MsUS=3UI¥INNSS:AUYIA vosunanenderenisailng AsiA 10 1448

12 Unu1eiu 2569

dMsnwavasAudanadasvaIn nEnalnuekazussgslalun AN idan1sTuianAINTg

USlnARUATIDE19898ULAZNNTUAIUTIUADRUTUA: NTAANEILUTUATINISAAN

The Impact of Self-Congruity and Self-Completion Motivation on Perceived Value of

Sustainable Goods and Brand Engagement: A Case Study of Cha-Mark Café

HRER—BlEE B RSERSIHL
XHRSEE RE B MEIN S RS 520
PAZR T T nim el it R 45

We 1893 He Leqi 1] Gk B
13U 99 Hsiu-Li Chen 445 2

o/ 1

Unanegs

Y ¢ adda Ay a

v av v & ~ A o ) Y s 1 @ o &
Sunundladuiesanundmsunisnudedsassavingu wndadududneaivaifainnguslaeg

v kY

' '
laa a1

THlunsuanisndnuainasaenvesnues lugaldidainue “arnuddu” Wnaraluidaduddaly
MsadInILANGNe FailBvBwasionsiuy ewdnd waruluvimliAeuauewesiuilan nsuany
ngufnsAuiuauLes (self-completion theory) @seSunaindamnyanaiivulfuuamnginssui
Prgiasuaidndnuaivesny Wriuuuufoadiunudsdy avdeesungldivihluguilaadslins

advayus un It dulinsredwinden

melavsuniasugiadisuszaunisalkazniswdsuiiuganudiduniussauiu guilaaiiuualiy
woansuilaaedesinludinUssdriuindunddrdglunisaslazuanidndnwalnud wind ou
A3TelY Cha-Mark Café Tuldniudunsdfiny lnsysaniswuiAnaudenaaeavesnIndnyal

AULBY (self-congruity) Lmzmq@ﬁmnﬁmﬁmmm (self-completion theory) L 9ULaUBKLUUTIADY

(% v L3

Y35 “Maiufiudndnual-aua1-n13dd1ususuiu (co-creation)” iednw1inuslnald

[ v 14

ngAnssunsuslaadsdyanwallunsifiuiy “Snanvalsudawinden” ognsls uazdinanani1ssus

v Y

" fndnwmdngnsuivisgsiaumdadio a1uimsgsie (dngasniudv) Inendeunnnidlne -3u iensdnnisuminedevenisdn
ne , Master’s Student in Master of Business Administration (Business Administration ),Thai-Chinese International School Of
Management, University of the Thai Chamber of Commerce , Z*fsﬁlﬁ%j(%é ’ Zﬂfsﬁlj Bﬁ%fﬁiﬁ?ﬁ,lﬁ%ﬁﬁﬁ
fi Bt AR

2 3ngdoununvd Ine-suii on158an1g, Iniinedenenisanlne, umIne1denieaiu Thai-Chinese International School Of

Management, University of the Thai Chamber of Commerce, Ming Chuan University, - [ fRE E AR,

RERB R, R

Sustainability and Competitiveness in Trade and Services



MsUS=3UI¥INNSS:AUYIA vosunanenderenisailng AsiA 10

12 Unu1eiu 2569

ARG uLarNsildTINAuLUTUAeEels wanani vwddedilii “anuduinesouusun”

v W

wnduduwdsiidu iesduignavesnasinioseAunIsasunIuen “n1s5usidednanval” 1ug

Y

“WeANIIU”

nsnusIvsmdeyadiiunsinuiuudeunuesulatuazwuvasuniunaauuneluim 1isy
Megrandanuanysaliuiu 512 ¥a wazlduuuinaesaunisiasasne (SEM) lunmsnaaeuaufgnu

NANISITYNUIN

C)

(1) anudenndevaInndnuainueldvsnadauinegited Anysaussgdalunsidudiumues

LaENITUIAMAIYBINTUTINAREN9ESEY

(2) wsepdlalumsifudunuesliiedidnsnadauindenissusamuanriiu uiddmalaenseie

ASHAIUTIUAULUTUA

'
o a 1

(3) M3suinnAveINUslnAeg 1 dsiuldvsnadonsiidiusiuiuiusudunian uaglisunis

Ly [

BuduindudunedinansidAgy

U 1 U [

(4) PIINAUALFABLUTUATUN VMG UL R Atyionuduius sEnineauanAdeIUed

AMANYaIMUEITULSIRIlTluNISRNALALDY LarTEniANLEDRRdeIBIN AN YaIWEITUNTSUS

AA1 Faguduunumvesiuysiiy

A A9 v @ e 1 v O A v a v a Y g v &, =~
HANTIFETLIAUTY MInLUTUATI L TuANdEudaansdsutaiauedaninilinate.dunisd
dUTINTTELEIVDIGNAT AITTAMT “NiMenTaddnualvesdnanual” Nanusaneuiuld aenen
50931l warvavawls WeandunulunisaiavseUsudndnuallsdydnualvesuiian ludwmeul
detinevausssadaisenieuneiiv “dosinavewsegdlanudndnual” Tunsuslaneg1ededy uay
a a [ I a a aa N a1 ' v a a wa

YIBVOUANG B NSRNANRUelUgUS UNYRIUTNsdAudgarnisiidusiutes Tugaujun

NuATeidedrdgyronisussaidimunenmsiaunf gy SDG 12 (Msuilaauaznisuineg19dadny

SURAYRU) karMSLiNYaAINARAYNTINVRIRNAT

o [ ;7 |

ANENANY: AYUABAARBIVDININANYAIAULDY; LLﬁqgﬂﬂumiLﬁmﬁmum; N33UsANAIYRINITUSIAR

v

a0 1

9E198981; N15TAWTINAVLUTUR,; ANUAULALFDKUTUA

Sustainability and Competitiveness in Trade and Services



MsUS=3UI¥INNSS:AUYIA vosunanenderenisailng AsiA 10

12 Unu1eiu 2569

ABSTRACT

Coffee shops are no longer merely social outlets; they have become symbols of lifestyle
where consumers express self-identity and personal values. In recent years, sustainability has
emerged as a key differentiator, shaping customers’ cognitions, loyalty and self-concept.
Integrating self-completion theory—which posits that individuals seek to reinforce their desired
identity through symbolic actions—with sustainable development practices helps explain why
consumers support eco-friendly cafés. At the intersection of experience economy and
sustainable transition, consumers increasingly treat daily beverage consumption as a stage for

constructing and performing an environmental self.

Taking Taiwan’s Cha-Mark Café as the research setting, this study integrates self-congruity
and self-completion theory to propose an “identity-completion-value-co-enactment”
framework. It examines how symbolic consumption enables consumers to complete an “eco-
self,” thereby influencing perceived value of sustainable goods and brand engagement. Brand
familiarity is introduced as a moderator to reveal the threshold effect of “identity—>behaviour”

transformation.

A combined online and on-site questionnaire yielded 512 valid responses. Structural

equation modelling (SEM) was employed for hypothesis testing. Findings indicate:

(1) Self-congruity exerts significant positive effects on both self-completion motivation and

perceived value of sustainable consumption.

(2) Self-completion motivation positively influences perceived value and directly drives

brand engagement.

(3) Perceived value of sustainable consumption exerts the strongest effect on brand

engagement, confirming its key mediating role.

(4) Brand familiarity significantly strengthens the paths from self-congruity to self-

completion motivation and to perceived value, supporting its moderating role.

Theoretically, the study addresses the “identity-motivation gap” in sustainable
consumption research and extends self-completion theory to high-frequency, low-involvement

service contexts. Managerially, it suggests that sustainable brands should provide visible,
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narrative and accumulative identity-symbolic resources to lower consumers’ symbolic identity-

repair costs, thereby converting functional appeals into long-term customer co-enactment.
Implications for achieving SDG 12 (Responsible Consumption and Production) and enhancing

customer lifetime value are discussed.

Keywords: self-congruity; self-completion motivation; perceived value of sustainable

consumption; brand engagement; brand familiarity
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1. 515
L1 BRER

FEARRRARIE 5 SR R S UUE H 2t MR T SR, KSR CBER O S oy iz BlsE .
BRE [ SDG12 ¥ S SUEVH 2 5 427 H D 4 BRI Y ) S B IR Bl g, TR LR £ g # i A0 75 s
Wst, HERONH A R B BN R S @AY SN S

SR, AT 2 A K= I DhBE MEME (R IE. A PR GRS , M2 T %
HONMBE RS 5 S REROHENH . FT Wicklund 5 Gollwitzer (1982) MIEKFEMILL, A
WA PR IR B SR, AR N MO ", SRR ORI N —— ANk (R 3 S
TOANEAE B RMEERS, Eadid RN E AT R SR S TR AT O, ki SR E
AR e . Z S 5EmMEE (Cha-Mark Café) LAIEIAM REGE. BEIE MR K5 G/ NRE1E
MR EESLNIE, 4R4E T RS SRS AT, ORI e B O R 5 K B B AT R L
2 W73

. ASCREEIE: 1982 B R ORI TR £ 70 ? IR B 4 S L0 ] 320 b
MBI, IFREHNNKINZ 5 Mok, KSR AR R BRI A R A R AE TR R 2

2. XHREEIR
2.1 HREZ —FH

HIE R BB (Sirgy, 1982) figth, M Mm% 5 3 5 A& s 8 B I E S 1
i, CLRRARIA SR 2R I JF sk E RN TR o FEZR ST Bt B b, 240 2 38 0 " IR 1 30 "N B BT 5K
i, SREMFEASOBRI MM, BRSO EE Bt (green self-congruity) , FFiRmIE%
BIE. BRMEURE (Lam et al., 2013; White et al., 2019) .

SR, BRI T 20 B3 — B R B 1S AS OIS, UMY 97 2 el 72 08 b 50 5 B i
WRE ), KA ERZE MR A S TAE (identity work) (Thompson & Coskuner-Balli,
2007) o MEHARFILAGK, AR B R AR — B E RS QA AR, [F
R ATER (self-completion) T N——MWATF R B E. S50 BOGI——PUEAMISL
AR R Z A MBI (Gollwitzer & Kirchhoff, 2021) o fE/KZZIR, #HEIFAF. HIRIT REAR
SORIMRENE, SR A 5 I SMIE BRI & 1R 755 PR B U
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RIE, AT FE 5 H 2t B 3 B2 A BGEBIH LI B Bl o (1) AT E RNk SR8,
LR S HAAMRE B EEE, WRAIRI G J15 sk (2) Jashsmek: — BUEBAL al 5e i £
2K, WOE RSS2 E S BARAT AN SR B s ek (3D UBIURk: il RS A
A ATRUE . AT RS AR COnf e s . K Sem) W e B Bl X e B Y DAL 24
TR B BT om A ah REARA o

52, BERLR BRGNS B b AR FAT S UME A fhE, SR SRS 8 4" BAR
IR A" BAEAE I S e SR R I SR IUH Ja Zhas . AR CLHONEIR DI O, #R 4R E
BB SR iE B RS REL, E A IME S S, B A B SN AR EE .

2.2 BR5BHIEW (Self-completion Theory) (&FXF7kKZEHISERSIHL)

Gollwitzer (1999) #2tH, 4 HRMEEZEMER T EMET, MESZES 5 5IE (Wl 1T
N EEBRR) BANSHET. Wicklund 5 Gollwitzer (1982) #t—BigHl, HmIFIEsALEM, 1
RMATRIH : SMESSREE G Bhr (WSCOHRE G MR BNHR, /=4 RS, 2
M 4R AL AT WS AL IIE 5 50, DL AR S A . Gollwitzer & Kirchhoff
(2021) 58RI, FRECFVGRE A EEIREE, JH%E EHR AT WEEEES G RA. #
BT~ @ affiliation) SREES S AHENE, RS RAEVE UK.

FKEE GRS AR B B RO TS R GE. DR STt s], AR
AR L PR R AR, o RIER BEA FTIB R (Y S IESE . MRBEPIE DL AR R
HEM G S RIETHE, A8 H % ROy S 2 I

SRTTT, B SCERAFEE =R . (1) IBBEER . moRaRTORIIER . ARU0 N1 H 3 0 T St
OB EANTE: (20 W REATL R e = b it i B s it S A5 30 xR Aot 58 5 4T e Ak
NEMERTRMARGE M (3) GiRBEGR M ARERIPEEM AL S, KRS
SHHTA .

U, AT 255 I R PR T R R VR s X4 S R AR 1 R AT
BRI, 23h UK VEREAT Sph, k EIREEIL: EUR ORI RIS, BT 2
DL SRR E S KIIZ 5, TR 5 R T B RS I IE O R . AT T A B B TR
SRR TE I3 P 15 W RRE B P O SIE 2R 1, SRR R I (T e 1 B A 5k B
5,
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2. 3 WNMETE K Stk

TEARIG 225 A BEEAR KR T, WnHETE R 22V NG B B iafetn AT G B i B, F R EDL
=2k (Elkington, 1997) XZp¥hiE. tH 54 PF4ER, (HIX B4k i A g T ol & WL AL
. I RAETIRE, WONTE R E AN S BORIME B RN S B4

MELYERETT I, R RS BRI RN S R B G S, R BE B AL DTl S R W]
DERANNEEE D AT, BN e, PR A R S IR, A ST RO
WE XA =BIAR " W AESE N S AL RIS TR, ORIl . A B 5t 7k A o 2k 55
VUPR 317 38 W AT PRI A D i B AT (0 5 ¥ 2 1 T e

FEALRFGEAR AT WA IBOR T, B E I A R =K S 0 rF 5L (1wl WRTEREE 5 ——1F
T SRR S SR A R 20 R AR E s (2) MR RIE R A —— 7 i S5 X S IR T
HAEREREEERENEM; (3D W REE A ——R 0 B 5 R S 7 i E A R &
i, SRAFFEES SR A .

SRS, ZEERRRTH R E MR, FIEE. YRECE QAR YR S D K S A
A BT SRR, B INEEAR O T P AN SRR R B BB TR AU, WNeETRJRREZ
THIE 9 H R 7K 3R AR 3 o

2.4 JREEH BB MBENE

FRKEETE b AT AR B hREVEMM B, SR AR Bl CGEE W K. BB SHaiE
(b NINTE])  (Sweeney & Soutar, 2001) . Andreoni (1990) HI7#EBEYGHE” (warm glow) FEitdg
o 29 9 BN AT NN R 28N, xR AR A A e R o B Rl . RTT, BR AR H
I —— AR K, BRSSP EEE G A . IR IREEOVIMRN, HER L% S
rof 1, A RRER B REEAE S CANOEFAAE . JBREE ) BOBORMRE N S e dl, AT firk 4 B 9 2 )
TR o

UL PR AT: (D) BIN-THIRERAT: B IRSE BRI 2 2 0 PR AR 1 " JRAE 58
PRI R EY 7, BEITIESSZ SRR ZL I TE A 2 S BB, RIS EAME: (2 I+ aikAE: S
WUIRBNE P& FEAL T & R IMRAT A URBOA ], BORAE SN E A, B AN AT — B R e~
FESEHIERERR (Liu & Jang, 2021)

Zr b, RGN R FSENEIFARRRS R YE, M2 r Sh WLl &S HOR RS K S A 23R . B 35E
1o i A U SE A R B

JRBIHLA L R 5E 1 B e AR ™ dh, S8 RE LA PP A 7 S i ——3&
o WIHEFAGRBI M SV NOE A, K L INERE A B B IE ak . BHL] AR 4
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A SCIRSERE K, A RAHT T HIZ L DTk —

2.5 W25 (Brand Engagement)

M2 (brand engagement) F&TH PR FHERGIE. AR SAT LR L6 dh LB A N 5 2L 61
& (Hollebeek et al., 2014) . {EKZENKZ T, mZHEHBEMUELWIE, AT
RS (co—enactor) , WEFNEML. KEHRIEZNE (Kull & Heath, 2020) .

BT AREHIIL (Belk et al., 2013) , MHWEHMMGAERIMEN N BIRD T, B
mfi-H A S (brand-self integration) , i MAME THEEMN N ARM—E5. RS rEd
TEPAR . JRBOERE T IEN . WTRAR AL B, ROEH T EH S M- a- AR EM, R
= O SR, BRI R B =B R R R CREK SRR A A A AU I E B4y
) L AR (kR 25D | TRIE (BRBON S, A ARt B
WA .

B B TE LA I 5 Zha S IORAS . S ok I — 2 63 AT 5 — SRS IR RO 5+ 2 B3
— 5k dh - B RS — BRI ILEEAT v . B8 PR B O S - i RS R OO AR SR DRI — A
e B 51— hi - E 3RS — 1 /AT N SRR B S B BRI — Rl G A~ 8
. SRS 5 AR AR AN, TR T B B e R ERAR B R I L . RS S
HIREZAHRAL SR A, MRAILFEAG . SR RS2 38 13 R
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sustainability

Self-Completion
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3. BrsURREHTFLBL
3.1 MRk

HIERIL G — SRR 7R B BRMEE 57 0 i R EGE ST A R G S TR SR
MM RE LR AN, EaEEMNAR SN, IFRERIZRALRT 50 T RIEZ S .
U, B A RIE S BUREN S MMES 5 B RBAEAT RGBT B H0E L, AT 58 B 3K
FEBIHL. AR B B H RIE R — BUER, AT ARG BT SR H RSB, HEITE K g
i sm A BAE 5 B AR B R S AT . i, FRATIR

Hl: HRBE BN B REESNEF ERZMH.

BRI G — S Sk 1V 2 RS 5 TSR 2 RAL R SO R B R A . S MR 2
R LR b DS B BB AR F B, W BRI A ARG B A NAHSCYE R B e . PR,
BB R — SR IE I G I 5 AT RS A SR M A A B BERE N a R SR A . 38
g, BATER

H2: HRGE— BN E TR R R H R E R A B IE AR,

H B SE MBI T AMRIE R B R GAEAT AR L B RS MR 29— i g
NG SR, FASNKIE RS EA RS EE). WNERANR T, 25 MR ES) A
SR LB BOE Lo PRI, Bm A B 358 R HLNE I S5 ilve 2 S 22 5 R RE R 2 U R 5% 3/ AT R
SRS fElk, AR

H3: HRSTHBIVINERE RMSE R BE LR,

SR EL SR TV Bl 3 0 RT3 62 3 i B P 3RAS A A T ) B SA RA A PR AR VA o 2490
PE BB m A —— I RE R R R S A 2 OB A A 25 I —— b AT TS A T e AR
WA LI 5 S N SR AR R . DRI, B ARG (B B S S R A SRR
UEFF 5 SR AR AR NGRS 5. Hatk, BATRM:

H4: TTRFEERD SIS BANENE R E RS 5 BA BE ERPW.

RIS AR BE S R 1T 9 X AT R AT SRR S A SE B B AR AA IR S . S AR R
TH 98 RENE A R UR AT REBEH BRI RAEE X, PR S B RS R, EEIER 2 m
BEHS S MG, B, AT RREEE A GE BRI 5 v v 9 R AT R R A AT R 1 S e
71, R B BIL R —HhExs B B S EhHLIIE Rz . fait, TR H:

H5: X FAIFFEMEMEBEBREIHETE, BRER —BEEERERSIZ HKIERRXRER.
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R EE AR L SR 1T 9 X AT R AT M S A SE B RN AN R AR 249 B X T R T
NFAERY, AATRE S B A R B T RREE R A I Th RE L G PRI RAEAI R, JF A SR IR 2t 5 B HM
SRR . DI, AR AR R NI I 5 B IR0 T R B R S N EOSOMAI R IR RE ST, R
sl HBIE G — BEX A A IE R . i, FRATTPEH .

H6: X TAIFFEMEMBERFENHEIE, BRER B 5T RRSER E SR MME 2 8] K IE 17
REAE R,

3.2 W

BT IR, ABTIIRE S 5E - E SR B A B . R L BB R — B AT R AR
B, WS 5RERAE, BREMEIPLG RS B EIE AT R AR, SRR 1
AR, KR LR AR B b R ROR
3.3 A EHEA

AR R BRI R . TR0 GV 25 D va ek, e ot B O B R K SRS R 1
SEREVE R B AT

i) BB AN EIE R — R EN QR—code (B ELEIK & AEIAFFITILRE) , —RAGTE IS
. ZUETWEHNEME: dR=AHNEEHE—), HAEEAR K EEEs . &R
R4 524 4.

FEART B e (50.6% vs 49.4%) , FRREHFIE21-40 % (65.0%) , HERELLELE/ K

2ONE (57.4%) , AWAZTE L -5 2 i (54.3%) o JHHMZE, 44. 3% 2 E G HWE 1 -
2. BRME, BEASED W ERER (MESXERBERE) BAIIE.

AR F 5 NEL %
5] L: 265 50. 6
5’ 259 49. 4
R 21-30 % 181 34.5
31 -40 % 160 30.5
HEFEE LR/ K2 301 57. 4
HUEA 1-3 757G 137 26. 1
3-5H7C 148 28. 2

R 1 FEAFFE (N=524)

3.4 METH
25K 7 & Likert % (I=9E% AR, 7=3E% ) &M INE T AR RSN,

HIEER 8 (8 &, MtwH Sirgy &, 1997) : WEIHHE BIRMEE R IRIE RN L

Sustainability and Competitiveness in Trade and Services



MsUS=3UI¥INNSS:AUYIA vosunanenderenisailng AsiA 10

12 Unu1eiu 2569

B, a=.927,

SO ERERSIHL (8 L, % H Gollwitzer 5 Kirchhoff, 2021) : &M%k FH @ MEAT N
FEMIA R S ENHL,  « =958,

KGRV A AN AE (13 B, %W B Sweeney 5 Soutar, 2001) : @-&IhEE. [HEE. &=/ 4k
B, a=.937,

RS (11 8, ™% H Hollebeek 5, 2014) : &R, 17N IWHI=ALERE, o= 924,

AR GBI (3 B, YW Bruner &, 2017) : JFEE 4 B, (HE 4 BUSEAE GEFE

FE. 4200 , FUAMIBE, F4& 3 @la= 783,

3.5 AT

By =BT, B, H SPSS #HATIRRMER F o dr FLE BEA S s ik, A AMOS HEATEAIE
PERIF o0, RIS X 0% s Ba, H SEM A3k, JFLA Bootstrap 3% (5000 %) i
A RO, DA LR A A I U R

4. B
4.1 WEEIE AT
AW TSR RS 524 4o FEARN G225 3 AT NRHE A W R

A eS| W (D By (%)
] 5 265 50. 6
i % 259 49. 4
20 5 LLT 65 12.4
21-30 % 181 34.5
SE e 31-40 % 160 30.5
41-50 % 74 14.1
51 Bl E 44 8.4
/B ER LT 119 22.7
y TR/ R 301 57.4
AR fid 65 12.4
L 39 7.4

R 2 FEANOGE 2 5 TAT RIE AT (N=524)
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iy 5 g (ND Bk o
mH/ mER LT 119 22.7
LR/ K2 301 57. 4
HERE
fisi 1 65 12.4
L 39 7.4
1 JiJubA R 87 16.6
1-3 /37T 137 26. 1
AN AU _
3-5 148 28.2
VR i

5-10 3 7G 108 20.6
10 ookl k 44 8.4
MR SE 30 5.7
BRIEE (A 1LIRBAT) 149 28. 4

] S 28 L 4
WK% 25 S U BN (A 1-2 %0 232 44.3
WML (B 1) 75 14.3
JUT- 45 K 3% 38 7.3
100 JGUAF 126 24. 0
244 H A T unE 100-500 7 202 38.5

WENED (AR
i) 500-1000 JG 119 22. 7
1000 Jubl E 77 14. 7

® 2 FEANOG 2 S5H AT NRHE AT (N=524) ) (£8)

MFE T HE, NHGEHERET 1, B 265 A (50.6%) , 2otk 259 N (49.4%) , PE5IEEHIEL
W SERFTH, LA 21-30 £ (181 A, 34.5%) 1 31-40 % (160 A, 30.5%) ANFE, 20 FLAFR,
41-50 % ¢ 51 % LA EArHI A 12, 4%, 14, 1%F0 8. 4%; EREEEHE, LR/ K d S (301
N, 57.4%) , s/ mERBUR . ik A 22, T 12, 4%F0 7. 4%; AN ACE AT, 3-5
JieE St (148 N, 28.2%) , 1-3 Fiytikz (137 N, 26.1%) , ARG —, 5-10
Ji7t 1 J5ICBAE A 10 576 A B3l i 20. 6%, 16. 6% 8. 4%.

FEVH TRAT RRHE DT, 205 WS B e mnMEf 48 L “H IS (R H 1-2 O 7 A (232
N 44.3%) 5 HUCOH “E/RIE CEH LIRBLR) 7 (149 A\, 28.4%) , “@EWIE (FE 170 7
J VPR IGE” 43 7 14, 3% 7. 3%,  “ RIS 515 5. T%;  F SUMME 285407 17,  100-500
e R E (202 N, 38.5%) , 100 JGRAR. 500-1000 & & 1000 JoLA B35l 24. 0%, 22. 7%F1
14. 7%,
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SRS, FEARLEVER . R, HAERRERBKT EafiBoh iz, BA—EREE, HE2H
S5 B BONRSE BIBIHE 9% > 15%
4.2 fERE ST

AW T E Soxt B R RERIATE R . R Cronbach’™s o REPFALXYERL A #E—
B, s RNk 2 Fros.

A e Cronbach’ s a &% T %

HILE R —Ft 0. 927 8
gt BT B 0.958 8
KEE T it o 0 RN 0.937 13
] 0. 924 11
ARV AR L 0. 502 4

R 3G
AR AR, HRER 8. SEEREMSINL. KSR S TN A & SRS 5 0044 FE 1
Cronbach’s a REFIKT 0.90, BFEURFEKT, R LRERBABUFRNL—SEELE. A, 7
FREEMERAR ) Cronbach’ s a RV 0. 502, mfIKT 0. 70 MyAT B2 brdt, FRWIIZYERE A — Btk
7, EREEA,

4. 3 EHT
RUFFER IR R T o W3 A5 e R (S B AT R 3 . S5

(1) BRIER 5t

KMO  BRUREI&E ) 1 4 0.874
ERIRTT 4163. 877
wENE <0. 001

4 BRILR—EMERER M KMO A1 EREFIRA 56 45 3
H 3 mAL, KMO P& DITE R4 0. 874, KT 0.80 IS H b, RUIFEAREHRIE A 34T T
3HTs Bartlett BRIEFERIG R E (x2=4163.877, df=28, p<0.001) , XFIEFEKF, B BWIET
A [EAEEAROGHE, W R T AT RIS 56 JE—2BHh, SR s o i BRI R T 1 1
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T, FEREU 2 NAE T, B ZEMRRE N 83, T70%, KT 60%HI S bR, R HIHRELI R T RE R
IR R A R BN R G R . REE RN EIRNE G, T e M R, Sebr R34
NI (BT 0. 839~0.899) AR HIL—FME 4 M (Hifar T 0. 861~0.912) J3 iM%
i 2 AAREET B ETE RE F EREGTIRT 0.50, AR RN N EARR . H
Ib, BR-BEERAABIGF AR, Shr B3RS S A A RSB A T,
T3 Jeg B R

(2) & AIEHBIL

KMO Hk & V) 1 B 0. 940
EARTT 4489. 771

ELRE R BRI BE o 5 EfE)Es 28
ENE <0. 001

5 Zth H IS RBIHLE R KMO AT TR R o 3o 45 R
B8 4 AIA0, SRE R RBIHLE R KMO BUFEEVIERHCN 0. 940, KT 0.80 MIZHinik,
Bartlett BRIEFEMLG R E (x2=4489. 771, df=28, p<0.001) , FEHFEAYHEE S IATHE T oM. XK
I ER BT 1 AN AR T, R BN 17, 426%, KT 60%M 2 Ehrdl, KU
BUFH R R AR R AR B R . BB B FHAT IR T 0,50, RUZER RGBT
J&.

(3) FKELTE dh i S A

KMO  EURR@E U 1 B 4 0. 900
AR 7247. 962

ECU 5 TR R R R S A 6 T 78
BEME <0. 001

TR 6 FKSLR ST S B R 1 KMO AN BRI 56 45 R
M2 5 AT, KRR S BB B R 1 KMo BURSE VI BN 0,900, KT 0.80 5% kr
#E, Bartlett BRIBFERIGEE (x2=7247.962, df=78, p<0.001) , ZFEHIREA KR E S BATH T4
Bro RHERG BT ERBURIEE R T 1 MR, G 3N AT, Ry 2R 20 83. 615%,
KT 60%1ZHhrk, FIUILEUA R TR0 5T R R UG T R M R 5 B . Sy ik )s,
JiEHE J5 Ry FE R s, ThRe A 4 I (Bfr /v T 0. 833~0. 898) B M AT T [K 1 3, 1HIEMIME 5
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AN (AT AT 0. 828~0. 899) VM TIRF 1, #2E 4 N8I i/ 0. 837~0. 900)
EWEAT T RF 2, SEIES M F LA KT 0.80, AEAERE XM E . Bk, KE:0E 5
W E BN B R AR R SRS, ThRemE . A S5S 08 =N 4E R g5 E i, /A
JE W .

(4) Wz Y

KMO HFFI&E V) 1 2 %k 0. 872
A RTT 5713. 662

ELRE R BRI BE o 5 H 55
ENE <0. 001

R TS5 ERN KO R ERER R 3045

HH# 6 71, S 5 &R N KMO BUFEE VI & 08 0. 872, KT 0. 80 IZFE brifk, Bartlett Bk
TEFER I W3 (x2=5713.662, df=55, p<0.001) , RAFEAZHRE S HATH TN KHIFERS 75
PR BURHEE R T 1 BT, A 3 ANAE T, Rt T7 23N 84. 504%, KT 60%H =% 15
#HE, RSN N 7 B B A M AR S R AR B AR A R . B KT BRI S, e IS I R
BoR, ATNMES S 3 MEI (BT 0.873~0.890) IEMTEAT TN T 2, INAIMIES 5 3 AR
(EAT AT 0. 862~0. 877) EM#Ew T 3, WHEMMSS 5 ANEIT (N7 0.821~0.912) iF
M TR 1, S RITER B T E AT 0.80, AFIEAS XN MG . Hik, Rz 5E
REAABINEWRE, BREMSS. TS5 50 MBS 5 =AYEE S5 Ew, B8R
HA

(5) FIHFEENEAEE

KMO  BSURE & )Pk 84 0. 783
AR T 1652. 348

EL R TR A 56 B 6
EEM <0. 001

R 8 IR AR FE B R KMO I TR R AR 50 45 SR
MR 7 AT, AR AGE R AR KMO BUREIE DIPEEHON 0. 783, KT 0.70 HITT 252 hR ik,
Bartlett BRI EE (x2=1652.348, df=6, p<0.001) , FEAFEALIGE &HATHTF oM. K
MR 3 BT U L ANAR T, RHJ7 2 MRS 75, 354%, KT 60%HIZEhniE, R
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T RENS B MRS SR A AR B AR A o (AT KRR R B SR DU AL 3L R A 0. 420, KT 0. 50 Fll
FHE, TS EO IS AT BT, MR 4 sRE RO RIE, DRI ERIIE R S SRR .

5. FL R SR

Zrt B Bl O B RS REILRS E 2 R O EAE R A s R AR
L AR SR PR B IR T 2 - AR TR B BRI PR R AR IR H R R 5
HOBTE A gt H 3K BN Eh A S O b A AR T AR AS UL RC A 2R s #8705 7K S 9% v S i A L AR B 47
PE, ISR IMAT S BRI SO BN Dh E LA B8 (KRR RE 1 M TSR -

AKER AR AT WL AT PRI S TR A DU RIS AR A St )2 # A AR
RERAR T I B R A BERN AL 9L B S R IRl LB T G5 5 R R i i - T
HHR R . AT IR TR vt B BRI i 22 R AR B2, AROR SR A 7] B3 S 562 12 3 A
R TP SCCLLE, PRZAAT S 5 HBRMEERILE], IR 2R A5 B2B R
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