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AAMEETFE LTS (Liu 2013).
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Q=A4/R"=Yardb), 0=/ X=¥3
L) &, W (FER) 2ME L7z, WIT, 12—
P— o f ) R=T g YOIFMECRE LTE, #
B 2 R L7z ¥ L7z 3 = UBRSiE & ©
DEAIZOVWT, [1 = BB Ghol]
5 [7 =W TTY Yy H— M7
RETHE L7z, —H, 2—HF—-f /) X—=¥ 3
YOBELTE, BRem EEREARH L, 12—
e I R=YarhHhDL—F— ([ /) X—
Z—) I LT, HFDZ—HF—-f ) R— 5
YRR SEARG O X D R L2z,
[1=5%AKi], [2=5%LE 10%Ki], [3=
10% DLk 15% A1, T4 = 15% L1 20% A J,
[5=20%LL 25% K], [6 = 25%LL 130%
Kiwil, [7=30% Pib] o 7 JREETHIEL
72 (Ogawa and Pongtanalert 2013)

MT AR E LT, i3 2 LAl (B
72030 I PR —F =27 5o TV BT
TUBEILOWTRER T AT o v e v E g
2 BROBFEN (HAR7213 I =Rz L
THHICHED 72w &) [EFFD AR E v
FT2) 20w, [1=2{dHTFFsi\n]
2o [7=FEFIHTEESL] FTY vy A—1
7 MRBEETHI%E L7z (Franke and Shah 2003).
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S5, EEMIE, Y- [ I R=T 3
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(Kratzer et al. 2004) 7293 ¥ M a—VEKE
LR (F2%0 THERR L 72,
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B TINDIL—F— - f ) R=Ta vzl
L7zm¥0x, ol (53), 1 (14), 210k (1),
3 (3),4M1H (2) THolzo 2F Y, T—H—-
A/ R=Yardl) (£ /X—=5—)20%, 1—
e f ) R=Va vl (FA I/ R=%—)
5344 CThotze BB, ETHDL—F— 1 ) N—
Tavid, HURHiClEd 578, hE»SHx
THHo72bDTiE%RL, HEAPEMIL—
P f ) R=T a3 VERILZDDT, AT
BalZiZzwifirLwikiez b 6, HE N O
BEBZDBDTHH72. 85I, 4 I R—F—
ATH, FIMMEME (FFarkE) Z2HaELTB5
T, MWEANRELDFE L) EARLTED,
BRI A SN TWi Wi b, T
OAERZ, FH3LTm, 1018 (6), 2018 (24),
3048 (34), 4048 (8), 6014 (1), MEBNIZHTE
(68), &M (5), HEIMIE, F¥5034F, &K
054, RE2DFETH o7,

K221, ZoHGICE T bRLbHE &M
RIFRE, M ABBIPIT Y b —VEHD
VIF (Variance inflation factors) % iti#k3 %,
AT ZE B o SR BTG & 7 o A B AR 2K
(r=058, p<.001) EFEWVAS, VIF X —ieny i
X D (Hair et al. 2010)o & DD ELH
T, A 22 EIPEOBIRIIR S 2o 72,
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x—2 FAME L HBRE, VIF

HEATMEHBFERS, 1—H— 1/ R=2a v IlHGHD

n Mean S.D. 1 2 3 4 5 6 7 8 VIF

aA—H— - f/R—=230D

ERRR R 379 191 !

aA—H— - f/R—=230D
3 & (e L ®) 20 505 154 0.23 1

A—H— - {/R—2av D
2 g @) 73 045 093 0.41 *** 012 1
4 HAIER 73397 201 0.38 *** 0.58 ** 0.29 * 1 1.58
5 #EM 73 434 1.86 0.41 *** 043 T 0.13 0.58 *** 1 1.54
6 SEENHAR 73 503 5.68 0.52 0.46 * 0.56 *** 0.26 * 0.17 1 113
7 EE 73 317 842 0.07 0.16 0.03 -0.01 -0.08 0.12 1 1.07
8 BEFI— 73 093 025  -0.06 - 0.13 -0.03 -0.10 0.18 0.23 + 1 1.10

*akp < 001; *4p<.01; *p<.05; Tp<.10

A7 X=2 3 YOFEHBCE, 2% ) BEERNIC
i LCid, s EmomBERRE, 1 2 ~X—
7 — (n=20) ZMNRIZL7YAE, AETIED
BfeTd o 72 (=053, p<.10). & 51T,
Model2® & 912, &% ¥ 7V (n=73) =%
WKL22HaEIld, AETIEOMKRTSH - 72

(b=027, p<.05)o L7255 T, IFL1IZERIR
SNz, 2F Y, HEHRENEL, 22— —-f ) X—
Va YOI EICIEDORE L 5.2 Twiz?,

A—H— 1/ R—2aVDEADE
R3O Model3 12, Z—HF— -4 )R- 3

®—3 A—H— A/ R=2aVOFEABR - EANOEERIHORER

MERAES: ERABE(0=20) ERBEMN=73) aA—H— A/ X—2 3 DE(n=20)
Modell Model2 Model3
b S.E. pvalue b S.E. pvalue b S.E. pvalue
TEH 229 1.64 .18 1.90 1.04 71 1.935 196 34
ST R
HAIER 0.20 0.16 .22 0.10 0.11 41 0.38 0.19 .06
HEER 0.53 028 .08 0.27 0.12 .03 0.29 0.34 40
=N N=Ey
SHENEARS 0.08 0.05 .13 0.15 0.03 <.01 0.04 0.06 .49
=) -0.05 0.05 29 0.01 002 .53 -0.02 0.05 .72
B as—! -0.94 075 21
F 470 .03 8.67 <.01 271 70
REEHR 44 35 27

U )_R—2—(0=20)1, & THEMODEHELTRHALZN
KEOEFINIA B R

33

JAPAN MARKETING JOURNAL Vol.36 No.4(2017)

http://www.j-mac.or.jp



o Japan Marketing Academy

WX

YOH, O ) EEREIN _EERANOTE R ST O

BEIRT, £ /) RXR—%— (n=20) 1Tk B21—
—-4/N~vay®%%mL$:ﬂLf

B RE 1 o 1R 7 £R 5
%ot(kﬂ%,p<1mo

X, FETCTIEDOMRT
L7285 T, IRii2

BRIRE N, o F 0, ARG, 12— —-
4 R=v 3 YORIEOEEE 52 Tni,

A—H— e /R=aVDENDEE
WIZ, RAZ, 2—HF—-f ) R=T 3 YO,
D F D EEIC L C o ERG SO R &R
o KHAFMBIH ) ZH DA aT 22D T &
FIHT 2L, MVEHEOLEIEEIKE L
%70, JLALENE SR, e S
DIRETHLEyF ) v 7Lz AaT RS
% (Cronbach 1987; Aiken and West 1991),
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F9, Moded D L H 12, £ /) R—% — (n=20)
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£—4 2—Y—-

i LCid, AR oRERAREIE, ARETIE
o7z (0=024, p=13). FHFEIZ, Model6
DEH T TV (0=73) BPHLOLED
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PRNT ARG
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b S.E. Exp(B) _ p value b S.E. Exp(B) _ pvalue
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N—¥ 3 ORI, ROFEFEAFEEE %
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