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Abstract : It is most important for Internet Bank to understand customers’
transaction patterns and provide proactive service channel through the use of the
information system and consumer data. By implementing Customer Relationship
Management, businesses can effectively obtain customers’ information so that
their customers will feel high quality of service. That will promote customers’
recognition of relationship value and build up long-term relationship between
businesses and their customers. Therefore, business can hold the customers’
permanent loyalty. Based on Customer Relationship Management, this research
constructed the dimensions of e-service quality, and examined the relationships
among the constructs of e-service quality, personal involvement, relationship
value, relationship bonds, and customer loyalty in order to build up one
theoretical model. The survey was carried out with a sample of 508 using internet
banking services. Through quantitative analysis, the results show that personal
involvement has a positive impact on e-service quality and relationship value. In
addition, e-service quality has a positive influence on relationship value.
Relationship value effectively promotes relationship bonds, which will increase
customer loyalty. Obviously, the major findings demonstrate that the theoretical
model is established and acceptable. ’ ‘

Keywords : e-service quality - personal involvement - relationship value -~

relational bonds -~ loyalty
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KLBERAFRES » MBTAEZRERAEL T » HEAAMOEZERER R
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A RAKE (B4F, R85 MMBIE, R86) - RBELETHA &Y
Bk FE (GBELSE, R 86) ~ BIRSHBM A LI (R wmg iy, &
86:16 B) 5% HEAMHLR/TELREBLITRARSHF N —E
B B lBRNAKBHENER  EBRETEFTUARRLEER HE
M~ A LR gE AR EE R AR TR EBARITHER
BARFS o A HIBARAT TE A RAT K IRF5 0956 RBH BT - HBRRITRR
3 s BT wER > EARBAELCERBITAEZNRSENE » 43
£ — BB EREEACIRTG o $IR4EIT 5109 R4 B8 AL T IR
o BRI et » BELRELALMG oo

BITRREMGEERABRETFEHH Y EEM4E s A E2— (Schoder
and Madeja, 2004 ) » #i@— B tm L BB E MG T IEREALITETD
¥R RN EE > FENBITERFOTH PRGBEH ARG LY
8y 4o > B WITH HE B WE o Sheshunoff (1999) 7745 A 4R4TE + B AkE
ERGEEGER LA —BRBAF RITERBE AT S RERATERE Rk
FRAEHNHARFARBEREMEE REESBITHA £ S RBRF NS REER - 4
BARITE BRI R RE » BEEREIRAGEG A% > & m{EERAR
AITHR BB RAZYERE AR K F B4 -Berry(1995) & Blattberg
and Deighton (1996) R4 M BN BENHRAREERERB Y L E > A 4a
HOEMBYEREL  MBETHETL R EEMHEE - Reichheld and Sasser
(1990) HRE 4 hE —EBRE R BEREBER SO FTRE  HeE LA
TEIF 25%~85% Rk BARAERBETUARRESAHE @ B45Y
EBELEERNBEEZRARGFER it DEABSERTFUBEEM%G
FRABHERTNHBRETBEEMGERZ AR RIS L E 093040~ £IEA
EWRFaES  RERETZETEIHUEZIETVHALRSEAZTERE -

#k i Nelson (2003 ) 2| BEEM % E L A2 K EFZE BB R R4
AR M EEEL — LB R B EERY > ML LAY
REAFNEBERNGEEALREEREE L BRE - X ¥ (& 88) 73R
BRERGEEIEZARMEEZERVBE LY LSRR AT EAAER
R -HBLGELCEREENEE —MBE - Bt AR ETRUBAZHA
IR EE > 24 sl SERVQUAL &%k & et R A5 E 9155 B 3715 3R 4R 4T 84
W RF a8 (e-service quality) & > MA@ RFAE BT ~ AT -
BB E - MGECHRBEEZERESEBAMUELEH Lo 4EEAs2
RGO RIM% » 3 —EHERRRABASANLEERG LT T EBERZ
MG BERBEASCEMAESIHMGES TR EMBEBREERE » i
SHHBRNERERBITHEEE-—FTERAR  BEURBEHETELOEE -
b ARG EEMEE it F
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(1) BREARNEBETIFTLEESRG LT R0 EL -

(2) FEH @G RE ~AAFTA - HGREEL  HGES - HBEELIBEY
SRR BABEEAX MO EMG BER A AR SH M GeyE
WM -

) REBARFT ARELAFH A S E O EBBATL @RS LE BN
A~ BAEE - MAGES - BEERRENAAEANBEMG -

2. XRK#E3H

21 BEMGECEAESRERY

A% W14 % 32 (customer relationship management) - & FHHE B E
» FE1980F KRB AP ey T #AE% 3 ), (contact management) > & Pj
REBMEBHENGERUYMA TN, 21990F4787 » AIES A OIETEMRAE T
WX 3% B AT SRR B ARAS B #E (customer care) o #E R B A 4% (data
warehouse) ~ F#4E#y (datamining) F W HRES > BEWGEER
SREMFARGELS RA—BAALEER S EH - ERo > MEREE
A -HEUENEE FOEFHULEWTYE SRR - Kalakota and
Robinson (1999 : p.177) RAABREM 4 EER —EELHE - /74 - BER
HEIEN—B24% BRENANHFEIF ~ FAAE BT —RE N % RA
FRBEGE K -Ratcliff (2000) RABEMAEERUTH LM OB S
AREXGGEFLEmELEALBEZH MG ERHAREBEEWHGEE S
Byt Ae  BREWNGEERM T EEALRNIIT - AT L &
EHGERLEBEMREAETRERSHLLFRFBREN I BERAES
WMBEERMEN AR SRR ENEY  SREJNBEENER -

HREUERE 2EMASMRABENGEEEIZRELSDEZEGY
HETH - BERSG  E6EAMEFT A AR BZREABEERAE -
BEHAREEHEIEZBERZUNEREL PFHRBEEER BESENERE
HRIFOM%G ROIBEERE  RAEFTEANEE  DHEEBLRSEY
AEME  BELIA0BELCEAIITNEBENGEESTE  ARTEOR
AEEBTEMERBROMBESLE » RXE (R88) TRAVITEEMZE
HISHARBEZERYBF LY

Parasuaman, Zeithaml, and Berry (1985 ) 324 B fs o 8 &~ £ 2 B R 182
URERBREENFEZLGBEFPHELGORBEEZERE ARBLEF
HERECEHBRFELEROTS > GO HRBERERIZNPE > LB F RN
BB LT L hNEEEE > MIEdSEE T A - Parasuaman, Zeithaml, and
Berry (1988) t— 4 & 0 EARS L E @ ALAM - BR H 97 AR A Bk
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BTEARANERGEE  BITE - RBTHELE - BLALBEHUREAFTF
SERERBEERTAEIHE AAREIH > EREHBEARFEE XK
B BEAMNRS ZEET 55 & A 4 (tangibles) ~ 7T 1 (reliability )
R JEE (responsiveness) -~ 4R#ME (assurance ) ML & 1R M (empathy) » 1%
EREGRF LT EER A SERVQUAL EX - B A EA S 221EEH
e WHERARY —EFASRIEERGREZELR -

A# SERVQUAL Y z#%—EREXER  AKAMmbAH S LERE%S
$#£3F (4o : Carman, 1990 ; Brown, Churchill, and Peter, 1993 ; Cronin and Taylor,
1994) » z 4% Parasuaman, Zeithaml, and Berry (1991) & & #14iE B 4&8
SERVQUAL 4% ' REABML AT LLBRFESR  LEEMELS
GEARE  ¥ERKEATEAGDBEBAHGCRALEHOYME - B EAMHNEKX
# & SERVQUAL R RAMBEAEXEHRRELMRAYRBLEHZ
FR o AmELELEAER SERVQUAL $RFZ £ X 8H A4 BRLE
ErEe R REE > BmAERALEMLA SERVQUAL E455 > HMEEEH
AREEEORBEFEMAGCEAFE S E4L8F69EA M (Carman,
1990 ; Babakus and Boller, 1992 ; Dabholkar, Thorpe, and Rentz, 1996 ; Van,
Kappelman, and Prybutok, 1997 ; Parasuraman and Grewal, 2000) -

MEREEE T HERERAITH O BATRR S hwf] > @35 = H &%
RREEFEHARNETHEZAE (Yang and Jun, 2002 ; Santos, 2003) - M
RASFEHLEEHTTESOBRISLE SRR ERE &G HEET
o Rice( 1997 )32 % 48 5k #3531 44 1 (design features ) #2115 4% # 42 5 (emotional
experience ) & ¥ R AEE B R b 493k 8y £ 2 B % ; Balfour, Farquhar, and
Langmann (1998) BAHTEHRILETF AR R L ERENRFRELAMBAE
3U& A 5 Dellaert and Kahn (1999) Al # R EM T RO EESFH B EL2AE
HEEE R TE - MASRYATAHESERGLERE E2EEGTEE
& » 4o Liu and Arnett (2000) # B EFHHE @SR Y TR EAETRLY

(information quality ) ~ % #u4% A (system use) ~ % #3& 3t &= § (system design
quality) ~ #2244 (playfulness) % w98 B %  Sohn (2000) #3048 L4847
HERNERAEHBERE LAY AR T AEE (tust) ~ZHH

( interactiveness ) ~ X B 4 A (ease of use ) ~ #9385 M A #1135 &

( content/functionality of Web sites )~ 5] 5 £ ( reliability )~ $11% 3% &4 1k /& (speed
of delivery) - Kaynama (2000) 325 A BT F 4 LR B RB R EAH N
% (content) ~ TT#ifM (access) -~ 44 % (navigation) ~ %3 (design) -
B J& (response) ~ % & (background) ~ 18 A{tft & %4t (personalization and
customization) % /&M% - Yang and Jun (2002) RJ# 3R 488 8545 A RH = E
& 3rfE LT & 94 T 52 (reliability ) ~ T334 M (access) ~ & 51 A (ease
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of use) ~ 18 A4t (personalization) ~ %42 (security) ~ H 15 A (credibility)
¥xEHE -

B LM XK THRE LS H SRR P a e R LRy s
MRt EERBMARER @ Parasuraman and Grewal (2000) 72 3%
SERVQUAL 4 £ ERB AR A ESFTUAE AR w U EE » HLRFR
A SERVQUAL &) B4etdm (2B MM ~ THRME - RAEBM ~ F3EHE - BEE
M) A% > AR Gordon (1999) #i Bhatia (1999) Wi &#HPUTAF
B 14 % 28 a9 0Bk > ZEAS IR 4R AT 04 435 AR B & H 345 4 & - Gordon (1999)
RAEBENGEEIRAZEACHAEETAMNKNELSER » EB AN RYIEY
CEBFERENBE AP BBEFHATEL AR EASE L EY
B BNBEENERLEIERFE  AUCELAMRBEAGER T Xepm
BEGTA  EMREBEBERENZE SRR o BILKFFRREESERE S
TRaS TEAMN ) 246 TEHREBBTRERGOEFREEEERLHE
R BB R & RS8R R L EBBAITRAG S SHEE - @ Bhatia (1999) 3%
BBREWNGEEIARA KB REAR 4 0 4HEE T8 - BERY
mEIBEERT ARt RECEAE - A BEWAREEREANS E
SESE (BE 74 - MEBRGALIESE) 9HHE > RARLESTHEAR
BBSERE OEFOHE EE T OHERER > EAaST AR ILE
RARBEAMBITFOLEER - BILAARRAEEERG LTI N RS " E
B 2T THRERELAMGESEEOHBEETERTRE - &
EFRRA LI RABEEAEE BREZER  4HBENER S ERLN
W IR e L o

2.2 AT

FAEBRRELANTAR—BAARLMRA EHNRR(RBRER)
ty R - Krugman (1965) 4 RS AIEH 3| AT G4BT FAWE
FMHA T AL R ER o Antil (1984) WA FALISEBEHELT > &
B AT B EARTR G E RN R B - Zaichkowsky (1985)
REFARBRAEFANAGEEOER - BAEARSES  HEAEHRARL
Z AL B #2 K. - Park and Young (1986 ) 32 A4 AR A AR F AR FER T
AFREL AR R T ALBARNRIEAREARADBARXRENETY
KHMRE  MERSARZEASNMALAER EREL LORRAEEA
MBI A - Mittal  (1995) RAFSARISER L HARRAFALER G E
2 o BAFSANER (PI) & Zaichkowsky (1985) fiigth » Hé3EH &
BXERE > F—AREFABRIANGIRS > QEFBN - BB - FBA
o~ BAMEE SR FoEREAN S ANIS O EEZY - ABH



Chiao Da Management Revew Vol. 27 No. 1, 2007 63

M BAERY - ABEAGHAFEERY -

HEEMHETRPTH > AR —BOEKE  ARESHETHE
BAER - BEBRRERDBAEFEFRETHEMEEALE  HAMNK
A% RABHABRKHEEESARS Bt KA LENEE > AFEEE
AFANRZBRBHERFLE—BEFET ANARGEFNER - BEABRRES
HEREWHA R 2 EZHRMHE ) IEEAZEAESBEATN AR
& B A ARE A A o

2.3 BABRE _

BEEMAGITHEEZNBARAALE  LORREAET M GITHY—ES
BT ARES W AA TRILFEFES - Kotler (1992) RABEEIFHE
B (BREFRINOAHE) REBYEZEL (A% BRH%B - AR - HLEE
) BEBYBEERA (BH B/ - Bh - HERAR) —H2£5 - ¥
BOBEEAEGHEEERINR S ENE LRRBEFAEESFRENES > M
FAR I 618 A E R 00 BE BB 1 R 3 H A 89 Ay & o Liljander and Strandvik

(1995) A %8 14184 (relationship value) R 3% % ay45 & FH-BAAT
EMmRe)  MCABEYBRASER AR T EHBEAAMGEMANER
Lt ERBBEBEHNE R F4 BRI BB o 2 B4R E B T8
BE > BAWMGTHREERGFSBIEHBEEAREEESTR AR
—BR&HENHTEFFBERE T B L B4 o Gronroos (1997) R ELEE
Fi %0 % 8918 1 (customer perceived value) ¥ #2 X, » LR ABHR L —HEEH 4
BE > PREBSBEM AN MGRANRESERBAT YA
BRETY > HENMOLEBMILENRAS  UEBOBRILEREBE LRI
B M BEERTAWE A CBMET -  BbE R — @M AN ARERE AR
B RKo B G  PriRko B A SR F 0 RAE B TR 40 o AT — 1
RAHHGITH RS EZE AR RELBEAOMBEECERGRA kRS
MR AR sEME -

B LT AERARERRRSE PAERY THMNE, 0 A—HEER
TAbd ) 82 TRAF ) X RehbdR - oo RAR BN 4R K 69 4R 7 B 45 1R 8 o
TR ABEBRBRNROENE, SEFUARKGEBEAEETIRSN NG
T BERR0BBRSHEME mEGAEEAANRESE S RGBSR BEA
Wi EBEG AN X — R R A o
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2.4 BR&ES

Berry and Parasuraman (1991 : p.137) # & £ HBE LM AT 4 =
ESFTX  RAEA
(1) BAFtEeh 44 (financial bond) : X &R KBERSE R RBRERY R

WE S RBBEARLHENINE R EBTHES PUHEBELERRI S

- RHEERABTHINES
(2) A&t ey &4 (social bond) : i @18 F] 1L AR 691 % 4§ B & (customer)

i A% PE (client)  sbF X R EBHMEHICHEFF X FBERE 42

AEHOELS B BAaL T AR T RARY B ERHE G

- ABREMA
(3) &AHteh% 4 (structuralbond) : RAF A H R H R BB A% »

GEHBMESBRAVALIBEFBELRA, ARLERFOHBRGRLEL B

Zom B BN B ARG ERE R RAMIER S RETRE

B # -

Morris, Brunyee, and Page (1998) R4 LA ATHF %5 B 4% 649 STEK ¥ 4 35 14
EAKE L EsEMES (legal bond) s e MLELREHEEL=H AP &
RE G EERESGIEUAZYRERRAAKLOHAN BRI NRE - &
Zeithaml and Bitner (2003 : p.175) Bl £ wkiE A » RAEMAEST o &R ¢ B
BHES - HENES FEESAERMEE IR - MGESTRYE
BEMG CEFEEFGEERBMRFEL AT  NEZHERETE
EZMGELSYRA M - RAERAEERELSREEAAEL LMK
%> MAETHZEAAZEILELSRAIRELNEN REREHES » #B
A # A Berry and Parasuraman (1991) #MG&AM R L =EF K -

25 BERRE

Selnes (1993) RABE B BRERE N BAH A & IR T AMES -
FERBETORARBENTRALE - REGHRBEERBIKE D — R RR
BREEGTRNE - BETHRRE AN - @B RCER FHH EEIRELE
BRBREAERALEFZHNRAL  BLEBEEZLEW > EFTLTRER
B a b E MR EHGEE D B4 - Evans and Laskin (1994) RABE S
WER—BBEREF R EFRE DA E R - 3 L5 ARG 55
ERBMH AT EHERER PRBEANAEI O BHAMRF ¥
H IR TS A S5, o Jones and Sasser (1995) AR ERELEABE
HHEXZ2ANA -~ B RBIFQOTR > BRBBEERER R B BF s
BRRE > RPEMTBERNOEBE T HABEE > nEHIRAEET
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BEA BB REBEER > RELHamE - I BEEEREZ
BEFAFNE = KIE BB ER (intent to repurchase ) ~ £ #2474 (primary
behavior ) ~ k £47 % (secondary behavior) » Neal (1999 ) 3% % 48 & & 3 E T
BB EE A —FEASENT  BER—REH ARG SRE > SH
FiAMESREETE LB ERBATHBEELRER T > @
BEHEERRX—HRE -

2.6 IR MG RIBEES

Kelly, Donnelly, and Skinner (1990) # R EBEE R A A S8R hess
BEHBRBUATANETHELRBE LT R IR ELERPELENRENE
4By - Swinyard (1993) UM B ERMAZALTERETH L BRREASA
BENEREHEAESRBESBEZILRYGELTEARE MO IARE
ZELUBIAZTEERERELRBETREZE% - B & (R86) WAE
AEHNERBTHEERR G ERBITEHNZAG R EREE
ARERGRBHERKEZT » FFALELERNZHARED  BEAEA24%R
AHEHEATRAF R L A FHERBATRS G TR R EER
ERm et - ERAESTARBENERRANERA L ER E S XRBHE
A EEMHZ AR RERAEBAFTAGRERZ R ARE - Goodman (1995)
RERFKLBHLEETERARH L > BRBEEINEE TSGR E Y s fo B
AE BEOPBEAHBESENGTSE - R (R88) UL EBTRAH4Y
NEREAAFTH AR (R89) NEREBRL LRBEVWERAEME
H2 REHBERAERAZTIAH PTG ENAANBE LT FEEINLEN
o A EW X MR T2 B%

2 3% 1 AR B 18 A H AR B S S ARAT S S RS S H P A A B
BENRE -

32 A EB AT HE R L AASACEHN MG EERORERLY
ERBEHYE -

Fredericks and Salter (1995) # 3 TE¥ - AL - BB RE ~ A1#H -
URERABHRBFEUNAMLELER EFER T EXEHEEB M - Storbacka,
Strandvik, and Gronroos (1994) N ARK R E €L EEHRIEME -
Gronroos (1997) Rl A B RN HEAGBHIEFBBS LY > AIH
B ESERRREE  FERUAREOBEEFRSORSLE  BEE

Ry B BB EHE - |

Wayland and Cole (1997 : p.23) R ALIL A BEBEFEGGATR N

LCEFEZHBENGBENSERERALTHE  AREXRENER - B A
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i 4 A6 A {5 14 &Y 85 B B 14 o Kalakota and Robinson (1999 : p.177) 3% 4
— L E S TH - BERBLE T FNBEMGEEZ 2% _‘;J—-MﬁJL%?'TE
BHFEIXEWRMG b LB KRB TXBE
B3 A EH B RATHESE RS S R EHNMAEBE NS E
BEREGBEOBE -

Storbacka, Strandvik, and Gronroos (1994 ) 32 $ — 1832 4048 14- B 1478 #)
N R EERESL  BERMBEBEREE-HNGBRE -
MGBEZRE-MGENS -  BEEANRA THEEA RN BESS  REBE
BEHHEEAS  MBEOBREEAS  BeEEIOMMAER% Wk 4
BEMG AHMAEREERS NEFCERLHGHESHMEES -
Ravald and Gronroos (1996) A& RAAM GeIE L a A E BB BHEGHR 4
Mkt BB A BRRVBHYG TR RIBENREMNBZBEERREE
LB LA RT] - MABRER T HRA NS XA FRE > 28]k 4
REBEZ OIS (safety) ~ T M (credibility) ~ R 5 %4 (security )
Ao EE BRREEFERR x%iiﬁf’kjé’ﬂ’“ﬁf&‘ &R F
ERESTOMGBRERE -

B AR EBAE R R BB —EE ARG RIINERE - TAYH
NHEBETEEMT  RTIEIHAENBREZ EETEY Bix.’%ﬁﬁ%dﬁé’l
B R  RHRHEENRE > MMATHEZ—EERZNT L - 3K
B HEHE (R86) 3 %M%W%%Eﬁ%%ﬁ%ﬁTﬂ@%'%ﬁﬁ%&%
%1’7 TR B S RREHR LR ATEEEILE - 5 LMl

WE o HIRBATFT2RK

1 e%4: 4ifﬁ WIBRATH R R Z A1 AR %ﬂfiﬁﬁfﬁ‘ﬁﬁgﬁﬁﬁﬁ%%ﬂﬁﬁﬁﬁ
THHFHHGELRELRAENBEZNRE -

Berry and Parasuraman (1991) REWGESCTATRANBEMAS (W !
BREELS) DEFRREEFOBARBEARS > MEBRNERETREZERH
et A Re4R M3 fo o Peltler Boyt, and Westfall (1997) ¥ pA b4 4
SN  BTHARESHBEZERERMMAHTE  BAMGELSEH®
BEERERLE E@6 %M % - Ravald and Gronroos (1996) A L%
oty RMMGOBRYT NEMAERBER—BEARTRAHESR - &
BETHRAELCERAGFMNE  2EHBRBBECERS  THME B
HREFEFHGHROCEFE BRI EREFREGE AT OENEER 0 I
BREBRETHOMGREE > RARPOGURS > Q2ALERTRERKRY
BRA > SHEFEMBEEERALHEET  RAECEABEETIRE
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Ay RBMA - FARBATEETULSH R T RA BB @R ELRGHM - R
HEBCBEFREMGEE ) SARRITBEHLE S SR MAEME
RUBEERCHZ R THRBLAGEZREFTHE N  REFET &
e R mEE  EAERARRITHEEERERI - RELHE2HE
AR do T 2B % :

T3R5 4 R HTARAT 60 AR R LR AR AT 4 4 2 B 45 A e R JE S
BMELREAAEABRENBE -

3. Rk

3.1 AAEERE

RIRATI F F M B XBRIFE R AR E B R HEB BT E
FRFERE CMAABA S BABAE  MGEAFALBEELRREZEA L LM
B B AMERE —BMARES BB A Al A% -
B RF KRR IE R G5BT SRR B N AR AT e S IR TS SR H s A
EREZECRAEAEBETHNBEEZBASALZERE » mERWe2E L
BER BEHNHAGEBENRLEERTCRAMEVBEASTARER
B MERBEHNMAEARCRBELNEER Hk o A0EeEhEE
FAGR AL FERBITHERABRAR  ARAEHGETENETITREL
CHEE FIBERSINOESBRELERESAAAR 5 LA
BB m A EAARER  MBEFRRANYHGEBAEERARLE &Y
BHEERBEMEABBATEEONGELS T - R MGEAFTATRYE
BEAE DEAEEFHBERBERD  NEFOERERTFEEMA
BT XNORHA MY ho o AFRHARLEMHE 1 AT -

18 A
N
14 U R o EE
1B &4 BWE
A 4
WA

B 1 AR
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32 RSB HBMAERREEEE

321 @HRBELY
AFF F AL 35 BB Fs o0 B A% @ 6y & 4% | > 454K 4% Parasuraman and Grewval
(2000) #gzz3# 4 SERVQUAL th Ristgm A Aet » R4 FXBEMGETE 2
CPUAMARBM X BHUAD B ELFREBRBITHNES  BRAEAFEHE R
SR AT &Y 48 35 RS 5 '8 245 F 4 & - Parasuaman, Zeithaml, and Berry (1985) s
REBRBSEHEBHEG S AEFHME - THEE - REM - FREEAMIE
M o WARIE b B B9 3 0 # Gordon (1999 ) #1 Bhatia (1999) #4#3%k >
AARALBEEHNGCEEORBLETRGS TRAM ) & TEEkl, 24
& o WA ER X EBBATHEERSE L2 HEMB AR AN T T
M T REM CTREME CTREM TR CTEEN | EEE o 3
AT RN E RSl T |
(1) AR TERZERIEAR  CHEREREBZRME  BE - 3F
SO URBBREEZZRAE FENRFBEZIRERETHE
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% &% ¥ &M &) Cronbach’s {835 0.76~0.96 = [ » ¥R\ THESL2 0.7 %
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PR 0.85 0.87 0.58
kel 0.80 0.82 0.53
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BR B A 0.89 0.89 0.61
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F BAAL X Be il B 893744 > Bagozzi and Yi (1988) 32 o 4B 46 B A 838 e
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B M BB A 0.929 -0.017 (0.896 ; 0.962)
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M, : B0 618390 59  363.290%%* 0.875 0.675  0.889  0.2220
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