gv St (Ja ¥ N3 N kY
B hmEH(TEA B
AR MARKETING

2023.10

SR UGB W T i
i B2 S

R E

Hr AR

[ EBlHhEeaB oS m P, APt sfhitsE2/FA. ATH REVHEE
BRI PRI W EHED, ATHRRERER G IFRIAFTAYATHEREELTER, ARSI A,
B AT R R AT AR Y (B R A R AT T ke AL SRR I AT A A R AR AT RA I AT
INTF R FAEFE R, ERE, RO I RBI AT A BT EIE R F OB R BN EBLERSAR
‘e, It LS ER X AP RBETHEPTER, o, st TOBREFRBAFERE, LARCHER
BERFOHERE IR T LR IFFRINITAGYm., B, AL RELFRZE IR IF RN THE

T, A E R R FHER ARZE R OB R ERELER,
[ % 8 18 PFipa ol il e A2 F R Bl MBS IS R
[(TEB BN IRE1974-), %, FHATEA, ZHRF 0TS 4 24,01, F2AFATML 2 LTR
BIBGL A (1998~ ), 5, i m MAL, X F R FRALALL, TERF T HEAL(E 230601),
[FExH A (F R T8 KF2M)(FEAFHF1R),2023.3.75 ~ 85
(E& T |8 3 242 F 2RI B (AHSKY2021D15)“ AR M %% % T ez e B R”,

—.5lF

BEE HL R 55 1Y R TR, IR A ) R T 2
WY E IR, YT A] LA Bl A A Ty 5
S B R 7 T AR AU AR AR AR 1S R TR
Mo TEZFIR I P X T B it S PAE A Y
FEMARZ — . FEPRTTZ B Jupiter Research
MR s  TEEAT A Z 11, A 75% LA_E I 9
S5 1A A O A 7 i )T B R TE L PEAR 5 909%
DA B RBIAV Ay  TESE T B N S S A R 2R
b, FH P PP RIS s B TR R AL
PR fR Ok B 2 P ARZ S oK e “df PR L
W “UFPFAR B AT N R A8 S G A AP S
P 2 NP R S K AE M- 5 BRI 2 50T
WITRE I S —FRE . W 98 e iy i
PRI 2 B — R R, R N AR 2 e T
PP R L E I, B 28 2 2R M K A (il — 5 1Y
M. AT T URAT PR K A S2 58 4
PER L7 X B H A e B fa Y,

. 66 °

ALK, 25 T 1) 52 00 D00 Ay s A B AR e 7
BB WA AT U PRI, o T ik
AFAVEATUFE, X — B RHE IR 1T 32K IR
W KT AR AT N, AT AR
HAEIE AR I AR AR LG AR SR PPk
BT X% SRR I,

ARSI AT, X3 T 18 2 5 2R (/M
O BRPUIE R J50) , 4 HE O T S H AT IR B 2
BT , #4032 ZEAF A S PTR B A by (AT SR T i ot P
B RNLEZ A SR I PR B i A B
W TR SERATAE I IR B 47 ) XHH 2 H 1%
SRR o TR B AT R 0 S 5B A Y 5
M 2 T 1) 30 2 B0 1) Y B 7 W S R4S 52 A7 A
AT IR PRI S RIS 2L, P R
TP TR A IS )

ARSCI B [ 25 B3 (RIS, DA A7 A S PR L Ay
N UL AT I PFIR AT Y S AR L
LR A, B 35 7 W W A5 0 S SR R AF AR AR



AT Rk HE Az B R (52 ) H AT IS AF 7 — 2 i BiF
FEER T, AR SCHH R R 58 3 AH DG I BRI ISR

— X IEMAREIEL

(—VF B E R FELER

$: 3% B (Acceptance , ACC) & T8 K AR B &
22 A2 W) SRV P T A ™ i S — S A AR
BV B2 IRUEAR I P A AN TR S
G R T A 0 PR N DA K I A T
HYBEGER . AR ST P& 1R iS4
SEGAFAE WFPHR I AT RN Z L A 2 B,
KT EHRMS A BB, ik E i o 45 Fh
BRI S R, E T S A e B, R
CAEUOLRE M FRURE B 11 BB TT A T 2 A R R
ATA PR T TR A A 1 R DU A 2 o G PR B A 2
SEGRAE A — i SR (R A A R

TH D 2 7 D I s 28 7 il R 55 N B 15 B Y &
FREZ — R FELITE M B 2 A
FRUEX H AT B B, A 2% A T 4G T
WP, “UF PRI A 1A AR AR, B Ry S G )
P U PR IO B AN A Y AT i R
fe B R, XTI 5 Insm A L, X 2 & R T A
KHE o I EF A R TE R IR B 175
SN, GRS B 7 2% 38 X 32 R A 143 o4 50 e B
K5 ARG BE 1 G PR B35 5 T 23 B AH S i 1
o FTUL, BRI AT R SRR S22 1 AL, HE T 2%
RMENH R E R EIE . REEYIE T TR I
L PR X TGS AL dh i B s, 45 4
TR B SRS e A G SR R 2518 . 24T R
Z3XF T R A A T PR L, R PR L
PR R A A S S s kb, I B2 KR FEAIL
TELTEN T B B 5T . 2Bk T IR I S2 R
“UF PRI AT R X B A RN RS 7 A 17 THT 5%
M, 2 BEARR T 2% 3 (R A5 AT I8k 38 Vs 2% 3 R 22 4
& PRI R RS2 A U TR B A T 2RI
FREVEN I B EEFVAIE M . PEAFHISEZAFAE I3 F
RIATRIG , — LI P A AT Ao i
%, R T REGRIEAR AR T AP kA
PEATUFPERIE 3% R RS T 35 ZEC I T AR IR 1)
1 FH i R T 2% 8 5 SRR AR R TRAER, PRI, 7
DB AN Z A IS A IR B AT R, AT g
SR, IR T I e e R .

2R L AR SO T 9 38 A6 W SE 22 R AR S A7

50 e“"“\‘%“‘“’ 3 ({;
2023.10  TIHEW(TEA-ER) W,
MARKETING AR s

FECUF PR B AT R, QA BE A R 5 B B S2 R B If
A PIRG4S R i
TR B SR RATAE U HR B AT R AR A T BB B
TR 1 A 7 22 07 1) ), 0 I 2 i 9% 2 1 52
B BN KR i B IR 55 B S O B U A S
B J8& T R A7 % b, 0 T R e LS 2 0 25 R R AT
S PR, B DA AR

3% H1: 55 R 4eil £ 45 1R8I 4T A AR,
HREE L RAE ST RBINITH G, TiEE
R E%ERATH,

(=P F A B R L HREFETER

TH 9% A6 G, AR 52 58 3 DU /R 19 3C
R EAUUR R A T BT R AR T
B A R AR A AR 2 S s IR 55 A
KAm BUG  RHZ AL 2 7 sl iR 55 45 H G =0
PR VAN i 0 2 O P R R o i, AR
ZERAR I = A5

Zeithaml" I B, 14 2% F AR 7™ i 9 R 4k
RN L ZR BN ™ i i, I HLIH 2% 38 e I
rn B IR S5 1 T I, BE 2 )RR SR MR R . BiAR
LURE RGBS B THFM SIS, LK
SEAETE IR I AT R IE A AT LS
BIANP L E . TH 5 I TR0 32 A TR
AT R TH R SRR ENZSLS Ar 7 B A E ]
RETFAE Y A TH 283 I L X S R 3 B B
AR, BN 2% 3 AN 22 @ AT =
TH DR AW, IR 3Z B . 25 1 IH IS
) I S A5 01 32 FATAE W R B ATk, S I &
1) 5 S RIIAN 2 A, S 1T A8 VG 21 3 TR o ot 5 ThT AN
FELE“ IR B S 5K, 2 AR 2 3 1 B8 TR R
AR VR EE I 2 A B T i . T 2 BN
HAEIT N REIBES A B W, 05 E A
Sk BBV LE [0 52 M T 9% 2 i a2 s B A 1™
WEFE K IR, Vi % R 55 14 ot da JaR R 2 425 ) i 45 1)
FIRNER ., ARSCARBA RS S T B
FErE IR s, R, B DL R

fB3Z H2: 55 R 4mill 2 45 3R B I 4T A ARG
B EF e RAESFIRBRIL AT A G, R
BERNWBEZTERATH , Rz LAEX AT
AP

(Z)IFHRBIL Bdn B 5 HAEHF R

MM A C 323 T BELAS I H B0 BT

- 67



gv St (Ja ¥ N3 N kY
B hmEH(TEA B
AR MARKETING

2023.10

LR OB BFRZ D HEPTAER X — RS Ok
Vi B A ] IR P A7 BB ™ BRI IA R R
WA A CRAT 2 B AT, = A b da s
i TR IS RAFE IR B AT M e, — 2B
BH WA AT TIFPES G I o Tk ik
TH 9B AE S5 B2 WA SEAT R J5 AR AT AP, 1Ib
BFE 2 E A A O A B2 8] 752w, DTS
AR B AT R BRI, BRI A oY
T R X ST BT TA Sk BV 5E A AR [ Y
TELVEIS , AHIH 28 3 6 A S AN E . AR
TH 22 X AR R A, anse K0 “ bR B0 5 54T
R WA RE S A AR S BE , SR T2 e I 3% 25 1
AN A B . PRI, $E DL Bk

1Bi% H3: SR ATIER RA T T Bl i 2 424
FRIBILAT A Ao il B F % B R AR

= MRAE

(— AR 84 3% 3t

WRIEHTSCHIR IR RIS HE S LA SR, A AR S
FOBFFEARAY . SR U PR B A Tk ok AR i SRR
O AR I S R B AR I O
CIPUAERR AT AR AR SRR IR AN 1
R KT IR AT R R EE SR 2 MK
ZHTIBFFATAEAE—E Bk 11 o K df PR B TR
5 TE O SRS G R W AR I B AR
FRIE AT B A AR o A SO AR g S A - S
T — AN AR A B — R T A R
ERYERR G 25 VAR B 47 A 38 A 5 e T 9 4k
SR S I 2 M Y 2 o 2 S A IR, TRV AN )0
DB I (AN SO ERB TR R B XT IR OC R RZ

IVSLIE R IEL 9o
YR ILAT Y TR
Pez

B IR I T AR AR
(F)FRETH ST TN
ASCGHE TR . L — B R UK
UFPRR LT R X2 TR RN 5 S AR —
AOSER b, b — PR R R P S =

- 68 -

W — 25 IR O BE YRR PR VR . AR e
KA M 1 =8 A TR & o & I 22
B, I HRZA A BEARRE AL T DL 2 S0 ) P R Ak
BRI, AR R R 2 AR E it

1. SE90— SRR TR B AT N T B %
Pyl

(WG STIF &

ARSI R T WU R S AR U VR I AT R AN
AEAE PR I AT R I SE s 5. ST BBk LA
D) £ ) ) 2 P R, S il B Sz AU B
LR GIR T — (A PRI AT R) : A8
BIWSE— = i, B T RS2 Tz i 5
FREATEL IS, T HEEATH &, [ R IR R 2 5K
AAEAE T PER I AT M s 1 5 (P PR B 17
) ARG S — R = 5 BT R T RS RO TF X
7 B FEARE BRIELR IS , I HLIEATE & | [a) s 0
e S FATAE TR B AT

()8t

SO R 2(FFAE IR B AT R vs AAFAE I
TER B 47 R) fai B2 fB) PR - S B e ik R, ik
B el 52— B A i 1) 17 S ads | B S 1
— Mg = B R b X R 2 B
B HE . ARSI AT 80 (i ER KA (45 B
AR T 18~ 28 )5 5,

(3)SEEa AR

ST SN E A, — 4 40 AL Bk
B A T HLBEAL A B AR 45 S oy
RIAAEAE PR B 4T R 2 AN “ PR B A5
Ho TG, SRR X — TP 2 5
Bz BB SR, LEa A B e A A SCE YR, BRI
ANTEFE U PR B 47 21 1) e iR 18 S — A b R
FETE U PR I AT R A ) A RS e Ak, 7E
PSR b, B S WU P ez SR
Ko AL HBHEEZER MEREE THE
P e PO AN BRI (B EL R N R L 1), HR
H Likert 5 553050k, 1 MAER AR, 5 AR [F
B BRI T8 O PER AR A E B .

(4)FL i E

OfF R : B ek s 2 & 2 BB E R W
G B, g5 BN, I B %2 B R Cronbach’s o
FHN 0.886, KT 0.7, 0l 15 B e ARbR e, T 28 &
A BN R I R B



2023.10

HAEH( TR 2) | W

MARKETING Kl

&1 TERRIREKIR

Kt
fem

EILE S

ATYIRBA NG A I A S AP, T A 3
A2 SFRIEFERY [ i PR, 2154
A3 D AFE RS TR AR A F I, 5K 2 e k

A4 RN 2275 | B B — T Ak
AS TR B NIE S N4ATH)
O FRGTER B

A6 2 —BETYIAR | i, TR H AN X IR TS B S
AT AR A ZEE i R 1 241K

sz 26)
Hong K

A8 7 — A NER TN E — T L, 23R4S
A9 RN GRIE TR LA, BB A B B i

ATOFRIA kK A B9 B I — PR AL
AL LA ST AR A P P AT B

B FIA N IS G007 i o
B2 %GR A B
B3 %A AR AT o

Dodds 252

C1 R B (ORI B B S B PFR B A T IS K

C2 TR R E BN WA B PR B A7 2 Y S SR it i 55
C3 FRIE R A = B A PR B AT A 325K

e

C4 TR EARAFTE I PR I AT Y S 00 0 3K

QMBI  $F 32 R B AP ITR I 1T
YESR A A8 i, BN A Sy PR AR £, iEA T ST FEAR T
g ange 2 fE 2 BoR, TH 3 B S S RAFAE “Uf
PEAR B AT 0 Je B B0 o B AR X AN AR AR B
TR BE TIEM w:=3.885,M 4+=2.072, AM=—1.813,
p<<0.05), B H1 BT .

2. S T B T A R AR
(DRI

SEH AR R 2(FAAE U PR B AT vs A
AFAE VIR B AT D) i B2 [ PR S B ik A 3

T A 1) 15— B3 I W i A 195 S s, B L S iy i
VS R L PR A LR S X S R 2
JE RN B 1 i 2 . ARSI 80 ALK
22 (46 SR AFIA T 18~ 28 )5 5.

Q)T

KA E o A, —4 40 A gl E Y
S RITAEMBEHLE & ARG SR R
AEAE U PER B A7 R 2 R “ iR B AT M 2
SRR YR X R — TN T T a2
B SCE, LERE T 145 1 SO TR, BUANAE

*x2 HEEESEREGEEFERRIM T AAMAFE PRI T AH) M HFAR TR
ST 225 MG B SR R R e
F T t Sig. (W) FHEZEE RS2
M 5 75 2% 9.534 0.002 25.585 0.000 1.78297 0.06969
AMEE S5 % 25.577 0.000 1.78297 0.06971
5

T e P2 R P 3

T HEPRIR I AT

A UPHRI TN

2 HEERZEEMEILR

69 -



FOR 5
e FOR s,
& 4,

gv St (Ja ¥ N3 N kY
-9 hmEH(TEAER)
AR MARKETING

2023.10

TE“UF VIR 047 hy 20 Be i A 1 S — R AR A7
“UF PRI AT R A B A A S R RE . TR
filt b, LA TS I 0 2 A 2 R S R ot
R, AL B R RAE T
TRy 2%, PO R (R LR A LR 1)
AR R E R L Dodds FEPEFR , L=/
T (REIELAAR N 28 L2 1), R IR Likert 5 51T
01 RAEE AR, 5 hARE R . Ba IR
IR HPER] AF IR A

B)FLIA5 A

OAF BERE 50 AR SCET SR 300 2 4 e 32 B ik
TR R R E R 45 R WK M a2
B Cronbach’s o Z2%UN 0.892; J3% 1 i £ 1Y Cron-
bach’s o ZECH 0.911, KT 0.7, 1 A5 = R AR,
U T B 28 52 T R ) 3R BRI ot o 1) o A5
1 )R 2K

QMBI IRUE : R Bootstrap J7 7% s H2 it
T, 1 e 2 50 AR TE I PR I AT R A T
W% A3, 5 DA Ay AR o 5 R0 2 2 s AR
Ry R A R BN SRR A TR A AR R AR S AR
T, VEBE SPSS HA Process JfiFH1 4 Model 4(1Z% 45
ARy 7 B h AR, e 5000 IIAEAS A
95% 11 B A X 18], SR i 25 8 1 E i AE S B0H 40 r ik
ke, ZERNFE 358 4 FoR , RSN BT e 7
RILAT RRHE B 42 i B s e o AR H
HR4H Bootstrap A5 46 (1445 5 AT 1, % [ A8 & “4F PR
AT R B Y EAF X 8] 24 (0.1491,0.5518) 1%

BEAG XML E 0, ATAUEA T B 7E TR I 1T
XPH P ez IR R i g W A ER . &K
N7 0.3507, BY Uil B4 7oA 38 e B e o Fe i
SO T IH P e B R H2 0T .

3. 5L O IR RE B R T E

()8t

SIS =K 2 “HFIR B AT R vs NAFEAE
YR I AT R))2(R D BRBTAE vs (RO FEFLR) 2 A
BT, SHETE PR B AT R RS AE “ i TR B
1T R BIERAE S Tk X e i — B P A T A0 155 5
ik, BRI _F S S — S = s RO BB R
FIHERAE , SR I T T 9% 3 O BRP LR AR R Y
R R 140 fIEER K280 4 &,
BT 18~ 28 )2 5,

(2)L R T

e, L S Y 2 O BRI
M2, %R R BT Hong S50 538, 4k 11 M
(RN IR 1), RIEE0 K m TEE
AN A T =B 1711 kA £ 2 o SR L B N 3. e o ]
M BESE 5 IO BB, e 62 Ao KA,
B O EEH TR AL R A, B 0S5 A BT REAL
REALAE G, B4R 39 Ao MRIEZR S K8l o A
AFAE U PFR B 47 R x e U B TR A A AE “ I TR
B3/ il =D 116 711 4 I o B L X (3 WS L7 A i
Mo I ATEAE U PR B 47 Ry AR O BT HE 20 A AT
TE U PRR B AT A D BT IR A, B4 31 AL
MG, AV ORI I S i

*3 ARG ZE R
H e B M E 7 BR JERGH BT
t P t P t P
AEE 0.3839 0.7013 0.4359 0.6631 -0.3055 0.7602
LR -17.4202 0 -22.7258 0 -25.0494 0
JEAT = -3.887 0.0001
R 0.6026 0.5874 0.6235
F{ 149.3842 187.4471 218.0027
T AT A AR R 3R FHARE LS 1 A8 HE s A7, R ).
x4 B EENN K EES NS ER
Effect Boot SE Boot LL.CI Boot ULCI FHXT AN AR
STk 275 dIva 0.3507 0.1027 0.1491 0.5518 17.28%
BN -2.0063 0.132 -2.2652 -1.7404 82.72%
SAH -1.6556 0.073 -1.814 -1.533

1 : Boot fifE15R \Boot CI BRI Boot CI B 43-51148 18 45 22 57 15 11 B 4357 Bootstrap 1A A [BIHE850% PR IETR 25\ 95% EA5
DT T BRI LB 5 7 S o DU DR B DU/ N, TR TR

<70 -



FERY S, LRl R 5245 A SCFRORE, S5
T 2 E e R AR BT i 3. SRR T 2
Pez B RS TP R AR L pu A
(EIRAR A2 ILFR 1) 5 B BT i R AR ST Dodds
SRR, = AN G R R N A LR 1), Bk
FH Likert 5 fi0F5r45, 1 RAEE AR E, 5 HAEHE
B B R TR PR AR A E

[REXERES

OfF R : 1 ek P B e BIE R U
BT RO BBTAER B R, AR
7N, TH P B 2 B R R Cronbach’s o 240K 0.897,
JEI T & 1) Cronbach’s o 248 0.901, .00 AT FH %R
Jitf#) Cronbach’s « RECH 0.912, YK F 0.7, 215
JFESARARAE , BT 28 432 RIS R R BT =
OFRHUHRRR T R A5 A I 2K

OUBBERIE : SR HL Bootstrap 73X ik H3 i
TTIRUE o B IR I AT M GRS R O, NFETE
“UFPERBL AT LGS N 1A O BB R 5 2 i
0, O BT R AL RS R 1, BEHE SPSS Bt
Process Jfi{F 1 i Model 7(Z A58 Sk vh AR5 7Y () g 2

2023100 TEESS(FEA-ER) | W
MARKETING AR
AFEEE, BEXEN 95% , Mi 2K ERAESE8E

IR IRE s S5 RN 3R 5 R o 7RI T
PEAT AT PR R, 45 AR 3 FioR . 26 5 B8

SR, U ITR B AT A RO B A R A A8 30 X

TN A W e . B 3 s D BT
E@«ﬁ%% PR B AT R BT A 3 I ) R
M, Simple Slope=—2.4,t=—26, p<<0.001 ; T %} F-.(» i
PR EI R P, IR B AT R B ARt X

JE A B R F2 M, {H R 52 /)N, Simple Slope=—1.4,
t==30,p<<0.001. ZF [, CoBEFTHRRR A T JEA1

HEE AR I AT RIS 9 2 BIRZ B A A
RO R H3 £ LAGIE

2k b ARSI A RIS 8 T 5

(Z)itik

LG PR I AT AT —E S AR, S
FINA ST NG P 8k, E MR iy 2 & (5 1L,
fif [ B ARAT S A ED L A AR . SR, B DA A
BTl i1, I 2 B AR T I ) 2Z i %ﬁ%%ﬂﬁf“ﬂ%
PER LA M A L, 8 8 E AT ol R I U
S FAEAE WP TR I TT A «ﬁ%%mu%zm

Bz P, X WA SCAIFFEARIRY) | 356 $E 5000 YR FAE TN e 2> W35 T [, I ELAE A JBR i g8 A 1R
x5 BiIATH A EEISHIE
HIH IR
ST HE I ER
coeff se t coeff se t
constant 3.884 0.179 21.679 4.682 0.236 19.821
A -0.052 0.042 -1.229 0.011 0.047 0.239
1 -0.281 0.215 -1.306 -2.031 0.116 —17.559%x
CERPTIERR R 0.030 0.047 0.637 -0.202 0.051 -3.992
EAEX O TR TR -0.514 0.065 —7.943 %
R? 0.712 0.597
F 243.089 193.946
40
30 < ——
N IEOBG === P50 B
20 SN
®e \\\
oo Tteee, S
\'E See '\v\
EZ A T
4] Ceq
5 KD N i
-10 \\
N\
-20 s,
-30
3 EHIEERE TR ITAMBMREZ BRETIER

- 71 -



gv St (Ja ¥ N3 N kY
-9 hmEH(TEAER)
AR MARKETING

2023.10

FH, W AR T P e I . I A AR AR A
“UFPER B AT A AR H O BB R B S T B
SO AT AR TR e ) T 0 3 X2 52 R ) SRR o e 42
RSN, 2SS AR H R Y AT ARG
B2 %] it R B 7 e DA AT R B T AR A 1T A0
PR o FHULTT UL, B ARAFAE R AR I AT
R U PR 4T R 45 KR o0 TH B B A58 R T
B AR QSRR SRS A B i i B PERESE, B
IR U PFHR B AT R o BRI ORI 2 3 TR I SK A 2R
FRHNCAT R, X5 7 it 9 B i SRRt 2 KA T, ki
FEARZ S R N2 B . FFHMAT A —E
PR AE M, 2 R AT e S R Ak R O BT AR
Jo R A B, S 2 2 U A OR K
T I TH AR R

M ARG IR

()RR A TR

AR SCHET 9T SO T e W 2 if B BT
T SRRV E R M O O BRI 3RS BE A5
FLRTHE T 325 U PR B 47 R X 2 3 IR i
HEZ R R s BFFT T AN AL BT R A 2%
BRET XS IR BT R AN RIS BE T AR ek
T R4 22 BB R o AR T ASAEAE “ I PR
AT R I B AR W) Z B4R RS2 AR I TR
AT o B AR S A BT i, O FLd
JEEN T A R A A S R AR S R 2
JE o YSEEAFAE PRI AT A O PR TR R TRk
SR P 2 2SI 2R SRR BT i RS2 B BRI

AT HIS DTRR N < EF IR IR — R T
TS R B DS E A SRS R s T 3258 “ IR
IUAT R X0 B 42 B s AL, e T
PRI IBE5E AT

(Z)EH 2w

TH 2B RN KA RISE K APk B A7 o 20k
TR T A7 B I P AR T AR R 2 . RO P
PUAE A7 O ()T 2, 437 A T I 35 A B TR0
R, A ST

(D)ZRRZIEF AR LB B R . [ Rk
— B 2 PRI TV 2 R R K B PR, AT
FEAIK T I 2% L R

()L R B UFPEIR B AT R e i 5 B —
JE SR IE M, SRR 2% 5 (RS O B TR R B 4R
SR R 2 ) X AR B AT R 7 R R

<72

Ko SN G T ANAB UV S KRB O
BRSO, PR, SRS AT DL 2 ek — A R, i
“HWERA AR B AR s AR L, S
20T L B 5 00 2 A PR I — A, |
A A R 2 45 [ A R A Y di
Ko ALK — Pk, AT R R T B XS R R
AT R R

)M AR LR PFE X HY 28 B2 M E
RRFER A 25 7= AR . AR AR
TTRFEEL LA IR S B ME S RIREE IR, 2K
KB T IR R S T e R L, LT 2
HIRZ BRI RS2 R Z R A IE S 5a 5,

(@A) FAE R PR B S5 M0 5 75 A 16 sl
N Z5A 25 TR 3 S AR DR 3 (AN A ST 25 A UE B o0
PEPTRRR TR (7 28 AR S 32 R B AT
Ry, R B PEAGE AR, B T 2 sz R LA
A PSS

(ZVFFR AR R A KRB RT7 18]

ARHIFFE R 0] 2 8 2 D i S HE Bl , ol 45 ol
AP, HRTRIRRA T2k | 7R R4 (5T
T 033 PR P [ 3 A e ek 2 AR R4 T 080 R
B (HAR [ FREAR /D Mk LSRRI 8240 0T), I,
H R IIRIFTE 2518 5 AR A AR R AR R T o
HAE . RS TAE T, 30414 25 JECR A (2
(AT 5EE — M)A 7 REF 17 1%L
it E—2B B UEAS SCA R AR5

AT GEBAT R T A TKT- S HLALZE R 44
AT ARISCA KT T 2l 7 0T 75 o 10 I R %
IX, ATRE & AR T2 “ PR B A7 A5 B B 4
Jily , E T AT BE M AT S S e 2 R . SR AR SR
AT LUK 2 A — 254y

Sk

(LIRS . 2 AN BRI TR LRI A ——4t &
P R 2R A M RLNE[]. A HL AL 2012(12) : 115-124.

(215 AT X F 5 55 D A T 4 1 5 i R 3 34
XFSRE[T]. o LR 2855, 2015,29(3) : 42-48.

(BN, BB 52 . LG A v S DTR S A 7 R R TR A R
L. FEPRHB L 2 (23R RR) , 2017, 29(3) : 2328, 41.

(4R8N, AT AEER ST IR I T 2 LA
B XSGR T E 25 AT, 2017(6): 110-121.

[SI1Z=IF, B0, 2R AR B AT o T I S R A T
R B AT B RN, 2017, 30(5) - 17-27.

(61252 I PR B 47 Ry ) 3 vk o T R i A% ——



HEBUH RN TE 258 ik ) HIDC R Z R[] 69142 52,2018
(6):121-125.

(71, BRAS 2R 20 T . T4 A 0 e 3 IR 90 35 3%

MM B 2 5FFSE L 2015(34) : 64-66.

(81455 , BB . U PP IR 26 DI 4 ) AR 36 70 ™= 5
W B e M SRR [T, A PR T4, 2020, 34(2) : 21-29.

[9JADELL E, VARHELYI A, NILSSON L. The definition of
acceptance and acceptability: Theory, measurement and optimiza-
tion[C]//In: M. A. Reagan, T. Horberry and A Stevens (eds.) Driv-
er Acceptance of New Technology, CRC Press. 2014, 11-21.

(101 d% , XU HESE  ARBT . IIZEFREE T Al 5 R T 9 2

H.W1B1$A$+5L,2017():103—114.

[11]JCUI G, LUI H K, GUO X N. The effect of online consum-
er reviews on new product sales|J]. International Journal of Elec-
tronic Commerce, 2012(17): 39-58.

(12173 05 0, 24 2 Sp PR 3L e 2 0§ 2% 47 TE L P

W r—N0E 1. BRI P B AR B REE2AR, 2016,
12(1): 133-152.
(13125 . S22 PR L AT S0 15 Al 7 25 Y 52 )
IFFE[D]. K% AR L2 K%, 2018

[14TRLIEIR, 220, XK , 45 . FEITIR 5 BB BT
m%ﬁ%§ﬁﬁﬂﬁnﬁmﬂ%%*ﬁzm14@1%-
145,118.

[15]55 25 4 o 25 SRR o
SRR, 2004(3) : 42-45.

[16]ZEITHAML V. Consumer perceptions of price quality
and value: A mean—end model and synthesis of evidence[J]. Jour-
nal of Marketing Research, 1988, 52(3): 2-22.

(17184, TTHE . 28 G Al Ak 2 AT X Bl 7 W 3K 3

T[] AR Al R A2 (1

G FOR 5
SER FOR s,
S /4(

2023.10 HiFES (T2 A -Eig) ;f ,,}f;# 5
MARKETING AR AT
a5 HEF SOR MR SEAIEL]. W AR R Ml K22 91

(GGREZEE *ﬁﬁ),zozocn 64-73.
[18]%%71%,‘21 B {ﬁ%‘{ﬂ* Wﬂl gﬁf'::ﬁl(ﬁfﬁﬁ’]ﬁy
BT R

2%

= Ul
%&(?té;ﬁ%%éﬁﬁ),2020,35(6);15—27.

(191735 XUBT R, E4L ‘fiﬂé?ﬁfﬁ’]ﬁ ﬁac'zﬂ, L\Iﬁﬂﬁ
%%@ﬁ%ﬁﬁﬁ Al

£23%,2018,37(5): 109- 115

(201 U . 2160 SR 2 I 55 Btk I AT =
BB ZE() . iR IERE: 2020, 34(3): 94-102

[21]BREHM J. A Theory of Psychological Reactance[M].
New York: Academic Press, 1966: 1-5.

[22]RAINS S. The nature of psychological reactance revisit-

NP2

ed: A meta—analytic review|]J]. Human Communication Research,
2013, 39(1): 47-73.

[23]BREHM S, BREHM J. Psychological Reactance: A Theory
of Freedom and Control[M]. New York: Academic Press, 1981: 1-7.

(241 RS . JF Bl 2 T A B 104 2 R B R A R R T
(D] At AL B LR, 2015,

[25]DODDS W, MONROE K, GREWAL D. Effects of price,
brand, and store information on buyers product evaluations|J].
Journal of Marketing Research, 1991, 28(3): 307-319.

[26]JHONG S, FAEDDA S. Refinement of the Hong psycho-
logical reactance scale[J]. Educational and Psychological Mea-
surement, 1996, 56(1): 173-182.

[27]PREACHER K, HAYES A. SPSS and SAS procedures
for estimating indirect effects in simple mediation models[J]. Be-
havior Research Methods, Instruments & Computers, 2004, 36(4):
717-731.

Research on Consumers” Acceptance Willingness under the Influence of

Seller’s Behavior of Cashback for Favorable Comments

Zhao Jie Xu Zufeng

Abstract: In the process of choosing an e—commerce seller, users” comments and recommendations play an im-
portant role. Based on this, many e—commerce sellers have launched marketing campaigns of "cashback for good com-
ments". To explore consumers” acceptance willingness under the influence of sellers” behavior of cashback for good
comments, this paper takes the perceived quality as the basis and conducts an empirical study on this issue consider-
ing two situations (i. e., consumers know the seller has or does not have the behavior of "cashback for good comments"
before shopping) through three scenario experiments. The results show that sellers” behavior of "cashback for good
comments" has a negative impact on consumers” acceptance willingness by reducing consumers” perceived quality,
and psychological resistance plays a moderating role in this relationship. In addition, compared with the consumers
who have relatively weak psychological resistance, consumers with strong psychological resistance are more likely to
be influenced by sellers” behavior of "cashback for good comments". Therefore, when choosing whether to carry out
marketing activities of "cashback for good comments", e-~commerce sellers should comprehensively consider the type
of consumer to improve the perceived quality and acceptance willingness of consumers.

Key words : cashback for good comments; consumers” acceptance willingness; perceived quality; psychological

resistance trait
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