R AR BBTHA RS HBAROUGBE
FAEAL > B AL B RS 04T RO THA S XML EA PR B - 57
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REREI > I NB RO KRG - ERIFFERA R —TRRIA R LR EmE L
#%#] o Dholakia (2010) #3438 KA RIK A 438 B BRI A 45 T Loy B & -
HRERBER > THMIAIHBENERE BRI LARBBRBLEM AL
AR B THZARM B BEATAE 0 B F - TN RTFAR H T2 G 445 8 8%
WA ERRA L o Jing 1 Xie (2011) K37 TAT B A B An AT 48 59 35 o 49 38 0]
BEAEA] - R RERBH > FHEEXIMHARBRAFEFTARE K FHEEH
By BB G0y BJE KA B b BT A A] - Ye 5 (2012) AR5 B B4
SEYREE R G AR BEAA CEGFLAOBBERITS  EFARKRE T
BERATS - TRABL - BBAE R 093k T @ RE F B BR A sk K K AT AR B 09 s B A ]
EAER > ERPBELATARMKRRE HITL0948 7 < Edelman % (2010) 42 & —18
B eye B2 X R4 Eirdatk (online discountvoucher ) Ff 47 4 &4 oy & 4%
#C REEBRER KR 0 BIERE R ATRFER - BH®H T - BEE R
R AIBERBE LR S0 BE T RRAE AR 5 M3 & H &K P&
R BEARAREGRR A AR RLABHEAK - LFR > BFAH
HRFEF TR AR GER BT  HEENTEAREE - Xirong et al.
(2013) FARBEE B X H B BESEEGE £ - FFRIG Bk AR R -« H1b
HEH DG by 2 RTE RBE - a3 8L B R 051 &
% o Hsu % (2014) 3£3] DeLone ¥ McLean (1992) #9& 3R A& % X (IS
Success model ) » 5] 4 B B 4855 A R A RSB EERIFTHE RO ARBEE - #F
RERBER > HEXHTHERENELASTRZHESELBBETE - 18
R K e group buying A F S ARHAF R+ MR RALIRAEE B HE LAY
BEHEPELRBER  ERXRERTRACH FHNEERMAELY - %
AR R i B E O EEss R AME T BOsT R mEA TR
7 38 B 4 AL B RBT RAME F e A AR R R D -

A RZHFRAFIR BN H AR A 6y s [ ik - IR Bp 1 358 44 3 P S Aeda
R G S e ey sk B LR AR RMe9@EE Groupon # X - —EANAY FH
MAEERMOBBTFEEE $EFFRHPTRENELHEE R / IRFF > R4
KArde B L 10%~50% /M) HARZTHE GEFE 24 MFERRTE)
RAE BB ET - FARSH 4 E7E 8 (Kumar & Rajan 2012) © 327K & % A 4%
BB RERTAERKRG » BHAEREANBERST  LAAH TR
#14#F (Dholakia 2010 ) o /% &, so 8 4838 B 40 7 X, K2 8030 04 B 418 2 AL € Ry
4 % %1% Facebook » Blog » W& 4L2E 5 43k » RIAA R FAN ZH HiBA2 Y IE
RS ER o EHMEBAETHEL TR E — AR (Weietal 2011) -
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R EEEEE

G Z BT EERHEEATRERFRET W ERZ — (Lee &
Turban 2001) - & £EHWNEBETHF - HEH I 53 LM 285448 2 5
B EFTAMHFAT LI - B e RRTH  HEHF TRERE LR E
o S R 0B R R T Mk (Hoffman et al. 1999) - bl » A 2k ay 242
EHHAEREREEREERE TR FOABEA LR S » TREREL S
g EEEHFEBGERYERRAE (Gefen 2000) o Grabner-Kraeuter (2002) &,
Rl WA REREEEELFNFETRE  ARKWEEZMSRBRAE > HEER
WS FHEER TR BRI IR o B LERE T EeEE
Je % EANE S BAH RS @ANE4E (Kim et al. 2005) © # i S EF15 09
R5i8AE EHAFELF ARG FHE RE > FRARLEFAR T ATy
A &R (Grabosky 2001) - BRAH & Z154E09AT & B & » A B2 34 % 3L K SR 4t
A8 M T B RGeS IE L A HS Ly is4E (Kim et al. 2008) © #F % 5 4R 4%
AR BRI R E R PR EN R E R F O 0 B A EE - SRR
SFHEAGAE S RAe R REAM T 1242 (Gefen et al. 2003; Kim et al. 2008 )

Hb B E A - AL A HH RPN R R - B R E e
BT mx R RS AERE - KRR K AR1E B AT IR BL B i & S5 R X 5 7E B %
h ey % o McKnight + Choudhury 2 Kacmar (2002) 3.2 4] & A4 £ 8,404
TR AR RS ¢ (D3 & (Situational normality ) : 358 AAB1E 3% IR BLIE #A
SE B g ek AR 0 TR IRIE NPT AT E S 0 B BRI T MR AR ZT
#tM (Baier 1986; Lewis & Weigert 1985) ; (2)4##E4% (Structural assurance ) :
FEMEAARS HRE L Mo IR ~ A~ R3b ~ FET R F LAMEF BT
&%y % %h (Shapiro 1987) -

= iRk

154w (Trust-Assuring argument ) & — FX F VASUPH 3 £ 7k etk X 409
o FRA TR JE bR & B S 4E4 B 69k (Kim & Benbasat
2006) ° #EZ c AWK TFEEHZRABE BB EERZE - RIBBIH B HRRE
I JE RS ERRRHHRETIREGRE > RESH L REN R LR
ERBEZ — o SRR RF - TRFa L =485 (DER ERERPT
##4t (Noteberg et al. 2003 ) - duF§ 2 P 2R $2 4L 04 %35 (Bahmanziari et al. 2009 ) ;
Q)& il BRI ptay et v & & (Pavlou & Dimoka 2006) 5 (3) % = 7 #4936
B 32 A 0415 #8422 K473 (Noteberg et al. 2003 ) » LT VA% & & 4P £ 32 4 oY 4R35
(Bahmanziari et al. 2009 ) - & F#RRZ P > § KR EAEARE = 7 ¥k 09 {5 4Lk
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R AFRBRRBGRARR - FEAR DAL LT EN B ERITLNY
EZMWF& - Wu-rHu f2 Wu (2010) Al AERETRE  ERHEERLIHF =
T sk e RERR - §IE W B A H W R F 5409 s o Park » Bhatnagar $1
Rao (2010) S BRI G AN EER A S FEERFHAR LA
THEOHEERABRETE  HAUAAF=ZFTRERFTHERELS - Hu ¥
(2010) #ohaetkay A (IR G2 DEEA - HEZEBRERARR G BEK
E) REF=ZFRFTHEETEMBEEOTE - TRBER > 5 TG EIEE
PRI L R E — e ng SRR » T ARARITH B H st ey s 4x -

A HRH RS ERERR RN E > A E A EE N EHA
BHENTE - flde : Lala ¥ (2002) ¥ & LR AEIEERREGRT » R
EERLST GRS EH 0 E EE - Kim $# Benbasat (2010) 42 % — @15
FERERR G 30 RBEZAF BN A M a0 QEBEAT R &
s B HLRAS B E MBI A BB RF  AELH AR R BT -
LR AT ENFEH A Z R HiE ey g4 > Kim # Benbasat (2006) 4k A
Toulmin (1958) #4 53 #2X, (model of argumentation) 4k.2& —18E X %] » KAk
PR BAAME TR AARAERL AR AR e X RHMBERE A
P RN RN IEEERBE  c HAEARNETER G EBEA M £5%
(claim) - 4kik (data) vA &A% (backing) @ =@ EEpak - L+ £%
Ly ag 3 o AGE B R AR TRAT AT R OIRIE  dof a8 BAK R AR JE AR 2
09 R B o FE ¥ AT — AR R0 2R R E R Z 0 MAEIFHRIER TR TSR
(strong) #5355 (weak) - 3#4)33 > Toulmin #4948 X kA 5 & — 1AW A » #
Yl e B R 35 E 0y ML A (Boller et al. 1990) « A#F AT 4R IRT 09 E
HEE G AT RA K E ST S 4154 (initial trust) < Bk > 5%
B B L B ph AR sk P s o BAR b 0 AR BB sE b ey SRR 0 R
TR H A B B s £ 5 A5 / R ZGEFEE > ARHE & R ZE
43k AT & o

g~ BET AR

BT 45 M8 X, (Elaboration Likelihood Model; ELM ) &4 32 3 #7 25 4 By 7 &
B % H o 4T % B3t (argument) P > MK %I G R IRBA (Petty et
al. 1981) - % # (elaborate) - &8 FMAASHHHAIH 09/ EN BT BE
WM B A2 - RIE ELM #E > RRABH B LT FRE Rt —%E 43
B g RBETRMESI  AMITRAF et BRERNEAL A RA A
oo B AMIRE S TEHRERNBELNPE - 5 —F a0 FEBFTREK
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B AMRABMSEREHE R ML BRI E S 2R RS RBE - plemik
RBF - Bk - AR zﬁ%ﬁﬁf“ AL W A BT W RIRPTS AL - e
S 742 (central route ) ¥ JE] 1§ 342 (perlpheral route) > EREFANE R EHY
’?’R};’Eﬁi%ﬁi % 3 (Petty & Cacioppo 1986; Petty etal. 1981) < ¥z » BFT

MR LA RESRT RS EITHRERNG MG EEZH&REE
(Bhattacherjee & Sanford 2006) - 4efE 1 F}TTF o

bR IE

________________________________

1 B#Taems X (5% g Bhattacherjee and Sanford 2006 )

RIE ELM #EE » AR FEZPFAH B R R A FAZ ) B E TR - £
223 8 Hat s (ability) ¥28# (motivation) #5352 (Tam & Ho 2005) - &
AR E ARG RES B AL A G S EMEF - B EF TRELGRER
55 BRI HEHAH R LMK 0 B2 R RIEA S 0 BIEE TR
M A RKEEK (OKeefe 1990) - | 1 oy kigid » FRAAREN » B
AARREIBEMM AT HARERE (Flde  HESRH ) LeRERS
RS oo Bk o a%mimaxmé¢%ﬁ?(meW%)&m%%?
(intrinsic cues) (Lee & Lou 1996) ; 7 —#E & ik & L 204 0 5818 & JB) 14 9648
PPABARE L 3 JF 2o i 3 BRIk AR PR E ﬁmﬁﬁial%%&%ﬁﬁm&
FIET (flde @ S RR) o Bk BEIFREA F AL B %4 % (peripheral
cues) K 4MaR4E % (extrinsic cues) (Schumann et al. 1990) - pbdb » & A8 B B 4
AR B A RIRIERT > Al RIBEREFH AR AR AR AT A 0 B LR TEUT
HogEE AR e REAMBRF WL LG B EHRLmBYE - BIHZHHE
BERLEY  BHARRITEEBZ A TR (Petty et al. 1983) - &4 L
W RHERARYE B BR A sk a9 S AR BE ARG T 0 R o RIS R L3 M R R TS
v BRARA B A e AT RS R 1 AR M & A R R ey B st (B BR A S Y
BRASHER)
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— R REHZES

RETRARIEST R Iy B 0 > A SH3HAR B SCRR > TS B B - W A
PR RETRMER X FETRAREES > AELIFMRREWE 2 5 - 858
# ELM JREE 3 0 % 42 B4k R & d T 06 4 5k BT A 4 09 15 AR AR SR B (Gt
NE&TRRBTERL) o ot 5 5 &8 ¥ Jesg A2 17 35 5542 R Ak 3 ] 1 40 35
WIS AE o Jeoh o RO R AR B E 2 B BRI AR R AR B 3R B S B S AL
BEERR N BT PR TEAH B s MGG RE - By HF
HHBBALCERECVERTERARETSL  LRRFRG A —EE -
RE > AFRATRETRIEET A NERE Sl RIR TS 0L AR 4
R & B 2R

1S A AR @%@@F?
= =TT T TS T m s 4&/1'53
WU A Y
~E% (&) H3b

“
i
F
mf
Pl
i)

—F FR-fhati-tkE (F)

H B B 49 5k 04
1E4%

Htt R TIEE
@ sk (1K)
—-H = #HE ()
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___________________________

B 2 @ #F 55 2R AR B

— HRBERZEE

(—) e fHE N oY
SELREWMBIER LTS - LAFCEBRMTE AN - R R
LA E SR RA (Urban et al. 2000) o 3574 % % A 43046 5 RARE B LT
& 3t AR KR THAT B0 - BIUE B & @ #H3%E R & £154£ & (Doney & Cannon
1997) « k4% ELM » —(8A SRRy o9t M & - KRR illon B g s - 0 &4
B A A0 E 858 21 o Kim ¥2 Benbasat (2006) #F % & RBEH > BH B SMH
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(A £k AURIER) BB TR HE (E2H £5R) AKRT > THR
FABEHERHEEEEEER - A RAVL - ERBERT  FHEXEA L
BE MmN TR GEBESRERGT G L LR THERNER
H o o AT tedea B4 30 R A AR 3 W] B 49 5 09 S AL L © Jo AT AT L - ] B 4 36 PIT
KRB BHRAE IR M THENBRE ) 9 ERRE - A ZHEH
BRI N ERARA R HEA T E5 AR T EN T AN A
HEBMEsE A Pl SREGEERE c MR e RB[EN BESH £k
B2 AN B 0 B FE S RA AR N ERIRAEEG 0w G ACH B B sk
WASAEAZE  ARIRA LA ROFRAR & T IER :

1 ARG S P 2 50 B & 9B w6y 35 UK R I IR M s 0O 15 4E

(=) ek tksm i RR T 12

— AR RSSO RIR 0 E B R Ak R F W F = o AR AT R4
(Aiken & Boush 2006) - AR4% ELM » 1B A#k = 2 598y 4% 3 A8 71 #) By [B) B 49 56
Pf o B A A AR 2 B ARAFAS ] - BT ARIR TR E 12 36 A2 09 3R B R FE 77 K, © TR BP
¥y Rt (Flde : HERIR) RFVR 509 TEAZZL - i%%?#%ﬁa&
89 4% % (noncontent cues) (Park et al. 2007) - R ¥ % = 542 & ( Third-party
seals) #y32THAL & AR B H S IE4F L4350y ERER K  #lde - TRUSTe Jif
AR FIA A C M sE BT - R RZ MR A IR AL R LR B 3L 3% 7 Ll 2 ey
FHisAz (Urban et al. 2000) < Bt > AFFRE5 » %0 &% @Ko B 05455
B > ER A RPN LM 2 Wb IR RBHE N ERREE & TIEH
— A F = H IR FRESE RS AR T AR AT o EFEAEY—
F o AR ERLTIEEE G - bl Grabner-Kraeuter (2002 ) 4,32 .5 4o RAZ4E5E 1%
WA FRIETROBLIANER =T HETEBR T L ARG E
FHEBEELEAAERME 0 RIS T H@sbafEa - Bk R
WA EHH 0 AT RATE T I RARR ¢

H2 = fZ4E A ARam WL ARR TS & TR0 35 00K 4 4 [ B 4 sk 0y 154 o

(=) B BB R T oA 2R

ARIE ELM BB FHEERIEGERIPZELS T TREYERZRA - mEHK
ERFBEHE B TR — (Grewal et al. 1994; Bitta et al. 1981) - [F 3%
HEFHAZ R B BEAYRTSERAZE > HEAMCHZE (AR ZTAZE)
BERPERE - Al AHXBFCER /RG> AEHERZI M4 HeEZ %
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FoMBEAERATNRE S - ARBAESOERT A RRE FHEL
B B PT B A oy B R SRR AR A A AME AR (R A RAZEL) ik
BF o B BTN CRZAR  HEH TR RIBIREF K - HH
Wb SRR (B ORESE ﬁ%)%@imﬁmm * A BEARIE SRR
ROEMARHEBEEEEIERE K —F @ SHTERRPTA 0 i 1R
H BAKEF ) BF QLA R AR AL B AR BB s R R R AR HHIK  H5A ]
BhRHE S5 IS AL AR AR T R R 50 BAFER o SbbF 0 H H R AR 45
BRI T KR R H B by SR - LA EBTREYLRR (o

EHREARE) OFE AW AL THERMS G o Bk REA B
KrRAL  HREPTRTZHBEESEGEZL @25 ARRENE LT 0
il R RS AR R R Z B e BIA 0 BRI T RIS R

a: HEERSUEBERRT  €RILHENERTHEEOBERE
H3b : A & H 8K B BEAR T bR RIRTEEHEEGHER
)id

(va) A 84 W e sk ey 154

EBFHBRET  EERHHERAREET R TR - HIRSG
BRM 3y ik FAT B A BAE DB (Gefen 2000) - FFRASH » &K & HH ok dh 48 35
THERERLG  HAAEAS/ RFEWIEET ZE LRSS (Jarvenpaa et al. 2000)
R &0 fH HA R s O E R T 0 R TR IR R 5 @A AR AT B T AR e 28
(Kim et al. 2008) - 47 4% RN EE(E  ARBRRE AR - ERELHER L
JF@AZ AL FE R AR AR 53837 % (Gefen et al. 2003) - ARIFARF I -
T E AR EH R H R G EEERHE > B2 H A AT
g AIHAER/ REGBETECERS - 57— F & WwRELFHFERLE
%i@%%ﬁﬁﬁﬁﬁ’%&@ﬁﬁﬂwﬁﬁﬁ%%%%ﬂﬂoE%’iﬁﬁi

CHEEHBBE IR T R EAER /RGBT TR e HeEsh
%ﬁ%ﬁééif% RAFA B 0 RFF R B AT HEHF BB

CHBREHEBEENEES LB ELRAE R/ RN E
DB R B R B R L B sk B IT S
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= MARRABAEILF X

AARATRETRFET  ARRBEFIRUERNERT  RERRTREE
ABGH B A HBBERORLTSHIE  FAEATRIBF U - LT REATA
Rl 7 REAT - A RPTHRAEH AT RERMENLT R | Fiw - EFEZERR
tE EARSFEE XA MR 0 FAREA B BRAREAL T Xk T PR
BIZE - RiEEY 2 A FARE LA | X FA 5B ARSI HEE
P 78 & PR &) J5 B 1B) B 4 5 I 3 1B AT 35T o Bl B ARGt RARE - B KA A0
LB Rg S A BATATR - RE FR B P A R HEEEZE R TG IM E A 0 A
FEARZ T H A F RV ANE - TRF A SR E L4 (Likert) &2 RE m ik
e AHERAGEFTRAEINEFTFRAE  HLEER -

k1 A RBAZRELLE A
RS R R T K
ARG KB T o wAERE N EE LT REF
TR (A — e — 2Tk HRANET LS
AR TR RRE - ABESH T £5k, thhik
MR AR N RS T R R -
R RFIREN &~ AARAERIBR TS A » &R ERR
TR WA E FRE D = 5 RRAEAR
F oA BHERRTEE D ARBETYE = FRBHE
BE L EBERBRTEA
AT K AR AR & B B8 35 7 89 T AR ey 4h o X
BRAEREM/ST 400 Thy 8 H{EH 320 T LR
BEH0EBEART AR 3 IEK 120 T 0 LB
b B SRR A R %

FEER S H AR T WAk 1R > Hmsb AR -
B 5dE A BT BBkt HmEE P ERYBE

¥
=4
>
by
Ef
=

il BT 1R

] BEAR A R %

[ B4 5k 09 154

( Gefen et al. 2003)
B H & B (Pavlouand |4
Gefen 2004) &
H#E TS (De Wulf et
al. 2001 )

puly

o)
Rt | R

TR A E AR TR B LEREESHREL L

Al
ﬁms
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B B RRE Gk
= Tt

AARBERIER LG REREE AT RN EBAEE S BTk &K
AT HREBELGEY - IR T @ 4454 R ERE - ESRABFH R
NBRBAWMERSE  HEE2ARABBEELER - i ETRIZOHGES
ko AR MIC (2011a) %43 BATRZBGEHEBE R FLERRER - £
EZEERTAEFRIBRARAEDRKYIFNSE  AAREFZARLETHEAL
B2 B B & on 9 AR 0940 o BAEAR S ah 5 F B9 R B R PTER - A AR
W N R RE ~ RIBRTIEEABEBEAR T AEXERETAT > EITHH

B GBATR > SRATAREE 123 5 PRREN A EASREXTR -
S RBARF AR > il T

(—) HERERE

AFRFHAGANR TR & KB BEESEREMR > L F TG F AR
4> 4&4% Toulmin (1958) #4234 X, (model of argumentation) #E4734341% »
AR B 5 5k~ AP EF=EHRy - ok 2 BT EASH " £k —
Gl — e, R EELSGRERENE  AEEH T £5k , 09K E N BRIELK
SHNHENE - BhAFRFFRTAZEL 28 £ TORARER ERET NG
BB %« R BEERFEF LS T 2R K —1EE R BERERT
AR BRESMMER T £k 0HRESE (p<0.000 - t=10.112) - KR A5 IR
R e

K2 HENERTLRFTE

#akt (data) 3% (backing ) F 7 (claim)
RABFHEPTRINZE [REBMN G HENAITANG SRATIE R RE
BAHEHRER - FRITHLZIEHREP -

e ¥ AT BRI 0 A VB B R R BEE LR APT AT |V B H R AR ARE
RABHFHRERE - H | LA T REsE P FR
BB AT ASESF AR R oo

”E} o
JE Ram RANE T EB R | TR R E LA A B RRR R
We FATEI A R B ¥kt (2B TR Rk PR E -
PR S RIRAS 0 H BEA
TIASEIF AR
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(=) HARRTIZE

A REERAWMBFIHEZFTRAERT > EHMAXLFRAZEEIRELE

P REE B K S BAHAR > LANEME = FRIRRFAEEE AL
i?%mﬂzﬁﬁmﬁ H b+ 2 ATR AT IE - JF AT R A EAZ E o K
RIAERK  FZRAERBEERHEALR  KTREEIRTHKES 2504 1~5
HATFRE o ZRIK L 42 A EBRBERERGREIEE - oA E T R EGR
B3 HABIASL 39 - BiB&HE  BRAT 3 BT ARSWEE
B 3 T REAEXNERMAEAR  AETAFRLERARLK S ™A%
BAFHA X ZIE =7 RIROYDHEART -

<~ | 7 _-l/' ENEPILETERE
505# 2013 FE(EHEE
&7

3 B FRFERETER

(=) HBEEKRZ

HAF ELM > AR ERBEBEAHBABERBRTOSKERL  FFEHLMBEAMK
Mg - Bt EEXTRAT » dok 1 Pl 34E1L 7 X - & oA B BEaEss &
HWEMAEXBLBRIFZTERLNREER  PllobFH e 400 T EAEE 8 37 :
320 L FABBERR AL LHWNBRFARF - A —FTaEELAER 3 I 120
7T VRS B BRIR A R AR B KOG 3R R F o BB BEAR AR R X X B KR K
Fo FARFEAAMARE TR T X  THERBRFISBRETEER > HAHRE
04 7Rk 2R B AR B 1KAT 04 3T 2 48 4E (Grewal et al. 1994; Bitta et al. 1981 ) 3
FHEBEARE > AERBE T BRI eaH AR EEE REERS
T BB o HABAMCE B2 = B & A & %A - Z4HH 56 {22 H3en % %%
ERAEEZBMBEERTRESIK > 0B EF B EMBAMNK KT
(p<0.000 » t=15.047) » K & K#F RIZF R -

— FRAR

BEAR T 5 K R RIRAS R 0 & H R £ EX ik
B AR A e R S A — R B IR B A S AT BN
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RN AT B RREE - FATEENER - RE > RS EEEH
I RREMBERALZ  EEREFTF FFHEMEAE - BETREFTAEZSL (1)
HAEABERGTI S TS MEMNF—BLEGFRASTRAEDFELAHNI L A0
BHE EFERFIUZBREACREFERTOEA > FHLHTLERLATR
Pz ey M aEwEst - QA% OB YR FT XN S B S TFY RIS BEEHRA
¥ KR ER 2 (MAERENERE ) X2 (MAERERRTREEL) X2 (Wi
BB EART) =8 BERE - Q)&EKEL SR EMEHETHERET R
RFBFHEGNE  HRERBELSTREE 33— 0@ LA 2 HELA
TRMAIERE » FTRENT—EATREE  (DRBELFREIEWGHEA » £ 24
B EETRFMEHEBEEOEERE - AR EEMEIEEITES B RHE
AZHEREOF TR LN EN AL ES BRI TERATR
ek EFSMEZTEAREH  ANBEAREHEIBREMELEEREZ
BRI EHARFERTHE - 2 ZFAFNERER  BETROETLH 40

= FRAEH R

HAE MIC (2011b) w43A B4 3 - MR B BRH TE F8E 4 20 £ 29 R
Z M oo e T M BET I L BAGKRBAEA S VB o Bk HA TR SR
HOEF o A RBEPHRENEREORELE  HERFEEBRARERLTE
BE - AR BB SE NS KRB IEAH £ - R Koy £ 2E 25 (DKRE Y
ERIAZEFBA  HATREFLESTHE QA RTAHERT R - H—
B AF T HE - 5 R EEFEEATHER  WTH ALK R LB H E T - AFF
RELHI AR Y AAEEE - K] 302 L ERSIE > dork 28 LKA
B ERCAE - 1T 274 R ETRBIEET M o b FH4s 119 A0 o
2 155 A B KRG H FE A 18~24 3R #4945 260 A > SLATIE X AR R4
MEABAE o BB 418 P34 R B 1~3 &k » 15 88.3% » A8 k49 0F
VA 31 A E AR S 0 4k 36% 5 BRBEE 2% 101~300 = H& % - 1k
28.1% » # ¥k 301~500 k= » 4k 27.7% » B FFtm Yk KRB N Behm & 3 PFF
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k3R RE B

AR | BHK AR ast
Yl B R B(FF )
5 119 56.6% 1~3 % 242 88.3%
% 155 434% | 4~6 % 20 7.3%
EEN 7~9 %k 8 2.9%
18~24 3% 260 94.9% | 10~12% 2 0.7%
25~29 % 8 2.9% 13 kA E 2 0.7%
30~34 %, 5 1.8%
34 RAE 1 0.4%
BEeE (HFKR) Lwagr (F8)
100 WA 50 18.2% 0~5 /N B 85 31%
101~300 7T 77 28.1% 6~10 /JNBF 97 35.4%
301~500 7T 76 27.7% 11~20 J B 41 15%
501~700 7T 30 10.9% | 21~30 /JvBF 20 7.3%
701 LA E 41 15% 31 A E 31 11.3%

12~ AR EFRER

RFF AR 428 X, (Structural Equation Modeling, SEM ) S i8] # 72
PRIRZFRMBHR c Ao T AGFA L AIREHFEAE R L £ (variance-
based) 44 SmartPLS 2.0 (M3) Beta (Ring et al. 2005 ) 1f 2 &4 5 4248 X 69 57
TR xRRAAED  (DEEGHERRY  SEHERA RS A TERZ TGS
% (4o > (M)AN(C)OVA) A= T - SEM #5464 scde 4108 % £ (measurement
error ) » H ¥R AZIE 35494 (nomological web) = ¥ » &4 45 = 48 404 14
TR A P Bh 35 (Streukens et al. 2010) - Q) F & —F 3 » PLS L HF WA %8 B
(multi-item ) #F 224 & R B B A7 &8 B3~ R4 & 8OR 2R A & &
BERX AR EEAABER>NHBERNERYE » RRTIEEARIE B
WSEAEAE R 0B A R o Q)AERBIFE L ROy > PLS E R 2RA LG L
(covariance-based ) #9445 A2 X # % » 4o LISREL » A A TRV » B
BRI R ARE Ry RF RS (Kim2013) - (4).5 /8 £ 4 521648
PLS #4#i g 1k - ABF R & B EITHRAF &4 (Normal Distribution) A% ° 7F
Pp o+ 3% g (kurtosis) 4 & (skewness) RBRARAR A o 0T o b i
A AT RBIE > B AZE  mRERE - BREIE >R AL -
1RAE Hair % (2014) 451+ 25 R4 A H208 L SR a0 FESHE KA 1 85 0 BIRK
AR EZRZHEEF K (highly non-normal ) 6945 H - sbiF@E &M PLS #i75



228 EENEIPER S s

Brodnk 4 BFF o b GHEE 2 TRMBE 8 TRANREIEZE KA
WL L > ABFRAL R PLS AT 04T AEE Bfl R I & F 1L -

k4 BRI YMEH AR LML BES S TR 2R L B IE

e BARRE— BRI
éﬁ%g% EX 7R — Aok — e EX 3R — Aok —
(1) © e 7]
FEZFRERT | FETRERT | FZTNERT | FE5AEET
(n=36) (n=27) (n=31) ( n=35)
4.76*(1.20)° 5.12%(1.11)° 4.62%(1.17)° 5.65(1.18)"
i R -0.30¢ (0.25)° -0.27¢ (0.56)° 0.29¢ (0.59)" -0.85° (0.66)"
EEEY S (2] o (6) (8)
[ 0 4 5 R B B B sk R & 9 B e b AR B [ o 4 5 R B
(n=33) (n=37) (n=41) ( n=34)
3.927(0.97)° 4.83%(1.20)° 3.987(1.22)° 5.24%(1.19)°
1.24° (0.58)° -0.03° (-0.15)¢ 0.09¢ (-1.10)° -0.31¢(-0.41)°
i
a kR & TRIEL T 2R HH B BEs 20 T H%
b.X & &K B 3 F % A H 4 B B 4RSS E 0 AR £
AR & T B Y P 2R H H ) 0 4 sh S4B 09 1R #& (Skewness )
dAX R & TSR P 2 alE 5 B i sh 524 Ea% & (Kurtosis)

— ~ AR

LRGSR T EA SRRV M - KRS HPT A SRGEATR R
#r o & A Cronbach’s o A R GEE A& - 2T RImK 5 AT  RIE
Nunnally (1978) #43£ % » 4w % Cronbach’s o {5 kX 0.7 » Bl R THAF RELS LA
B1EE o ABr7y Cronbach’s o Avd 0.87~0.95 2 B » 3B 5155 0942 -
Fornell #2 Larcker (1981) A&k 615 F YA TR TR 0.6 » o AFF RZ &2
BRI 0.93~0.97 2 B » RERIE TR A A& B — BUR AR 2 Bedt
B TFHHEEAREE B ESENRE (47) 2R -
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% 5 A A 443~ Cronbach’™s o {A A & 612

la

SR 3 AZHEE Cronbach’s o |#&15 2 (CR)
Eagiif R R e 4.70 1.33 0.90 0.93
HEITS 4.44 1.48 0.95 0.97
BEHEE 4.36 1.50 0.87 0.94

AR 0y Bl R QK MAME BRI ML « KBHEL RS H Gefen ¥
(2000) Pise - Amip] &2 78 B 94 25818 & f7% » #4615 2 ~ Cronbach’s o 1A
VA B0 T34 3% (Average Variance Extracted; AVE) o #rif) 4 R4 5, -
iR &0 B ey AR Rk A 2 % EMF (t-value > 1.96) » H A& KA TS AL
0.7 o sk4h » FrAFFRAEA G CR {fd & Cronbach’s o {AdL#rA2E 0.7 e9424 » 7
fF—AHF A AVE (A% X 0.5 RoEME T A LA RAFIKAEBUL - s
H BB AR 09 AVE F 75 AR KA &k B AR A I A8 4R By G S e - RIREAH — =
R#EY & 525 & (Fornell & Larcker 1981) » 4wk 6 by 5 b4 R - PR #4049 AVE
FFARE KA LT H R AR RAMEHE > Bk ASFR P EBAM LA RIFX
B R 3 o

%k 6 &HAZ AVE “F 7R A48 17 &

1) (2) 3) “ (%) (6) | AVE
(D 2o H - -
Q) Wl IR TE R -0.17 - -
(3) B BEAR A& Ry 0.11 | 0.11 - _
(¥ EeEmsEag1E4 | <037 | 010 | 0.18 | 0.89 0.80
(5B T2 -031 | 0.10 | 0.12 | 0.68 | 0.94 0.90
(6)i 8 &8 031 | 018 | 0.11 | 0.64 | 0.70 | 0.94 | 0.89
i3z .

a HARMLEHMAZ " PFHYEREERE (AVE) ) FHRM -
b. M A EAZE p <01 level -
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HEAITE
H4 R?=66.8%

0. 817%#**

H1

0. 50%**

8 849
sk ey 1AL
R*=30%

S )
B8 &

R*=66.3%

H5
H2 0.814% %

0.26%*%*
B 4 BARRAATER

EER = AmAR L KR 4B Streukens % (2010) B3k A a4 585 > &
PLS 5 A BRI FE B 7k - LI AARARFATIRFT 3 A REL &
FHmENERYE  HWRBTEE AR BEERTRE - A EH % E (dummy
variable ) #9% X, > & PLS A T 55 LM & 3 @ k4% (formative
indicator) » — B ¥ H 4 3 {8 R B 3542 (reflective indicator) @ 3% ¥[8 BE 49 55 64
fE4E ~ BT HARIEE TE - EATERBYZ 547 -

W 4 N RT AT B AR T2 R B AR A
B2 T ARRRE B A H W s 210 30% % 28 Ml B HE Bk
X ARG E BB MIEETSL 2 5liE 66.8% AR 663%0y% & o £RR
BRI RN R G IE@ BRI T H B IRk e KRR
NESREES  HEAHRRESOEEREZLERS  RIFA & Hl %7
o mmEMARRTAZ AT EGBAZDEN EHHEBESEEE > JREPHIE
FRAGCRT I HAHEZHOBESEELETORIRS % H2 #1131
o

ARG ARG Iy o H L A E A B RS R R AL R A Ak
5 H I B EAE R 0 BAR 0 AR A S R AE R R H R N RS H
SRR AR A B B8 3 Hia i3 345 - B 4 %3 E R KR
S8 B G B U ROR TS L W B MR s S AR RGO BIAE 0 REAR KT A %R
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%ﬁ&%%%%ﬁmE%gﬁﬁﬁkﬁﬁ%%%ﬁﬁiﬁwa % H3b %13 %
¥ e CHBEAHBRE A EAREDEARETEREETS
K%‘u#]%’%ﬁ@%éﬁlﬁ EAE o AR TRAZHELHE A% > Ea LR NAT A
WA 0 ¥ H4 ¥ HS 35543 £ 45 o

= EBERRZAEAENRAGKE

RIEEMEEE > ERTIAEIR > HEEZHEBERR TG EE
G o B3R B T PN R O [ A Sh A AT B e BAR o oA R ARR T 4E S E B
WSEAZAEM 0O RME - AT RE— SR L =B RESHOFEMG 0 AR
FWRAGERNE R EREHM R ZERRE > 0B 5T -

B Wl S@FFT o EHEEHBBESRTALLESHERT  wRE
B4 sE R AL TR H 09 sitRsh it (8 £5) 0 B HH TR GA R LI K
B0 R o w K T B B AR E e S AEAR L AR do R BEMESE IR T B
B g5 emirshiat (40 Tk — 4t — 13 ) » BIH %% T 48 w0 #HR R 04 B %
R AL RS THEBESEWEIERE - 53— Fd 50T HH B BE
Wk TAZE BAKGO TR » o R SR 4R SE AL T AR W 0915 1R AR 1 0 BPARIY
BER2 R BAAGAR  EHBBEENEERELTERLMIRG - AR
FERARORITT @ R BRI T & N A 0 H 09 sE kA » I HHTH

WA B 2 BB S BRI o HANE B sE 09 S AEALE > AT AR R sk i3RI -

EHEEERR EEEERE
4.40— e 4.10—| ~ em
-- BE -- W
g 4.20—| g 400—
# ]
400 8 300
. 4
E 3.80— E 3.80—
=] =
E E
3.60—] 3.70—|
3.40— ¢ 3.60—|
| | I |
mEE mER AEEE aiEER
[EX0)] (36 - fiik - £58) (B EIE K 53) (E=HRD)
E5(a) RERNERE B5(b) SRR EE
B S ¢ [ IR AS R H e 1 P R S R A R AR IR T A4S R R i AR
HOR 0 BN ARR TS LG Ry 0 de B S(b) T o FEUH I BRAR A R

SR ABHERT - zgrﬁﬁﬁmﬁxﬁTuﬁémxm i 40 4 10 a4
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SEAEEREZEIER R  FRFAE-CTHREZN - K £ B BEEARTH
JE B ARBYHE DUT A0 T AR B - B R B sk 00 AR 0 R R R IR T
EEGIR ST I o 7B > A STREERRE (F=ZF4FF) o) B MR
Foo @ROMETAE AR (B phwsh R g ) B EagsE

R A T

AHFRARIE B H TRMHE X (ELM) - 32— 8% &2 97 £ 84 - A B ik 48
shEFABN TS PTRINZ AR S E  RHRLLEEF TR RHER
AR T GG B IR AR — R FEAR AR T R FEAZ 0 RTY R A T B B 4 sk 0 k)
R AR ABHE AR /IRGBE BB oG B e -

— R RER

R R B E R IRENEIERBARE > THLKRNE R
TS RAMRRTIEEBARAE  HEHEEEREERTERBE - LF X
AHwAENZmE (B = 050) HEERTHELZ REARHERRGTEE (P =
020)° 52 EARBIRERY - HEX A BT REFHCHBAELR - LnbiE
AL T R £ B R » B BRI B RS 0HE > T EREHMARH
RIS RAEB B HBRAZAZE S - ¥ HEZEOHMLHMEEELAT
HFAENIE S Z 7 0430845 0 R4 46 LR P8 M4 & & & A ¥ 3045k 0y )
R « AR RITERAZIFARER > THBLHBART LA EME o Fldw -
Kim % (2008) #9#F %8 48 RAS B, - Bkl 4856 AT 4R AL 08 % M B0 B » e
e AARZERFNHE OB EHTAHEENEERLT > M H = FRERTE
HERLREE IR TRAE - b FEHREAELE - KRR
B oy R TAS B & B A R F B B I sE T SR AR ey A 2 —
(Kim & Benbasat 2006; 2010) o ok » ReF R - &H &4 Bkt 2 4
FAEE s @M RHEBEEE RS/ RFWBEEE > RAALEEEEEBNG L
5B EES  MAFREROLERFRBEAARFE

#RIE ELM 3% AT RBELH T HEHATRFR A S » LT T 0E
Bk ETERBEAMBMAETHED A RFOILHR T E - FRERLGET
Grewal % (1994) s Bitta % (1981) 5% ey oF RMk& - B Z TN B4
BHENERHZ — -T2 THEERTE A HOEERE S EFEA
AR S > Bl B F TN LSRRI HAEBEsE T M EENHT 0 &
CHEREBHEON R T RIAE R R H B BBEENEERT - BN
W H R ORI e F B 0 SRR AN E  B— RN E T
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R TR AP R - R R R R BB T B T 0 R
RICZ W IR R EEAFEAL © A —F & > I RH R BRI > L
BAAL B AZ AR BIK, - S AME R AR N R B T AR & K - AR B
A B 35 R AR FIR - ROV R RR I WBH A » FBFEHE
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