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: The main purpose of this study is based on TAM model to

understand the impact of the interactive design website,
media richness, and social presence on the perceived value
and behavior intention of consumers in local cultural
creative hotels. Our study chooses Hotel Day+ and Jia-Jia-
at West Market Hotel as the research scope, and collects
the data of consumers who have used or are interested in
using the two local cultural creative hotel interactive
design booking system by means of network questionnaires.
From the empirical analysis, it is found that the
interactive information system of the cultural creative
hotels has a significant impact on consumers ' sense of
perception by its media richness, social presence and
responsive web design, which also social presence has the
greatest impact on consumers ° perception of use, while
consumers’ ’ perception of sensation will significantly
affect their behavioral intentions, especially the
perceived entertainment has the greatest impact on
behavioral intentions. Through the research results, we
obtain the best design strategy of the interactive design
platform of the local cultural creative hotels to enhance
consumers’ willingness and loyalty. This research also
helps the entrepreneurs understand the cognitive experience
of the residential travellers using the interactive design
technology application platform. To effectively integrate



Foe Mg

local cultural connotations, technology and consumer
demand, so that consumers can be interested in continuing
to use the financial communications technology platform,
empirical results and help the Government to hope to
develop the forward-looking key industries and create new
business opportunities.

Cultural Creative Hotel, Technology Acceptance Model, Media
Richness Theory, Interactive design, Responsive Web Design,
Industrial Innovation
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Consumer’s Relationships of Media Richness, Social Presence, Customer

Perceived value and User’s Intention - A Research of Cultural Creative Hotel

Abstract

The main purpose of this study is based on TAM model to understand the impact of the
interactive design website, media richness, and social presence on the perceived value and behavior
intention of consumers in local cultural creative hotels. Our study chooses Hotel Day+ and Jia-Jia-at
West Market Hotel as the research scope, and collects the data of consumers who have used or are
interested in using the two local cultural creative hotel interactive design booking system by means
of network questionnaires. From the empirical analysis, it is found that the interactive information
system of the cultural creative hotels has a significant impact on consumers ' sense of perception by
its media richness, social presence and responsive web design, which also social presence has the
greatest impact on consumers’' perception of use, while consumers’* perception of sensation will
significantly affect their behavioral intentions, especially the perceived entertainment has the greatest
impact on behavioral intentions. Through the research results, we obtain the best design strategy of
the interactive design platform of the local cultural creative hotels to enhance consumers’ willingness
and loyalty. This research also helps the entrepreneurs understand the cognitive experience of the
residential travellers using the interactive design technology application platform. To effectively
integrate local cultural connotations, technology and consumer demand, so that consumers can be
interested in continuing to use the financial communications technology platform, empirical results
and help the Government to hope to develop the forward-looking key industries and create new
business opportunities.

Keywords: Cultural Creative Hotel, Technology Acceptance Model, Media Richness Theory,
Interactive design, Responsive Web Design, Industrial Innovation
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¥FE > opEFETEE GGG o LTI PEE T TRWD | $aFk it eneabd t higgt o 4
ThERNp e FEAULPFF ARG AR GRG0 5B TRWD | Himxst
T T U LB FE A FE’"T% KPP 3 b p FF U p B R L LR ¥ F R+
EEFUEE W %iﬁ\ B Hh o B AT E Y s TRWD, HiFf A 5B S 2K+
RTE RS E ) mi%ﬁ‘i B PRI T IR d FRTOERY FE R
Eﬂﬁmﬁgwﬁ@ezr@u,égﬁ$me\iéﬁxéimﬁ\ﬁﬁﬂ&%’ﬁﬂ
BEJNEIR DN B EATES] o 3 Whet » G IR FEFLE S E-mail 8 ,%mb; T T
HEAFHEGE o BB TRWD, i E At Hir o R G R A RRP F o R
hELZhFAERLR T F (A E - 2016) -

R FHAEIN "RWD | $ifFgkstengest F a7 §% 0 1 & 245%* RWD
ﬁjﬁ?\;‘l%‘*ﬁ?,ﬁﬁi&-%‘iﬂ P Xy ,}‘f;{:% LS )2 2'?& o Bde l FE B ?‘%(2015)/@7‘“ ¢ ;}% s f # _quz
401 TRWD | Bk 2t e sb i v U@ 3] 243 e T F ﬁw;‘ru T H ‘ﬁ‘w%- "RWD |
PR g s R £ Y H Y AL - o 3R # (2015)% 700 TRWD | R 3 en
B REEE G BF RS PRET o 38 & (2014)4, 012 TRWD | $psik 3t cnge sk 7 §1
yﬂ$3¥%$ﬁi%*$%?%%W%°W%§QN®&*%Wrm%ﬁ%ﬁa%Jﬁﬁﬁ
e f%_ﬁ,‘é}%‘:é"j" BN R AR ORI LR AR SR PR RETX
PEMEEPRF e FERT VAT EROEE RS R F L %m;ﬁ 7 h A ST AR
TR Aﬁ*&‘s'«gﬂ FRLE p 72 e A& o

245 dv)l?cs AR AT SRR
H7 @ B TR0 F"*‘*‘f‘ié" LN B R g T
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PR RERVRTRETLT ji % s R o
PR RT RHY ?-*Irf-&,‘-’#b‘“r L o

Folkes(1988)4p 1 » 17 2 L. Wl & B+ L H¥H XA k¥ i P PEFHHe - 2 73 &
§_¥ 35 p| eh(Ajzen & Driver, 1991) - Bouldingetal. (1993) = TR 3B |, ~ "o @ A faj
AN = ) —’ﬁ {7 % % B - Jones and Sasser (1995) #% 41 % —’" LR FE PR AT LS RE

12’7 iﬂ— Sl F];%T&J}i@.ssmrﬁﬁi,&}ﬁﬁJ L B N
T E L TR B L AT 2 7 : A=z Tl

F‘ _éhra’mi:}i}%“f 7 % o Blackwell, Miniard, and Engel (2001) 2% i} % FI 7
.U'r = BHTE A Ge kT3 0 ()RR & B ( Purchase Intentions) : 47 % H ¥z
AEE PR E ARA DR L (2)F B B ( Repurchase Intentions) : i ® —"Ff 17
EFarnra g g (3)4 H R B (Spending Intentlons) *dp /ﬂ F‘ FipY =¥ iz

% ™5 (4)$ M-% W (Shopping Intentions) : #; /ﬁ SR RS E R A
R s (8)# 7 & B (Consumption Intentions) : ij" 7 & & {7 X 7 4+ «L,pﬁv i BlAER mrg
(6)1&7—’3 LH S FANMMWAARRDF K oA 5 T\ﬁé i /ﬂ R 35S S NI
CE AR ABR A G BEG o BASCAOBE R Le BRARERZ PR F RS

» 1138 7 72 (Alexandris, D|m|tr|d|s&Markata, 2002) -

&d b ﬁé}%‘%wﬂféﬁ, CEEEE RN A L A ROETEES o A7 3 1345Boulding et al.
(1993) -~ Zeithamletal., (1996) % Mathwick etal., (2001) #r#& 412 {7 3 & Bl Oi=E A # >
£ 5T Rl KPR L F S ARDEFLNE ¢ "TEHAR, - Tk ARELR

By R
AR LRI R EES

S0 Ay B A E FRpAfpz g iiantd1 e s w2 TR
‘ﬁﬁ%%#“tﬁﬁz%%Jr%ﬁﬁJ(th1%9T3v§@ﬁﬁﬁﬁﬁr%?ﬁﬁﬁﬂéﬁjﬁ
¥R LG ABGMER | (Moon & Kim, 2001) 5 7 % & AEdn T B A HOANERB R A LE LA
X z_; (Ajzen,1991) -

=
\m —=\ %‘%

fo B -
™ 3}4*’%«1 \\\L
awﬁﬂ\m ‘wkxﬁ_ Y‘ﬂ)_\m

ﬁ
RNy
«)70
?\“
W
l\

1
Y
) *n::

R T i e B T
B

o= R 215'5 P I LN A
*m

1T ‘vm& -

S FEAFFRACE A PG L e 8% (Agarwal and Prasad, 1999; Lucas
and Spitler, 1999 Dishaw and Strong, 1999; Venkatesh and Morris, 2000; Gefen and Straub,2000) >
MR ATk P AR S 3 1w B2 (Moon & Kim,2001) o Fl#t 0 AT R T S B

H10: &4 % # o m P * 1o
Hil: &8 3 * i » PR THERME -

¥y oo iﬁi@ PERAT R EHET AR e B 5L & Russell, 1999; Gefen and
Straub, 2000) ; é&:rr,; Ry LR o R 8 (Taylor and Todd, 1995; Szajna, 1996; Hu et
al., 1999; Venkatesh and Davis, 1996; Venkatesh and Morris, 2000 ) - Teo (2001) dp DA
FegeR Rt B L3 EROEE Flt > AFE TR DT IR
mz:wfzwﬁLai$d%ﬂF%im
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HI3 : & * e BFJREFSAM-
Hid: RGP BPFFEEELM -
ERD b g IPE -

- I RRABER

2 fEE
R ET R AL
AT E R g
b‘;—)@) SRR R TR AR S 2

X TR -

PSR LS AR

B AR E TR

3
é_;%%i, ig %_—,5_

ST

o

RN

‘@@*%E£“3?$’”#%
S5 ;) ;}7? L*s}:#_j\l{ﬂ‘ﬂ 7 ,(_:rw
T 42 PRARPE

Z‘ SR R -

u,fi;}i;f H
5 A é%%

#4 o 4c@l 3-1

gg‘gﬁ f’f,—.\ &Fﬁmq% FYR

RSB F e HATAIE T RIS
THROAPM NI RSk T B 2 A j‘fﬁ?ii'k* HFEFAF RN FF D
FerABALE gy T2 RIS -
H1
gt i PRAIA R
H2 H13
H3 . T H10 \
H12
(i TSI R
—_
H6
H8 l H11 T
H15
S A . nia
e - SRAIREENE RFEER
W 3-1 =5 %W
S P RAEITRIRAFE
ARG R O PHATERZRA LTS FRAR LI
231 2P L RBELHFTRIR - FEHAE LT R
WAI%E | T LA g I8 ¥ Kk
HHE R | iR (1)fezbimeng & 2 (L FME H 4y > 2 0L McGrath &
acali SRR - It o ke R o Hollingshead
¥ e BEFAEEE | Qo e tFERERAFLF A | (1993);
iﬁ;‘i}i & o \enkatesh &
R)sbimens > 2 L Faipg £ & o Davis (1996)
OF -8 %%i@@%?"ﬁé“éﬂﬁﬁo
PR R M | erbip it iﬁ (D)fezbrmeaj 3 73 € B4 > & &k McGrath &
~FRER [ CRIERENRE B e Hollingshead
B MELF2 R | (QpFanf F FREROFLF LA (1993);
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@i f FamE LR -
(42 ¢ b LFT T 0 frip b A&
£ Fllzz-m,}i %2 4 o

Venkatesh &
Davis (1996)

"i@ﬁ

P b TR B
RFRER F
&kﬁifﬁ

o
TS

(DF5az 2 ST B AR R
AR
PR TS kR 3D E T B
W?wéao
() ESI =
(4)A i et
(5),’\. ;‘g; L

L
(6)3\ 27 5 pb 37

X2

(2)#

h\

-\
RS N L N

/:"if“‘r‘]u}!ﬁ;l m;fgg_k_)_o
GORT R F ARk g o

L 7; %‘—'wul I

Mg o

-_\

A
%

A "U’S

Steuer(1992)

KA 1

& * "ﬁ"\?’ 1l 9‘&;:}:

(1)1\.'—1 Vi 41\.»}{\% /E%LL’ "é’—-F\ ? j

Steuer (1992)

3B SRR FE | QAT ERRRS S AR H -
A5 AR R @B)AFTUF LI ERER i EH
(AW 5 o b LY R o
A€ TRHR | g b0 M 5k e (i * 375 kg BAZ I L ;q? B Shih (1998);
P b 3T %iﬂz R LR e Gefen and
BARELDFE (@ * p375 KREAF IR F Aok Straub
P e d T AF el Aagr g L PR - (2003); Fiore
FERLIE | Q)R Ty LA 4 sk A | Kim Lee
R ER - A7 %% b PR IR S AP 12 o (2005)
(A)gaprz37 5 k kT B R %i,THrPE A Eeh
few JE AR RE B o
(5)f * 37 % i M A driE F OB R D
I R -
(6)/ * Jb3T% A SAerE I RA T L 1 T
AT
PR ef | FFwRr (DFvorie * chgesk Foo i p B33 e Ee | Wixom &
Hie R pBRKG ® 5t oo Todd (2005);
Bor ks B | QAR T e pRAFCEYE | FERW
AR g ] st o (2015); ix3w
il () drig * ety & % FEA L kB | 7 (2015); #©
FEF EI] UK o * & (2014)
(A irie * ehgesh > @ T T R kB e
F VO A e ek o
(G) #rie ¥ ehgesk > ® % L P AR AT Gk
B e 7 8 3 A i ook o
(6) R m 2 > ANArd F sk e i pBe
VRIpE T Feh [ B0 R T DT
F\ 75" °
AT R | R KO BRI (D375 sl {375 %o Davis(1989);
@ J;_-‘w‘l:.b':ij # (2)0t kit A LB R T Moore &
E T AR Q)37 % f A ERET B L F o - Benbasat
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P ¥t H —*‘Ff AR | @)y AT LT R A | (1991)

2 vl § 8 IRAL -
BA R B o
AR TR F RIS | (DTS REA ARG R o Davis(1989);
@ ferpgr 3 de (2Qu375% kiitdE b I EE 2 LT o | Moon &
ES e L @)t kit bz 2 BT RE S F T Kim(2001)
PFo R EY AR | Q)i AT AGES B -
AR R o
RACEEE | R FAERE | (DA RR Y I BRI LR gl | Atkinson &
N (2% wie * 3 $3Rhem 5 % Sups o ] - | (1997);Moon
P AR R B e P &
' (3)5 ffe ™ 3 BT S BP0 A 0L | Kim(2001);
bl 2= e R P < g = It Iz
(M)A ik 3 83k % apE o 7 g AR | (2003)F 7
RS ETEE 3(2006)
(B)# fig * 3 Fok3EIT S kAP :
Wiﬂ’uﬁﬁﬁkmt@4 o
(6)i * 3 3375 L AP KPP L hs
FREY - Rk
il | RYFEikg () A k2 §§'§“ B b g 5 Aeh2 v | Fishbein &
X S 0 i T oo Ajen(1980);
IEERFITE L | QALY g S e 2y | Davis (1989)
YLz ¥ ot ??ﬂo

@) g HEE A &% g R EB 5 Aihe
T
W%%ﬂﬁgﬁw&fﬁﬂ?ﬁﬁﬂfé

- s sy )
D G E R e RS U
Lotk

-HIJ °

B

OETES SURRETER =S WSt
(ki GRE R = -G I

FAL KR L AR L

e

ﬁpﬂﬁ%&vw5mw\k%dﬁ BRIy RS e BET AR B
2 R0 B AR SR e g ‘ﬁ;g%&};—‘ L A ‘frﬁj»ﬁ LI 15 A B
EEE -2 FLLMBNT  EFRAR S el o WE L RP AR AFL 2] B2 FY
&@’éﬁfﬁﬁ»@*~#ﬁw*~#€ﬁ%\%%%$?f“iﬁﬁ&@@“$£°*@
R R ,ﬁr*y‘:ﬂgpxg,ﬁfriﬁ g—‘k“r%i- Z PR FAEE S E I ik Al A
FrRismr 3o f(Likert)s gk E@xa’mkhﬁﬁ¢ﬂ7$m¢¢’¢W§rﬁ#z
PR T2 THE TR TR RL B2 ABRM125 ki d > BEF
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;ﬁ"’ [Py 3t L B S 2 %% /}E\‘f;ﬁg;ﬁ’xiffﬁﬁ'n& ’ f“éﬁ‘tf’p“%ﬁﬂ? AR o
B RFEFRIRANES B

AR ERRY RN L B ET AR B2 KPS h R F Ao A
BFELIBRSTEALETRY F A ARG c A RAERR T 2 L
PENE LA EES RO AER LG EE LR R A BAER Y A REF T B
K TE e AL RHERNAR - BRI SR ARES 2018220 15 pies
2018 # 6 * 15 p ’,M iﬁl,ﬁ 438 >R % ;’]/T_,m ¥ 18 i w,f‘:,:-_\‘,J.J *i%fj\p 420 &> >
7ok At 55 95.89%

B @RS

- CEAAATREAH

TR R B BE S KTARE TECREATF AT g R
JREHFIE D o B u 2 G 0§ s PR A B E R 5 32.4% ~ 67.6% o & &4 T 2 15-20 A
g o ik 41 9"/::'E:f:~ 26-30 & ~31-35 fk » & 1 22. 9% BENUEF LIS > W 44.3%5 X 5
JRAFFAR B 1440 B sy A B 12,40 Ry BAEFLT(F)MF 53k 68. 6%
ST 020,000 0T RS o ik 40% 5 = 5 20, 001~50, 000 & o ik 26.2% 0 X3 E B &
VIRRARM G S B i 43.3% B0 G opImApBE o b 15Tk ¥ b o AT 6% S5 i £k
}:k, °

ARG & A

St A2 H-3) (Structure Equation Modeling, SEM)nisgta 47 o ikdgsr 3 47 3 F o
%o A PR 2 (Joreskog and Sorbom 1993 ; Hoyle, 1995; Hair et al. 1998;
Marauyama, 1998) o & L% B &:%% Bl & $5° (measurement model) » ™ ST 5 A 47
(Confirmatory Factor Analysw)%%ﬁ##m 2T R R B R BTR 0 AR R B E RGNS T
FH#cal ~ 45 (Pijpers et al. 2001; Tan, 2001) -

BRE R B2 HRBLFIZAFTe gE IR ESYPFTERG E i@‘hb‘_ IdHEe B
o o BY Te it i, 2R A A FEE R RS T TR E 2R
e R A e 2 R T RFERE T IR 2 @TE By 2 AGFE
At g IR L HELFZ LT EGFEAA D 2 L RoriE S D BRI RET KR
ARl ROR RN 2n o RN Bei B tn R Rk n AR o BT e ARk A e AN RS S O Y ER A
FEEHFF AT EERR s Bd 2 e B AR R ETES TS ABEETE A7
BRI 2 4 Lrﬁsk AT RIS e R S TS F kiR
WA e E L - 1k CFA » # AGFI vk xm-“@ﬁ%‘i; i 0.876 > iz Seyal et al.(2002)4p 1 AGFI
A 0.8 1 F Wi A A \iﬁWi P Lo T TR EFETE A SR T
- HER LR L RE TR -

-

2 GRENRAH
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M RERR . GBS R SN FREDE &tk fﬁj}%%‘f*“z Bagozzi and Yi (1988)

L‘k\’iz v—t“ P}i

$RF s R TR RA L BB o A

0.6t > T3P R g 0.5t > 27 FAPINEFT 24 TS AL
THRZEERREY B 0.7 8 & &2R

T 3ok B B Rk 0. 5290~0. 7716 » = £ 3] Fornell and Larcker (1981)# #1¢00.5 e/ &

Feo FHA T o RIE

FR2 N AEFETT

TR vk > 4 4-] -

2 4-1 PIERACREZ BARHAESGTRATIHOPEINTE

AN L FIEY Y BEEA T 353 - 9 3 #(AVE)

Sl e P 0.8792 0.7089
FEEag 0.7T08 | oo 0. 5290 ) 685

EraT 0. 9256 0.7138

5 0.9101 0.7716
i€ TR - 0.8833 - 0. 6546
Y A ey - 0. 9360 - 0. 7092
s h b - 0. 8882 - 0. 7263
g - 0. 8808 - 0. 6491
T - 0. 9269 - 0. 6791
N - 0. 9463 - 0. 7461

LBRMLFELELT

#c(Construct Pairs)z #4p B 4 #c i@ 1T 3 (Fornell &Larcker,

BATR o RIE - BRI TR R F R (AVE) R & 3 L SRR
1981) « # 4-2 87 #7771 2

BRI SRR R 2 AVE vl oh B A § FRIER iR R A M i 2 T
S A ETRIR 2 AVE vE Pt H By AR B i i hlicE 2 T > B A 3RA
2% £ Fornell &larcker(1981)2 2 & L% » & HEMWa 2 » AFTRA ML VEZ DR Y

iﬁ;}i o

% 4-2 RIERA T Y%A

RS v |2 E e T | (g EEIEE sRAI S AN sRAs | BRAE | (T AEE
PR e 0.6855
H e EH 5w 0.6442 0.7092

e EEIS R 0.6949 0.5178 0.6546
=1 5 M 0.6145 0.5093 0.5946 0.7263

S AT 0.7221 0.5787 0.7116 0.7009 0.6791

k175 P ME 0.6752 0.5979 0.6866 0.7204 0.6728 0.6491

ﬁ/,%fsj 0.6223 0.5124 0.6177 0.6341 0.7908 0.6648 0.7461

s BT A

AT E TR S HEHCR] (Structural model )2 S 0 st Sl 3t
(1998) #-ERE 5 3 i &
R E MR S R IR S B A fe i R
AL AL E ML FepF o BT A o F 2 B Ao o ATV EE R d R BHETE 2 Een

FEpRECA)Y
ek g ‘f‘i‘imlﬁﬁ“
g’h{\ﬂ‘ﬁc; 5‘

%%+ 0.50 - Hair et al.
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<t ﬁf‘u#}iﬁﬁ-ﬁ gk d oo

AT ARGE 420 £ > A N SRR TR 2y 2(chi-square) & 5 3099. 022 - P
BEEF N oA FFEgRAOI R FME N REAR e F 32 pd Rt 3,532
GFI 5 0.758 ~RMR % 0.031 ~ RMSEA % 0.079 ~ AGFI % 0.723 ~ CFI % 0.882 ~ NFI % 0.844 -
MBS A7 B FEFIPN o y2(chi-square)¥r p 4 BRI 5 3.532 » Schumacker and Lomax
(200)72 5 M ¥ > £ HN G HOSNERARR - AR RGP E 0. 762 3 B 1 e
e R H(AGFI) B 5 0.723 » o2 M 32 23k E 0.9 - 1995 Wu and Wang (2006) #F:t4p M~
Jedor o B e R gt 4R Hadjistavropoulos et al. (1999)4- Hair et al. (1998)
iz ik CNFI > 0.8 RMSEA & % 0.079 # # % 4 Hu and Bentler (1999) #ri% =] %] RMSEA
By s B30 0,08 2 4R o AP 2R G T e R LA
7 ER
(=) SHEAUR LA

1% AMOS #r i AR A T8 E T U F R T HM e M T s v T inmig &
My PERFRE S TAAG RS | Ty i TR o Tl ) vl
FoAETEES T E TR v TRk e P E R ORE TR TR
g oh i s TRnaaE s v R FORE TRy v ] TEL AR TR )

TEARAE, PEREFRE - RBEEAR 4-2 17

W 42 *F 3§ BHEENRER

(=) 1 BR%#E

Blp AR AL TR L Y AR ET LSBT B R e i e
AL G TRHR C BN R T R iy Y R g e 2 FUEN R TR B Chehja i
BRERPEVRESEE DAV IR PSR EEPREL LROREEE W
WIEGEREF ALY 5 VE2Z 5T R E o A 2 B Sl BT BRR 0 X iE-

FHB LT BNl LB R 4ok 44 57 -
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FHAAAZAIRFOBER > HFHE R F AT D (DHL 3 SN ekl Y 5 REY 7
FARG PR Y o LA ANOS 2 RS AT TR R R e g Y
Brerdp b eliog A B 58 2 2 R (0.794) ~ 2 7 % 2 (0.904) ~ 3 #42(0.871) ~ £
B 12(0.883) » PEFIH R F mZ RO 2 2 R E S E PR HRE S TR AR R
PREZIGHME ARTEHLER G > FRAU)F F ook 2§ R E - (DH) Ft
PPRPHI P oRERLOR T HF 7 IGHPEF R F orR Y 7 e Ak
3RS AR (DHI2 = 5 * iy
%’j—"ﬁ FRiARRLE 2 HF oMFEEay) 728 H T AR 04 Rid > AR Tk
SRS A B AR BARTEL A gug S R TS LR 7 0

i{n“%i\,{iﬁﬁ ’ ;T';] g%{'/ﬁ%jﬁé—lﬁjﬁ?& E\‘

14-4 LEFTEEM AR

B3R BRI M % BREGEK | tE | BRLEE
Hl B G EDneG i 0. 121 1. 395 3 EHE
H2 ERE G D v 0.338 | 3.375%kx | ¥
H3 B D A 0.261 | 3.300%kx | 5%
H4 g TRHR Dt T 0.285 | 3.840%kx | g%
5 g TRHR SinAvh 7 0.355 | 4.299%kx | ag%
6 g TR DA # 0.299 | 4.474%kx | ¥
H7 RN RT Dt v 0.183 | 3.112%x =
8 RN DA v 0.187 | 2.724%* BE
H9 R T DA 0.100 1. 898 3 EHE
110 snad ¥ >anivd ¢ 0.404 | 6.306%kx | g%
i1l A B h D A 0.330 | 5.84l%kk | g%
H12 snird D 7 5 L 0. 042 0.561 3 M F
H13 st P> L L E) 0.242 | 3.316%kx | ¥
H14 S # PSS L 0.656 | 9.348%kx | Eg%

310 XP<0. 055 *kP<0. 01; ***kP<0. 001

(Z)R&EPFre%

x 0.391-

AR - B

fgriéééia :

1 Midrd v i cnE R FRA

Mg s+ 0,338 ‘rﬁig Ted e 0.355 ‘r%K@EQ‘?ﬁE?&?‘J‘J 0.187 =% &5
R 0 2P rﬁigT\s’%&%}éJ %2%’%3%&%‘?‘?%’—&:’(; r 8
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2. Tinird * b, i RO FREPEA

(1) #2955 4

TG 0,121 TAL € TR R 10,285 FRART
wTE PP Tt v

FR e
(2)F #7 FF2

AT 0. 137 TAL g TR 4 0. 143 T RN BT R 0,076 2 HWEEE T
0T TR FREPECREEY A TEMEGE

:I_‘r"ﬁ?:]‘iJo_}_i

3. TREFHE ) hE RETERVFRA

(D RPEAE

TR G 0,261 AL € TR R 10,299 PN T
BT BB TSR

FR e

(F ZHF A=
éiv

F
B Pinary * ) g5

F
He o Panaed * 4 32585

=2

=2

245 FIHNZEHR FRZ E%E

2 T

210,183~ z4wd 10, 404
ek BAE R b TRE TR

2+ ,0.100~" 225 % * 4 0. 330
ek BEF > BSRE Tie R

%
]
TR 0. 112 TARE TR R 0. 117 T BN e T K3 0.062 = AR R
’ LF'?:(

S B o R0 0 TG TR )RRk RHF WAL E G -

FRAET R

Hh ik I Bt B R e % B g
AR 0.338 N. A, 0.338
e h b g TR R 0. 355 N. A. 0. 355
L R e 0.187 N. A. 0.187
B 0.121 0.137 0.257
et g g TR R 0. 285 0.143 0. 428
e I 0.183 0.076 0. 259
e h v 0. 404 N. A. 0. 404
AR 0. 261 0.112 0.373
it g TR 0. 299 0.117 0.416

A S —
Ey R 0. 100 0. 062 0.162
A d v 0. 330 N. A. 0. 330
saded w 0. 242 N. A. 0. 242
A d w 0. 042 0.315 0.357
) AT S 0. 656 N. A. 0. 656

7 e LW —
AR N. A 0. 321 0. 321
it g TR N. A 0. 391 0. 391
N. A. 0.177 0.177

THLKR AR Y IR .
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4. r""—?iﬁh I RAFRETRA

r%ﬁsﬁﬁ“’ﬁ * t*_ 0.242 ~Tzaaeh 2 0,042 T3 mdg &4 0.656 2 s B B8 T (7 &
T B T ay | PSR EF Ah Ty * i

(DF BB LT E
T 0.321 ~TARETRIFR 5 039 T RN RET R JOITTRERSE T 75
TR Tt v 0.3 3 Ty v  FREETAFII®M -2 0 TaLg
TSR BE kR B THME g

S ARF R REHNAEAMLALE A
BORERE TR FIR M AR 7L LRLT § OB AP S HE L AT R

:':fﬁiat H15 «amz&u At H %+ HPEHE A 47 (One-way ANOVA) » & T= ;«:—g &
A CHETARR CBETECREFR N g AR mﬂ;@iz@, P EEF LR
ﬁiﬁ*’%i‘“w‘%%?ﬁ‘*fé SRR AWM EFLE o Hu A
MR s B KT BRARAHE E%IL%QWJU\ e SNl &H,x R o

T AR P PR PR LA B ER S AP S S e
fm\ﬁxf*a‘i_gq‘gi;—)é% TERRFELHF R AR CER LG L LML BE -
ﬂ}fr‘*% fr’vﬁ,—sk}},mﬁﬁaﬁmaouﬂ&q—@ a,}i\#g%*giiﬂ,@‘*"‘)@;\%ﬁ;u g

R B M

nh
-

ﬁ A 'é’*ff%f&.i* *’Kg ‘»Zﬁ”* 7 & ,&FEJ JPW '«U’f%‘fmﬁﬁfﬁ‘ i .3 PR 25 N
S BRI F o4 r!tﬁ—’ig“i’ﬁf S TR T S F R T E
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F2 1.000000 4.000000 -.097099  -.812387 -.621877 -2.601500
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Variable min max skew C.I. kurtosis C.I.
Ca 1.000000 4.000000 .150562  1.259695 -.630520 -2.637653
c3 1.000000 5.000000 .374300 3.131615 -.054713 -.228881
c2 1.000000 4.000000 .180632  1.511273 -.420206 -1.757848
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Multivariate 525.797140 84.682295
“tér= SEM T A 478 %
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