ERTHALDR EOEERASEUH ZFE-LIR EBEY R 1

JEE (7022)
REIMP LB FA

er % e P T AR BB BE—

,g_rﬂﬁf N ‘[ﬂ;fﬂ e ﬁT
L’?)_/,,"}‘J-ikaﬁ——’dﬁs—lﬁf]So

\H

Ao BSO8R
‘riL ,\at»)ﬂt‘—,‘l
=25

BABHEEY A PEE- BAAFHRE DR E L RO ABER B PR
S E R EHEPFH IR c AT THEFEE KR L FFH U LR
TR PP R Gk 2 B %NP B A4 e T 5 (MTurk)ie (7 5
F R B> 1 ANOVA i 7 FAL A 47« SRMT R R e ERE R
Weg g zRMAPBEDHRP Ra— Ei#l SR SRRk £ XN
PP T S(R & --A1- ) QR F FFHT 0 ME k(R & AT
ESHOPY IS PSS 3-SR B S FEE R R SEE
LR LRI (R ) AT R R B BAT i

AR TR R e RS G ”RLE’*"‘%ELPFi)f"”f Bl eh s A
ﬁé’*i FEHERI e AT HEIR SR D PRE T UG e N
sfifrck Py eEks 250 ﬁ.ﬁ'rﬁ'ﬁﬁjé}}?c’ AR R T T LR X
GERECER /Rt S - SO S S A R S R Y R e S
BESYFoc

I

J—_—

T

PSSR S SN ST SEANE AL Iy NE R

AR HATY - LR 4 ¢ fredkuo@nuk.edu.tw
2021/07/29 #. 45 5 2021/09/09 3 37 ; 2021/10/09 4% =



2 BEMEEER F_tNE F—H

Kuo, Y.F. & Tsai, T.H. (2022). Impact of cause-related marketing and positive online word-of-mouth on
inaction inertia - A case of online shopping. Journal of Information Management, 29(1), 1-25.

Impact of Cause-Related Marketing and Positive
Online Word-of-Mouth on Inaction Inertia - A Case
of Online Shopping

Ying-Feng Kuo*
Department of Information Management

National University of Kaohsiung

Tsung-Hsun Tsai
Department of Information Management

National University of Kaohsiung

Abstract

Inaction inertia refers to the phenomenon that when people miss a relatively good
opportunity, they are less likely to act on the current opportunity than if they did not
miss it. This study examines the impact of opportunity sources, cause-related marketing,
and positive online word-of-mouth on consumer inaction inertia in the online shopping.
We conducted online experiments on Amazon Mechanical Turk (MTurk) and analyzed
the data using ANOVA. The results show that inaction inertia effect decreased when
the current opportunity (1) is from different sources (Experiment 1- Analysis 1), (2)
adopts a cause-related marketing campaign (Experiment 1- Analysis 2), and (3) has
positive online word-of-mouth (Experiment 2). The results of this study confirm that
the previous findings on inaction inertia effect in offline shopping are still applicable to
online shopping in terms of opportunity sources. In addition, we extend the study of
cause-related marketing and positive online word-of-mouth to inaction inertia and find
that they are effective in reducing inaction inertia effect, which also enriches the
literature of inaction inertia. Online shopping platform operators can further understand
consumers' online shopping behavior, and can refer to the findings of this study to
reduce inaction inertia effect and increase business performance.
Keywords: Online shopping; inaction inertia; cause-related marketing; online word-

of-mouth

* Corresponding author. Email: fredkuo@nuk.edu.tw
2021/07/29 received; 2021/09/09 revised; 2021/10/09 accepted



ERTHALDR EOEERASEUH ZFE-LIR EBEY R 3

£ - H

BAPEET - BAPEEG X5 R g PR A ER 0 ﬂ“iftﬁi]
€ HATE ol g BB f% # o ;‘é;fé % F % # & ff ME(inaction inertia) (Tykocinski,
Pittman, & Tuttle 1995) ° SN EY A FE R s § R A e
L E R r+ ﬂfé xw By g Y AR BR e
k T R (Zeelenberg&van Putten 2005) DT RS A G F A R
T“;&ﬁ fodden™ 2 B & T 7R o

LEFAR MY g FE e Covid-19 £ Fandajder i > Py e G
AP A AR S I R R F MBS EL R LRI E
PEBeARm 2w BMAIRMEIFETARREARTEYS B O HE R
Pro RS ERTHESDFR DG EFR R o bldoo BT H F 4B R E
B AAFTETF LR frRAEL FS G RR DR Ro RERRMRARFS
ZELEE VIR FE ARG EOFFTAH I R P T O AR iR
Boo2 WARRT LA P I d B SR EArE § XTI § KRR RO
# I el & KR € "F L& 5 IF 12 % (Butler & Highhouse 2000) © d *t 4%+ pge 5
WEIFIY EE > FHEL 0 iAo s R art - BT LA H B ST
cAF FIATEORA EE FIP APy - B P R E KRR R AT AR
ERFR P nE Lk o

AL g NG Ry v R EE Y S E LA (Tykocinski &
Pittman 2001) » 2. %0 7 3 @ 3 fF 3513 & 5 ff ohp %% (b4 @ Arkes,
Kung, & Hutzel 2002; Liu & Chou 2021; Tykocinski & Pittman 1998, 2001; van Putten,
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—_ \?%.—

(= )5 #3w

- TR A RS L FAH S S REEEEIE o FRAEARR - A
’Z:b; Varadarajan & Menon (1988)¥*+ %L Flimdl eha & » K|S L Fl 74 en
d kA fe 0 T E RIETE EEPR Ri At BT 0 TXYZ M
\;l’f—f’k 'w/rfﬁ" PR R BN FRELR G R AR
A s PRI R N E | ol WL TR AR ER G EEAL 7
E\' EFEAEF Ea- A3 # 2 i ¢ B (Sheikh & Beise-Zee 2011) » F]p 12
FEZE FIFH2ZAE B B FES P57 EFEHES F 20 3 P Amazon
Mechanical Turk (MTurk)s34 4 #b & T L3g 7@ ] 0 5% '}F!'J"F’i‘ Bl Flimd > %
o BEREIRPIE UFLLE B R ie@?ﬂsi Fl T4 2 Ak g B E AT
TR A EFRIE PRI SNEEFTRELR - NG AL
#AL € § E(1) coooocooF A€ ¥ E(T) °

FEAZTHERF 4 L73FFEF o mPlE T 91 > F 2k Ao
Hoe Bule® L7 13(59%)8 % 14 (41%) Edbsh F 5 19-25 & (2.2%)~26-30
F(22.0%)~31-35 # (16.5%)~36-40 & (22.0%)~41-45 # (17.6%)~46 f& 12+ (19.8%)e°
H-fAtartrerlgs  $FEHE R ETIDERF < 3 4 (M=4285,
SD=1.483;t=5.44,p<0.001) > % 73 F FF -
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(=) Hei i

Foe- 2P NiHRBEERR - BER- o AT HEY F % E 7 % (laboratory
experiment) * & = i®] 5 [ (between-subjects)K 3 - JF AAEE e BRHREES
%%%aﬁza’ﬁwﬁﬁﬁwﬁmiﬂﬂ—ﬁ o AR R AR R b

- )‘bjE,.:i&-g e R o FF%—H%’L 07 rheert ¥ ek W4T PR B
pmpgw 2 ‘%PJ%&wﬂ~vm?@°xﬂ’u ABC &t R T o
FRIFRT SRE S ek T R EFUEFEL R 21 2~ 15 X
e B i F T ITOR R > X P 2R E Y o REER M AR 7 BaE > 0
G H e D o T WA AR H S R F R AR R E S
R rL TR T IEST SR GEATRAGR RN S - BAD o &
Fxw P ABC S Bp T 5 1o B AP L IR © AR B 1 i B OUPE R S B o
BPRAFERARL > CRF FHETBBRM DRIE(R ) w FRBTRF LT

¥ RS -

) PRz X G g
) RS € A T .
S S 174
$- ABC ABC 7
R
- & ABC XYZ 3
E Nl ABC ABC &
T - -
E SN ABC XYZ H#
51 - ABC 7
EN A - ABC #,

kaﬁg%%%ﬁﬁwﬁ—m~¥=@)

Tie £ ingE A ABC SUE BT LA e S 8 ST deetg 0 B RTD
ﬁﬁ Ef 0 R 21 A LS RS Eewhete B E A TR AL > X0 2
LY o Rzt ERA R B EH T A g R AR
4RI ?%**ﬁ

;faﬁ%%aﬁﬂ:FAm:akﬁ%i

2.7 k1 € KRR 56.3.&(%’3: E~%ele)

TP AR P OFE S SN S vt e B F AH B A T S
FoEsREE > AR FRAXYZR ST L FAR S dreets o &
ABCH ML 5F FApk R > £ 0 0 By F & Faniiglzs > R 21 £
SRR Kewertie DT F AMITHIRR > T Y 2L LER o M ERE e
DXRFRARCE B FHEHNG D RAP O] RFELE S R TV R
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g I TR ZFPPEREES FBAT 0 TXYZ s
»fﬂi' ; hip B ERY o RIWNY F EFDS%NL L FRELR €A E

T BRI TR RNE ] S R EREG RS B R
ﬁ'd%#gm?i‘é TR~ P A fRRATEIL R 4 R “”“’ = %\5"5@

AR E R R R R HRE(R T 2 B )2 H -
3R E(RI 2)

PR e %&” A5 T RHFEFTRE- DR ZPELTHES S5 o ST
TsLen Rl o - RS T "R R A B G Ry 0 R
PRRE vt p TR > 0 5 R e OV o 2% 0 A ABC &R
TR T SFRTYN Y S ST et B 1R R R R 0 R 2]
F LS5 FpE Kinemp i F ATORE > T2 2ELER o RIS
ERLFFH e % TABC M o T 5 i BAER P o BN F 23
ﬁﬁ%%&AAWmiﬁgﬁéﬂgﬁ?%?’%%%EE*&QE!J°%§
B BFML A - EIRAMELL PR YTV RIFH -
4R E(F - 2)

HRE-% > 285 T RFEFHRE . DEZRELTHRS S o o fRIR
B E T A o 7 ¢ B T o 4 B T A M st
FEFEY ¢85 M7l ¢ ﬁ*uﬁ BN SHEE LI R SR
M BA TR TR R B b A AT et f (5
FAr s £ 2 )34*\*9&&)\-3"} PR eertg n¥f ffoi:x 0 ix & ABC %+ pEy T S IR
THR T F BRI e e B U A 0 R 21 2R 1S B K
St BT FAPTORA T 2EALEY o  RFERUCEETHY v AP E
SRR LA EAR A BRI TV RAFEK -

%E— * MTurk g% RF > 33K %L 38 5 (HIT approval rate) = ** 90%¢h
AR EE o U MEse a4 oo £73 520 &3 {mx‘/?lﬂ’ﬁ'ﬂ“‘*‘]f’
X359 k%ﬂ%ﬁ“*ﬁ@@@»pﬁ&fﬂ?F$19ﬁﬁdm6%)%30ﬁ09@@
31-35 % (19.0%) ~ 36-40 # (16.2%) ~ 41-45 % (10.8%) ~ 46 f 2 + (23.7%) o

\‘?%:

(- )k A RE R

THERT RS v B AP ST M Y R AR e T
CERERREF TP F oL FERRERL LML B L WL TR LS
ik ﬂ%kﬁ‘ R E G 2 S PR R BRI o d 6 oA
¢ ' MpLE R B (Bae & Lee, 2011; Ho-Dac et al. 2013; Wang & Yu 2017) » %]+ &

PYASR AN
\zE\
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F AL e o BT E Stk o AR oMz S 5% Park
etal. (2007)2 & £ 4 M HTE ;7 M} ‘”/F!'%mgtﬂ » Park et al. (2007) 2 v % ] #ic

PR LEREFR DRI R F R SR T
?‘rm'f'pm.&.ﬂa@ PR ) = R F*ze‘ QEFT=ZIe G AR L
et al. (2007)5F 7 BE 4 & R A

12 BE T &

)ed % Park
Flgt 20 % 38 MTurk 47 3R] F G & 2 o

o

\cﬂb \-:4

A
ARNE A RR R T AP S AR 2 B R R TS B R R B TR

g

BB 256 R 1L R

e MR oA RERET
1 f7)e Flpt iz v e 375 11 P> 2RI 7

HFEI0R - F 1R EzF - FHR-_2ZRICTHAPNZZESZ G A4cB 1o
+*
1 How is XYZ mall?
+

| have seen promotions in the XYZ mall, but | have no experience buying anything on that mall
Does anyone have experience buying something on it that can be shared?

W 11Comments # Share [ Save @ Hide

M Report

SORT BY BEST w

4 Aasasaa
¥ My order came a week earlier than expected and the tracking works extremely well all over XYZ
shop is great to use and worth recommend
4 Bbbobb
# Amazing products. Brand new and beautiful products. Excellent and good quality
| like to buy online and this website make me happy
4 Cooooc
¥ XYZ is simply the best market place. you can get literally anything from here. In my opinion much
better than oldish eBay, dubious Alibaba and all the other smaller companies out there
f Dadad
# XYZ has saved me countless hours of shopping and fuel expense
They have almost everything and provided effortless shopping. Live the fast shipping
4 Eeeee
¥ Love the product and its always on time. Always a pleasure to shop here.
You can find good deals on lots of items. Fair prices at lot of products
4 Fum
+

Can't go wrong

Excellent products, awesome quality. On time delivery. Return is just butter
| swear by XYZ. lol!

4 Goggg 4 poin 7 5
¥ Happy with their service. always buy product and apparel from them.
I think that XYZ has excellent customer service! ty!!
' Hhhhh 1
¥ Very good service. I've always received my packages in time and in good condition
The estimation for delivery is always accurate and a very good way to purchase things easily online
f T
¥ XYZ is always excellent. Always great prices on any products that you could ever want, always fast
delivery if you are using prime or not. On the very few occasions that | have had an issue, | have
always found their customer service excellent and one of the best | have ever dealt with
& i 4
¥ Greal customer service and service itself. | agree that we need 1o keep the local going but XYZ
definitely helps when you don't have enough time to do the shopping
P
+

I'm very enjoyed from my transaction on XYZ because the headset with defect cccurred not
by my fault, I've sent for a guarantee and got my money back without complications

B 1l:F%-z2Rrcmia

S

ETIAS
o
T A
s
&
J
=
Sk
&
»
-Eﬂ

73 e MTurk i€ /7] Rpm Rl > 52 8 F R Eﬁ”’ TF
A W BE % (£ 4) & Parketal (2007) 5 7
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g T 3~ 5 AE Fltgp® Tpud 2, 38 BT 4a | E5
éfwé’#—i;'l&» BAGE - AT Ry BT DIEE Y L g
BoAERATFLEY ﬂﬁ? Ay '\Jmt;:zﬁ-‘w—\'—%'*?Ji%fﬁ‘i%iE’b'“r."l’é‘Jpé'Zi%
FIEE P YE o FRS ZEEFE S N e @2 Ti0E Y i F A
WAL A THAET oW w+wﬁ91w4mﬁi,ﬁﬂww¢# 7 [(59%)¢7
L (41%) e EE A F G 19-25 K (2.2%)26-30 # (22.0%)~31-35 # (16.5%)~
36-40 £ (22.0%) ~ 41-45 # (17.6%) ~ 46 f v+ (19.8%) o 2N P11 H — & t 6 T4
FR CmEE - A RR(R S8R O 0 FHEAR C MO &KE
R e FHEANA AFEA LT o

P

F 4 PR v 2 iSRRI

REPr Mz a}{j o;ﬁk
L F R B amd 4 A4
AE]];I—;{;,*FK{ H1o

B R AP FEeh

2
3
4. = R TB’K:LV Z o
5
6

- @z o FpEE mew’?%’ﬁl‘rg o

- - Park et al. (2007)
S SLRR R S

I NN E S ST

2. ARE oML E L o

S v R

L X P XYZR P P T 23 1o ansiy o

2. - AT RAPFEEXYZAL BT S .

F 5T BEIEeRECAIEY S e w RS %

P T4 B L & B (&
g | 6.68 0.57 91 44 86***
T2 6.69 0.52 91 48.88***
T3 6.63 0.60 91 41.84%**
T4 6.68 0.50 91 50.34%**
TS5 6.65 0.59 91 42 89***
T M6 6.72 0.51 91 50.20%**
g2 g 6.59 0.66 91 37.36%**
T8 6.61 0.61 91 40.56***
T M9 6.48 0.69 91 33.96%**
T4 10 6.42 0.69 91 33.Q07***
v 11 6.28 0.80 91 26.95%**

* p<0.05; ** p<0.01; *** p<0.001
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26 FWI R A PE %

S T L N S tis
& 5.94 0.82 91 20 4k
i 4.72 1.45 91 4.74%%x
R 6.54 0.71 91 34,01 %%*

* p<0.05; ** p<0.01; *** p<0.001
(IR HRF
FHR_-2ZPNLHRBERZ AT HEY FHRFTFTHRZ ZXP
LFrfAFR A BRI HRESS BHBE B FRE - DEREF
Bz hw ipke o Bl T 5] SR RS A fRi ~ 3
- cEHRE-2ZHP - BHEB(RT) -
TRk 2R ARITH

P o i 2.k E 4% g
) BB RCE € PR P T S - -
RPPET RErom
# e - ABC XYZ A
- ABC XYZ g
e e - - XYZ &M
R e - - XYZ g

NEL Rk 2 ERIE b RGBT R R A
B4 i vy by ezt 3 ]‘F A uﬁ:,&a»?i_% vhert B B rrﬁj),@* I v e 2, Ei_% vhrrEi g e

F’
33

2
f
FIf ci* > n: ABCA I MF T o FRT Y &
FREERA E R > R 21 2 & 15 B Kewhet s
HLEY o e A 3 BAE S WA P AR &R
P LU= I A i éw@ﬂmirw’%iiﬂiw
Frificie R ¢ KB - :Mﬁp o 1::114_ ;JABC@PE&#J Sts 0 R
g min e SAEE 0 5 B LR IRAN S
BERIFRA RN 2 'Ei“*”“i?r%?ﬁh@f&ﬁﬁ!'ﬁv%é'isow,gf;% HWE R
TR RGOS TR ARR P REFSF SATF AP T SRR
o TERXYZEY T S F FApR S I awete > P ABCAR ST 5
FERESRY T 1#2&“% BB A g6 > Rl 21 22 1.5 B e ik
LB T FATORA T Y A A LEY od R REXYZHEST L
LRI AR HIEF R XYZ Fé‘—«fﬂl s ETE o g KR U PEE Tl
rmmém cXRIFRARE EBHG D RL § TRER LA H S R
B R 4R R TV RN F o
HREE S RBEETHREDE G| ﬁk@ﬁ?v& N F oA FR TG 45 i R4
1§ it 2 LplE o ¥ g%a‘ P APTRM 2 E oA HY ARl HRE-
R RIH LR RBROF IR OAE L E e M v G G oo H R 2 %R

R IE HickeeZi g b
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HRF =L WG CEBHE PS¢ T AREALL Y R Y
R 2 XRFRLFERI e v B PSR T A B
()% R%

N %E: ** MTurk #r3-=< iP'J—‘F‘f T il i 5 (HIT approval rate) ~ ** 90%:h

A REE o M E {thm@ulﬁ& 0 4)3 361 ?4)3 "‘m"’ﬂﬂ » H M w e
VA r+(52 6%)¥2 r%(474%)’ fhEBAE L 19-25 K (8.4%)+26-30 & (21.5%)~
31-35 % (17.9%) ~ 36-40 # (16.5%) ~ 41-45 % (10.9%) ~ 46 & 4 1+ (24.9%) °

BREARRE

- \?'55._

Foh- £ BHRZEY DS ST R Lok 8T AP E
RAHE -t TR LIFIFH LIRS S TGS HT 30 E T
Gredt ¢ B EHF 3 4(M yarsnsse=5.320,SD=1.514;t=156.926,p <0.001)
AT ARRDLFIGHFEZI Ty BREFATHHLEEFRE BT REDE
e %ﬁ%"ﬂ"“4(M w1 3 o= 4.950, SD =1.422 ;t=6.179, p < 0.001; M snprss

=4.670, SD =1.631;t=3.768, p < 0.001 ; M x4+ gnser= 5390, SD=1.293 ;
t=10.162,p <0.001; M 2 r sy n0ip=5.120, SD=1.356 ; t =7.528, p < 0.001) > # 7+
Mj“if‘“%ﬁl%%#gki ol izs BRZBEEFLADEL R FZ - L=
(Arkes et al. 2002; Tykocinski & Pittman 2001)7}9 wE s o
%8 F%k- 2y ARG IETHEAERL

Fohi- -3 L AL ok -mE F A $HB - 45 1 RS €
F- o Fz Frle B .
ENEa E RN
S kiR e kiR e *Fip e kiR A e . .
% AL & L ¥
i¥n | s¥m | k¥m | kgm | ] '
n=89 n=91
n=85 n=89 n=83 n=83

M SD M SD M SD M SD M SD M SD

PER LR | 4494 | 1300 | 5.092 | 1.325 | 3.925 | 1.444 | 4.563 | 1.482 | 5.576 | 1.146 | 5.247 | 1.486

is & 4950 | 1.422 | 5390 | 1.293 | 4.670 | 1.631 | 5.120 | 1.356

F - 2 PR RERR - HERS AP AN (g RRHE S
Bk P)p 2= (B¢ RRBLFFHHRE B : PR k%R
lﬁ)&@’u" —,"’5 lﬁ)&@’u—- #Fj F&?LA\’H féfz P AT o

(-)A¥- g RRER G Rk DR

AT G AR "T“Pﬁf%;iniﬁﬁg KRR Ak R e AR
287 AL FFHFHELFZ vz 2 EDF R A AT o AT Y * one-way
ANOVA #h 2 22 R R A 25 £ 8 > 8y o ¢ X5 p % bR
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LR A AP e e p AHAER LAFE TR B B T 1L Levene & 2> %% Mo pb
BAK %R Hk F(p=0.988)c X P53 o P S e PR T RAFE AR
WA A M EANE LR B Rz e FE G HE LR (FQ, 254)=
17.58 ;p<0.001) » F]pt 12 Scheffé ;2217 = menE t5 A 45 o LB w9 5% e 4
PRafp ot g KRR RSB ET BEFLEM e =3.925SD=1.444
vs. M sus =5.247, SD = 1.486 ; F(1, 172)=35.329,p < 0.001) » 1% ¢ iR 3 F i
BeRies FHFLEM e = 4563, SD = 1.482 vs. M sus = 5.247, SD =
1.486 ; F(1,172)=9.225,p<0.01) > j 4% iF 12 4 4% g 2 ¥Rz PR REEEE <
BB E 2 e AT AR A AER DR LR

BEAPRES 2P %I O R ST }%\ﬁﬁg RiRerpb R LS G A
F 4 BM sane =3.925, SD = 1.444 vs. M wssr = 4.563, SD = 1.482 ; F(1,164)=
7.908,p <0.05) A7 § kiRAp R LREF DB E R L o 7P
g Rk hE 5 ok 1’“%#% Kk b o Flt LR o 2 A
RTFHPRDRZFEEFTTL. *%a‘ﬁ R ﬂ%ﬁmﬁﬁgﬁﬂs KL I f=ia X
SRR AET PP TA 2 g Gk € 0] 3t 4p B kR (Butler & Highhouse
2000;) o AFT R iR s FHF AR P OFRT o 8 € RRApF E S ok
AN E KR e Motk o

EOLEENE SRR SE L E S TS U

BREWE RADRE RT3 7 bang 2ok A PE- IR
q#g KA &3 enlin T o R L FEFH AT MR Sk
56; lF)»FYL,___ o AR £ 82 2 EF AL YT o AT R * two-way ANOVA
HEWERRBFELFIFH T AHHE LA DL Bock BT W 2k
Hfif“" S g KRB L FFH S B R Y LSRR A
B AFEET Levene 47 » S 587l LB R L Bk F(p=0.083) - & F ¥
BpREEFIIT I kT B¢ RRE L FFH T T X7 A FFQ,
518)=0.392,p=0.676)> #1134 {f* i Wl s ¢ kiR § FlFHEF L éi:%%ﬁﬁ;o
gAY - T e KR sk iR R Bt R R R FIE A A ok
APy ARFREBEHREEFT R R AHES R °7a - %]
FH PR AR ET HEFLEMsarse=4.800, SD = 1.343 vs. M ; s mstme
5.576, SD = 1.146 ; F(1, 261)= 21.602, p < 0.001) ; & L F] {74 cnf Sk e 2 ¥4 pR
2 FHFARMesnrx2=4.244,SD=1.493 vs. M &y nsm==5.247, SD = 1.485 ; F(l,
255)=26.629,p<0.001)> ¥ 2 % & 3 7 & Fli74 > R4 @A €2 R e
i iﬁ%ﬁ%‘***"“’f’ﬁf&ﬁ’%}kg’ Fore i rFHR>FHEIIRLIFL-
BI¥#30alifloikelii o 9Re-B9%e - E¥ D4R
& T i 4 mfﬁ%e w2 Y AR AELFIEH eM ,m%.ﬂ—4.800, SD = 1.343
VS. M symrae=4.244, SD = 1.493 ; F(1, 338)=13.066, p < 0.001) o » $75% % £ $F B
A I RN - r S O N R RS e S S

-

o
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PO B- HRERSFEIE A PRF RESHRESE] DB T AL AL
T W25 AT 2R TE.EE’ZZ»LEIZ VLT R ir]ﬁéﬂ T % e g
PR R £(0.776)#G2F & % L FiF4(1.003) k ] o H o h AR O] o
FARGE L FEA 2 ﬁEﬁ’4%?fﬂﬁﬁﬂ@ﬂ$9ww’ﬁ%%&@ﬂj
LD 0447 77 shss e it WA 0§ 5% § R4 n R B2 R
Wb LR EH S F TR R S IR

6
55 5.247
5 4.800
4.5 4.244
4
3.5
3

£ &RITH & B 4T 4

m%RE B
Bl 2§ - 47 2 BY A
~ ? %:

Foh- aBRBEBFRZ T THENI e R CMERE LIRS
BHESR2ZMEY ARELIFEL THOEEHREL oL 9977 c AP R Y H- At
TRAERDE v R CMdEF A F A SRR C RO E i - R
BT RS S FHE AT 4M nsr=5.830,SD=0.831;t=30.192,
p<0.001 ; M cags =5.080,SD=1.20;t=12.368, p <0.001 ; M cawys = 6.294,
SD=0.841;t=37.265,p<0.001) > %77 et R}t v Medf i FHF o 7 F B (S1F
SR EEE > SHET R F AN A M jresncaans = 5480, SD = 1.364 ; t = 10.489,
P<0.001; M isssnsemms =5.120, SD=1.356 ; t=7.528, p < 0.001) » % 77 3 § ¥ ¢
Fe € T4 i iR %}3 g A4 (8% s o i Tykocinski & Pittman (2001)2 Arkes
etal. (2002)s#7 7 B % [ S E R LR EF L DER R Fl2 - o

%« : ‘.5@_ ZMY ARESlETIaE R A

F ok A PR - 4 B RS ¢
ok e P e PR o - PR e =
£ 3 FEwARTH AT v CM FERS T AEr R M
n=93 n=83 n=94 n=91
M SD M SD M SD M SD
REE LR 5.161 1.519 4.563 1.481 5.750 0.694 5.247 1.485
fs = 5.480 1.364 5.120 1.356 - - - -
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AR E % one-way ANOVARR T v R v M A ¥y AL A
o e R v ML R AR Rk AR AREFRE
Bl FiE Levene e T # IR A BT % 2 2 T (p<0.001) » F]yt & *
Welch i $+PE® % BFiE 17 one-way ANOVA A 45 > 2 d * & 24 & #c® + 2 50
F12t # Games-Howell 72 & {7 & {5 & $7(Games & Howell 1976) o 3t i 5 iﬁz&—? =%
EEHREE TR UERLE A PRI DRI A EEEA 0§ 2
R OFHREESHRE 3 BELBMizsscarze =5.161,SD=1.519 vs. M
jzesocanme = 5.750, SD = 0.694 ; F(1, 185)= 11.648 , p < 0.01) ; & & } v M 17
ooy FRHEFLEMiren cnrse =4.563, SD = 1.481 vs. M 4z s c i
. =5247,SD=1.485;F(1,172)=9.225 ,p<0.01) » 7= % & 4% i (144 1§ & 2 ¥+ B 2.
AR YL S R R RS A S L LR R Y e

NP dRF RS B ke Y R mwﬁ&,* LA o B - R )
ERFEFANELI R CAM jiss0 carwe=5.161, SD=1.519 vs. M sz 5 cuz
2= 4.563, SD =1.481 ; F(1,174)=6.955 ,p<0.01) s &~ 78 & L F = > L »
‘*’ﬂp CRLGIH G B F Y AR T KA g Lok e L - SRR

MR AP F R HRETME AL EL RS RIS E R &R
%&ﬁ@ﬁjrm7mﬁﬁ?m%%&ﬁ'ﬁuﬁﬁy@¥ aﬁPfﬂfﬁ%
TR PR PR RBEE Z(0.589) LG i F e M v M (0.684) k] o H & G
RS SR Ny BT ﬁFfﬂfﬁﬁﬂﬁméﬁﬁ ﬁPr@mﬁ%iﬁ
o ’F'E‘i‘? RRE L {81 0.0860 W r &40F 2R I 2 A€ D
BT oz reMm o 2R ’Féi_% TR W MR S Mk o

5750
5247
324 5.161
45“ I I
e b o

i Mein w ) E0

6

Bl 3: F k- 2 Y LA

MEFLIPFAOEFFREUE Covid-19 £ FTRFE R ppe 2 £ 8
TR AT RIS PR g AR S @RS IS¢
f$ 0§ a2 R IEA g i,ig-(mﬂ Pt s ek R o B FAP R 4o
[ L "’Km"‘]-%(i FEH s AR L"m)j\"% xﬁ,ﬂ ‘?"F‘]"m# % fF_ Mrck o A
FRE RS B A kRt ﬁFéﬁ"?E@— ST S Rdpd o g RiRg BT
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FPEDE SR F N EERE DA 1 - BRSO o i
A R AN E E AR A RS T S22 R E ey R
W2 T 25 2 A7 f 4% % (Butler & Highhouse 2000) » 4 77 3% /m # @3 4 3t a4
TR ORAL PR S G NREESDEL UL ] B RS BT
AR % fw‘gxag o E TS f&ﬁn‘d"}éﬁ%%’;b%% LAEH TRk
SR G o Rk A PR R R EFC DTS CFRY
;‘ﬁ’%‘j—*ﬁ "EEE'J?ZE&#” oI AR b ‘?ﬂ'%w P LE B E STk e AP
BT EERNELE TR P UHIE A R ER

- ¥ Bt

el Brc 0 FRESL o N R AR /AT T ST
miwk’ﬁﬂ”ﬁﬁm@ﬁp*%%?ﬁ&ﬁFﬁﬁgﬁ%Fﬁﬁ%oﬁwﬁ
SRR Y 0 AR R ETART g o APROTAT E&#ﬂ Ry W e =
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