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Abstract

With the rise of social media, individuals and companies are keen to establish relationships with others and
share information on the internet. In a communication process, message sources and message characteristics will
affect the expected effect of communication. In addition, the recipients become reposters to share message with
others. As result, the two-stages communication model is achieved and realized in a social networking. Usefulness
and playfulness are two major characteristics in a message. Message sources in social media include an original
poster and more than one forwarding reposter. In view of dual sources of a message in a social networking, post
characteristics and dual source credibility are examined in the study. We obtained 258 valid subjects in 6
experiment sessions. The results show that both post usefulness and the post playfulness have significantly
positive effects on sharing intention. The latter, playfulness, seems to be the focal point in a message. Source
credibility have no moderating effect on post usefulness. A useful content will be shared regardless of source
credibility in a message. However, a significantly negative moderating effect of dual source credibility is found
on post playfulness. The message contents in a social networking should take attention to such an unexpected
effect to earn more sharing.
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Ak SRR (two-stage flow communication ) = 5f A\ B8 & EE R 1S BT RE A R B8 2 AR
BrtLEHE R (B4 fEEEREFAVEZNE - R BRI =AY S AR - ik s
WIEL TR BN Boe G AT » Rt > 5 Z80EE I 2 EAT AFFERER « [hIh - MRS K<
HAGEREDE AN HEERERE e REEN LB ARG AEa T RE &2
AIRERAL T 5B — RN AR ERE Z MY 3 5L o EIL 28 - TEAEE 1 ey s S 2 Bl s sl o) -
—EEEAOR A(E SR R R s VS 2BV RRARZ STt —88 - A RO B3 A I A
AR AR o RSN EERREES  2RIT REZ IR BRI - HASEIEA S{E20044
FEHAISASHE L « 73 & (attention) ~ Bl (interest) -~ ##= (search) ~ fT#j (action) F143E= (share)

(Kono, 2009) - [—{EIEM& T THH5 H SURE R e LA HY 5 ARSI TR 2 87 » o ZRIZIE—3%
JEZ BAGRI - #m I SHEER S OB BN EY RS RS SR (0 0 2015) - ErHYER
RIEEE A - AR —PER -

2R > You, Vadakkepatt & Josh (2015) S+ 8E 110 7 SHEREAETT TR S 1T - 2RI H
2 i M ( product characteristics ) ~ 2 22£4%14: ( industry characteristics ) ~ 3% & 454: ( platform characteristics ) ~
FerE{TE) (firmaction) ~ &M (data characteristics ) ZEg2 288 T IR% 584 (elasticity ) 2 F RN »
i CIRESE M A ARAYEE B8 & S DL P BUR i B 2~ + Sl A PR  AESUE SOy £ 2T
B HZ# (liking) ~ 8= (commending) #1735 (sharing) 554 B2 BHT R HAETYE L ARLEE
5% (Syrdal & Bok,2017) » 7322 @ REE P AR - il B BN EERRNE - Sl =520
HYEERUR - 48 HEIBARE A ERANIRE - 9ARHRET - I 9 AR E s — -

1520185 B WS A AR » (E & AR AR IE ] - 8 3R A% 51 72296.8% » [ fH BF4diE %
B A4t 2280.6% 5 Ml [l ¢ ARG (o F 22 3 N - HA4RR DU T Z (E 97183 .5% A | ((5/E4Er% &
ey 0 2018) o EHE R EFAERSRDEE R 2 TN 0y - BUESE (2012) f5HHDUEFERAE KRS
BB R R PR TR SR, o T B RS B B A S R T (5 F 5 RE % T B (R B ) S S R o R
B o AR BRSO R ST O R i i RN T B - e B RS I TR ST B2 175
EE - BERS [E L HEERNERIATHE S Z BIPEGREMIE (Chu & Kim, 2011) - tHEF4EUEAESTH2
(LR e R T S S T so S BB 5CR% - 5SS - ER - A% (AE AR E A EE
By ST Ry o [ ERSAS DIE AL B G o - 23 5 R Bt A THE AT HAY iS5 T R
TR AR AEREEAERS FAVEHE » EEE mTRER S N ER I - AR = NEERERHEE
BREI N G SR 2 F O B RRRE A AT AR -

BRHR e s B IR MRV ARSE R Z 2 — (You, Vadakkepatt & Josh, 2015) » R4 » AR $
AR PR AL A4S AE SO PTIE TEE R 2P LR - DAREE A R T RIS 2 03 E 5 ARhHSE
Bt~ — - Sussman & Siegal (2003 ) HIRHFEHE H AT ERR A SRS /i im BRI Fr iR Y sl - &ER
A M Lh SR i RSO BT {3 B S A SRR B SR R 09T R R - EslVA RN E &R E S ES
EREE E O AR [ E RO SRS TR S s SR I 2 441t A {H72 - Moon & Kim (2001 )
TERRZEH - RERVE BRI ARHS 28 (TAM) o SEREAEB RS ~ SRR - KEE
Wzete it — X B AR - SRS A R R B R A A A M - A T4R By - E— S
o] DU R E A B - SREESEE DR B AW RS A R R UGR AT R SZ F
HIRESCRH M - MR DABRET i B D E R 2 -

HGURREIRGE T - SRR E R AR - SRIRVET R REREART A - BEEERIREAZEEDL
PIEIHY - BRI - AR AR 1R R SRR (Hovland, Janis & Kelley, 1953 ) 5 2aH A Eht
B ER B8 (You, Vadakkepatt & Josh, 2015) » B S {F [ 44 SRSt &7 FH B 1 LR AR [ KR
ATREAYERE - MAE FIEENME s B EREERE (Kiecker & Cowles, 2002) -t /ZaHE R RIHYEEEN A
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27— (Hussain, Ahmed, Jafar, Rabnawaz & Jianzhou, 2017) - Z{UE AT {4 B S R EFEAT » SUR
52 B S fE (committee effect ) & [EEFA4 M ( confederate effect ) ZEAHEE 88 > 15w ( Moore, Reardon
& Mowen, 1989; Moore, Mowen, & Reardon, 1994; Handriana, and Wisandiko, 2017 ) ; “RNifi » A EE4E
ki b ETHAREE oy B 17 38 R S AR AR - HAB S E A AAFRIE - [ B s ey
Z A [EIFE B B SRR R G ) e A B ARG P /D Ry o EIb 8 - By TR A E AR B o 6 TR
SN E ARSI ASE L HA 2 A AHRE L = -

HEHTHHZ ER H SR - (HE 8T AN EAER - ARG DURF BT R B 5 B R FR ST AR
B (MEEEAER R » S B EEESAYITEI#ER] (Naylor, Lamberton, and West 2012; John, Emrich,
Gupta & Norton, 2017 ) -~ &¢ ERESOT @ HE - E =AY - BIE NS S T B0 ERE T i mE LS
RevEe ﬁF’aﬁEBDL%%‘HE%J?E’WEFH Lﬁ’\:‘_ﬂﬁ’%@]ﬁfﬁﬁﬁé’ﬁ)ﬁﬁ&ﬁ ENDIEADN witad s
(ERGRE R oT S - E R LT HAY » A%ﬂiﬁﬁ%ﬁ]Zx&(F HESEERE B o MR TR
ZE M FELUM R S S A B R R RS ﬂ??ﬁ%ﬁ EFEAVILEEEIE -
(= PR AESCE M R RS2
(= )ERET RS SRR M 3 ) R A 22
(2 )T R A B E R R M Z B TR
(o )PRETHEEAE R O3 AR SR M B TR -

s

- ~ AP

FHEFRE N R & 4dRE (social network) fES TRV & @ (RILE . - ERHAMIHEE LR
—ERA (% H AP RESEAE Y AT pdER4S (connect ) » {7 JHEAE [l — 1+ & 4 & Hr e # &0 ( Marsden & Campbell,
1984) - HFHEEFHAEN S —TE AR5 - M4 ILIERA (G AV (ERS - & o R Ry Ens - S{EETRI8
55 AIEHATHEIRVEE ~ A - SRR DR AT ISR AL B R E o FHILTTAL L ay 4aesoman
HyEtE - AR MIEEEEEE -t e sy B 2B B TR K - iRIME RSP ERED
Al BhEE e B P A (. (Sauer & Coward, 1985) -

Ellison (2007 ) 33 FsttBF4EuGIEZ SH LT =THI08E © ] AAVEAAEZE ~ SHIIA ~ DLURAERRAE A
Hi PSSR TR - BB - sr g B EHHA A PR AR AR
ENAEZE » 7B R s A L (5 P 2 TR T 24 o (o FH 5 v DATE LAt |03 i i 44 B R B At o
FERIEZ - SR CE AR AR - S0 A8l AEZ AR R R LB 2 S R % - DUZ SRR PR
REGRLm B 3SR K o (o B B iH G BAE A0 [E S B RG> 4848 R (% - B 2 It BB n&E S o 2
AR 45 A PTEAENT S & LA AR ZE /] -

=~ ARG L3

PEFHANE(S - EEE - PR AR R T —(E T DR A RS & o MR EAR
RS FH T TR 5 B AT A - e IR (R R R B A R ~ SRS A) ~ B s le] (S2EEd - SRpif el
SESEAL > 2016 ) o FREFAGIL Kofdi B 4GGR T ATV SRS - B — SN sk B A\ B )
BT EHHILEAER AN ~ BEREYEIRMARR » (EA S B EnE EAEREARFRZE T - BIIP2
R A\ PSRRI R i 2 {8 A REOK - I fpBh B+ & f THEfE (Sauer & Coward, 1985) o JthE(5y (EBIILELEL S
HWEHZNNEESEL > MR &R AT LORES 73 Fs 5 F 237 (self-presentation ) B4R A\ FERA %
(relationship maintenance ) Z£RAEE4 (Acquisti & Gross, 2006 ; Dwyer, 2007 ; Hoadleyetal., 2010) - 7RE[]
HZ — & Rl NI AIYERI R © 5940 TEFLRF4EUE | - (B Re AT aps s ~ #BLI R T =
SRS - AEEEIRIAFEREHE L8 H ARt E R E A AR (Sunetal. 2006) - DAFZE#EE
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(EEETE A ERENRT - (EEs R E R E2E  EH RN LR S, s 2
HEFHEBRE RN R (B WHHA > (SRS IR ET B - B EESBmREBENR - i
RAFA S M B BT TS A SR 20052 » (5140 Aaker & Smith (2010 ) {Ff5 H B —HIEH B g s EiE - 5
PUTHZESH » sr Al - B (focus) ~ JEf51 3 (grabattention) ~ #17RH{% (engage) EBAERHUTTH) (take
action) - B[JE 5 LB (AR AR S P ER H 25 HLm AR R (E4g4% -

ST REIE R T UG B BYEE R A E R DASN > TREERFELE 28 R MR BRI S EUS- VT T R i
£ (Belk, 2007 ) - BEASY 47 R FIE RS > B T #E &SRR B L E SE R EENE - HAT
Ryt 2 B Bt TR —FeE - L EEAEnE ERY 35 (sharing) —f& oy Ry RfEAYRE » — AT > %
FRIEDTZEHCHBARH » H—RRERTE - f5EHZ R B = A & LT IR &
AR B E A HE - BRERN —F0% - BT RIIFRMAZmNE sl 28 A HH - i
B P S L B AR Ik B, A T T A T AR AU AR - BB B TR - BB E
AT BFAEE B B A B CA RGN APTRmAVERE - HEae NH o= - EEH 2 R
IR 5 R R4 IR -

R FERA BRI SR 10 AT B 4SS > DI BERESOR BB B Sy = 27 A2 » T RG S RIS (E
A B RIEEEm B ARt B2 sE, » BT~ ER - 2R FERITTE G GRS - FE RS LAl
B2hE) -

=~ Bb¥ g * ¥ (Usefulness)

Fishbein & Ajzen (1975) $t¥HEE ISR H 2 BE - AT A — D AVER A E R SR i ey
12 SRR R ENE AT EAAEESER - SRR T EZENHRZERERERFEERE - SHERE
BER S HACERE - [ @iaiE iR T2 BN R E AN - BORKHEE ARSI - Hig
BREA7 o TS RRR AV B B A8 o N ARBRE B SR 5 B - (R 38 e Y 1 HE Rl Al mE MRS =

(elaboration likelihood model ; ELM ) ERZEES 24515+, (heuristic-systematic model ; HSM ) - i 4 F B
EPRSITER i AR T o (TN Z S HERE T iE S A MRS g B R e REE - —
RIEFEEL O I RER R ~ o 0 S5 —ORAIE (R HER T REME ErRIGR A GEM RIS o —iffT » &
Ep 2 Gt QAR R R 2 T RE WA (PRES T [EI G HERY o 72 W fd e B AR TR A B G - R R B 2 (dual-
process theory ) -

Petty & Cacioppo (1986 ) #2HiAVHER AT BE ML - BFEHEIRIR ) Ky h gt (central ) FEKELFH %

(peripheral) E&{X > B @ EEEANAMMEE « ZRAS - FEES » E4H OS85 - EHE
EHY - BUCEM G R o sSSP RS T - T e R RERE R T EHERH
e - FUEEFERERRAEHE RS - G E B ZIMIFHEE SR - AIE g il ik - R
NG ERE A HETT » TR Ry (EAZ A HERY - Chaiken (1980 ) $2H HYZL B Z 4t =0 AT 0 Ko S BREL Z 0 W
T FrEBIUEERAS - R AR OIR RERA » SEARRAICE - RIS PR E E P BR Ak
e > SR RE BV ~ R - IR - BT Rt E CE80sRE SRl HE0E - sRNEAEE
PR TR RHUERIE M HEZ 0T) » HEELABE AT~ HEEE - R AR E NS
R 26 JTEEee - SRS RREIR R lE - 75 2 WGRABERE R A -~ BERERE - B e i
BRI AT - RIMEEZHE - B -

Sussman & Siegal (2003 ) {4 HHFTAHL K15 LIF & 4ol % S R RG AL R R EREE YA - HoR
HhEEmEL Davis (1989) FRHIAYRIREZHE( (technology acceptance model, TAM ) &t - f2 & EHERGN
&= information adoption model, IAM ) fEzaBE 58 BEACTH BT {EEAE A& 1 E A M:(information usefulness )
HIRZ BN T » B0 R BRI B T R B BB R 7 R i NV - SRb B R 2 s 1 AR S Al
R HEERE PO RANZ D UG EER A - SFHES R A B2 VB - B EHE
FERA A B AR R S R EH A - AR B w5 ()15 -



ERLE S THEZR GRS 4 F 2 /) 2019 4£12 /7 1331 17

AiF5E 2% Sussman & Siegal (2003) Kz Zhang & Watts (2003 ) 5% » #HIESCE R Bt B4
BEWGER A A B A S R A B B AR B TS 2 A (R AR ARV B 26 A2 1 - 4 TAM Rz
[EREERERS 2R EE AR S - BallE T DR B B B s TRy R AR
EHEED RS EE A Sl o R P ERTER & & (Cheung, Lee & Rabjohn,, 2008 ;
ZXEEY ~ SAAINSLESEAL > 2016) - mEUEH] ~ BT  TTRAEEGHE (2014) ZHZEEIR > Bl A
GIE 2R SR - HosE F R St - (RS CE B RsR E N A Z BRI - RA B A
Ak B AR A RN SE R EHS T B [ eR A LA R R R AT - AIGRAM D ERE s 8
It SRR T

Hi: X ERENIZERE LRV -

r ~ ph2 d&& . (Playfulness)

B LM T A A N TR IR AC T » PP — (BN ENR S & - HH R E T
(concentration) ~ %F&7EL (curiosity ) Kl (enjoyment) iy = AfEE (Kim & Moon, 2001) - #[f »
B F% e B SR M R 1 B AR A U Y RS N A SRS RE 5 [ BB B E - B ECT27 LarY

MU w2 R E S ~ ST BN G R —TEA R - A RRH 2 =i & — AR
PR (6 F = BEA B 22 28 ( Heijden, 2004; Elyazgi, Ibrahim, Nilashi, Elyazgi, Abu-ulbeh & Rayhan, 2015) -
Davis, Bagozzi & Warshaw (1992 ) KfJ& i (5 F & A E BT RIE Mt tE (perceived enjoyment) AR
AR 2 EAT > KESHEEIAESERENEZEER A8 WmiREEEHEREEAEER
# - Moon & Kim (2001 ) Al E#E—iF R tEan A RS BREL Y o ISR e B AR
L1 i S S FH B Y S B I A A R - WS a8 B A I B L M > SR AT - (H58554a0AE
RIEZ 35 -

et PR BE S B S AR A A - OB R S IR S e i 2 R IE AV REFE (Taylor, Lewin &
Strutton, 2011) - Celik (2011) PR EERMEE 4R EIEY) > BRI R ERS A ERHETE > It
Sh * R EIAI LR EREY R R R 4R EREY) 2 B R HOE - AR 2 R [ER R - 8155 BB HEF( 2013)
MNEBERERHEEIRER (L B il - [0 - =5 = ERICRZE A EN - SRS RS
ZeVE - TREERMEEGET A BRIV IR sE A BN © SRR IREEM: R T AR R M W I T Ry
WEHEENIEAE  MEAEE - SREERM - sRE SN & M EHERE S Z T RAEME
EHEENIERPZE  SREBEEH =EHEHT RN ERAEECE » I HHEERER SR 2
HeRAY o BBIL - FRHISE R AT

Hz : IESCEEN SN SRR LREE -

I~ Bb* %RV 2R (Source Credibility)

HGEHEBER S R EGER SR EERENERISR - AR EIRG R ERCE - sNEH
WEEULEN % - B ERE R B S TR RN E T - BIsEaEE - BANEGE ST EE B EH)
Bk - (EIREAVEEREDE S EEUERE R —E =P - N &SR S 5 e SRR (R R
S AL PR - RSN B R A B R L BN RR A o e R AP s B o B 1 Ay
& AJF o] B A R B RS - A RyafUE sk 10958 % (Bhattacherjee & Sanford,2006)  ffif&# 5
R E A BN E AR AR - BB E A S )¢ AERIRY—fE R E (Chaiken,1980) - sRE#HEUE
2 FEE B DIMYR AT & R RANTE ~ EAZHE » A Gk - 0 UESS
17 Wit - sSRE B EE 22 - B2ARAMSE - AERHESEETERE (Larson,1995) -
AEEEE T REEEN RS A NEEIEE (Hovland etal., 1953) - 828 » (RIS ARSI
Ry = RET AR I LARESS (Ohanian, 1991; Goldsmith, Lafferty & Newell, 2000 ) » R » 5t ARERT > NTEE:
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MEHIRIZ AKRE - B2 SRS E RAUGRA S S EE S A Rl 2 RV HIE » AL - AR STl AR
S1J7— BRI AT (5 2 g -

SHUERELRHEUGERAPT BZ 2R S AFEEM o NMERREAEME (Hovland, Jain & Kelley, 1953,
Ohanian, 1991) - %4 AFIHHEEEAL AT AR S A SRR A4 » Nl - RE Ao M B 2 I E SR E A
RS HEET A, (Cooley & Parks-Yancy, 2019) o UgER BB LEIR » B4R E 5 alS Y
B M EHEE(ES - ERMRE - EHBEEREZT - FRESEEE ST RAEAN - ARIFER
SITTHIHER R ZR S LR 5 AR - RIEE - A AR BV o N SRR ROW AR TR -
BEIMS @ @ AR B EEA L8 B LR {5 i B AR RARR (Petty, Wegener & Fabrigar,
1997; Pornpitakpan, 2004 ) - S8 b — AR B AR > TEHER T REMEASE 0 (Petty & Cacioppo,
1986; Petty, Wheeler & Tormala, 2003 ) ~ &£Eg %4155 ( Chaiken, Liberman & Eagly, 1989 ) Ed & {4
Z, (Sussman & Siegal, 2003; Zhang & Watt, 2003 ) ZEiH72 & 55 Blst R B A & HAEREH -

(- ) Rp:F ¥ & A& (Original Poster Credibility)

A RS R e s B AP &SR E MR (BREESC ~ BOCER ~ fRokad » 2011) - BUGER A EARE
AEEHNRER - S SR S E R ERR RN E R B2 R R CEERYE » 2019) -
BERABAE AN 2 BEARRNEHE - Ko B A ARE - M EEATHRIE (Basil, 1996) - A3
ERFZBERA BRSO BA ErE AR —ERHE - SRE 2GR A BRSPS REZ - 3
THEIRRUET S - WA SRR o Jit - ORI EEERS » F—HE NS AR G RE KA A E -

Grewal, Gotlieb & Marmorstein (1994 ) DISkUE R ELise s S 17 8 B - o0 1) Hh e S P B Bt it
PRI s o R B RS HE 2R LA it {5 B AR B B e < B (Y 18 45 SR SEERATE & R AE 2R BB AT
BEZT » [EREENERE - A e S R ER AT ARNERESE S - KL R E
Rt EH B SRE R T-HE 2R B B2 1EY - Shankar, Jebarajakirthy, & Ashaduzzaman (2020) #FHAEWI4E(E(T

(initial Trust) AYRECFHMERT - BRfES T IR A GBI E (argument quality) ~ TEESE (valence )
Je—E (consistency ) 55 =IHEE T IRl 3 N g B 2 2 T8 T 2 B - 1 HDAWHGE R
FE > P RS IREAEENE CRMENRE > EEESHEH B &N B EE G FIRBEIEER -
HEEPGE EEHE EEAR SR - EEEAEE XCEHAAUARE - RN EACE A EE+
&2 TF4F - Hussain, Ahmed, Jafar, Rabnawaz & Jianzhou (2017 ) 32 EFFACER(EE 21 » BT e 2
BmER AR - W Em R E A E M FEE R T AR A E RS AR 5E
BINE . — » WIEFZE TSR EFTRE R SRATE -

A IE AT & RS = AT TS e Ry B R 1€ > H Ha& Ahn (2011) ~ Sussman & Siegal

(2003) - Cheung, Lee & Rabjohn (2008 ) Ei Jin, Cheung, Lee & Chen (2009) AYWT4E &8 & F4H %% (&
RERERF - SEAREREE S HENA A RE - BEEREE (1998) HITEIR » BEEIRESIEES
REANBHZHEGTEEE BN DEEZENTEER » HEETTREEERZEAZEERERRE - 215
- MEEERITE (2017) a8 B MR B METOR A Z R EIN Z (L BEE - AR EAREAAE
FEHTTBAFAE - 44 N TR E S [ BYERERK 073 AE R - B S M B M SRR ARR R A5 1
W& S BN B Al - SRS RV ERERLE - ERAEH » EMTORE RIHS2 BT RETRER B B
EMESTORAVRER - B ARERF » BiMETREGE - B S R ZR ST R S S B R B R AR -
IR TS EESETTRZ TEER > HILPT R —3E - BB KR BEENE - A TR MRS
R » PR AT HESR = P (B S AR AR R E A MR SO A AR+ BE S » o] sk MR S0
REAFEHHEEZEL - BB - SRS = - AT -

Hs : JRREE TSR ERMFTERNI O EEEARIEETERCR -
Ha : JRREE A SRRSO EMFTE RIS EBBERA EEHERCR -



HELLE PR ORI 4 B2 A 2019 712 A 1331 19

(=) #r:% ¥ & (Reposter Credibility)

JR A E RS RN E RS B 3 R LS A » B R R E RV B EE B AGEE HUE RS 1%
ERHHEEAE K oy AT R s RS BT 51 > B AE0A A REEHE - sRE AL A TR 215 » HhafE Al
KR LR 7 ThRe Bl i 45 1Y 07 U EREUREE - W EBEUE AR - AiTEL S R RS 7 o] (S5 8 2 TR
Hesm iR B S -

TEESRE BT I A2 E AIIEZE - Hsu & McDonald (2002 ) i §f¥%f 50 {47 B2 15
T - SERBUR S AR E A Z BB E 2RISR Z - Tripp, Jensen & Carlson (1994) 57 &
AL, (social consensus ) FYPER] » ZAUE NS S A EFHHEERE - FEEMENZESAS A
A LR EUGERA B EFAERE—& R (single informational bias) » #Ift—2k » 22 AfUE DA (558
B SUGER AR L 5 33 77 » A Sy BN R BE T A T RARYERE B3 (Moore, Reardon &
Mowen, 1989; Moore, Mowen & Reardon, 1994 ) - [tk » fESPHEIEE & E 2 (0E ARS8 B ml < A%
i A o RS A BT BERESTE ( Bhagyashree & Solanki, 2015; Handriana & Wisandiko, 2017 ) - {E485#&
B ERENE T - ARG E S RN EEREUZRE AN REZEIERFESER
BEALE IR T BRA RN o 1 > REBEELEE S EAUGRAIR Z 55 - BHESGETRE S
et R A EARE Y] - EAE 2R S EEE EARE & T R EERTHE AR B S
e IR G 7 S R R N S HE TR AS » IR RG> GRS EE Z St A A S IR Al 2 S K AT
H o #ETAE R REFHE - $55E RS A - AT

Hs : EIEEAE R EAMFTERN T ZRREEEETERER -
He : EREE T E MRS UBEMEFTERN O ERBREF EETERR -
g; ~ =2 ;L' <53
- ~ &= i‘ 2 f#_

AR RS R > DUREAREAEEEL T - HERER Rt EE T -
FRIZWITSE H AY ROSORREESS - G SCE I ~ AESCEREEME ~ RS RIS - BREE ] EE - »EEBE

SRR IR AMR - A0fE 1 Fos -
B BT 45 JE
H4 | | H3

HAEE TR

W1 5%
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= FIRESARTITA

AHTgE E BB MG SCH A MR B SO M 3 oy SRR > DR UG ] (S FE B RG  m (5
HHAEER - RBREESE2EHBVT SRS A AT =G Z Y > SRS R R FAERNE 1 A
I PR 5 B LIKERT RUSEZASE fretir &R -

%1 Hivdeh

W= RIERER HER B
BESCEEFR M SHE B E RE Bt B AL UG EAYEREEA  Sussman & Siegal (2003 ) 6
e FHiY Zhang & Watts (2003 )
_ SR EHR B A s LRI R R .
,
Fe S L oS AL Moon & Kim (2001) 9

Sussman & Siegal (2003)

FAETEIE BRSO ) 4
BESE TSR MBS S R BT (ST ;:;’;‘2 \f‘vjt'tzg?'zéjfgw 4
SEEE RS AAR—ARE  Dpar 5

EFIHPATHELE
AR EAE 2012 F£. 2 2016 - R E A EH A OISR O EUR » 48 ERE ABERIARR 79% » e
FIR S SRR BT 18-29 3% » HHEFIRE 88% - H AL LGB HEINE Mg HEs
( Greenwood, Perrin and Duggan, 2016) = [N/t » ASEFFC IR RS M AL RO ERAER A » 1y T IIRR ARy 20
M R EEEREE A W iRa AR = (E 220 - AERhT ~ SCERIE S TERRR A ER AR A Tal . - R4S SR A0
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