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ύύύύЎЎЎЎᄔाᄔाᄔाᄔा 
 

ፂ܄ᖼວӧޣᖼວՉࣁύࢂख़ाޑᚒǴՠޔаٰᏢޣޑጄൎ 

εӭࠔౢࢂӢનǵঁΓӢન܈ᕉნӢનǴᗲϿख़ܭவՉࣁჹፂ܄ᖼວޑቹ

ៜуаፕǶҁࣴزၸୢޑڔБԄǴεᏢғӧВதύޑȨܺႬȩᖼວՉࣁǴ

аჴϩٰΑှεᏢғࢂցӢࣁவՉࣁԶЇวፂ܄ᖼວǴ٠уΕౢࠔ

ӢનǵঁΓӢનࣁᡂኧǴᢀჸύޑቹៜำࡋǴᔠຎவՉࢂࣁցჹፂ܄ᖼວ

ӸӧᡉޑቹៜǶ 

 

ҁࣴزၸӢનϩǵᑔᒧᡂኧǹฅࡕӆаࡋߞϩዴۓၗޑठ܄ᆶᛙ

 ցԋҥǶࢂΟଷᇥޑᔠෳҁЎаीᘜϩࡕǶന܄ۓ

 

җҁࣴزჴϩ่݀วǺ 

 

1、 வӢનჹܭவՉࣁԖᡉቹៜֹࣁӄԋҥǶ 

 

2ǵౢࠔӢનჹܭவՉࣁԖᡉৡ౦ֹࣁӄԋҥǶ 

 

3ǵவՉࣁჹܭፂ܄ᖼວՉࣁԖᡉቹៜֹࣁӄԋҥǶ 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

ᜢᗖӷ : ፂ܄ᖼວǵவՉࣁ 

 

 



வՉࣁᆶፂ܄ᖼວ 

 

                                           ҘεᏢᏢғൔ e-Paper᧤2012 ԃ᧥ 2

Abstract 
 

Impulsive Buying is always an essential issue when people talking about 

purchasing behaviors of consumers. However, researchers have mostly focused on 

product factor, personal reasons and/or environmental problems. People seldom 

discuss the influence caused by Conformity Behavior on Impulsive Buying. This 

paperinvestigatesthe effect of conformity behavioron impulsive buying, by 

usingquestionnaire from “Clothing Purchase” of university student in daily life. In 

addition to the variable of conformity behavior, variables of product factor, personal 

reasons and/or environmental problems are also used to observe their impact. 

 

This research was processed through factor analysiswhich allows us to select 

variables, and reliability analysis to ensure the consistency and stability of data. In the 

end, regression analysis was employed to verify the three hypotheses mentioned in the 

essay.  

 

Empirical results are as follows: 

 

1、 Hypothesis 1 is confirmed. Meaning that conformity factors have significant 

impact on conformity behavior. 

 

2、 Hypothesis 2 established. Meaning that the product factors have significant impact 

on conformity behavior. 

 

3、 Hypothesis 3 established. In other words,conformity behavior has significant 

impact on impulsive buying. 

 

 

 

 

 

 

 

 
Keyword : Impulsive BuyingǵConformity behavior 
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ಃകಃകಃകಃക    ᆣፕᆣፕᆣፕᆣፕ 
 

ಃಃಃಃ    ࣴ  ङඳᆶᐒزङඳᆶᐒࣴزङඳᆶᐒࣴزङඳᆶᐒࣴز
 

ϞޑޣᖼວܺႬԖӭ೯ၡᆶᆅၰǴନΑޑჴᡏ۫य़ѦǴӢࣁᆛ

ሞᆛၡޑวၲǴᆛၡᖼނΨᅌԋࣁЬࢬϐǶԶ۫ৎޑՉᎍЋݤΨຫٰຫӭϡ

ϯǴඤۑǵԃၸǴӚঁܺႬޣрӭשޑԌБਢǴᙖԜٰ֎Їວ

ǴଯᕮǴӧ೭ᅿΠǴࡐޣܰᖼວόӧीฝϐϣޑࠔǴ೭ᅿᖼ

 ᖼວ(Impulsive Buying)Ƕ܄ፂࣁύᆀϐزኳԄӧҁࣴࣁՉޑނ

 

ޣӧௗڙࢲޑޣૻ৲ϐࡕǴϣЈ൩ౢғఈᆶҟ࣯Ǵ࣬ٿፂᔐϐ

ΠǴౢғፂޑ܄ᖼວᆣǴӢԜǴ܌ޣрߦޑᎍש܈Ԍຫமਗ਼Ǵ൩ຫ٬

ޣӧፄᚇЪமਗ਼ޑᆣύрߚࡘ܄ԵߚکीฝύޑᖼວՉࣁǴӵԜٰ

 ᖼວǶ܄ԋΑፂߡ

 
ฅԶҁࣴޑزᐒࢂགྷޣԛӧᖼວܺႬਔǴவӢન(ӕᏆϐ໔ჹ

ౢ)Ӣનࠔౢک(ݩᓸΚޑЇΚǵიᡏ֎ޑǵიᡏ໔ࡋำߞԾޑǵঁΓЍޑจࠔ

 ቹៜǶޑᖼວԖᡉ܄ցჹፂࢂࣁவՉޑԌБਢ)ቹៜΠౢғשᎍǵߦࠔ

 

ಃΒಃΒಃΒಃΒ    ࣴ  ޑҞزࣴޑҞزࣴޑҞزࣴޑҞز
 

ӧа۳ޑЎ္ᗲϿவՉࣁᆶፂ܄ᖼວޑᜢ߯Ǵ߈൳ԃٰǴ୯ϣჹ

٠όӭǴԖഋᜩӵ(2012)ǴȨவӢ܄ᜢ࣬ޑࣁᖼວՉ܄ᆶፂࣁவՉܭ

નǵౢࠔӢનᆶவՉࣁჹፂ܄ᖼວՉࣁϐቹៜ—аζ܄य़ጢᖼວՉٯࣁࣁȩǴ

ᖼວϐᜢ߯ȩǴᖴܲዞ(2007)ǴȨаӄᡏ܄ፂکᖼວ܄வزऍች(2007)ǴȨ

வᢀᗺزፂ܄ᖼວՉࣁ—аᙍၮౚٯࣁȩǶ 

 

ၸѐፂ܄ᖼວӭख़ঁܭΓӢનǵౢࠔӢન܈ѦӧᕉნӢનǴჹܭΓ

ሞϕቹៜޑቫय़ۘԖόىϐೀǴӢԜҁࣴزӧ೭ኬޑङඳΠǴаว٠ڔୢܫ

ჴϩٰεᏢғӧᖼວܺႬਔࢂցӢࣁவՉࣁԶЇวፂ܄ᖼວǴ٠

уΕౢࠔӢનǵঁΓӢનࣁᡂኧǴᢀჸύޑቹៜำࡋǴᔠຎவՉࢂࣁցჹፂ

܄ᖼວӸӧᡉޑቹៜǶ 

 

୷ܭаزࣴޑङඳᆶᐒǴҁࣴޑزЬाҞޑԖΠӈ൳ᗺ : 

 
    1ǵவӢનჹܭவՉࢂࣁցԖᡉቹៜǶ 
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    2ǵౢࠔӢનჹܭவՉࢂࣁցԖᡉৡ౦Ƕ 

 
    3ǵவՉࣁჹܭፂ܄ᖼວՉࢂࣁցԖᡉቹៜǶ 

 

ಃΟಃΟಃΟಃΟ    ࢎᄬᆶࢬำࢎᄬᆶࢬำࢎᄬᆶࢬำࢎᄬᆶࢬำ 
 

ҁࣴزϣӅϩࣁϖകǴ२ӃዴۓаܺႬزࣴࣁБӛǴुزࣴۓҞࡕޑǴ

ᔕࢎزࣴۓᄬᆶࣴزБݤǴ൩໒ۈՉ࣬ᜢЎޑԏǵǵᘜયǵ༼。ӆ

ٰଞჹࣴزύޑӚᡂኧǴՉ׳ుΕޑЎԏᆶǴ٠ᙖҗЎޑԏǵ

аᡍ่݀Ǵҗी೬ᡏՉϩࡕኬҁӣԏڔୢࡑǴܫीᇙբᆶวޑڔୢ

ଷᇥǴ٠уа༼ᇥܴ。നࡕଞჹ่ࣴ݀ز๏ϒჴ୍ࡌޑǴࡰрࣴޑزज़

 。ԵୖزࣴុࡕٮǴаࡌᆶڋ

 

 

 
კ  ำკࢬز1-1ࣴ
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ಃΒകಃΒകಃΒകಃΒക    ЎЎЎЎ 
 

ҁകၸЎǴᘜયӚБፕॊख़ᗺǴаࡌҥҁࣴޑزፕࢎᄬǶ२ӃǴ

ಃଞჹҁࣴޑزЬᚒȨፂ܄ᖼວՉࣁȩۓޑကǵՉࣁ፦ᆶቹៜӢનᇥ

ܴǶௗǴಃΒϟಏȨவՉࣁȩۓޑကǵচӢϷኳࠠǶനࡕǴಃΟٿ

 ᜢ߯Ƕޑϐ໔ޣ

 

ಃፂ܄ᖼວՉࣁಃፂ܄ᖼວՉࣁಃፂ܄ᖼວՉࣁಃፂ܄ᖼວՉࣁ 
 
  Ȩፂ܄ᖼວȩ(Impulsive Buying)ྍ Ծܭऍ୯௦ᖼᗺቶڐ

(Point-of-Purchase Advertisement InstituteǴPOPAI)܌ගрߚޑीฝ܄ᖼວ

(Unplanned Purchase)ᢀۺǶԜࡕǴЇଆӭᏢزࣴޑޣᆶፕǶҁஒǴ 

ፂ܄ᖼວۓޑကǵՉࣁ፦ǴϷቹៜፂ܄ᖼວϐӢનǶ 

 

ǵǵǵǵۓကۓကۓကۓက 

 

  Ꮲ܌ޣගрޑᇥݤᗨฅ࣬՟ǴՠӢȨፂ܄ȩډڙࢂޣҁރޑيᄊ܌ቹ

ៜǴ܌аۈಖӸӧৡ౦ǶClover (1950)ӧ߃යஒፂ܄ᖼວۓကߚࣁीฝ܄ᖼ

ວǶ 

 

  வԜϐࡕǴЎፂ܄ᖼວۓޑကᅌᅌԖΑᡂϯǶWeinberg and Gottwald 

(1982)ᇡࣁፂ܄ᖼວࢂᅿँฅޑఈރᄊǴࢂԾว܄ǵँวޑ܄ǶRook and 

Hoch (1985)ᇡࣁँډڙޣฅЪமεޑ֎ЇǴӢԜᖼວΑࢌኬࠔǴ೭ኬޑ

ᖼວਔ܄ғፂౢޣကǴၨமፓۓޑගр܌ޣՏᏢٿᖼວǶ೭܄ፂࢂ൩ݩ

ᅿՔᒿᆣǵགǴࢂᖼວ܄ፂࣁǴWood (1998)ᇡࡕϷᆣǶᒿޕϣӧᇡޑ

٠Ъ҂вಒࡘԵޑᖼວǴന܌ࡕჴՉޑᖼວՉࣁǴᆶޣЈ܌གྷޑന٫

ղᘐԖ܌ৡ౦Ƕ 

 

߄ 2-1ፂ܄ಔӝȐImpulse Mixȑ 

 ག܄ ܄ 

ԖӃޕᆶᖼວᡍ 

คӃޕᆶᖼວᡍ 

ගᒬԄፂ܄ᖼວ 

પᆐፂ܄ᖼວ 

ीฝ܄ፂ܄ᖼວ 

 ᖼວ܄Ԅፂࡌ

ၗٰྍǺStern (1962) 

 

ନΑவᖼວਔޑϣӧᇡޕϷᆣۓࡋفޑကѦǴStern (1962)ගрፂ

 ᖼວȐPure Impulsive܄Ǵપᆐፂࣁᖼວϩ܄ಔӝ (Impulse Mix)Ǵ٠ஒፂ܄
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BuyingȑǵගᒬԄፂ܄ᖼວ(Reminder Impulsive Buying)ǵीฝ܄ፂ܄ᖼວ

(Planned Impulsive Buying)ϷࡌԄፂ܄ᖼວ(Suggestion Impulsive Buying)Ѥε

ᜪǴӵ߄  ҢǶ܌2-1

 

1ǵ પᆐፂ܄ᖼວ(Pure Impulsive Buying)Ǻ 

 

  ൂપࢂӢँޣฅډڙཥ܌ࠔౢޑڻ֎ЇǴࢂ܈ჹࠔౢࢌܭਔޑག܄ນ

Ǵ٬ၴޣङၸѐᖼວޑኳԄԶౢғޑᖼວՉࣁǶ 

 

2ǵ ගᒬԄፂ܄ᖼວ(Reminder Impulsive 

Buying)Ǻ 

 

  ޣӢௗԏ٤ૻࢌډ৲ǴႽߦࢂᎍࢲǴ٤ࢌࢂ܈ࠔǴ٬ޣགྷଆම

Ԗᖼວࢂ܈ሡाԜ࣬ޑࠔᜢၗૻǴ٠ᖼວǶԜᅿՉߚ٠ࣁόޑ܄ᖼ

ວՉࣁǴԶࢂၸѐޑᡍ܌Їଆߚޑीฝ܄ᖼວǶ 

 

3ǵ ࡌԄፂ܄ᖼວ(Suggestion Impulsive 

Buying)Ǻ 

 

  ޣӃؒԖᖼວԜౢޑࠔᡍǴډΑৎ࣮ࠔౢډωँฅԖሡाǹࢂ܈

Ӣᎍ୧ΓޑᎍϟಏԶౢғޑፂ܄ᖼວՉࣁǶԜᖼວՉࣁ೯தډڙࢂѦӧᕉ

ნޑቹៜԶౢғޑՉࣁǶ 

 

4ǵ ीฝ܄ፂ܄ᖼວ (Planned Impulsive 

Buying)Ǻ 

 

  ޣӧᖼނǴςӃुӳीฝࢂ܈ӈӳమൂǴՠډΑ۫ৎࡕǴёૈӢ

ޑݩόӕǴႽࢂज़ਔߦᎍࢂ܈ᜄࢲࠔǴԶబᖼΑीฝаѦࠔౢޑǶԜᅿᖼ

ວՉࣁשڙԌޑӭჲϷ୍ܺΓޑᄊ܌ࡋቹៜǴࢂၨୃܭޑ܄ᖼວՉࣁǶ 

 

  SternගޑډаѤᅿፂ܄ᖼວǴࣣࢂډڙޣѦӧڈޑᐟǴԶౢғፂ

܄ᖼວՉࣁǶӢԜдஒፂ܄ᖼວۓကࣁǴޣӧᖼނਔڈډڙᐟǴЪό

Եቾ݀ࡕǴԶᖼວচीฝаѦޑࠔՉࣁǶKollat and Willett (1967)ΨගрǴӧ

Ε۫ϐǴ٠ؒޣԖჸჹ٤ࢌܭޑࠔሡǴوډޔ۫ϣڈډڙᐟω

วǴ٠ᖼວǶ೭Ψک Sternගрޑપᆐፂ܄ᖼວߚத࣬՟ǶBetty and 

Ferrell (1998)ᇡࣁǴޣӧؒԖᖼວཀკޑݩΠǴँฅޑᖼວՉࣁϷࣁፂ

 ᖼວǶ܄

 

  Rook and Fisher (1995)ᇡࣁǴፂ܄ᖼວՉࣁޣӧᖼວΠԖаΠѤᅿ
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ӛǴ҂ుࡘዕቾӦ(Unreflectively)ǵԾว܄Ӧ(Spontaneously)ǵமԶԖΚӦ

(Kinetically)ǵҥջ܄Ӧ(Immediately)ǶRook (1987)ගрǴፂ܄ᖼວࢂᅿ٦

ЬကǴ೯தࢂό៝ޑ݀ࡕǶ 

 

  аѦǴΨԖЎᇡࣁǴፂ܄ᖼວࡰࢂޣӧᖼޑނΠǴډڙமਗ਼Ъँ

ฅޑѦӧڈᐟǴԶЇଆϣЈჹޑࠔሡǴ٠Ъ҂ၸుࡘዕቾǴ܌аёૈӧᖼ

ວࡕวғᇡޕѨፓޑݩǶ 

 

߄ 2-2 ӚᏢޣჹፂ܄ᖼວՉۓࣁကϐ༼ 

Ꮲۓ ޣက 

Clover (1950) 

Weinberg and Gottwald (1982) 

Betty and Ferrel (1998) 

Rook and Fisher (1995) 

Wood (1998) 

ፂ܄ᖼວՉࢂࣁޣচҁคᖼວ

ीฝǴՠँฅౢғᅿԾวޑ܄ᖼວኅ

ఈǴЪ،ਔ໔࣬อኩǶ 

Wood (1998) 

Kollat and Willett (1967) 

Piron (1991) 

ፂ܄ᖼວࢂᅿՔᒿᆣǵགǴ

٠Ъ҂вಒࡘԵޑᖼວǴ่ ݀೯தᆶ

܌ޣགྷၴङǶ 

ၗٰྍǺҁࣴزԾՉ 

 

  Piron (1991)а Rookۓޑကࣁ୷ᘵǴஒፂ܄ᖼວϩࣁϖঁЁࡋӵΠǺ 

1ǵ ډڙঁँฅЪԾวޑ܄ኅఈቹៜǶ 

2ǵ ЈޑЌǶ 

3ǵ ᅿЈޑѨᑽރᄊǶ 

4ǵ ၨόԵቾ݀ࡕǶ 

5ǵ લϿᇡޕޑຑǶ 

 

Wood (1998)ᇡࣁޣϐ܌аԖፂ܄ᖼວՉࣁǴྍࢂԾܭȨલЮཀדΚȩ

(weakness of willȑϷȨமॐ܄ᖼວȩ(compulsive purchase)Ǵஒፂ܄ᖼວՉࣁ

ԋΟঁቻӵΠǺ 

1ǵ ؒԖ٣ीჄǶ 

2ǵ ،ۓਔ໔࣬זೲࢂ܈ҥջ(on the spot)،ۓǶ 

3ǵ ڙமεޑགࢂ܈மॐ܄(compulsive)ᡍޑቹៜǶ 

 

Weinberg and Gottwald (1982)ஒፂ܄ᖼວϩԋΟय़ٰǺ 

1ǵ གय़Ǻޣமਗ਼ޑག܌ቹៜǴԶЇଆჹޑࠔሡǴ٠ౢғፂ܄    

ᖼວՉࣁǶ 

2ǵ ᇡޕय़Ǻޣӧᖼວޑ،ύၨό܄Ƕ 

3ǵ Չࣁय़ǺޣӧᖼວளਔډڙᕉნޑቹៜԶౢғԾวޑ܄ՉࣁǶ 



வՉࣁᆶፂ܄ᖼວ 

 

                                           ҘεᏢᏢғൔ e-Paper᧤2012 ԃ᧥ 12

  നࡕǴךॺஒЎჹፂ܄ᖼວۓޑကǴӵ߄  ҢǶ܌2-2

 

ΒΒΒΒǵǵǵǵՉࣁ፦Չࣁ፦Չࣁ፦Չࣁ፦ 

 

ЪݩǴࣁᖼວՉ܄ғፂౢޣԖёૈ٬ࠔౢޑၰǴҺՖޕॺך  

ቹៜӢޑࣁғՉౢޣᐟଆࢂѝࠔЬाӢનǴޑᖼວ܄ԋፂࢂ൩يҁޣ

નϐǶԶȨፂ܄ȩౢޑғǴ۳۳ᆶޑޣЈރᄊϷΓ፦Ԗ܌ᜢᖄǶ 

 

  Rook and Hoch (1985)ஒޣፂ܄ᖼວޑՉࣁ፦ϩࣁϖǶ 

1ǵ ँฅౢғՉޑኅఈǺޣ܌ࠔ֎ЇǴԶ٬ЈރᄊזೲׯᡂǴځ٬

 ᖼວीฝǶޑᡂচׯ

2ǵ ЈѨᑽރޑᄊǺޣёૈᛖঁܭΓ܈ѦӧӢનǴԶቹៜځᖼວޑፂǴ

 วғǶݩރޑԖЈѨᑽߡޣΠǴݩдӢનǶӧԜځ܈ىӵǺႣᆉόٯ

3ǵ ϣЈޑፂँϷЌǺޣซᒕǴزഖ၀ڋᖼວޑፂǴᗋࢂջਔ٦Ƕ

Rook (1987)ᇡࣁǴᏱԖፂ܄ᖼວ፦ޑޣǴЈ္Ӹӧڋᆶܫᕵޑ

ፂँǶ 

4ǵ ჹౢࠔᇡૈޕΚफ़եǺޣӧౢғፂ܄ᖼວՉޑࣁΠǴӧᖼວ،Ǵ

གޑቹៜᇻεܭޑ܄ڋǶ 

5ǵ όԵቾ݀ࡕǶ 

 

ΟΟΟΟǵǵǵǵቹៜӢનቹៜӢનቹៜӢનቹៜӢન 

 
ࢂǴࣣޑЬाҞځǴࢃӭӵᕷޣᏢޑӢનࣁᖼວՉ܄ቹៜፂزࣴ  

ᖼວՉ܄ፂޑޣǴࣁᇡزࣴޑᜢᗖӢનǶεӭኧޑࡕᖼວङ܄ғፂౢޣ

ҁޣѦӧӢનϷࣁᐟӢનεठёϩڈቹៜǶ೭٤܌ᐟڈ٤ࢌډڙࢂǴ೯தࣁ

 Ƕي

 

  Stern (1962)ᇡࣁፂ܄ᖼວډڙόӕӦᗺǵΓǵਔ໔ǵᔮаϷЎϯӢ

નቹៜǶSternΨගр Ǵሽե༹ǵᜐጔࢂǴϩձ܄ࠔౢޑᖼວ܄ፂߦ9ঁ

ሡǵڗளᆅၰܰǵԾշԄǵεໆቶǵࠔीᆶᘍᒬҞǵౢࠔტڮอǵ

ᡏᑈλᆶख़ໆᇸǵܰᓯӸǶDholakia (2000)ஒЬाቹៜޣፂ܄ᖼວޑӢ

નϩࣁΟεᜪǴ፤܌ගڈޑٮᐟНྗǵᖼວਔޑნӢનǵޣҁޑيፂ

ғౢځǴ٠Ъ٬ޣᓬ༈Ǵ൩ཇૈ֎ЇޑཇԖৡ౦ϯࠔǴౢډ፦ǶдΨග܄

ፂ܄ᖼວǶ 

 

  Beatty and Ferrell (1998)ᇡࣁޣёճҔޑႣᆉཇϿǴཇόܰౢғፂ܄

ᖼວՉࣁǶHoch and Loewenstein (1991)ගډǴނޣ፦టఈཇଯǴ܈ԾڋΚཇ

եǴ൩ཇܰౢғፂ܄ᖼວǶRook and Fisher (1995)ளǴޣԾيऩୃӛނ

፦٦ЬကޑሽॶᢀǴౢғፂ܄ᖼວޑᐒ൩ཇଯǶWeinberg and Gottwald 
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(1982)ᇡࣁፂ܄ᖼວࢂޣၨᆣϯޑǶLascu and Zinkhan (1999)ගډǴޣ

Α಄ӝӕᏆࣁᖼວཀკǴޑࠔჹౢيᡂҁׯቹៜǴԶޑიᡏຑሽǵᖼວಞᄍډڙ

 ǶࠔౢޑीฝύߚයఈǴԶᖼວΑޑ

 

  җаёޕǴቹៜፂ܄ᖼວՉޑࣁӢન៶ࡴΑǴޑޣԃសǵ܄ձǵஆ

፤ࢂᐟǴႽڈޑӦՏǵӕᏆයఈǴаϷ٤Ѧӧޗᄊǵᆣǵࠠࢲǵғݩރ࠷

ߦޑᎍǵਸޑࠔǵᎍ୧ΓޑЋݤǵᔮᓸΚǵਔ໔ᓸΚӭόയኧǶځ

ύǴډڙიᡏቹៜԶౢғፂ܄ᖼວǴӧВதғࢲύΨதวғǴՠЎࠅၨϿǴ

ӢԜҁЎགྷزவՉࣁᆶፂ܄ᖼວՉࣁϐ໔ޑᜢ߯Ƕ 

 

ಃΒவՉࣁፕಃΒவՉࣁፕಃΒவՉࣁፕಃΒவՉࣁፕ 
 

ؒԖΓёаಥᚆიᡏғࢲǴΓΓᙖҗიᡏٰᕇளᇡӕགϷᘜឦགǶջ٬

٤Ѧ࣮߄ଆٰᐱҥғޑࢲΓǴՠځჴѝࢂҔΑόӕޑБݤᆶიᡏೱ๎ǴٯӵЋ

ᐒǵᖍਜ (Facebook) Ƕ׳ձᇥࢂҁٰ൩ឦܭიᡏғࢲύךޑॺǴӢԜѝाԖဂ

ᡏ൩کΓԖௗǴ܌ۓ،ޑ൩όԾ࣬ϕቹៜǶᏢޣ໒زࣴۈ೭ύ໔Ӹӧ

܌ԶவიᡏـཀޑᡂԾρׯᓸΚΠޑՖঁΓӧय़ᖏဂᡏࣁ༾֮ᜢ߯Ƕޑ

 ȨԲဂਏᔈፕȩ (The Effect of Sheep Flock)ࣁ೯தᆀࣁՉ܈གྷࡘǻԜۓ،ޑ

ಔޑණࡐᅿࢂԲဂࣁӢࢂਏᔈȩ (Aschs’ effect)ǶȨԲဂਏᔈፕȩ׆ߓȨ܈

ᙃǴѳਔӧଆޓࢂҞӦѰؑѓናǴՠѿԖଫԲଆٰǴځдޑԲΨόଷ

ǶӢԜǴȨԲဂਏޑӳ׳όᇻೀԖޣ܈य़ёૈԖਫ਼ԶǴӄฅό៝ࠕӦࡘ

ᔈȩ൩ࢂേΓԖᅿவЈǶԶޗЈᏢৎ Aschӧ 1956ԃΑӜ

 ਏᔈȩǶ׆ߓаΞћȨ܌ǴزࣴޑനԐவ٣வਏᔈࢂჴᡍ٠Ъޑ

 

ௗΠٰԖᜢ೭Бय़زࣴޑᆶۓကӵࡾࡕߘแޑрǴךॺ൩ᙖҗ࣬ᜢЎ

Ǵ२ӃǴჹவՉۓޑࣁက္ǴௗჹவᅿޑচӢǴനࡕϟಏவՉ

 ኳࠠǶޑࣁ

 
ǵǵǵǵ    ۓကۓကۓကۓက 

 

ЈᏢৎޗ Asch (1951) ໒ۈЋࣴزவ (conformity) ՉࣁǴՠдਔ

ᗋؒԖܴዴޑჹȨவȩԖۓ܌ကǴ܌аӧ Aschวޑ߄ፕЎύࢂаӭኧਏ

݀ (majority effect) ԜӜຒٰևǴԜӜຒޑཀကࣁǺဂᡏӅӕޑрࢌ،

ཀޑიᡏӭኧΓکـཀޑঁΓࢂǴՠـཀ߄วޑԾҗૈࢂǴᗨฅεৎᗋࡕϐۓ

 ǶـཀޑவӭኧΓࢂǴঁΓᗋޑᒱᇤࢂۓ،ޑӭኧΓࢂߡόӕਔǴջـ

    Jahoda(1959)ࡰрঁΓޑՉࣁନΑڙҁޑيᄊࡋቹៜѦǴҭڬډڙൎဂᡏޑቹ

ៜǴӵߕ٩ཀـሦޑՉ܈ࣁவӭኧΓޑཀـǴԜဂᡏቹៜঁΓޑၸำᆀϐࣁ

ȨޗቹៜΚȩǶԶ AschஒȨޗቹៜȩϩࣁനЬाޑΟᅿᜪࠠǹவ 
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(conformity)ǵவ (compliance) Ϸܺவ (obedience) Ǵځύவ࣬ࢂჹځܭᎩٿ

ڗ௦ࢂǶԶȨவȩٰᇥޑቹៜ܌චࡰдΓڙόࣁၨޣ Mowen and Minor (2000)

ϩঁٿࣁቫԛۓޑကǺدࣁΠௗય (Private Acceptance) ǴΒࣁϦ໒வ (Public 

Compliance)ǶدΠௗયঁࡰࢂΓѺவЈۭ࣬ߞဂᡏޑ،҅ࢂዴޑǴעიᡏೕ

ጄԋдۺߞޑǴׯᡂԾρฅکࡕဂᡏ០ܭठǹϸϐǴϦ໒வঁࡰࢂ߾Γᗨ

ฅࢂр಄ӝဂᡏයఈޑՉࣁǴՠдޑϣЈགྷ٠ؒݤԖׯᡂǶ 

 

ᒿ AschزࣴޑวǴӚሦୱჹவۺཷޑऊౣ࣬ӕǴՠӚሦୱჹவՉࣁ

ԜӜຒ܌рۓޑက൩Ԗ܌όӕǶךॺϩѤεሦୱǶ 

 

1ǵ ޗЈᏢሦୱǺ 

 

ਔޑЈᏢৎǴ Kiesler and Kiesler(1969)மፓঁΓӧय़ᖏဂᡏᓸΚޗ  

ংǴׯᡂচٰࡘޑགྷکՉࣁǴک٠ဂᡏᖿӛठǶ܌аޗЈᏢৎǴAllen(1965)

ჹவՉۓޑࣁကࢂǺȨவՉޗډڙࢂࣁიᡏ܌ቹៜ߄ޑǴдޑቹៜٰྍࣁ

ঁΓډڙიᡏύځޑдԋ܌ቹៜǶȩLevine and Donald(1972)ࡰрȨவࢂᅿ

ЈޑགྷݤǴவޑ܄วғӧঁܭᡏޑགྷݤᆶဂᡏޑೕጄԖࡐεޑပৡਔǴঁᡏ

ᒧܫకচԖޑགྷݤǴ٠ЪᖂᆀԾρޑགྷݤᆶځдΓठȩǶ 

 

2ǵ ޣՉࣁᏢሦୱǺ 

 

Wilkie(1994)ک Macinnis(1997)ჹவՉۓޑࣁကࢂǺȨࣁޣΑڗளဂᡏ 

 ȩǶࣁՉ܈གྷࡘޑдԋ࣬՟ځᆶڗයఈǴӢԜ௦ޑᇡӕǵ಄ӝဂᡏޑ

 

3ǵ ᔮᏢሦୱǺ 

 

Ц෩ࣦ(2003)ᇡࣁঁΓᏱԖΑدΓૻ৲ϐࡕǴӵ݀ӆᢀჸځдΓ܌ޑ،

Ǵдߡ۹ౣԾρدޑΓૻ৲ǴฅࡕрځکдΓ࣬ӕޑ،Ƕ 

 

4ǵ ՉᎍᏢሦୱǺ 

 

    Lascu and Zinkhan(1999)่ӝӭᏢޣගрޑፕǴх֖வচӢǵவՉࣁ

จ፦ǴϷნࠔΓ፦ǵဂᡏ፦ǵঁࣁӢનǴϩޑࡋϩᜪǴϷቹៜவำޑ

፦ǶԶдॺᇡࣁவՉࢂࣁȨޣӧჴғࢲύډڙიᡏϐᖼວՉࣁǵ

ຑሽᆶཀკ܌ቹៜǴԶׯᡂԾρჹౢޑࠔຑሽǵᖼວཀკᆶՉࣁǴа಄ӝ

იᡏයఈȩǴаԜගрঁኳࠠϩࣁΟঁ໘ࢤǺவǵᇡӕϷϣϯǶ 
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߄ 2-3 வՉࣁӚᏢۓޣက༼ 

Asch(1951)ǴJahoda(1959) ঁΓکიᡏӭኧΓཀـόӕǴঁ Γ

வӭኧΓޑཀـ 

Kiesler and Kiesler(1969)Ǵ

Allen(1965)ǴLevine and Donald(1972) 

ঁΓय़ᖏဂᡏᓸΚׯᡂচٰࡘޑགྷ

 ठܭǴᆶဂᡏᖿࣁՉک

Wilkie(1994)ǴMacinnis(1997) ڗࣁޣளဂᡏޑᇡӕǴ௦ڗᆶځ

дԋ࣬՟ࡘޑགྷ܈ՉࣁǶ 

Ц෩ࣦ(2003) ঁΓᏱԖدΓૻ৲ǴӆᢀჸځдΓޑ

،Ǵ۹ౣԾρدޑΓૻ৲Ǵฅࡕ

рځکдΓ࣬ӕޑ،Ƕ 

Lascu and Zinkhan(1999) ډڙޣიᡏϐᖼວՉࣁǵຑሽᆶཀ

კ܌ቹៜǴԶׯᡂԾρჹౢޑࠔຑሽǵ

ᖼວཀკᆶՉࣁ 

ၗٰྍǺҁࣴزԾՉ 

 

ΒΒΒΒǵǵǵǵ    வޑচӢவޑচӢவޑচӢவޑচӢ 

 

ԾவΓॺޑவϺ܄ᏢೌࣚᢀჸډϐࡕǴϩޑᏢޣ໒زࣴۈவޑচ

ӢǶךॺࣁϙሶவګ?Deutsch and Gerard (1955)ᇡࣁவЬाࢂӢࣁೕጄ܄ቹ

ៜ (normative influence) аϷၗૻ܄ቹៜ (informational influence)Ƕ 

 

1ǵ ೕጄ܄ቹៜ 

 

ೕጄ܄ቹៜࢂΓॺޑЈሡǴΓॺሡाᘜឦགǴΓॺሡाԖȨךॺࢂ

ဂޑȩޑሡǴ܌аΓॺவǶԖ٤Γ্ک܂ձΓόӕǴࣁ܈ΑᕇளдΓ഻ޑ

ངکௗયǴԶౢғவՉࣁǶঁΓຫ࣬ॄߞӛ่݀ౢғਔǴ൩ຫౢғவ

ՉࣁǴޣ܈ΨԖёૈࢂიᡏޑᓸΚ܌ᏤठǴ٬ளঁᡏόளόׯᡂдޑᒧǴ೭

൩܌ࢂᒏޑიᡏவǶԖਔংೕጄޑ܄வǴமਗ਼٬ډΓॺჱᜫ᠋ޑ϶ܻߞཀ

௨ᔒǴ೭ᅿຝӭว܈дΓ۹ౣǵቍઢ܂ࣁǴѝӢـཀޑৎߞǴԶόᜫ᠋ـ

ғӧߙϿԃࢂ܈খΕᙍޑཥᗲΓǴࣁΑૈᑼΕဂᡏǴԶ឴࣊Ծρޑགྷݤр

ၴϸঁΓཀᜫۓ،ޑǶӧВதғࢲύךॺΨૈ࣮ـǴႽऀࢂѺࢂ܈תϞζ

 ቹៜǶޑ܄ೕጄڙࢂՉाȨዧȩωऍǴ೭٤ࢬ܄

 

2ǵ ၗૻ܄வ 

  ଓ҅ዴޑགྷݤΓΓԖǴՠӧय़ჹԾρόዕޑݩǵคݤр҅ዴ،ۓ

ۭدΨёૈޣ܈ቹៜǴޑ৲ૻڙࢂเਢǴ೭൩ډдΓٗ㚊ளځਔংǴགྷाவޑ

ΠׯᡂঁΓޑགྷݤǴԶௗڙдΓޑᢀᗺǶѝाࢂΓॺᇡځࣁдΓ܌ޑղᘐࢂ

҅ዴޑǴ൩໒ౢۈғவՉࣁǶԜᅿຝӧၗૻวၲޑϞККࣣࢂǴٯӵ
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ޣᆛວܿՋਔКሽǵᢀ࣮፤ৎޑຑሽаϷܻ϶ϐ໔ޑҬඤᖼૻނ৲ǴӢԶ

ޑࢬᇻК҇໔ࡌޑᙴғࢂ܈ᒧǶࠔౢ܈จࠔǵ،ၸำǵࣁՉޑᡂԾρׯ

ୃБ׳ॶள᠋ߞǴ೭܌ࢂᒏޑၗૻ܄ቹៜǶ 

 

ԜՉ٠ࣁόжঁ߄ΓલЮԾߞǴঁΓϐ܌аᒥൻдΓޑՉࣁኳԄǴࢂӢࣁ

ঁᡏᇡࣁдΓӧ٤ࢌБय़ޑޕำࡋଯܭԾρǴӢԜёаᔅշԾρډפ

 ჹᔈϐၰǶޑ

 

ᙁԶقϐ Lord, et al. (2001)ᇥǺঁΓڙೕጄ܄ቹៜԶவიᡏਔǴவი

ᡏύᕇளᇡӕགǴฅԶڙၗૻ܄ቹៜԶׯᡂǴ߾ёவύᕇளޕϷᡍǴځᆶი

ᡏᡍคᜢǶ 

 

ΟΟΟΟǵǵǵǵ    வՉࣁኳࠠவՉࣁኳࠠவՉࣁኳࠠவՉࣁኳࠠ 

 
  ᗨฅঁΓԖவޑϺ܄ǴՠჴሞǴᏢ܌ޣᢀჸঁډΓޑவำࠅࡋ

Ԗᇸख़ϐϩǶӢԜǴԖϩޑᏢޣ໒زࣴۈቹៜவำޑࡋᅿᅿӢનǶډޔ 1999

ԃǴLascu and Zinkhan่ ӝӃӭᏢޣගрޑፕǴх֖ΑவޑচӢǵவ

ՉޑࣁϩᜪǴϷቹៜவำޑࡋӢનǴԶගрΑவኳࠠǶҁࢤЬाѤঁቹ

ៜவำޑࡋӢનǴϩձঁࣁΓ፦ǵဂᡏ፦ǵࠔจ፦ǴϷნ፦ǶLascu 

and ZinkhanޑவՉࣁኳࠠǴӵკ 2-1Ƕ 

 

1ǵ πբ/ნ܄ 

ӵ݀Γॺ܌य़ᖏޑ،֚ࢂᜤޑǵኳٿёޑǴԶЪค҅ݤዴۓကޑǴΓ

ॺ೯த൩ځ᠍כдΓ܌ۓ،ޑǶќѦǴҺ୍ޑख़ा܄ǵځдΓเਢࢂցё

 ǶࡋำޑǴዴჴܴቹៜவࡋߞёޑǴаϷኞ൞ᡏـ࣮

 

2ǵ ঁΓ܄ 

Ꮲৎޗ Snyder(1987)زࣴޑǴՉᎍᏢޣቶޑݱЇҔǴܴΓ܄ቹ

ៜவޑำࡋǶຫଯԾךᅱ(self-monitoring)ޑΓǴຫԖᓎᕷޑவՉࣁǴԶ

ၨԖബཥགྷޑݤΓǴ߾ၨϿԖவՉࣁǶBerden and Rose(1990)วȨჹޗКၨ

ཀȩ(attention to social comparison informationǹATSCI) ᆶԾ൧ϐ໔Ԗॄݙޑ৲ૻ

ӛᜢ߯ǴATSCIϩኧຫଯޑΓǴჹдΓޑϸᔈຫݙཀǶATSCIΨวޗکขቾ

ᆶ৮ឨԖ࣬ᜢǶӵԜᇥٰ ATSCIᔈکவࢂԖ҅࣬ᜢޑǶќѦ Becker(1986)Ϸ

Eagly and Carli (1981)܌ࡰزࣴޑрζ܄ၨ܄تܰׯᡂᄊࡋǴࡺζ܄Ԗၨଯޑ

வӛǶ 

 

3ǵ ࠔจ፦ 

ౢࢂࠔࠔٴǴ܈ޣᇡࣁԜౢࠔ҂ٰӧϦ໒࣬ߝ܌ਔǴΓॺჹܭ

٬Ҕӧࢂޣ܈ǴࠔѸሡޑύࢲВதғࢂࠔᒧКၨவǶԶӵ݀၀ౢޑࠔౢ
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 Ƕࣁᒧ൩КၨόԖவՉޑࠔౢܭΓӝਔǴΓॺჹد

 

4ǵ ဂᡏ܄ 

ନঁᡏ܄ঁޑǴঁᡏ܌ೀޑიᡏ܄፦ΨቹៜঁᡏޑவำࡋǶୖԵიᡏޑ

ёࡋߞຫமǴঁᡏவޑΚໆ൩ຫமǶќѦǴ൩ೱৎޑᜢ߯ǵ୯ৎЎϯȐٯ

ӵǴύ୯ΓமፓᏂৎࡘགྷǵᡏЬကаϷངय़ηǴ࣬ၨϐΠКՋБЎϯޑΓ׳வ

ȑࣣჴࢂቹៜவำࡋǶ 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

ၗٰྍǺLascu and Zinkhan(1999) 

 

კ 2-1வՉࣁኳࠠკ 

 

 

 

 

 

 

 

 ܄จࠔ

(Brand 

characteristics) 

ঁΓ܄ 

(personal 

characteristic

πբ/ნ

܄

(task/situation)c

ဂᡏ܄ 

(Group 

characteristics) 

ޣவ(Consumer Conformity) 

ೕጄࠠԄ  

(Norm type)  
வՉࣁኳԄ(Types of conformity) 

規範性(Normative) 

ཱུᆄࠠ

(extensive) 

வ

(compliance) 

ᇡӕ

(identification
ύனࠠ 

(moderate) 
ၗૻ܄  

(informational) 

ϣϯ 

(internalization

) 
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Lascu and ZinkhanΨஒॊѤ܄ᘜયǴӵ߄  ҢǶ܌2-4

 

߄ 2-4 ቹៜவՉࣁѤঁӢનޑ܄ 

πբ/ნ܄  

 

ᜤࡋǵኳጋࡋǵЬᢀ܄ 

మཱϷ҅ዴ่݀ޑ 

იᡏᓸΚݩ 

ঁΓ܄ ᇡޕమᅒࡋ 

ඵΚǵബΚǵፓ܄ 

ܺவǵႯܺǵவ 

ԾߞǵԾ൧ǵԾךᅱ 

ჹޗКၨૻ৲ݙޑཀ 

  จ፦ࠔ

 

ᒣཱུࡋৡ౦܄ 

ำࡋ 

ဂᡏ܄ ελǵ٩ᒘϷϕ 

ճϷёࡋߞǵၸѐޑԋфǵሦᏤ 

ၗٰྍǺLascu and Zinkhan(1999) 

 

ಃΟಃΟಃΟಃΟவᆶፂ܄ᖼວޑᜢ߯வᆶፂ܄ᖼວޑᜢ߯வᆶፂ܄ᖼວޑᜢ߯வᆶፂ܄ᖼວޑᜢ߯ 
 

    Rosenbuam(2006)วа۳ޑՉᎍࣴزύǴᗲϿԖଞჹΓሞϕᆶޣՉࣁ

ቹៜՉǴԶΓሞቹៜӧၸѐޑፂ܄ۓᖼວՉࣁύࣁ׳ϿـǶᜢܭፂ܄ᖼ

ວǴRook(1987)Ԑ൩ڥᢣᏢޣाၢಥଞჹঁΓቫԛޑ൩Ǵᔈ၀රӛдΓӢનቹ

ៜޑቫय़Ǵՠۈಖ٠҂ख़ຎǶWilkie(1994)ᆶ Macinnis(1997)මගрޣՉࣁ

ᖼޑᆶဂᡏ࣬՟ڗΑᕇளဂᡏᇡӕω௦ࣁᡏՉᖼວ،ਔǴঁࢂவኳԄǴޑ

ວ،ՉࣁǶԶ Luo(2005)මගрፂ܄ᖼວӢનǴჴሞࢂᆶдΓޑϕԖ

ᜢǴёெдزࣴޑวޣٿᜢ߯٠όठǶӕਔǴЎΨᗲϿԖࣴزǴଞჹவ

Չࣁᆶፂ܄ᖼວՉࣁǴՉ࣬ᜢޑჴࣴزǴаठคݤᙶమࢂޣٿց

۶ԜቹៜǶ 

 

ᗨࢂӵԜǴՠϝԖ٤ЎǴவᆶፂ܄ᖼວޑᜢ߯ǶٯӵǴऍች

(2007)аΎᗺԄլϐୢڔᚒཛྷၗǴ٠а LISREL (Linear Structural 

Relations) ीϩவ܄ᖼວکፂ܄ᖼວϐᜢ߯ǶаϩቫߡճܜኬࣁЬǴኬ

ҁ 750Ǵӣԏ 678Ƕ่ࣴ݀زԋ҅ӛᜢ߯Ǵނ፦Ьကჹவ܄ᖼວکፂ܄ᖼວϐ

࣬ᜢسኧΨև҅ӛᜢ߯Ǵຫڀவ܄ᖼວϐޣǴځፂ܄ᖼວՉࣁΨຫଯǶ 

 

  ᖴܲዞ(2007)аޗဂᡏࡋفǴޑޣፂ܄ᖼວՉࣁǴ٠ᒧౚ
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႟୧ࣴزნǴаୢڔፓБԄǴෳ၂ѠчѱҥϺ҆ౚǵѠчᑜҥཥಷౚǵ

݅ᑜҥౚǵଯᑜҥዂమ෫ౚϐᢀፂ܄ᖼޑނՉࣁǶдҔጕ܄ᐒኳԄ

(Linear ProbabilityModel)ᆶӭԄᡄᒠථᘜϩ(Multinomial logistic regression)Ƕ

дගрፏӭቹៜவՉޑࣁӢનǴځύଓࢬՉᆶᖼວᡍჹܭౚޑޣፂ܄ᖼ

ວԖமਗ਼ޑᡉ܄ቹៜǶ 

 

  ഋᜩӵ(2012)ӭኧᙍζࢂ܄ցӢவ܄ǵౢࠔӢનȐౢࡋـૈࠔ

Ϸౢࠔࠔ፦ȑԶЇวፂ܄ᖼວՉࣁǶаεѠчӦѳВԖᖼວय़ጢಞᄍޑᙍ

ζزࣴࣁ܄ჹຝǴᆶਜय़܈ e-mailБԄ༤เୢڔǴวр 400ҽǴԖਏӣԏ 354

ϩǶ௦ҔЬԋϩϩݤ(Principle Component)ǵനεᡂ౦ᙯືݤ(Varimax)ǵౚᔠ

ǵKMO(Bartlett’s Test of Sphericity)ۓ ǶϩࡋߞǵCronbach’s αۓᔠ܄ኬڗ

่݀ᡉҢǴᙍζ܄ዴჴӢ۶Ԝϐ໔ޑϕǴԶౢғவՉࣁǴ٠Їଆ

ፂ܄ᖼວՉࣁǶζ܄ܰ᠋வიᡏϐ໔ޑཀـǵૻ৲ǴԶζ܄഻ޣӳଓ

 ቹៜǶޑԖᡉࣁǴΨჹவՉࡋำޑߞՉᆶԾࢬ
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ಃΟകୢڔीᆶၗϩಃΟകୢڔीᆶၗϩಃΟകୢڔीᆶၗϩಃΟകୢڔीᆶၗϩ 
 

ಃୢڔीᆶፓಃୢڔीᆶፓಃୢڔीᆶፓಃୢڔीᆶፓ 
 

ҁࣴزЬाԖᜢεᏢғܺޑႬᖼວಞᄍᆶՉࣁǴவύΑှவӢનǵவ

ՉࣁǵౢࠔӢનᆶፂ܄ᖼວՉࣁϐ໔ޑᜢ߯ǶҁୢୖڔԵ࣬ᜢᏢزࣴޑޣǴ

ຑࣁдѤҽǺಃҽځӅϩȨ୷ҁၗȩаϷڔीୢǶҁୢ܄ځ٠٩

εᏢғჹܭȨᖼວܺႬਔޑவЈȩჴሞགڙำࡋǴಃΒҽࣁຑεᏢғ

ȨᖼວܺႬਔޑவՉࣁȩǴಃΟҽࣁຑȨౢࠔҁޑيӢનჹܭᒧᖼܺႬਔޑ

ቹៜȩǴಃѤҽࣁຑȨঁΓፂՉࣁȩǶҁୢࣣڔ௦լ(Likert)ϖᗺЁࡋໆ

தӕཀȩǵȨӕཀȩǵȨද೯ȩǵȨόӕߚϭᒧȨࡋำڙჴሞགޣೖڙᑽໆǴϩձа߄

ཀȩǵȨߚதόӕཀȩǴϩձჹᔈϩኧȨ5ȩǵȨ4ȩǵȨ3ȩǵȨ2ȩǵȨ1ȩϐЁࡋǶӚҽ

ीᇥܴӵΠǺ 

 

ǵ ୢڔीୢڔीୢڔीୢڔीǺ 

 

߄ 3-1 வӢનǵவՉࣁǵౢࠔӢનϷፂ܄ᖼວᏹբۓ܄က 

Ьᄬय़ ԛᄬय़ ᚒ ᏹբۓ܄က 

வӢન ଓࢬՉ 1-1 ךჹനཥрཥීܺޑႬౢғᑫ፪Ƕ 

1-2 ന߈ᄣᎍܺޑႬ֎ЇךѐᖼວǶ 

ፕന܌϶ᎁܻڬჹ൞ᡏǴᆛၡϷך 1-3

 Ⴌౢғᑫ፪ǶܺޑՉࢬ߈

ӕᏆჹࠔจޑ

Ѝ 

1-4 ܻ϶ϟಏ๏ܺޑךႬࠔจΜϩ֎Ї

 ѐᖼວǶך

1-5 ӵܻ݀϶ჹܺࢌႬࠔจԖॄय़ຑሽ

ਔǴךΨჹ၀ࠔจౢғॄय़གྷݤǶ 

1-6 ܻ϶ჹࠔจޑຑሽჹךԶࡐࢂقख़ा

 Ե٩ᏵǶୖޑ

ঁΓԾߞำך 1-7 ࡋჹԾρܺޑႬࡐԖགྷݤϷཀـǶ 

1-8 Ծρ഻ངᆶдΓ഻ངܺޑႬόӕ

ਔǴךόڙдΓቹៜᗋࢂ୲܌ངǶ 

ࢂจϷීԄࠔޑதమཱӚᅿόӕߚך 1-9

όࢂӝךԾρǶ 

იᡏޑ֎ЇΚ 1-10 ഻ךܻک϶ॺଆҬඤܺႬБय़ޑ

ၗૻǶ 
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ޑႬܺܭჹךཀນܻ϶ॺࡐך 1-11

ᡍϷགྷݤǶ 

1-12* ჹ܌϶ܻܭගрޑၗૻϷགྷֹךݤӄ

 Ƕߞ࣬

იᡏޑᓸΚ

 ݩ

1-13 ӵܻ݀϶ץຑ഻܌ךངܺޑႬǴךᅰ

ໆᗉխऀǶ 

1-14 ӵܻ݀کך϶ϐ໔ޑགྷݤόӕǴך೯த

όЬ߄ҢǶ 

1-15 ӵܻ݀ک϶ऀόӕࠔޑจǴךள

ΜϩόԾӧǶ 

வՉࣁ ၗૻவ 2-1 1.ך᠋வܻ϶ගܺޑٮႬၗૻǴฅࡕ

 ǶऀޑᡂԾρׯ

2-2 2.ӵ݀ךჹ၀ᜪࠠࠔ܈จܺޑႬલЮ

ᡍǴך೯தፎ௲ᒃ϶ཀـǶ 

จǴࠔԄϷීޑᢀჸܻ϶ॺܺႬך.3 2-3

аዴۓԾρᖼວ҅ࢂޑዴޑǶ 

ೕጄவ 2-4* 4.ѝाܻ϶ၟךᇥ೭ීܺႬόӳǴך

ᇡӕдݤ࣮ޑǶ 

2-5 5.εӭኧܻ϶Ԗᖼວၸ೭ᅿීԄ܈

 ΨགྷाᖼວǶךᡍਔǴޑจࠔ

Պޑจࠔ܈বᅿීԄऀךၰޕགྷך.6 2-6

ܺૈᡣܻ϶ளךӀࡐӳǶ 

 ǶޑόѸाࢂՊܺޑᖼວӜจࣁᇡך.1 3-1 ࡋـૈࠔౢ Ӣનࠔౢ

 ႬǶܺޑᖼວӜΓᙚ഻ך.2 3-2

3-3 

 

3.ᖼວܳܺޑႬჹךԶߚقதख़ाǶ 

ޕࢂाۓႬܺޑऀ܌ǴقԶך፦ 3-4 4.ჹࠔࠔౢ

Ӝቷ܌ᇙǶ 

3-5 5.ჹךԶقǴऀ܌ܺޑႬځགό

ख़ाǶ 

3-6 6.ჹךԶقǴऀ܌ܺޑႬࢂځցӼӄ

(֖ϯᏢނ፦Ꮴठيᡏό,Ҝጥ௵ག)

 Ƕޑதख़ाߚࢂ

ፂ܄ᖼວ 

 

 

གፂ 4-1 1.ӵ݀ӧ္۫ວךډགྷᖼວܺޑႬǴך

གࡐډඍזǶ 

4-2 2.ӵ݀ӧ္࣮۫ךډགྷᖼວܺޑႬǴՠ

നؒࠅࡕԖວǴךགࡐډեပǶ 

4-3 3.ӧрߐᖼວܺႬϐǴךᕴࢂԖ٣
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ӃीฝǶ 

ᇡޕፂ 4-4 4.ךததόԾளᖼວࡐӭऀόܺޑډ

ႬǶ 

4-5 5.ӧ،ۓᖼວܺႬϐךᇡԵቾך

 ሡाǶޑցࢂ

གྷᇥϸ҅ᕴךႬǴܺޑ഻ډ࣮ך.6 4-6

ԖϺऀډǴ܌аӃວӆᇥǶ 

ၗٰྍ:ҁࣴز*1-12Ϸ  ϸӛᚒࣁ2-4

 

1ǵঁΓ୷ҁၗ : 

ԜҽୢڔύϩձаȨ܄ձȩǵȨԃભȩǵȨѺπᆶցȩǵȨДёЍଛ܌ளȩǵȨᖼ

ວܺႬϐѳ֡ߎᚐȩǵȨᖼວܺႬϐѳ֡ԛኧȩǵȨᖼວܺႬϐѳ֡ਔ໔ȩϷȨᖼ

ວܺႬϐ৲ٰྍȩΖঁୢٰፓڙೖޣϐΓαीၗǶ 

 

˟ǵவӢનϷՉࣁᄬय़Ǻ 

ҁୢڔीЬाਥᏵ Luscu and Zinkhan(1999)வՉࣁኳࠠϷ Sias(2002)

ፕǴଛӝܺႬౢࠔ܄ϷᖼວნࡕуаीǶୢڔϣǴவЈӅी 15ᚒǵ

வՉࣁӅी 6ᚒǴӵ߄  ҢǶ܌3-1

 

ˠǵౢࠔӢનᄬय़Ǻ 

ӧౢࠔӢનҽǴଞჹεᏢғӧᖼວܺႬਔǴౢࠔҁޑيࢂ܄ցቹៜᖼ

ວޑ،ǴԜҽӅी 6ᚒǴӵ߄  ҢǶ܌3-1

 

ˡǵ ፂ܄ᖼວᄬय़Ǻ 

ፂ܄ᖼວࢂਥᏵ Verplanken and Herabadi(2001)ϐࣴزǴຑεᏢғঁޑΓ

ፂ܄ᖼວՉࣁǴԜҽӅी 6ᚒǴӵ߄  ҢǶ܌3-1

 

Βǵܜኬፓܜኬፓܜኬፓܜኬፓ: 

 

߄  ᆶӣԏܫวڔୢ 3-2

 วڔୢܫኧ ӣԏୢڔኧ ӣԏԖਏୢڔኧ ԭϩК(%) 

રҁୢ76.7 161 171 210 ڔ% 

ᆛၡୢ92.0 184 200 200 ڔ% 

ᕴी 410 371 345 84.1% 

ၗٰྍ:ҁࣴز 

 
ҁࣴޑزჹຝࣁӧᏢϐεᏢғǴܭ٠ 2012ԃ 10Д 1ВԿ 2012ԃ 10Д 14

ВวܫરҁୢڔаϷ mysurveyᆛၡୢڔՉፓǶਜय़ୢڔӧҘεᏢϣวܫǴ
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εҽჹຝаҘεᏢᔮᏢسᏢғࣁЬǴᏢଣځдࣽࣁسᇶǶᆛၡୢڔҽǴ

คۓεᏢୱϷࣽسϐϩǴၸ FacebookϷޗიวଌǶќѦࣁዴڙߥೖࣁޣε

ᏢғǴࡺᆛၡୢڔ२ᚒࣁȨࢂցࣁεᏢғ?ȩࣁᑔᒧᚒҞǴऩเȨցȩࣁ߾คਏ

ڔਜय़ୢܫೖჹຝǶᕴीวڙϐز಄ӝҁࣴڗǴаයྗዴᒧڔୢ 210ҽǵᆛၡୢ

ڔ 200ҽǴӅ 410ҽୢڔǴԌନ҂ӣԏϷคਏୢڔǴᕴԖਏӣԏҽኧࣁ 345ҽǴ

ӵΠ߄ 3-2Ƕ 

 

ಃΒၗᆶϩಃΒၗᆶϩಃΒၗᆶϩಃΒၗᆶϩ 
 

ҁࣴڔୢزၸӣԏᆶᑔᒧคਏኬҁࡕǴԖਏኬҁӅी 345ҽǴ௦Ҕԛኧϩ

ଛ߄ΑှᏢғ፦Ǵӵ߄ ࣁவՉޑǴஒԖճௗΠٰࡕҢǶΑှኬҁ่ᄬ܌3-3

ᆶፂ܄ᖼວՉޑࣁኳԄϩǶ 

 

ǵǵǵǵڙೖ܄ޣձϩթڙೖ܄ޣձϩթڙೖ܄ޣձϩթڙೖ܄ޣձϩթ 

 

җܭҁࣴزଞჹᏢғǴܜኬӦᗺаҘεᏢᆶᆛၡୢڔԄՉǴჴሞڙೖ

ჹຝ܄ޑձǴ܄تԖ 143Տ(ऊ՞ӄᡏኬҁޑ 41%)Ǵζࣁ߾܄ 202Տ(ऊэ 59%)Ƕ 

 

߄  ߄ϐԃសኬҁ่ᄬϩଛޣೖڙ3-3

 ձ ΓኧȐΓȑ ԭϩКȐ%ȑ܄

 142 ܄ت
રҁ 60 

41.2 
ᆛၡ 82 

ζ203 ܄ 
રҁ 101 

58.8 
ᆛၡ 102 

ᕴी 345 
રҁ 142 

100 
ᆛၡ 203 

ၗٰྍ:ҁࣴز 

 

ΒΒΒΒǵǵǵǵڙೖޣԃભϩթڙೖޣԃભϩթڙೖޣԃભϩթڙೖޣԃભϩթ 

 

аҁࣴڙزೖޑޣԃભϩթٰ࣮Ǵӵ߄ 3-4ǴѤԃભനଯǴ146ՏǴ՞ኬҁК

ٯ 42.4%ǶځԛࣁΟԃભޑ 94ՏǴ՞ኬҁКٯ 27.2%ǹΒԃભ 77Տǹԃભޑ

ኬҁኧࣁ߾ 28ՏǶ 

 

ΟΟΟΟǵǵǵǵڙೖࢂޣցѺπϩթڙೖࢂޣցѺπϩթڙೖࢂޣցѺπϩթڙೖࢂޣցѺπϩթ 

 

ҁࣴزϐڙೖޣǴԖѺπࣁޑ 106ՏǴ՞ኬҁКٯ 30.7%ǹؒԖѺπࣁ 239
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ΓǴ՞ኬҁКٯ 69.3%Ǵӵ߄  ҢǶ܌3-5

߄  ߄ϐԃભኬҁ่ᄬϩଛޣೖڙ3-4

ԃભ ΓኧȐΓȑ ԭϩКȐ%ȑ 

ԃભ 28 
રҁ 0 

8.1 
ᆛၡ 28 

Βԃભ 76 
રҁ 63 

22.0 
ᆛၡ 13 

Οԃભ 93 
રҁ 67 

27.0 
ᆛၡ 26 

Ѥԃભ 148 
રҁ 31 

42.9 
ᆛၡ 117 

ᕴी 345 
રҁ 161 

100 
ᆛၡ 184 

ၗٰྍ:ҁࣴز 

 

߄  ߄ցѺπኬҁ่ᄬϩଛࢂϐޣೖڙ3-5

ԖคѺπ ΓኧȐΓȑ ԭϩКȐ%ȑ 

Ԗ 106 
રҁ 43 

30.7 
ᆛၡ 63 

ค 239 
રҁ 118 

69.3 
ᆛၡ 121 

ᕴी 345 
રҁ 106 

100 
ᆛၡ 239 

ၗٰྍ:ҁࣴز 

 

ѤѤѤѤǵǵǵǵڙೖޣёЍଛ܌ளϩթڙೖޣёЍଛ܌ளϩթڙೖޣёЍଛ܌ளϩթڙೖޣёЍଛ܌ளϩթ 

 

ҁࣴزϐڙೖޣёЍଛ܌ளϩթǴӵ߄ ҢǴа܌3-6 6001~9000ϡ 140Տന

ଯǴ՞ኬҁКٯ 40.6%ǴԶځԛࣁ߾ 6000ϡаΠࣁ 127ՏǴ՞ኬҁКٯ 36.8%ǹ

9001~12000ϡ 53ՏǴ՞ኬҁКٯ 15.4%ǹ15001ϡа 13ՏǴ՞ኬҁКٯ 3.7%ǹ

12001~15000ϡ 12ՏǴ՞ኬҁКٯ 3.5%Ƕ 

 

ϖϖϖϖǵǵǵǵڙೖঁޣДᖼວܺႬޑѳ֡ߎᚐڙೖঁޣДᖼວܺႬޑѳ֡ߎᚐڙೖঁޣДᖼວܺႬޑѳ֡ߎᚐڙೖঁޣДᖼວܺႬޑѳ֡ߎᚐ 

 

ҁࣴزϐڙೖঁޣДᖼວܺႬޑѳ֡ߎᚐǴӵ߄ ҢǴѳ֡܌3-7 1000

ϡаΠനଯǴ209ՏǴ՞ኬҁКٯ 60.6%ǹ1001~2000Ǵ98ՏǴ՞ኬҁКٯ

28.4%ǹ2001~3000Ǵ26ՏǴ՞ኬҁКٯ 7.5%ǹ3001~4000Ǵ8ՏǴ՞ኬҁКٯ 2.3%ǹ

4001ϡаǴ4ՏǴ՞ኬҁКٯ 1.2%Ƕ 
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߄  ߄ளኬҁ่ᄬϩଛ܌ϐёЍଛޣೖڙ3-6

ёЍଛ܌ள(NT) ΓኧȐΓȑ ԭϩКȐ%ȑ 

6000аΠ 127 36.8 

6001~9000 140 40.6 

9001~12000 53 15.4 

12001~15000 12 3.5 

15001а 13 3.7 

ᕴी 345 100 

ၗٰྍ:ҁࣴز 

 

߄  ߄ኬҁ่ᄬϩଛϐѳ֡ޣೖڙ3-7

ѳ֡(NT) ΓኧȐΓȑ ԭϩКȐ%ȑ 

1000аΠ 209 60.6 

1001~2000 98 28.4 

2001~3000 26 7.5 

3001~4000 8 2.3 

4001а 4 1.2 

ᕴी 345 100 

ၗٰྍ:ҁࣴز 

 

ϤϤϤϤǵǵǵǵڙೖޣঁДύᖼວܺႬޑѳ֡ԛኧڙೖޣঁДύᖼວܺႬޑѳ֡ԛኧڙೖޣঁДύᖼວܺႬޑѳ֡ԛኧڙೖޣঁДύᖼວܺႬޑѳ֡ԛኧ 

 

ҁࣴزϐڙೖޣϐᖼວѳ֡ԛኧа 2ԛаϣനଯǴӅ 268ՏǴ՞ኬҁК 

ٯ 77.7%ǹ3~4ԛǴ72ՏǴ՞ኬҁКٯ 20.9%ǹ5~6ԛǴ2 ՏǴ՞ኬҁКٯ 0.6%ǹ

7~8ԛǴ2ՏǴ՞ኬҁКٯ 0.6%ǹ8ԛаǴ1ՏǴ՞ኬҁКٯ 0.2%Ǵӵ߄ 3-8

 ҢǶ܌

 

߄  ߄ϐѳ֡ԛኧኬҁ่ᄬϩଛޣೖڙ3-8

ѳ֡ԛኧ ΓኧȐΓȑ ԭϩКȐ%ȑ 

2ԛаϣ 268 77.7 

3~4ԛ 72 20.9 

5~6ԛ 2 0.6 

7~8ԛ 2 0.6 

8ԛа 1 0.2 

ᕴी 345 100 

ၗٰྍ:ҁࣴز 
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ΎΎΎΎǵǵǵǵڙೖޣԛᖼວܺႬεऊޑѳ֡ਔ໔ڙೖޣԛᖼວܺႬεऊޑѳ֡ਔ໔ڙೖޣԛᖼວܺႬεऊޑѳ֡ਔ໔ڙೖޣԛᖼວܺႬεऊޑѳ֡ਔ໔ 

 

ҁࣴزϐڙೖޣԛᖼວܺႬεऊޑѳ֡ਔ໔Ǵӵ߄ ҢǴа܌3-9 1~2

λਔࣁനଯԖ 136ՏǴ՞ኬҁКٯ 39.4%ǹ2~3λਔǴ98ՏǴ՞ኬҁКٯ 28.4%ǹ

λਔаϣǴ58ՏǴ՞ኬҁКٯ 16.8%ǹ3~4λਔǴ31ՏǴ՞ኬҁКٯ 9.8%ǹ4

λਔаǴ22ՏǴ՞ኬҁКٯ 5.6%Ƕ 

 

߄  ߄ϐѳ֡ਔ໔ኬҁ่ᄬϩଛޣೖڙ3-9

ѳ֡ਔ໔ ΓኧȐΓȑ ԭϩКȐ%ȑ 

λਔаϣ 58 16.8 

1~2λਔ 136 39.4 

2~3λਔ 98 28.4 

3~4λਔ 31 9.8 

4λਔа 22 5.6 

ᕴी 345 100 

ၗٰྍ:ҁࣴز 

 

ΖΖΖΖǵǵǵǵڙೖޣ৲ٰྍڙೖޣ৲ٰྍڙೖޣ৲ٰྍڙೖޣ৲ٰྍ 

 

ҁࣴڙزೖޣϐ৲ٰྍǴӵ߄ 3-10Ǵаᆛၡϐѳ֡ኧ 0.81Ǵനௗ߈ 1Ǵځ

ԛࣁၸѳय़ቶڗளၗ Ǵૻѳ֡ॶࣁ 0.41ǶаёаΑှڙೖޣӧᖼວܺႬਔǴ

ᆛၡၗૻ๏ϒࡐεޑቹៜǶԜѦǴܺႬၸᒃ϶ᙚǵ۫ޑޕቹៜǴዴჴё

ӢαԸ࣬ԶᡣܺႬ৲ቶԶΓϐǶ 

 

߄  ߄ϐ৲ٰྍኬҁ่ᄬϩଛޣೖڙ3-10

৲ٰྍ ΓኧȐΓȑ ѳ֡ኧ 

ѳय़൞ᡏ 140 0.41 

ႝຎቶ 65 0.19 

ᆛၡ 279 0.81 

ᒃ϶ᙚ 117 0.34 

۫0.23 78 ޕ 

 д 13 0.04ځ

ᒧڗԛኧᕴी 692  

ၗٰྍ:ҁࣴز 

 

 

 
ҁᚒࣁȨவӢનȩϐୢǴЬाҞࣁޑڙೖࢂޣցڙȨᄣᎍࠔȩ
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߄ЇᆶቹៜԶவᖼວǴӵ֎ޑ தӕཀӅߚҢǶӕཀϷ܌3-11 151ΓǴ՞ 43.8%Ǵ

όӕཀϷߚதόӕཀӅ 45ΓǴ՞ 13%Ƕ 

 

߄ 3-11Ȩന߈ᄣᎍܺޑႬ֎Їךѐᖼວȩ 

 தӕཀߚ தόӕཀ όӕཀ ද೯ ӕཀߚ 

 Γኧ Кٯ Γኧ Кٯ Γኧ Кٯ Γኧ Кٯ Γኧ Кٯ 

રҁ 6 3.7 16 10.0 72 44.7 53 32.9 14 8.7 

ᆛၡ 5 2.7 18 9.8 77 41.8 66 35.9 18 9.8 

ᕴӝ 11 3.2 34 9.8 149 43.2 119 34.5 32 9.3 

ၗٰྍ:ҁࣴز 

 

ҁᚒࣁȨவӢનȩϐୢǴЬाҞࣁޑڙೖࢂޣցڙȨдΓȩޑ

ፕᆶቹៜԶவᖼວǴӵ߄ தӕཀӅߚҢǶӕཀϷ܌3-12 234ΓǴ՞ 67.8%Ǵ

όӕཀϷߚதόӕཀӅ 21ΓǴ՞ 6.1%Ƕ 

 

߄ 3-12Ȩךჹ൞ᡏǴᆛၡϷڬᎁܻ϶܌ፕനࢬ߈ՉܺޑႬౢғᑫ፪ȩ 

 தӕཀߚ தόӕཀ όӕཀ ද೯ ӕཀߚ 

 Γኧ Кٯ Γኧ Кٯ Γኧ Кٯ Γኧ Кٯ Γኧ Кٯ 

રҁ 3 1.9 10 6.2 39 24.2 84 52.2 25 15.5 

ᆛၡ 4 2.2 4 2.2 51 27.7 93 50.5 32 17.4 

ᕴӝ 7 2.0 14 4.1 90 26.1 177 51.3 57 16.5 

ၗٰྍ:ҁࣴز 

 

ҁᚒࣁȨவӢનȩϐୢǴЬाҞࣁޑڙೖࢂޣցڙȨдΓȩჹ၀

߄ຑሽᆶቹៜԶவᖼວǴӵޑจࠔ தӕཀӅߚҢǶӕཀϷ܌3-13 185ΓǴ՞

53.6%ǴόӕཀϷߚதόӕཀӅ 37ΓǴ՞ 10.7%Ƕ 

 

߄ 3-13Ȩܻ϶ჹࠔจޑຑሽჹךԶࡐࢂقख़ाୖޑԵ٩Ᏽȩ 

 தӕཀߚ தόӕཀ όӕཀ ද೯ ӕཀߚ 

 Γኧ Кٯ Γኧ Кٯ Γኧ Кٯ Γኧ Кٯ Γኧ Кٯ 

રҁ 4 2.5 9 5.6 65 40.4 72 44.7 11 6.8 

ᆛၡ 4 2.2 20 10.9 58 31.5 87 47.2 15 8.2 

ᕴӝ 8 2.3 29  8.4 123 35.7 159 46.1 26  7.5 

ၗٰྍ:ҁࣴز 

 

ҁᚒࣁȨவՉࣁȩϐୢǴЬाҞࣁޑڙೖࢂޣցڙȨдΓၗૻȩ

߄ቹៜԶவᖼວǴӵޑ தӕཀӅߚҢǶӕཀϷ܌3-14 149ΓǴ՞ 43.2%Ǵό

ӕཀϷߚதόӕཀӅ 60ΓǴ՞ 17.4%Ƕ 
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߄ 3-14Ȩך᠋வܻ϶ගܺޑٮႬၗૻǴฅׯࡕᡂԾρऀޑȩ 

 தӕཀߚ தόӕཀ όӕཀ ද೯ ӕཀߚ 

 Γኧ Кٯ Γኧ Кٯ Γኧ Кٯ Γኧ Кٯ Γኧ Кٯ 

રҁ 6 3.7 31 19.3 71 44.1 51 31.7 2 1.2 

ᆛၡ 4 2.2 19 10.3 65 35.3 89 48.4 7 3.8 

ᕴӝ 10 2.9 50 14.5 136 39.4 140 40.6 9 2.6 

ၗٰྍ:ҁࣴز 

 

ҁᚒࣁȨவӢનȩϐୢǴЬाҞࣁޑڙೖࢂޣցၟᒿȨдΓՉࣁȩ

߄ቹៜԶவᖼວǴӵޑ தӕཀӅߚҢǶӕཀϷ܌3-15 171ΓǴ՞ 49.5%Ǵό

ӕཀϷߚதόӕཀӅ 53ΓǴ՞ 15.4%Ƕ 

 

߄ 3-15Ȩεӭኧܻ϶Ԗᖼວၸ೭ᅿීԄࠔ܈จޑᡍਔǴךΨགྷाᖼວȩ 

 தӕཀߚ தόӕཀ όӕཀ ද೯ ӕཀߚ 

 Γኧ Кٯ Γኧ Кٯ Γኧ Кٯ Γኧ Кٯ Γኧ Кٯ 

રҁ 5 3.1 22 13.7 63 39.1 9 5.6 62 38.5 

ᆛၡ 4 2.2 22 12.0 58 31.5 88 47.8 12 6.5 

ᕴӝ 9 2.6 44 12.8 121 35.1 97 28.1 74 21.4 

ၗٰྍ:ҁࣴز 

 

ҁᚒࣁȨፂ܄ᖼວӢનȩϐୢǴЬाҞࣁޑڙೖࢂޣցڙȨౢࠔ

܄ȩޑ֎ЇᆶቹៜԶᖼວǴӵ߄ தӕཀӅߚҢǶӕཀϷ܌3-16 168ΓǴ՞

48.6%ǴόӕཀϷߚதόӕཀӅ 37ΓǴ՞ 6.1%Ƕ 

 

߄ 3-16ȨךᇡࣁᖼວӜจޑՊܺࢂόѸाޑȩ 

 தӕཀߚ தόӕཀ όӕཀ ද೯ ӕཀߚ 

 Γኧ Кٯ Γኧ Кٯ Γኧ Кٯ Γኧ Кٯ Γኧ Кٯ 

રҁ 2 1.2 20 12.4 70 43.5 46 28.6 23 14.3 

ᆛၡ 1 0.5 14 7.6 70 38.0 63 34.2 36 19.7 

ᕴӝ 3 0.9 34 9.9 140 40.6 109 31.6 59 17.0 

ၗٰྍ:ҁࣴز 

 

ҁᚒࣁȨፂ܄ᖼວӢનȩϐୢǴЬाҞࣁޑڙೖࢂޣցڙȨౢࠔ

܄ȩޑ֎ЇᆶቹៜԶᖼວǴӵ߄ தӕཀӅߚҢǶӕཀϷ܌3-17 112ΓǴ՞

32.4%ǴόӕཀϷߚதόӕཀӅ 149ΓǴ՞ 43.2%Ƕ 
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߄ 3-17ȨჹךԶقǴऀ܌ܺޑႬځགόख़ाȩ 

 தӕཀߚ தόӕཀ όӕཀ ද೯ ӕཀߚ 

 Γኧ Кٯ Γኧ Кٯ Γኧ Кٯ Γኧ Кٯ Γኧ Кٯ 

રҁ 63 39.1 71 44.1 14 8.7 10 6.2 3 1.9 

ᆛၡ 1 0.5 14 7.6 70 38.0 63 34.2 36 19.7 

ᕴӝ 64 18.6 85 24.6 84 24.3 73 21.1 39 11.3 

ၗٰྍ:ҁࣴز 

 

ҁᚒࣁȨፂ܄ᖼວӢનȩϐୢǴЬाҞࣁޑڙೖࢂޣցڙȨག

य़ȩޑ֎ЇᆶቹៜԶᖼວǴӵ߄ தӕཀӅߚҢǶӕཀϷ܌3-18 137ΓǴ՞ 39.8%Ǵ

όӕཀϷߚதόӕཀӅ 82ΓǴ՞ 23.7%Ƕ 

 

߄ 3-18ȨӧрߐᖼວܺႬϐǴךᕴࢂԖ٣Ӄीฝȩ 

 தӕཀߚ தόӕཀ όӕཀ ද೯ ӕཀߚ 

 Γኧ Кٯ Γኧ Кٯ Γኧ Кٯ Γኧ Кٯ Γኧ Кٯ 

રҁ 3 1.9 39 24.2 58 36.0 50 31.1 11 6.8 

ᆛၡ 5 2.7 35 19.0 68 37.0 67 36.4 9 4.9 

ᕴӝ 8 2.3 74 21.4 126 36.5 117 33.9 20 5.9 

ၗٰྍ:ҁࣴز 

 

ҁᚒࣁȨፂ܄ᖼວӢનȩϐୢǴЬाҞࣁޑڙೖࢂޣցڙȨག

य़ȩޑ֎ЇᆶቹៜԶᖼວǴӵ߄ தӕཀӅߚҢǶӕཀϷ܌3-19 217ΓǴ՞ 60%Ǵ

όӕཀϷߚதόӕཀӅ 21ΓǴ՞ 6.1%Ƕ 

 

߄ 3-19Ȩӧ،ۓᖼວܺႬϐךᇡԵቾࢂךցޑሡाȩ 

 தӕཀߚ தόӕཀ όӕཀ ද೯ ӕཀߚ 

 Γኧ Кٯ Γኧ Кٯ Γኧ Кٯ Γኧ Кٯ Γኧ Кٯ 

રҁ 2 1.2 8 5.0 64 39.8 66 41.0 21 13.0 

ᆛၡ 0 0.0 11 6.0 53 28.9 94 51.1 26 14.0 

ᕴӝ 2 0.6 19 5.5 117 33.9 170 49.2 47 10.8 

ၗٰྍ:ҁࣴز 
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ಃѤകჴୢᚒϩ่݀ಃѤകჴୢᚒϩ่݀ಃѤകჴୢᚒϩ่݀ಃѤകჴୢᚒϩ่݀ 
 

ҁകޑख़ᗺӧ٩ܭᏵว܌ڔୢܫӣԏޑၗՉჴϩǴ٠а SPSS 

(Statistical Package for the Social Science)ीး೬ᡏύЎ 12.0ຎืހՉϩ

ᖼວǴ٠வ܄ЇวፂޑցࢂεᏢғՉவӢનΠޑǴଞჹӧᏢ

ՉࣁǵவӢનǵፂ܄ᖼວՉࣁϐ໔ӵՖҬϕቹៜǶ 

 

ಃಃಃಃࣴزଷᇥࣴزଷᇥࣴزଷᇥࣴزଷᇥ 
 

ਥᏵҁЎϐࣴޑزᐒᆶҞޑǵЎӣ៝ǴࡕวрΠӈଷᇥǶ 

 

ǵǵǵǵவӢનϐܭவՉࣁБय़வӢનϐܭவՉࣁБय़வӢનϐܭவՉࣁБय़வӢનϐܭவՉࣁБय़ 

 

Lascu and Zinkhan(1999)Ϸ Sias(1999)ҔᄬԋவՉ܌ޑࣁԖӢનٰܴவ

ӢનዴჴЇଆவՉࣁǴҁࣴزаܺႬٯࣁǴҞޑӧӧவӢનΠࢂց

ޑЇวፂ܄ᖼວ?ҁࣴࡷزᒧѤε܄ 1.ȜӕᏆϐ໔ჹࠔจޑЍȝ2.Ȝঁ

ΓޑԾߞำࡋȝ3.Ȝიᡏ໔ޑ֎ЇΚȝ4.ȜიᡏޑᓸΚݩȝǶаѤӢનǴӆ

у Sias܌ගрޑȜଓᇴࢬՉȝӢનՉࣴزǴଷவӢનჹவՉࣁԖᡉ

ቹៜǶ 

 

ଷᇥ H1:வӢનჹܭவՉࣁԖᡉޑቹៜǶ 

 

ଷᇥ H1a:ଓࢬՉჹܭவՉࣁԖᡉޑቹៜǶ 

 

ଷᇥ H1b:ӕᏆ໔ჹࠔจޑЍჹܭவՉࣁԖᡉޑቹៜǶ 

 

ଷᇥ H1c:ঁ ΓޑԾߞำࡋჹܭவՉࣁԖᡉޑቹៜǶ 

 

ଷᇥ H1d:იᡏ໔ޑ֎ЇΚჹܭவՉࣁԖᡉޑቹៜǶ 

 

ଷᇥ H1e:იᡏޑᓸΚݩჹܭவՉࣁԖᡉޑቹៜǶ 

 

ΒΒΒΒǵǵǵǵౢࠔӢનቹៜவՉࣁБय़ౢࠔӢનቹៜவՉࣁБय़ౢࠔӢનቹៜவՉࣁБय़ౢࠔӢનቹៜவՉࣁБय़ 

 

ჹٰޣᇥǴՉᖼວޑࠔނ،ǴനচޑۈཀკࣁࢂΑᖼວౢࠔǶ

ǶԶεᏢғӧۓ،ᖼວޑࡕдӢનததѰѓനځӳᚯǴаϷޑҁ፦ࠔаౢ܌

Չᖼວ،ࢂցΨӢౢࠔҁ፦ޑచҹৡ౦Զቹៜᖼວګۓ،ޑ?ӢԜǴҁࣴز
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ଷǴܺႬౢࠔҁޑيӢનǴჹܭεᏢғޑவՉࣁԖᡉޑυᘋਏ݀Ƕ 

 

ଷᇥ H2 : ౢࠔӢનჹܭவՉࣁԖᡉৡ౦Ƕ 

 

ଷᇥ H2aǺౢࡋـૈࠔჹܭவՉࣁԖᡉৡ౦Ƕ 

 

ଷᇥ H2bǺౢࠔࠔ፦ჹܭவவՉࣁԖᡉৡ౦Ƕ 

 

ΟΟΟΟǵǵǵǵவՉࣁჹܭፂ܄ᖼວՉࣁБय़வՉࣁჹܭፂ܄ᖼວՉࣁБय़வՉࣁჹܭፂ܄ᖼວՉࣁБय़வՉࣁჹܭፂ܄ᖼວՉࣁБय़: 

 

а۳Ꮲ٠ޣคଞჹவՉࣁᆶፂ܄ᖼວՉޔௗ࣬ޑᜢࣴزǴՠவၸѐޑ

Ўόᜤวޣٿϐ໔Ӹӧޑᜢ߯ǶWilkie(1994)ᆶ Macinnis(1997)วǴঁࢂΓ

ӧᖼວ،ਔǴ۳۳ࣁΑڗளიᡏޑᇡӕǴࣁࢂ܈ΑᅈىიᡏჹঁΓޑයఈǴ

ցΨࢂǶӢԜǴεᏢғࣁᖼᅈ،Չޑიᡏϣԋ࣬՟ࢂ܈а௦યᆶიᡏ܌

ӢவՉࣁԶౢғፂ܄ᖼວՉࣁ?ҁࣴزଷεᏢғޑவՉࣁǴჹܭፂ܄ᖼ

ວՉࣁԖᡉቹៜǶ 

 

ଷᇥ H3:வՉࣁჹܭፂ܄ᖼວՉࣁԖᡉޑቹៜǶ 

 

ଷᇥ H3a:ၗૻவჹܭፂ܄ᖼວՉࣁԖᡉޑቹៜǶ 

 

ଷᇥ H3b:ೕጄவჹܭፂ܄ᖼວՉࣁԖᡉޑቹៜǶ 

 

ಃΒᡂኧᏹբۓ܄ကಃΒᡂኧᏹբۓ܄ကಃΒᡂኧᏹբۓ܄ကಃΒᡂኧᏹբۓ܄က 
 

ҁၸჹᏹբۓ܄ကϐ௶ॊǴ٠٩ᏵЎύޑፕࣁ୷ᘵǴଞჹҁ

 ကǴ٠аԜٰᔠᡍॊଷᇥǶۓ܄ᏹբޑᄬय़๏ϒܴዴޑᄬଷᇥࢎ

 

ǵǵǵǵவӢનᡂኧᑽໆவӢનᡂኧᑽໆவӢનᡂኧᑽໆவӢનᡂኧᑽໆ 

 

வՉޑࣁวғቹៜচӢԖࡐӭᅿǴҁࣴزЬा٩Ᏽ Lascu and Zinkhan ܭ 

1999 ԃࣴزޑቹៜவՉ࣬ࣁᜢ҅ӛϷॄӛޑቹៜӢનǶҁࣴزஒவӢન

 ᡂኧᜪࠠᇥܴӵΠǺޑ

 

1ǵଓࢬՉȐFashionȑ 

 

ޣౢғவՉޑࣁᐒǴ٠όࢂӢࣁჴҔࢂ܈܄Ԗ࡚ϪޑሡाǴԶࢂ 

ྍԾܭଓᒿဂᡏޑሽॶᢀᆶჹਔۘޑނ٣ངӳǶ 
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2ǵӕᏆჹࠔจޑЍȐPeer Support for Brandȑ 

 

ӕᏆჹࠔ٤ࢌจޑЍࡋຫଯਔǴঁᡏΨຫགྷᖼວ೭ᜪࠔౢޑǶ 

 

3ǵঁΓԾߞำࡋȐSelf-Confidenceȑ 

 

ԾࢂޑࡰߞΓჹԾρ܄ঁޑǵЈϷޗ໔܌๏ϒ҅ޑय़ຑሽǶԖԾޑߞ 

Γ೯தၨόᜢЈдΓޑϸᔈǴࡺԾߞำࡋຫଯਔຫόܰౢғவՉࣁ

ȐBearden and Rose,1990ȑǶ 

 

4ǵიᡏޑ֎ЇΚȐAttractivenessȑ 

 

ဂᡏჹঁᡏޑ֎ЇΚǴ٩ᏵᇡޕѨፓፕǴဂᡏޑ֎ЇΚکᏉᆫΚຫமਔǴঁ

ᡏࣁΑ෧ᇸᇡޕѨፓޑᓸΚǴຫёૈౢғрவՉࣁǶ 

 

5ǵიᡏޑᓸΚݩȐGroup Pressure Situationȑ 

 

ऩঁᡏགྷाௗયԋࣁიᡏϐύޑҽηਔǴஒׯᡂঁΓޑՉࣁኳԄٰ߆ӝ

იᡏޑाǴӢԜౢғவՉࣁǶ 

 

ΒΒΒΒǵǵǵǵவՉࣁᡂኧᑽໆவՉࣁᡂኧᑽໆவՉࣁᡂኧᑽໆவՉࣁᡂኧᑽໆ 

 

Deutsch and Gerard (1955)ᇡࣁΓॺϐ܌аౢғவՉࣁǴനЬाࢂ 

 ϐᡂኧᜪࠠᇥܴࣁஒவՉزቹៜǺၗૻவϷೕጄவǶҁࣴޑБय़ٿڙ

ӵΠǶ 

 

1ǵၗૻவ 

 

 ӛࢂᅿǴಃٿ೯தԖྍٰޑၗૻਔǴၗૻޑٮдΓගڙΓӧௗঁࡰࢂ

ৎ൨ၗૻǹಃΒࢂᙖᢀჸձΓޑՉࣁѐࡌҥԾρୖޑԵྗǶ 

 

2ǵೕጄவ 

 

 дځᆶიᡏ໔ڗයఈǴёૈ௦ޑიᡏډᇡӕǵၲޑᕇளიᡏ໔ࣁᡏঁࡰࢂ

ԋᜪ՟ࡘޑགྷ܈ՉࣁǶ 

ΟΟΟΟǵǵǵǵፂ܄ᖼວޑᑽໆाનፂ܄ᖼວޑᑽໆाનፂ܄ᖼວޑᑽໆाનፂ܄ᖼວޑᑽໆाન 

 

ҁࣴزਥᏵ Verplanken and HerabadiȐ2001ȑزࣴޑǴஒౢғፂ܄ᖼວޑচ
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Ӣᘜયࣁᇡޕፂᆶགፂঁٿηᄬय़ٰϒаᑽໆǶஒፂ܄ᖼວޑᡂኧᜪࠠ

ᇥܴӵΠǶ 

 

1ǵᇡޕፂ 

 

 ،Ե൩рࡘޑΠԶౢғǴ٠҂ၸᑞஏڋޑ܄લЮࣁӢࢂᖼວ،ځ

ղᘐǶ 

 

2ǵགፂ 

 

 ࢤᐕޣǴϐࠔᖼວۓ،ᐟวӧ܌ࢲགޑҗЈமਗ਼ࢂ

ᆣޑଯࡋଆҷޑЌރᄊǶ 

 

ѤѤѤѤǵǵǵǵౢࠔӢનޑᑽໆाનౢࠔӢનޑᑽໆाનౢࠔӢનޑᑽໆाનౢࠔӢનޑᑽໆाન 

 

 ӢࠔஒౢزቹៜǶҁࣴޑ܄ۓ،ԖڀύࣁӢનӧঁՉޑيҁࠔౢ

નаȨౢࡋـૈࠔȩϷȨౢࠔࠔ፦ȩঁٿηᄬय़ٰՉᑽໆǶౢࠔӢનޑᡂኧ 

ᜪࠠᇥܴӵΠǶ 

 

1ǵౢࡋـૈࠔ 

 

Heffetz(2004)ԃගрૈࡰࡋـ(Index of visibility of Vindex)Ǵࡰ٠рࠔ

ຫܰݙཀډǴૈࡋـ൩ຫଯǴԶૈࡋـຫଯޑࠔຫԖёૈࢂࠔٴǶ 

 

2ǵౢࠔࠔ፦ 

 

Garvin (1987)ஒᑽໆࠔ፦தҔޑᄬय़ᘜયࣁΖঁҞٰуаᑽໆǴϩձࣁǺ

٬Ҕᕮਏ(Performance)ǵՅ(Features)ǵёࡋ(Reliability)ǵठ(Conformance)ǵ

ऐҔ܄(Durability)ǵ୍ܺ܄(Serviceability)ǵऍᢀࡋ(Aesthetics)کᇡࠔޕ፦

(Perceived Quality)Ƕ 

 

ಃΟಃΟಃΟಃΟ    ीϩБݤीϩБݤीϩБݤीϩБݤ    
 

ҁࣴ٩زᏵࣴزҞޑϷࣴزଷϐሡाǴ௦Ҕ SPSS 12.0ހीး೬ᡏբ

 :ϩॊӵΠݤБᔈҔϐीϩ܌ၗਔزǴஒҁࣴڀϐπၗϩࣁ

 

ǵǵǵǵࡋߞϩࡋߞϩࡋߞϩࡋߞϩȐȐȐȐReliability Analysisȑȑȑȑ 
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܄ۓᛙک(Consistency)܄ठޑෳᡍ่݀ࡰǴ߯܄Ϸё(Reliability)ࡋߞ

(Stability)ԶقǶӧࡋߞϩޑᔠᡍǴҁࣴز௦ Cronbach’s α߯ኧॶᔠۓӚঁӢ

ኧǴаᑽໆಒ໔ޑϣठ܄Ƕ Cronbach’s α߯ኧॶຫεǴ߄Ң၀ӢનӚಒ

࣬ޑᜢ܄ຫεǴҭջϣठ܄ຫଯǴځ αॶεܭ ࡋߞԖଯڀӢન߄ж߾0.7

ֆȐ1990ȑࡌаΠጄൎբୖࣁԵޑёࡋߞଯեୖޑԵྗǴӵ߄  ҢǶ܌ 4-1

 
 ߄ࡰ4-1Cronbach’sα߯ኧϐୖԵ߄

ጄൎຑۓྗ                    ่ ፕ 

Cronbach’sα ߯ኧ <0.3 όёߞ 

0.3 ≤Cronbach’sα ߯ኧ <0.4 ࠀமёߞ 

0.4 ≤Cronbach’sα ߯ኧ <0.5 ั༾ёߞ 

0.5 ≤Cronbach’sα ߯ኧ <0.7 ёߞȐനதـȑ 

0.7 ≤Cronbach’sα ߯ኧ <0.9 ࡐёߞȐԛதـȑ 

0.9 ≤Cronbach’sα ߯ኧ  Μϩёߞ 
 

ၗٰྍ:ֆȐ1990ȑ 

 

ΒΒΒΒǵǵǵǵӢનϩӢનϩӢનϩӢનϩ(Factor Analysis) 

 

ҁࣴز௦ҔࡌᄬਏࡋբࣁᑽໆୢڔਏޑࡋπڀǶନԜϐѦճҔᡍ܄Ӣનϩ

ؼԖڀ߄жࡽଯਔǴࡐࡋǴ࣬ᜢำࡋϐୢᆶᄬय़໔࣬ᜢำڔǴаᡍୢ

ӳਏࡋǶ 

 

ΟΟΟΟǵǵǵǵᘜϩᘜϩᘜϩᘜϩ 

 

ᘜϩࡰ߯ݤൂϩ܄ϸᔈᡂໆჹӭঁϩှ܄ញᡂኧڄኧᜢ߯ 

٩ᡂኧϐᜢ߯ǴᢀჸکೀໆϯϐԾᡂኧܭȐֆܴໜǴ2007ȑǶҔݤीБޑ F

ॶՖᘜ߯ኧϐᡉ܄Ǵ،ޣٿۓ໔ϐᜢ߯மࡋǶ 

 

ಃѤӢનϩ่݀ಃѤӢનϩ่݀ಃѤӢનϩ่݀ಃѤӢનϩ่݀ 
 

ҁჹѤεЬᚒǺȨவӢનȩǵȨவՉࣁȩǵȨౢࠔӢનȩаϷȨፂ܄ᖼວȩ

ՉӢનϩǶӢનϩࢂଞჹஒคޔݤௗᢀჸزࣴޑᡂኧǴၸୢٰڗளё

ᢀჸޑᡂኧ٠ՉෳໆǴӆޣǴ׆ఈஒӭޑᡂኧ෧ϯԋ൳ϿኧӢનޑϩБ

 Ƕݤ

 

ǵǵǵǵȨȨȨȨவӢનவӢનவӢનவӢનȩȩȩȩϐӢનϩ่݀ϐӢનϩ่݀ϐӢનϩ่݀ϐӢનϩ่݀ 
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ҁࣴز२Ӄа KMOȐKaiser-Meyer-OlKinȑڗኬϪ܄ໆኧǴаϷ٬Ҕ Bartlett

ౚᔠۓǴٰᔠۓӢનϩᡏޑϪ܄Ƕϐࡕӆ٩Ᏽ Kaiser(1974) ߾ݤǴஒ

ቻॶεܭ 1 ϐӢનߥ੮Ǵ٠ځڗԋҽࡕуаϩǶҁࣴز௦܄Ӣનϩ

ȐExploratory Factor Analysis, EFAȑǴޔҬᙯ ȐືOrthogonal RotationȑڗӢનǶ

Comery and LeeȐ1992ȑࡌӢનϩޑӢનॄໆȐFactor Loadingsȑϐᒧۓೕ

߄ӵ߾  ҢǶ܌ 4-2

 

 ߾ຑᒧྗޑϐӢનॄໆӢનϩ܄4-2߄
 

Ӣનԋϩॄໆ ှញᡂ౦ኧख़᠄ໆ  ྗ߾ᇥܴ 

>0.71 50% ᓬؼ (Excellent) 
 ӳ (VeryGood)ࡐ 40% 0.63<
 ӳ (Good)ؼ 30% 0.55<
>0.45 20% ද೯ (Fair) 
>0.32 10% όؼ (Poor) 

ၗٰྍǺComery and LeeȐ1992ȑ 
 

ӧ܄ӢનϩࡕڗрѤঁӢનǴځቻॶϩձࣁ 3.700ǵ1.677 ǵ 

1.456ǵ1.097ǶӧޔҬᙯືޑࡕಕᑈှញᡂ౦ໆࣁ 52.862Ȑεܭ 50%аȑǴឦܭ

ᓬؼำࡋǴ߄Ңߥ੮ޑڗѤঁӢનࢂёޑǶӧᙯື܌ࡕڗрޑѤঁӢનǴ

ܭӢનॄໆϩձϟځ 0.629~0.774ǵ0.553~0.792ǵ0.428~0.704ǵ0.447~0.691Ǵࣣ

εܭӢનԋϩॄໆ 0.45 аǶၗ༼ӵ߄ 4-3Ƕ 
 
ΒΒΒΒǵȨǵȨǵȨǵȨౢࠔӢનౢࠔӢનౢࠔӢનౢࠔӢનȩȩȩȩϐӢનϩ่݀ϐӢનϩ่݀ϐӢનϩ่݀ϐӢનϩ่݀ 

 
ӧၸ܄ӢનϩࡕڗрΒঁӢનǴځቻॶϩձࣁ 2.263ǵ1.492Ƕ 

ԶӧޔҬᙯືޑࡕಕᑈှញᡂ౦ໆࣁ 62.589%(εܭ 50%а)ǴឦᓬؼำࡋǴ 

 ӢનॄځΒঁӢનǴޑрڗ܌ࡕǶӧᙯືޑёࢂΒঁӢનޑڗ੮ߥҢ߄

ໆϩձϟܭ 0.661~0.798ǵ0.791~0.864ǴࣣεܭӢનϩॄໆ 0.55 аǶၗ 

༼ӵ߄ 4-4Ƕ 

 

ΟΟΟΟǵȨǵȨǵȨǵȨፂ܄ᖼວፂ܄ᖼວፂ܄ᖼວፂ܄ᖼວȩȩȩȩϐӢનϩ่݀ϐӢનϩ่݀ϐӢનϩ่݀ϐӢનϩ่݀ 

 

ӧၸ܄ӢનϩࡕڗрΒঁӢનǴځቻॶϩձࣁ 1.734ǵ1.401Ƕ 

ԶӧޔҬᙯືޑࡕಕᑈှញᡂ౦ໆࣁ 52.255%(εܭ 50%а)ǴឦᓬؼำࡋǴ 

 ӢનॄځΒঁӢનǴޑрڗ܌ࡕǶӧᙯືޑёࢂΒঁӢનޑڗ੮ߥҢ߄

ໆϩձϟܭ 0.566~0.734ǵ0.782~0.843ǴࣣεܭӢનϩॄໆ 0.55аǶၗ 

༼ӵ߄ 4-5Ƕ 
 

 ߄Ӣનંତࡕᙯື4-3ಃҽவӢનϐӢનϩ ߄
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 ᚒ                                                           Ӣનڔୢ

                                                         1       2       3       4         

Q3  ךჹ൞ᡏǴᆛၡϷڬᎁܻ϶܌ፕന044.     041.     217.     774.               ߈  

                                 Ⴌౢғᑫ፪ǶܺޑՉࢬ    

Q2  ന߈ᄣᎍܺޑႬ֎ЇךѐᖼວǶ                     .744     .030     .177     .039 

Q1  ךჹനཥрཥීܺޑႬౢғᑫ፪Ƕ                 .722    .286  .111     -.035 

Q4  ܻ϶ϟಏ๏ܺޑךႬࠔจΜϩ֎ЇךѐᖼວǶ         .629     -.038 .019  .295 

Q11 ࡐךཀນܻ϶ॺךჹܺܭႬޑᡍϷགྷݤǶ         .243   .792     -.063 .246 

Q10 ഻ךܻک϶ॺଆҬඤܺႬБय़ޑၗૻǶ             .359     .690     -.019 .259 

Q9  ߚךதమཱӚᅿόӕࠔޑจϷීԄࢂόࢂӝךԾρǶ   .022    .569     .433   -.100 

Q7  ךჹԾρܺޑႬࡐԖགྷݤϷཀـǶ                 -.044  .553     .447  -.171 

Q8  Ծρ഻ངᆶдΓ഻ངܺޑႬόӕਔǴ                 .035   .154     .704  -.094 

 ངǶ܌୲ࢂдΓቹៜᗋڙόך

Q12 ჹ܌϶ܻܭගрޑၗૻϷགྷֹךݤӄ࣬ߞǶ             .136    -.068 .587     .115 

Q15 ӵܻ݀ک϶ऀόӕࠔޑจǴךளΜϩόԾӧǶ     .137     .189  .428     .248  

Q5  ӵܻ݀϶ჹܺࢌႬࠔจԖॄय़ຑሽਔǴ                 -.039     .122     .045  .691 

 Ƕݤจౢғॄय़གྷࠔΨჹ၀ך

Q6  ܻ϶ჹࠔจޑຑሽჹךԶࡐࢂقख़ाୖޑԵ٩ᏵǶ       .265   .003     -.081    .671 

Q13 ӵܻ݀϶ץຑ഻܌ךངܺޑႬǴךᅰໆᗉխऀǶ     .020     -.083 .483     .512 

Q14ӵܻ݀کך϶ϐ໔ޑགྷݤόӕǴך೯தόЬ߄ҢǶ    .095     .151   .378  .447 

ቻॶ                                                 3.700    1.677    1.456   1.097 

ှញᡂ౦ໆ(%)                                         24.665   11.180    9.704   7.313 

ಕᑈှញᡂ౦ໆ(%)                                     24.665   35.845   45.549  52.862 

ӢનڮӜ                                          ӕᏆቹៜ Ծߞำࡋ ଓࢬՉ იᡏᓸΚ 

 

ၗٰྍǺҁࣴز*ϸқೀࢂ߄നଯ፦ 

 

 

 

 

 

 

 

߄ 4-4 ಃΒҽౢࠔӢનϐӢનϩᙯືࡕӢનંତ߄ 

 ᚒ                                                                  Ӣનڔୢ

                                                                      1         2 

Q4ჹךԶقǴऀ܌ܺޑႬۓाޕࢂӜቷ܌ᇙǶ                   .798        .161 

Q3ᖼວܳܺޑႬჹךԶߚقதख़ाǶ                                 .766       .302 
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Q2഻ךᖼວӜΓᙚܺޑႬǶ                                       .728       .056 

Q1ךᇡࣁᖼວӜจޑՊܺࢂόѸाޑǶ                                 .661        .060 

Q5ჹךԶقǴऀ܌ܺޑႬځགόख़ाǶ                           -.008       .864 

Q6ჹךԶقǴऀ܌ܺޑႬࢂځցӼӄ(֖ϯᏢނ፦ᏤठيᡏόǴ         .268       .791 

   Ҝጥ௵ག)ߚࢂதख़ाޑǶ 

ቻॶ                                                              2.263      1.492 

ှញᡂ౦ໆ(%)                                                      37.714     24.875 

ಕᑈှញᡂ౦ໆ(%)                                                  37.714     62.589 

ӢનڮӜ                                                        ౢࠔࠔౢ   ࡋـૈࠔ፦ 

ၗٰྍǺҁࣴز*ϸқೀࢂ߄നଯ፦ 

 

߄ 4-5 ಃΟҽፂ܄ᖼວӢનϩᙯືࡕӢનંତ߄ 

 ᚒ                                                                  Ӣનڔୢ

                                                                       1         2 

Q6഻ډ࣮ךܺޑႬǴךགྷᇥϸ҅ᕴԖϺऀډǴ܌аӃວӆᇥǶ       .734      .126 

Q5ӧ،ۓᖼວܺႬϐךᇡԵቾࢂךցޑሡाǶ                     .659      .059 

Q4ךததόԾளᖼວࡐӭऀόܺޑډႬǶ                               .643      .246 

Q3ӧрߐᖼວܺႬϐǴךᕴࢂԖ٣ӃीฝǶ                           .566     -.008 

Q2ӵ݀ӧ္࣮۫ךډགྷᖼວܺޑႬǴՠനؒࠅࡕԖວǴךགࡐډեပǶ     .055      .843 

Q1ӵ݀ӧ္۫ວךډགྷᖼວܺޑႬǴךགࡐډඍזǶ                     .151      .782 

ቻॶ                                                               1.734     1.401 

ှញᡂ౦ໆ(%)                                                       28.904    23.351 

ಕᑈှញᡂ౦ໆ(%)                                                   28.904    52.255 

ӢનڮӜ                                                           ᇡޕፂ  གፂ 

ၗٰྍǺҁࣴز*ϸқೀࢂ߄നଯ፦ 

 

ѤѤѤѤǵǵǵǵӢનڮӜӢનڮӜӢનڮӜӢનڮӜ 

 

ӢનڮӜǴࢂҗޔҬᙯື Varimax ౢ܌ғ่ޑᄬંତ߄ύᒧڗወҷӢનϷ

চۈᡂኧϐ่ᄬ߯ኧεܭ ߄Ǵӵޣ 0.5 4-2ǵ4-3ǵ4-4 ܌ҢǴפ٠рᡂኧ໔ޑӅ

೯ڮࣁ܄Ӝϐ٩ᏵǶ 

 

1ǵவӢનޑӢનǺӕᏆቹៜΚ 

 

ҁӢનҗϖᚒୢ܌ᄬԋǴӢનॄॶҗଯԿեޑᡂϩձࣁȨQ11 ࡐך

ཀນܻ϶ॺךჹܺܭႬޑᡍϷགྷݤǶȩ(0.792ȑǵȨQ10 ഻ךܻک϶ॺଆ

ҬඤܺႬБय़ޑၗૻǶȩ(0.690)ǵȨQ4  ܻ϶ϟಏ๏ܺޑךႬࠔจΜϩ֎Їך

ѐᖼວǶȩ (0.629)ǵȨQ12 ჹ܌϶ܻܭගрޑၗૻϷགྷֹךݤӄ࣬ߞǶȩ (0.587)Ǵ
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ȨQ15 ӵܻ݀ک϶ऀόӕࠔޑจǴךளΜϩόԾӧǶȩȐ0.428ȑаϖᚒ

ᚒᡉҢڙೖࣣޣӢၸӕᏆ໔ޑϕҬࢬǴԶЇวჹౢޑࠔόӕᢀགϷӑຝǴ

 ȨӕᏆቹៜΚȩǶࣁӜڮࡺ

 

2ǵவӢનޑӢનΒǺԾߞำࡋ 

 

ҁӢનҗΟᚒୢ܌ᄬԋǴӢનॄॶҗଯԿեޑᡂϩձࣁȨQ8  Ծρ

഻ངᆶдΓ഻ངܺޑႬόӕਔǴךόڙдΓቹៜᗋࢂ୲܌ངǶȩȐ0.704ȑǵȨQ9  ך

ჹԾρך  ԾρǶȩȐ0.569ȑǵȨQ7ךӝࢂόࢂจϷීԄࠔޑதమཱӚᅿόӕߚ

ϷཀݤԖགྷࡐႬܺޑ ଯեǴࡋำߞԾޑޣೖڙǶȩȐ0.553ȑǴаᚒࣣᡉҢـ

 ȩǶࡋำߞȨԾࣁӜڮࡺ

 

3ǵவӢનޑӢનΟǺଓࢬՉ 

 

ҁӢનҗΟᚒୢ܌ᄬԋǴӢનॄॶҗଯԿեޑᡂϩձࣁȨQ3  ךჹ

൞ᡏǴᆛၡϷڬᎁܻ϶܌ፕനࢬ߈ՉܺޑႬౢғᑫ፪ǶȩȐ0.774ȑǵȨQ2  ന߈

ᄣᎍܺޑႬ֎ЇךѐᖼວǶȩȐ0.744ȑǵȨQ1  ךჹനཥрཥීܺޑႬౢғ

ᑫ፪ǶȩȐ0.722ȑǴаᚒӧඔॊεᏢғࢂց഻ངࢬՉܺႬǴڮࡺӜࣁȨଓࢬ

ՉȩǶ 

 

4ǵவӢનޑӢનѤǺიᡏᓸΚ 

 

ҁӢનҗΒᚒୢ܌ᄬԋǴӢનॄॶҗଯԿեޑᡂϩձࣁȨQ13 ӵܻ݀

ᅰໆᗉխऀǶȩȐ0.691ȑǵȨQ5.εӭኧܻ϶ԖךႬǴܺޑང഻܌ךຑץ϶

ᖼວၸ೭ᅿීԄࠔ܈จޑᡍਔǴךΨགྷाᖼວǶȩȐ0.512ȑǴаඔॊӧεᏢ

ᕉნύǴᏢғཀـϷ࣮ݤᆶიᡏόӕਔǴϣЈགޑډڙᓸΚำࡋӭჲǴڮࡺ

ӜࣁȨიᡏᓸΚȩǶ 

 

5ǵౢࠔӢનޑӢનǺౢࡋـૈࠔ 

 

ҁӢનҗΟᚒୢ܌ᄬԋǴӢનॄॶҗଯԿեޑᡂϩձࣁȨQ4ჹךԶ

ႬჹܺޑᇙǶȩȐ0.798ȑǵȨQ3ᖼວܳ܌ӜቷޕࢂाۓႬܺޑऀ܌Ǵق

ႬǶȩȐ0.728ȑǴȨQ1ܺޑᖼວӜΓᙚ഻ךதख़ाǶȩȐ0.766ȑǵȨQ2ߚقԶך

ඔॊεᏢғӢౢܭǶȩȐ0.661ȑǴаᚒӧޑόѸाࢂՊܺޑᖼວӜจࣁᇡך

 ȩǶࡋـૈࠔȨౢࣁӜڮࡺԶቹៜᖼວܺႬǴࡋำޑҞݙڙࠔ

 

6ǵౢࠔӢનޑӢનΒǺౢࠔࠔ፦ 

 

ҁӢનҗΒᚒୢ܌ᄬԋǴӢનॄॶҗଯԿեޑᡂϩձࣁȨQ5ჹךԶ
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ځႬܺޑऀ܌ǴقԶךགόख़ाǶȩȐ0.864ȑǵȨQ6ჹځႬܺޑऀ܌Ǵق

ǶȩȐ0.791ȑǴаޑதख़ाߚࢂ(ᡏόǴҜጥ௵གي፦ᏤठނϯᏢ֖)ցӼӄࢂ

ᚒӧܭඔॊεᏢᏢғჹܺႬࠔ፦ޑाǴڮࡺӜࣁȨౢࠔࠔ፦ȩǶ 

 

7ǵፂ܄ᖼວޑӢનǺᇡޕፂ 

 

ҁӢનҗѤᚒୢ܌ᄬԋǴӢનॄॶҗଯԿեޑᡂϩձࣁȨQ6഻ډ࣮ך

ܺޑႬǴךགྷᇥϸ҅ᕴԖϺऀډǴ܌аӃວӆᇥǶȩȐ0.734ȑǵȨQ5ӧ،

ததόԾளךሡाǶȩȐ0.659ȑǵȨQ4ޑցࢂךᇡԵቾךᖼວܺႬϐۓ

ᖼວࡐӭऀόܺޑډႬǶȩȐ0.643ȑǵȨQ3ӧрߐᖼວܺႬϐǴךᕴࢂԖ٣Ӄ

ीฝǶȩȐ0.566ȑǴаᚒӧܭඔॊεᏢғӧՉܺႬᖼނ،ਔࢂց܄ղᘐ

ϷځीჄ܄ǴڮࡺӜࣁȨᇡޕፂȩǶ 

 

8ǵፂ܄ᖼວޑӢનΒǺགፂ 

 

ҁӢનҗٿᚒୢ܌ᄬԋǴӢનॄॶҗଯԿեޑᡂϩձࣁȨQ2ӵ݀ӧ۫

եပǶȩȐ0.843ȑǵȨQ1ӵࡐډགךԖວǴؒࠅࡕႬǴՠനܺޑགྷᖼວךډ္࣮

݀ӧ္۫ວךډགྷᖼວܺޑႬǴךགࡐډඍזǶȩȐ0.782ȑǴаᚒӧܭඔॊ

εᏢғܺډڙႬࠔᎍ୧ڈᐟਔޑЈރᄊǴڮࡺӜࣁȨགፂȩǶ 

 

ϖϖϖϖǵǵǵǵࣴزଷᇥঅ҅ࣴزଷᇥঅ҅ࣴزଷᇥঅ҅ࣴزଷᇥঅ҅ 

 
()ǵঅ҅ࢎزࣴࡕᄬ 

კ 4-1ҁࣴزঅ҅ࡕϐཷࢎ܄ۺᄬ 
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ҁ٩ᏵӢનϩϐ่݀Ǵख़ཥঅ҅ࣴࢎزᄬϷࣴزଷᇥǶ 

 

(Β)ǵঅ҅زࣴࡕଷᇥ 

 

1. ଷᇥ H1ǺவӢનჹܭவՉࣁԖᡉቹៜǶ 

 

H1aǺӕᏆቹៜΚჹܭவՉࣁԖᡉቹៜǶ 

 

H1bǺԾߞำࡋჹܭவՉࣁԖᡉቹៜǶ 

 

H1cǺଓࢬՉჹܭவՉࣁԖᡉቹៜǶ 

 

H1dǺიᡏᓸΚჹܭவՉࣁԖᡉቹៜǶ 

 

2. ଷᇥ  H2 : ౢࠔӢનჹܭவՉࣁԖᡉৡ౦Ƕ 

 

        H2aǺౢࡋـૈࠔჹܭவՉࣁԖᡉৡ౦Ƕ 

 

        H2bǺౢࠔࠔ፦ჹܭவவՉࣁԖᡉৡ౦Ƕ 

 

3. ଷᇥ  H3ǺவՉࣁჹܭፂ܄ᖼວՉࣁԖᡉቹៜǶ 

 

H3aǺவՉࣁჹܭᇡޕፂԖᡉቹៜǶ 

 

H3bǺவՉࣁჹܭགፂԖᡉቹៜǶ 

 

ಃϖࡋߞϩ่݀ಃϖࡋߞϩ่݀ಃϖࡋߞϩ่݀ಃϖࡋߞϩ่݀ 
 

ǵǵǵǵவӢનவӢનவӢનவӢન 

 

ҁࣴزಃҽவӢનޑѤঁᄬय़ Cronbach’s α ϩձࣁȨӕᏆቹៜΚȩ 

Ȑ0.736ȑǵȨԾߞำࡋȩȐ0.674ȑǵȨଓࢬՉȩȐ0.415ȑǵȨიᡏᓸΚȩȐ.538ȑǶ 

ځ αॶࣣεܭ 0.45Ƕၗ༼ӵ߄ 4-6Ƕ 

 

ΒΒΒΒǵǵǵǵவՉࣁவՉࣁவՉࣁவՉࣁ 

 

ҁࣴزಃΒҽவՉޑࣁᄬय़ Cronbach’s α ࣁ 0.577Ƕၗ༼ӵ߄ 4-7Ƕ 
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߄ 4-6ಃҽவӢનϐࡋߞϩ߄ 

ᄬय़Ӝᆀ                                Cronbach’s α 

ӕᏆቹៜΚ                                  0.736 

 

Ծߞำ0.674                                    ࡋ 

 

ଓࢬՉ                                    0.415 

 

იᡏᓸΚ                                    0.538 

ຏǺᡏୢࣁࡋߞڔ 0.773 (N of Item=15ǹN of Case=345 ) 

ၗٰྍǺҁࣴز 

 

߄ 4-7ಃΒҽவՉࣁϐࡋߞϩ߄ 

ᄬय़Ӝᆀ                                 Cronbach’s α 

வՉ0.642                                     ࣁ 

ຏǺᡏୢࣁࡋߞڔ 0.642 (N of Item=6ǹN of Case=345 ) 

ၗٰྍǺҁࣴز 

 

ΟΟΟΟǵǵǵǵౢࠔӢનౢࠔӢનౢࠔӢનౢࠔӢન 

 

ҁࣴزಃΟҽࠔౢࣁӢનǴځ Cronbach’s α ϩձࣁȨౢࡋـૈࠔȩȐ0.588ȑǵ

Ȩౢࠔࠔ፦ȩȐ0.416ȑǴځ αॶࣣεܭ 0.4Ƕၗ༼ӵ߄ 4-8Ƕ 

 

߄ 4-8ಃΟҽౢࠔӢનϐࡋߞϩ߄ 

ᄬय़Ӝᆀ                                 Cronbach’s α 

 0.745                                  ࡋـૈࠔౢ

 

 ፦                                    0.592ࠔࠔౢ

ຏǺᡏୢࣁࡋߞڔ 0.726 (N of Item=6ǹN of Case=345 ) 

ၗٰྍǺҁࣴز 

 

ѤѤѤѤǵǵǵǵፂ܄ᖼວፂ܄ᖼວፂ܄ᖼວፂ܄ᖼວ 

 

ҁࣴزಃѤҽࣁፂ܄ᖼວǴځ Cronbach’s α ϩձࣁȨᇡޕፂȩȐ0.767ȑǵ

ȨགፂȩȐ0.544ȑǴځ αॶࣣεܭ 0.5Ƕၗ༼ӵ߄ 4-9Ƕ 

߄ 4-9ಃѤҽፂ܄ᖼວϐࡋߞϩ߄ 
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ᄬय़Ӝᆀ                                 Cronbach’s α 

ᇡޕፂ                                   0.531 

 

གፂ                                   0.573 

ຏǺᡏୢࣁࡋߞڔ 0.610 (N of Item=6ǹN of Case=345 ) 

ၗٰྍǺҁࣴز 

 

൩ൂᄬय़ԶقǴCronbach’s α ॶϟܭ 0.400~0.779Ǵ൩ᡏୢࡋߞڔϐ

Cronbach’s α ॶϟܭ 0.415~0.745Ƕ಄ӝֆȐ1990ȑ܌ගрޑ Cronbach’sα߯

ኧୖԵࡰǴࡺҁࣴڀڔୢزԖۓำࡋߞޑࡋǶ 

 

ಃϤᘜϩ่݀ಃϤᘜϩ่݀ಃϤᘜϩ่݀ಃϤᘜϩ่݀ 
 

ҁаᘜϩࣴزଷ H1ࢂցԋҥǴიᡏᓸΚǵԾߞำࡋǵଓࢬ

ՉǵӕᏆቹៜΚჹܭவՉࢂࣁցڀԖᡉ࣬ᜢǶҗ வܭவЈ္ჹޕள߄4-10

ՉࣁԖᡉ࣬ᜢ(F = 62.960, p<0.001)Ǵவ่݀ளޕǴவӢનჹܭவՉࣁև

ᡉ҅ӛᜢ߯Ǵ߄ҢიᡏᓸΚǵԾߞำࡋǵଓࢬՉǵӕᏆቹៜΚ֡ჹவՉࣁ

և҅ӛቹៜǶ 

 ϐᘜኳࠠࣁவՉܭ4-10வӢનჹ߄

 
 

 

 

 

 

 

 

              * ٩ᡂኧ: வՉࣁ 

              **ᡉНྗ=95% 

 

ଷزॺࣴךԛǴځ H2ࢂցԋҥǴౢࡋـૈࠔǵౢࠔࠔ፦ჹܭவՉࢂࣁ

ցڀԖᡉ࣬ᜢǶҗ߄ 4-11ளࠔౢޕӢનჹܭவՉࣁԖᡉ࣬ᜢ(F =23.030, 

p<0.001)Ǵவ่݀ளޕǴౢࠔჹܭவՉࣁևᡉ҅ӛᜢ߯Ǵ߄ҢౢࠔӢનჹܭ

வՉࣁԖᡉቹៜϐଷԋҥǶ 

Ծᡂኧ ߯ኧ t ᡉ܄ 

தኧ 

ӕᏆ 

Ծߞ 

ଓ 

იᡏ 

.626 

.206 

.860 

.100 

.348 

5.645** 

6.164** 

2.468** 

2.764** 

8.487** 

.000 

.000 

.014 

.006 

.000 

  Fॶ:62.690            RѳБॶ:0.426 
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നࡕǴךॺࣴزଷ H3ࢂցԋҥǴፂᇡޕǵགፂჹܭவՉࣁ

߄Ԗᡉ࣬ᜢǶҗڀցࢂ 4-12ளޕፂ܄ᖼວჹܭவՉࣁԖᡉ࣬ᜢ(F = 

55.528, p<0.001)Ǵவ่݀ளޕǴፂ܄ᖼວჹܭவՉࣁԖᡉ҅ӛᜢ߯ǴΨᡉ

ଷࢂ H3ࢂԋҥޑǶ 

 

 

߄ 4-12வՉࣁჹܭፂ܄ᖼວϐᘜኳࠠ 

Ծᡂኧ ߯ኧ t ᡉ܄ 

தኧ 1.297 13.427 ** .000 

ፂ܄ᇡ000. ** 5.992 0.245 ޕ 

ፂ܄ག 0.214 6.635** .000 

               Fॶ:55.528           RѳБॶ:0.245 

*٩ᡂኧ: வՉࣁ 

** ᡉНྗ=95% 

 

ᆕӝय़ޑჴ่݀Ǵว܌ԖޑଷֹࣣࣁӄԋҥǶаΠஒҁࣴزଷᇥ่

݀ϩ༼ӵ܌4-13 ߄ҢǶ 

 

߄ 4-13ଷᇥϩ่݀༼߄ 

          ଷᇥ                                                     ԋҥᆶց 

H1ǺவӢનჹܭவՉࣁԖᡉቹៜǶ                              ֹ ӄԋҥ 

H1aǺӕᏆቹៜΚჹܭவՉࣁԖᡉቹៜǶ                             ԋҥ 

H1b ǺԾߞำࡋჹܭவՉࣁԖᡉቹៜǶ                              ԋҥ 

H1c ǺଓࢬՉჹܭவՉࣁԖᡉቹៜǶ                              ԋҥ 

Ծᡂኧ ߯ኧ t ᡉ܄ 

தኧ 1.727 21.077** .000 

 000. **4.577  0.162 ࡋـૈࠔౢ

 ፦ 0.111  3.307** .001ࠔࠔౢ

    Fॶ:23.030        RѳБॶ:0.119   

4-11ౢ߄  ϐᘜኳࠠࣁவՉܭӢનჹࠔ

 

 

 

 

 

 

 

 

 

*٩ᡂኧ: வՉࣁ 

** ᡉНྗ=95% 
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H1d ǺიᡏᓸΚჹܭவՉࣁԖᡉቹៜǶ                              ԋҥ 

H2 :  ౢࠔӢનჹܭவՉࣁԖᡉৡ౦Ƕ                             ֹ ӄԋҥ 

H2aǺౢࡋـૈࠔჹܭவՉࣁԖᡉৡ౦Ƕ                             ԋҥ 

H2bǺౢࠔࠔ፦ჹܭவவՉࣁԖᡉৡ౦Ƕ                             ԋҥ 

H3ǺவՉࣁჹܭፂ܄ᖼວՉࣁԖᡉቹៜǶ                        ֹ ӄԋҥ 

H3a ǺவՉࣁჹܭᇡޕፂԖᡉቹៜǶ                              ԋҥ 

H3a ǺவՉࣁჹܭགፂԖᡉቹៜǶ                              ԋҥ 
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ಃϖಃϖಃϖಃϖകകകക่ࣴزፕᆶࡌ่ࣴزፕᆶࡌ่ࣴزፕᆶࡌ่ࣴزፕᆶࡌ 
 

ҁക٩ᏵࣴزҞޑᆶࣴزଷᇥǴҗჴϩǴᘜયǴஒ܌วϐ่݀

ϒаᇥܴǴ٩ྣவӢનǵౢࠔӢનǵவՉࣁᆶፂ܄ᖼວϐᜢ߯ᇥܴᡍ่

݀Ƕӕਔᖐрࣴزज़ڋᆶ҂ٰࣴޑزБӛᆶࡌǴаගزࣴុࡕٮϐୖԵǶ 

 

ಃಃಃಃ่ፕ่ፕ่ፕ่ፕ 
 
ǵǵǵǵவӢનჹܭவՉࣁϐቹៜவӢનჹܭவՉࣁϐቹៜவӢનჹܭவՉࣁϐቹៜவӢનჹܭவՉࣁϐቹៜ 

 
ଓک߄ޑߞǴԶԾޑதख़ाߚࢂـཀޑวǴεᏢғϐ໔ӕᏆ่݀زࣴ

നࢬՉܺޑႬΨࢂόё܈લޑǴ܌аᆕӝҁࣴزޑኧᏵٰ࣮ǴவӢનჹܭ

வՉࢂࣁևᡉ҅࣬ᜢޑǶ 

 

ΒΒΒΒǵǵǵǵౢࠔӢનჹܭவՉޑࣁቹៜౢࠔӢનჹܭவՉޑࣁቹៜౢࠔӢનჹܭவՉޑࣁቹៜౢࠔӢનჹܭவՉޑࣁቹៜ 

 

ӧԜᡂύวǴεᏢғჹܭᖼວԖࠔจܺޑႬࡐࢂᇡӕޑǴЀܻࢂځ϶

ངऀӜΓᙚޑᜫཀѐᖼວǴԶдॺଓӜจޑӕਔ׳ख़ाࠔޑࠔౢࢂޑ

፦ǴჹεᏢғٰᇥᖼວܺޑႬΞКᖼວӜจܺႬٰޑख़ाǴ܌аౢࠔӢનჹ

வՉޑࣁቹៜࢂևᡉ҅࣬ᜢޑǶ 

 

ΟΟΟΟǵǵǵǵவՉࣁჹܭፂ܄ᖼວޑቹៜவՉࣁჹܭፂ܄ᖼວޑቹៜவՉࣁჹܭፂ܄ᖼວޑቹៜவՉࣁჹܭፂ܄ᖼວޑቹៜ 

 

ਥᏵҁࣴޑزኧᏵǴεᏢғӢౢࣁғவՉࣁǴԶౢғόޑ܄ղᘐǴ҂

ၸࡘԵߡр،ۓǴܰՔᒿԶٰࢂޑፂ܄ᖼວՉޑࣁวғǴ೭ਔᖼວޑ،

ᗺςόӧౢࠔҁيǴԶࣁࢂΑቚуဂᡏᇡӕགࢂߚ٠рԾঁܭΓཀᜫǴӢԜǴ

வՉࣁჹܭፂ܄ᖼວΨևᡉ҅࣬ᜢǶ 

 

ಃΒಃΒಃΒಃΒ    ज़ڋᆶࡌज़ڋᆶࡌज़ڋᆶࡌज़ڋᆶࡌ 
 

ǵǵǵǵࣴزज़زࣴڋज़زࣴڋज़زࣴڋज़ڋ 

 

  1ǵࣴزჹຝज़ڋ : 

 

ҁࣴڙޑزෳჹຝ൳ЯࣁεᏢғǴࣴزጄൎ႕ǴᗨฅܜኬߡճǴՠኬҁࢂ

ցૈჴϸࢀჴϸ܌ࢀԖޣǴϝฅૈॶளԵቾǶ 
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  2ǵࣴౢزޑज़ڋ : 

 

ҁࣴزଞჹܺႬౢࣁǴ҂ૈԵቾځдౢǴคݤቶޑݱፕǶ 

 

  3ǵࣴزБݤज़ڋ :  

 

ҁࣴز௦ߡճܜኬวޑڔୢܫБԄǴӧԏኬҁԖਔ໔ᆶԋҁޑԵໆǴ٠

 Ƕزࣴޑ܄БԄǴૈёՉޑനӳࣁߚ

 

ΒΒΒΒǵǵǵǵ҂ٰࣴࡌز҂ٰࣴࡌز҂ٰࣴࡌز҂ٰࣴࡌز 

 

  1ǵᘉεࣴزჹຝ :  

 

ҁԛࣴزჹຝࣣឦܭԃᇸဂǴՠဂόѝԖԃᇸΓǴӢԜӧ่݀ፕ

ߡԖΑज़ڋǴ܌аࡌុࡕाޣزࣴޑǴᘉεࣴزጄൎჹຝǴаӄѠ

ဂࣁҞ⟛Ƕ 

 

  2ǵᘉεࣴౢز :  

 

ҁࣴزЬाଞჹܺႬՉǴࡌϐޣزࣴޑࡕёаᘉεࣴزόӕౢޑ

Ǵ࣮࣮வՉࣁჹፂ܄ᖼວࢂցᗋ࣬҅ࢂᜢǴ܈ёа൨ࣚӝբǴჹჴ୍

 εǶ׳ᔅշΨૈޑ

 

  3ǵϩπڀ 

 

 Ǵа಄ӝଷచҹǶݤБϩޑࣽᏢ፦ϯޗ௦Ҕࡌ
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ȜȜȜȜߕᒵߕᒵߕᒵߕᒵȝȝȝȝҁࣴڔୢزҁࣴڔୢزҁࣴڔୢزҁࣴڔୢز 
ᒃངޑӕᏢாӳ : 

೭ࢂҽᜢܭȨȨȨȨவՉࢂࣁցЇวፂ܄ᖼວவՉࢂࣁցЇวፂ܄ᖼວவՉࢂࣁցЇวፂ܄ᖼວவՉࢂࣁցЇวፂ܄ᖼວɡɡɡɡаܺႬٯࣁаܺႬٯࣁаܺႬٯࣁаܺႬٯࣁȩȩȩȩزࣴޑǴҞޑ

ӧӧவӢનΠࢂցޑЇวፂ܄ᖼວவӢનΠࢂցޑЇวፂ܄ᖼວவӢનΠࢂցޑЇวፂ܄ᖼວவӢનΠࢂցޑЇวፂ܄ᖼວୢޑᚒǶҁୢڔ௦όڀӜޑБԄ

༤ቪǴፎգ٩Ᏽჴሞᡍݤ࣮܈ӣเջёǴڗ܌ளޑၗٮᏢೌࣴ٬زҔǴ๊

όჹѦϦ໒ǴፎգӼЈ༤ቪǴ૱ЈགᖴգڐޑշǶ 

ལઔ 

 ᡏ଼ந٣ӵཀي

ҘεᏢᔮᏢس 

 Ўറγ : Ꮴ௲ࡰ

 ࡿ݅ࢩଯඵֻࡿᏢғ : ယزࣴ

ኻٍࡘৱᆝЦ૽Ўལ 

1. ፎୢா܄ޑձࣁՖፎୢா܄ޑձࣁՖፎୢா܄ޑձࣁՖፎୢா܄ޑձࣁՖ? 

 ζ □    ت □

 

2. ፎୢாޑԃભࣁՖፎୢாޑԃભࣁՖፎୢாޑԃભࣁՖፎୢாޑԃભࣁՖ? 

□ ԃભ    □ Βԃભ    □ Οԃભ   □ Ѥԃભ 

 

3. ፎୢாࢂցԖѺπፎୢாࢂցԖѺπፎୢாࢂցԖѺπፎୢாࢂցԖѺπ? 

 ց □    ࢂ □

 

4. ፎୢாঁДޑёЍଛ܌ளፎୢாঁДޑёЍଛ܌ளፎୢாঁДޑёЍଛ܌ளፎୢாঁДޑёЍଛ܌ள? 

□  6000ϡаΠ    □ 6001~9000ϡ  □ 9001~12000ϡ 

□ 12001~15000ϡ  □ 15001ϡа 

 

5. ፎୢாДᖼວܺႬਔεऊޑѳ֡ߎᚐࣁՖፎୢாДᖼວܺႬਔεऊޑѳ֡ߎᚐࣁՖፎୢாДᖼວܺႬਔεऊޑѳ֡ߎᚐࣁՖፎୢாДᖼວܺႬਔεऊޑѳ֡ߎᚐࣁՖ? 

□ 1000ϡаΠ  □ 1001~2000ϡ  □ 2001~3000ϡ 

□ 3001~4000ϡ  □ 4001ϡа 

 

6. ፎୢாঁДύᖼວܺႬޑѳ֡ԛኧࣁՖፎୢாঁДύᖼວܺႬޑѳ֡ԛኧࣁՖፎୢாঁДύᖼວܺႬޑѳ֡ԛኧࣁՖፎୢாঁДύᖼວܺႬޑѳ֡ԛኧࣁՖ? 

□ 2ԛаϣ  □ 3~4ԛ  □ 5~6ԛ  □ 7~8ԛ  □ 8ԛа 

 

7. ፎୢாԛᖼວܺႬεऊޑѳ֡ਔ໔ࣁՖፎୢாԛᖼວܺႬεऊޑѳ֡ਔ໔ࣁՖፎୢாԛᖼວܺႬεऊޑѳ֡ਔ໔ࣁՖፎୢாԛᖼວܺႬεऊޑѳ֡ਔ໔ࣁՖ? 

□ 1λਔаϣ  □ 1~2λਔ  □ 2~3λਔ  □ 3~4λਔ  □ 4λਔа 

 

8. ፎୢாᕇளܺႬ৲ࣁྍٰޑՖፎୢாᕇளܺႬ৲ࣁྍٰޑՖፎୢாᕇளܺႬ৲ࣁྍٰޑՖፎୢாᕇளܺႬ৲ࣁྍٰޑՖ?(നӭፄᒧΟঁനӭፄᒧΟঁനӭፄᒧΟঁനӭፄᒧΟঁ) 

□ѳय़൞ᡏ □ႝຎቶ □ᆛၡ □ᒃ϶ᙚ □۫ځ□ ޕд 
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ಃϩ: 

ΠӈЬाຑᖼວܺႬਔޑவЈᖼວܺႬਔޑவЈᖼວܺႬਔޑவЈᖼວܺႬਔޑவЈǴፎ٩Ᏽჴሞ܈ݩа

۳ᡍǴଞჹΠӈӚඔॊޑჴሞགڙำࡋǴܭѓБឯՏύ

ϭᒧрாޑӕཀำࡋǶ 

ȨߚதόӕཀȩډȨߚதӕཀȩӧ 1ϩԿ 5ϩϐ໔Ǵፎᒧ༤

ϐเਢǶ 

非
常
不
同
意
５ 

不
同
意 

 
４ 

普
通 

 
 

３ 

同
意 

 
 

２ 

非
常
同
意 

１ 

  □  □ □ □ □ Ⴌౢғᑫ፪Ƕܺޑჹനཥрཥීך.1

2.ന߈ᄣᎍܺޑႬ֎ЇךѐᖼວǶ □  □  □  □  □  

ႬౢғܺޑՉࢬ߈ፕന܌϶ᎁܻڬჹ൞ᡏǴᆛၡϷך.3

ᑫ፪Ƕ 

□  □  □  □  □  

4.ܻ ϶ϟಏ๏ܺޑךႬࠔจΜϩ֎ЇךѐᖼວǶ □  □  □  □  □  

5.ӵܻ݀϶ჹܺࢌႬࠔจԖॄय़ຑሽਔǴךΨჹ၀ࠔจౢ

ғॄय़གྷݤǶ 

□  □  □  □  □  

6.ܻ ϶ჹࠔจޑຑሽჹךԶࡐࢂقख़ाୖޑԵ٩ᏵǶ □  □  □  □  □  

  □  □  □  □  □ ǶـϷཀݤԖགྷࡐႬܺޑჹԾρך.7

8.Ծρ഻ངᆶдΓ഻ངܺޑႬόӕਔǴךόڙдΓቹៜᗋ

 ངǶ܌୲ࢂ

□  □  □  □  □  

  □  □  □  □  □ ԾρǶךӝࢂόࢂจϷීԄࠔޑதమཱӚᅿόӕߚך.9

  □  □  □  □  □ ၗૻǶޑॺଆҬඤܺႬБय़϶ܻک഻ך.10

  □  □  □  □  □ ǶݤᡍϷགྷޑႬܺܭჹךཀນܻ϶ॺࡐך.11

12.ჹ܌϶ܻܭගрޑၗૻϷགྷֹךݤӄ࣬ߞǶ □  □  □  □  □  

13.ӵܻ݀϶ץຑ഻܌ךངܺޑႬǴךᅰໆᗉխऀǶ □  □  □  □  □  

14.ӵܻ݀کך϶ϐ໔ޑགྷݤόӕǴך೯தόЬ߄ҢǶ □  □  □  □  □  

15.ӵܻ݀ک϶ऀόӕࠔޑจǴךளΜϩόԾӧǶ □  □  □  □  □  

 

 

ಃΒϩ: 

ΠӈЬाຑᖼວܺႬਔޑவՉࣁᖼວܺႬਔޑவՉࣁᖼວܺႬਔޑவՉࣁᖼວܺႬਔޑவՉࣁǴፎ٩Ᏽჴሞ܈ݩа

۳ᡍǴଞჹΠӈӚඔॊޑჴሞགڙำࡋǴܭѓБឯՏύ

ϭᒧрாޑӕཀำࡋǶ 

ȨߚதόӕཀȩډȨߚதӕཀȩӧ 1ϩԿ 5ϩϐ໔Ǵፎᒧ༤

ϐเਢǶ 

非
常
不
同
意
５ 

不
同
意 

 

４ 

普
通 

 
 

３ 

同
意 

 
 

２ 

非
常
同
意 

１ 

  □  □ □ □ □ ǶऀޑᡂԾρׯࡕႬၗૻǴฅܺޑٮ᠋வܻ϶ගך.1

2.ӵ݀ךჹ၀ᜪࠠࠔ܈จܺޑႬલЮᡍǴך೯தፎ௲ᒃ

϶ཀـǶ 

□  □  □  □  □  

ࢂޑԾρᖼວۓจǴаዴࠔԄϷීޑᢀჸܻ϶ॺܺႬך.3

҅ዴޑǶ 

□  □  □  □  □  
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4.ѝाܻ϶ၟךᇥ೭ීܺႬόӳǴךᇡӕдݤ࣮ޑǶ □  □  □  □  □  

5.εӭኧܻ϶Ԗᖼວၸ೭ᅿීԄࠔ܈จޑᡍਔǴךΨ

གྷाᖼວǶ 

□  □  □  □  □  

ךՊܺૈᡣܻ϶ளޑจࠔ܈বᅿීԄऀךၰޕགྷך.6

ӀࡐӳǶ 

□  □  □  □  □  

 

ಃΟϩ: 

ΠӈЬाຑౢࠔҁޑيӢનჹܭᒧᖼܺႬਔޑቹៜౢࠔҁޑيӢનჹܭᒧᖼܺႬਔޑቹៜౢࠔҁޑيӢનჹܭᒧᖼܺႬਔޑቹៜౢࠔҁޑيӢનჹܭᒧᖼܺႬਔޑቹៜǴፎ٩

Ᏽჴሞ܈ݩа۳ᡍǴଞჹΠӈӚඔॊޑჴሞགڙำ

 ǶࡋӕཀำޑѓБឯՏύϭᒧрாܭǴࡋ

ȨߚதόӕཀȩډȨߚதӕཀȩӧ 1ϩԿ 5ϩϐ໔Ǵፎᒧ༤

ϐเਢǶ 

非
常
不
同
意
５ 
不
同
意 

 

４ 

普
通 

 
 

３ 

同
意 

 
 

２ 

非
常
同
意 

１ 

  □  □ □ □ □ ǶޑόѸाࢂՊܺޑᖼວӜจࣁᇡך.1

  □  □  □  □  □ ႬǶܺޑᖼວӜΓᙚ഻ך.2

3.ᖼວܳܺޑႬჹךԶߚقதख़ाǶ □  □  □  □  □  

4.ჹךԶقǴऀ܌ܺޑႬۓाޕࢂӜቷ܌ᇙǶ □  □  □  □  □  

5.ჹךԶقǴऀ܌ܺޑႬځགόख़ाǶ □  □  □  □  □  

6.ჹךԶقǴऀ܌ܺޑႬࢂځցӼӄ(֖ϯᏢނ፦Ꮴठيᡏ

ό,Ҝጥ௵ག)ߚࢂதख़ाޑǶ 

□  □  □  □  □  

 

ಃѤϩ: 

ΠӈЬाຑঁΓፂ܄ᖼວՉঁࣁΓፂ܄ᖼວՉঁࣁΓፂ܄ᖼວՉঁࣁΓፂ܄ᖼວՉࣁǴፎ٩Ᏽჴሞ܈ݩа۳

ᡍǴଞჹΠӈӚඔॊޑჴሞགڙำࡋǴܭѓБឯՏύϭ

ᒧрாޑӕཀำࡋǶ 

ȨߚதόӕཀȩډȨߚதӕཀȩӧ 1ϩԿ 5ϩϐ໔Ǵፎᒧ༤

ϐเਢǶ 

非
常
不
同
意
５ 

不
同
意 

 

４ 

普
通 

 
 

３ 

同
意 
 

 

２ 

非
常
同
意 

１ 

1.ӵ݀ӧ္۫ວךډགྷᖼວܺޑႬǴךགࡐډඍזǶ □ □ □ □  □  

2.ӵ݀ӧ္࣮۫ךډགྷᖼວܺޑႬǴՠനؒࠅࡕԖວǴך

གࡐډեပǶ 

□  □  □  □  □  

3.ӧрߐᖼວܺႬϐǴךᕴࢂԖ٣ӃीฝǶ □  □  □  □  □  

  □  □  □  □  □ ႬǶܺޑډӭऀόࡐததόԾளᖼວך.4

5.ӧ،ۓᖼວܺႬϐךᇡԵቾࢂךցޑሡाǶ □  □  □  □  □  

а܌Ǵډགྷᇥϸ҅ᕴԖϺऀךႬǴܺޑ഻ډ࣮ך.6

ӃວӆᇥǶ 

□  □  □  □  □  

 

 ----------״่ڔୢ----------

ᛦҬǴፎӆԛዴᇡࢂցԖᒪᅅϐೀǴߚதགᖴாЈڐޑշǶ 

 


