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Cross-Gender Intimate Relationship Strength between a Customer and Hair
Stylist: The Moderating Role of Physical Attractiveness

ABSTRACT

With regard to the relationship strength between customer consciousness and service
provider, the importance of gender role has received the attention and concern from scholars
gradually in recent years. The study scope has been extended from the functional link of
B2B industry to B2C industry, several documents also focused on the topics regarding
customer’s one-to-one field contact to carry out the study. However, with regard to the
service industry that has intimate contact with customers, the study topics about one-to-one
cross-gender’s relationship strength are still insufficient.

Thus, this study aims to discuss the relationship strength of the cross-gender’s intimate
contact between the customer and hairdresser in the hair-dressing salon industry, two-way
ANCOVA is used to examine the relationship strength’s interactive outcome of gender
factors between customers and hairdressers when the customer first gets in touch with the
hairdresser. And then, the simple main effect test of the relationship strength between
customers and hairdressers would be carried out, and the variable of hairdresser physical
attractiveness would be added, so that covariance would be used to examine its moderating
effect. This study finds that the relationship strength between customer and hairdresser with
same gender is not as significant as the relationship strength between customer and
hairdresser with cross-gender. And then, the dimensions of the relationship strength
between male customer and female hairdresser are analyzed further, the result shows that
level of credibility is extremely significant; however, female customer’s loyalty towards male
hairdresser is significant. After adding the moderating variable, physical attractiveness, the
main effect is insignificant, showing that attraction of appearance is indeed an important
moderating variable. With regard to the meaning of actual practice, this study suggests
when the service industry, which needs to have intimate contact with customers,
wants to develop customer relationship; it can consider cross-gender service
arrangement first and then strengthen the appearance’s attraction of the service
personnel.

Key words: relationship strength, intimate relationship, trust, commitment, cross-gender

dyad, physical attractiveness
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TTHHILE B A R FH » TR RN R TR (R ER -
Drucker (1954) #f5H » FEMBFER B - AR S RENRA - R2ELEH HAVR
TEALAIERE o NEIFSEE - [EE TSR EVE - RSN L EHE LA
#FHL (getting customers) » EFIEHE YR (keeping customers) » 5 EEHEEEAYR &K
(growing customers) (Peppers & Rogers, 2004) - #[1[5] Kotler & Keller (2006) gAY 17
PHEERAY F I AR 2 R R 2 B (A Y R LR A A R -

TER%EE RN GEEVES - BREGEHEI S S BE A ER
AT T W F & Z EBEE AT AR S > DUE KR KB RY B & S
(Gummesson, 1996; Kotler & Keller, 2006) - Palmatier et al. (2006) WZFeFgH, @ B4 7T %
SEGEN IE AR T 1S 7890 S FF > I HHEAAIEE (relationship investment) #7378 HH4
By o Hop R (%58 & (relationship strength) (Y &5 & M iy & f5 12 - B (h &
(relationship quality) ¥HiHEEHIVENHIEA K EEFEE

TERA R TR » R & LRI E N BINTT BRI R A 2 (EEE
FIREFS - NILEBENHEN S AGEEAIRNE R T - % LAEHE N ERREHEE
SMEE BN E AT AR EFEE (Crosby, Evans & Cowles, 1990; Doney & Cannon, 1997,

Garbarino & Johnson, 1999; Price & Armould, 1999) - ZDL » Q{a[iE @R AT TESAY EE) »
BRI N BELRRE VR (R o AT = R R ST B H AT R E AR
ZEM AR —FE SRS (O tH2E - 2002) ©

HENBMENACENGTHENERE H 2 EBREEN > WORAEEE %
JE R 4B RE ARV EEZE R 2L (Smith & Bejou, 1995; Palmer & Bejou, 1995; Smith, 1998a;
McElroy & DeCarlo, 1999; Koernig & Page, 2002; Pullins, Reid and Plank, 2004) - 5 £ 545
HIEEEETRAGER F o M EREEED MMM TIEEE) o hFEe —8AE
1T~ fE 2R BRI EAESE  (Devine & Markiewicz, 1990) - Smith and Bejou (1995) WH5ead s »
HEE YR (biological sex) Rt & (LAYMERIAE » A TAER (% - A2 S 455 KE
FEEARENTRZEE 5 Smith (1998b) HH s B2 L4 TR EVEIISR - DI A RIIR A E
2 M HE VISR B SRR SUER RS R e hB i s
PHESEE & AR HHI SR -

TRIZSURE > BRIttt ISR AR Z MR - S8 Rk A Z MERIES -
FERE 2SRRI (Smith & Bejou, 1995)  {HILAR @ AR MR =
5 o Palmer & Bejou (1995) & et & = 71 RIHI AN LAREE - 51 Rl iR EsSE T 2C
PR B A RS EE RS F A R BRESEEMERNEEIZ1& - A REisEsl
e[ 1 B B e T A AR (A - Smiith (1998a) FFERAE BLSEHS A B ESTE AR
o (RIEARURS [E5 (similarity-attraction theory) - 88355 1 BIRA (A& s MR — Tl
HEARBIHAIEE ~ BFA S R ENEEEUWE - EsTERHIES R AR
AL ZE T DARRSEI R - LLre i B (AU IEREE (Smith, 1998b) < 24711 > Pullins, Reid, and
Plank (2004) 52/ A EFE « LEAPRIEE TSR BRIEE - Al SR8 MR E i
o WA ZEB N BIERZE R E - o] A5 R S HIRTFEsesR W oI -

TERRTES N\ B EREEZ AHRIERE (% (intimate relationships) » {{< Barnes (2001) FYEE > B
Fole (B NSRRI - S AR N ERIVIEEE - wa AR ayEE  WsamElE A2
MIECEEZANERAR 2 Bl (% - U H AN S B I ] e 0 Y & A e R A % - 1T



BRI E 5B E A H AEE R4 (face-to-face customer relationships) - ZE&E ~ 4L
& A AR e SR A EERR %4 (distant relationships) FeBAZ N HEEBL 2K H By fiiE
fi%[#8{% (no-contact relationships) e

FHERR A 25 A 2% |, » Fischer, Gainer, and Bristor (1997) % Dl EARAZ FRIE O &
VEEZ - FEIREEETERSG T - SREH < EH BT EER T BIREE X
MREN SR - #Ead By iy B R P B A ER S s » B A BT ERE
2 FEE B RS EIIEL o INEEE KT B IRIFZE I S B 8 7 B R B2 A B RR 2 I Y
AT > Wl R AR R MNE: - B ENEREEE - (HEiTE80RE -
BREHIERA (R AEE A [E RN E T M F BB s E R e BREETRER > 7%
R INERET -

= - Bzt

FIT e R TN B B M 2 R R B B (A Z PR e RE—
PRaTHIE Z R MERIN R E - HARHE AW A MR - &R MR & L
TEMERT A O Z 2 EN S B T2 A R e (% EAYE53R - EF] Bove and Smith (2006) LA
SBEAHE Z SRR B R WSO R B SR BRI Z BRI (RO - SREZFARISAR (DI
5 (M5 o e R MR B s AN SRR Ry B SR (RER Ry 2 MR A B SR R A R P s
(D) P Z BEATRE RN B B 2T 2 st E (L 5) - (BERKTEET
B0 () BRI AR IR AR A ERRUR - BIpS MR - B ER e TR
FERR (R A AE TR E A L MR BLE SR 22 A2 Bl (1] (relationship age)
SR MR BLCSR A 2 [ o 28T o (] DABS TR TR AR A R A TR [E P T FE R A
i B EURE R T FRELER RAF IR AV R (R 7 ILETE R E 50 2 [F]
AR E R EA N - i BB R R  TRIE BT B O SRS IRESE - BT
FALL " EMAA , AV LB S (PR - 2002) @ [HIGHE PSS -

B HERRHIER S 2 B2 O  BERM A —H— IS 2 R
FHEMTSE (Fischer et al., 1997; Bove & Smith, 2006) - Bove and Smith (2006) & » £ 5
J7 B Aa Sz b o R T T BE (R B R i B (o S I B TROHIR T - IR AE
AEAISE ~ BIZARES @ MR AR Rithe ~ 5730 TAERRV 2 R M R R AT
FIRFIAWAIE (Beetles et al., 2005) < ALL » A B S BIREE A DB PG BUha B
THIHSE - BIEEEEHB NMREZ > BINERRIESE - RE BEILE » £/ DBUEHK
2 ETHEB VDAZEETT  FRlEENEHEEE s e R - BoL > K
WL BRI R 5 - BT R AR I B (0@ S I 9T -

TS B S B EAE T > MRS 1] (physical attractiveness) BEHE IEH EHY4H
R R 5 [ SRR EEZAR T - RSB IINRI S | T IS S X0RFA IE [ Bh i
(McElroy & DeCarlo, 1999; Koernig & Page, 2002) - [Nt » AHFZEEF LAYNEIR S | T80 1
PRI RE (o 2 ST -

B EHCIREVERET > AN SIS TR ST - WA SRR N HAY

L PReTHNERE e 2 iRt M IR A s MR T Z B A as & = hL [E P Al
YRR (IR -

2. BREPRERHEARSE o BTN T 2R S S & H EE R R

3. PRETHRME RS - s B O NRIE S [T BB HI5E 2 B (R 0R S &2 BLA IE (R FHEf
B BIBEIRBIV R —HIS=EZA - BReg AN [T Z FHETCR -

4. PRETHEMEREMBARESE » IS B S NS [T A 2 & BA IR AR ETCR -

4



B~ SRR SRS
— ~ B R SR A 2 IS

Bi{&58% (relationship strength) ERIATTHHVEZEE ST » IR S BIRES
FRIARZEE (extent) ~ F2[E (degree) ~ EHY/Y (magnitude) » H—H5 32 HBAE MRS
H 2 EF (trust) BK:E (commitment) [ {# E = FifEEE (Bove & Smith, 2006;
Shemwell & Cronin, 1995) - Storbacka, Strandvik, and Gronroos (1994) HYEI{AIEF I
i HH B (o P B A Y A - SRR AV AVE (BE =R R R E AR » B = i 2
HHKE » S FIEL AL FERG IR IRE - SR RIRE - B ARE H AL FERG L5k - Al
RN G A R R L FERS - B BEAR TS E Y RE (Ao S B 28R RE R N B AR S Y E
S (H RS AR A I I AR BE (i o DA SR P R HEE Y S S8R (Barnes,
1997; Bove & Johnson, 2001) ©

()RR {HRERE

FAR BLARSE S HLERS [ T BARIERE ) iAo > B ERA AT M (relationship
closeness) ~ Fi{%ii’E (relationship quality) fzEf{458E (relationship strength) o 3 AW
AR GIEE - RGBT AR AR AEIIEE > e TELE
T R G R BB R E RS S (Ellis & Beaty, 1995; Beaty et al., 1996;
Barnes, 1997; Dwyer & Oh, 1987; Kumar et al., 1995) = Bove and Johnson (2001) & X EiE
=(EER A PR IO DA S 3 » 5L T BRATRE | SRIMZIRGEIRE - B SRS &
AR GAVEEERS » 2 TR EEIT: ) 20 T Bl E ) RG] o AR MFIRIRTE
REABET M R IEORIZH ~ ZEEAVENZE AR » TR R G RN T REFAER Btk
/i HI AR EM(T B EmEE Lo AUAE - &8 - Jak R ERIHIIE -
FERTSEAVEGE RN G 52 EH (R E - MEERGIIE » T3 ERR R
HUE ARG » WE TR b Emd ik - Bhica Bl - SFELUEAE T
ZIREEY)  BAEHE ISR M GEE AR ERE T EE% 7 2\ AT
By FnlBE R @R BN PR - R ALRRE S R EAE A RS & A BHIiE - il
W HRT% 2 2 S B a8 Bt (1SS B EEDATRCRI GRS - RS DB IR R b
11 v NP R (e (R 2 B B — R i E 2 2 R % (Webster & Wind, 1972; Ridley & Avery,
1997; Zeithaml, 1981; Gummesson, 1990; Palmer & Bejou, 1994; Sheth & Parvatiyar, 1995;
Halinen, 1996) -

T s E N ZEEEIFOUR > SRR FimilE - BT
S > HEEEITEIET RN - 2800 - OB TSR > A1 HEITHGEETT - 08
BB HI R ER I - & AR SRR - B PR R R
M R R AR EDAE B AAGE I — IR B BB T2 - BUASC LR At
FEE BRI A T 2 B AR AT TSR BREIE & MR IR & (B hoRGEIIEE
(Bove & Smith, 2006) °

BEEEEAEE UHEEEREL ZHI% 4 (Moorman, Zaltman, & Deshpand, 1992; &=
kB LR - 2000) 0 RIS By ERIAR I EA TR - 2RI HE ZHIZ 0 (Berry,
1995; Morgan & Hunt, 1994; Spekman, 1988; Dwyer et al., 1987) - ZA1f] » T HIF/EEE T
BEEREER S > Green (2006) 7347 » {EFHEEIET » IR (SEIFFEE » {HA]
KHE RS - BRI E T R RE AN S EENAREE - RAEEEEREZEE



RHEEHEERERIEE BNRFAEIIEC > SRIETEOE TSN mE -
FEE - ARETRELEH BB R B ERAM - S e GEE(EE > EiEN  H0
REZHEEREUBEEEERS T > LSS B EAY > AL st T~ i
T NIbEEENL - EIEREEBEIIEE -

Ganesan (1994); Kumar, Scheer, and Steenkamp (1995); Bove and Smith (2006) #{E
EFFEESY Ry {SHEME (credibility) S137 (benevolence) Wi < i 1fGH: » (HE2
—HEES ~ SRR - KRB S HYESE ~ AI{KHEE EE - B - a[{F s
AN E G E HERE A EE ST RS KA 5 - TS ERTT RN
R — 20 730 R 455 - Lindskold (1978) BEFRLRMHZH B B HEAY 28 nl (S (11
BRGNS - EHFEESER S DR EEEIT A EEHAE A
NEEEN - SEEEN A E WA IETS: - BEREGSERIETE - 7R » 7]
{EEMEIEHE IR E 2G5S - HZX > Rempel, Holmes, and Zanna (1985) f5& &%
RENZE B EMLENE EE LER LS SRS EENEE  FalEE SRR T
P& AERIFTIRN  FEAREHR SRR E - BE R EE BN WFR ET R i,
Z B e AR SR 0 E R L YRR RS -

R Ry e N R R IR AR E TR - AR AREE = /B X (Morgan &
Hunt, 1994; Dwyer et al., 1987) » t7/2BAZ 74135 1) B 5 & 4 — Er A (EEAVRI (% -
AL AR L (2000) RFREE E 2 R A Z MR R AAVRE - DI R B8V E
& BRI B AR R R AR A 4T -

HHER I EERREE B E MR (S EREE A RKEEIEEELAS (Levinthal &
Finchman, 1988; Anderson & Weitz, 1989; Anderson & Narus, 1990; Moorman et al., 1992;
Morgan & Hunt, 1994; Shemwell, Cronin, & Bullard, 1994; Soni, Wilson & O’Keeffe, 1996;
Macintosh & Lockshin, 1997; Bowen & Shoemaker, 1998; Nielson, 1998; Smith, 1998a;
Garbarino & Johnson, 1999) - {541 Macintosh and Lockshin (1997) 2$3f > BEZ EEHE A &
HIS(E > BLECISYEE A B > kst S BEETEAIR - Bove and Johnson (2001) 32 » #EAF
ARG SRR —(E B R R - [HNE DS ER RIa SRS -

()B4 R B 2 SR e

Foster and Cadogan (2000) %538 8 5 & ¥ A EHEE 2R LEAYATA < Macintosh
and Lockshin (1997) 5 ERAZ HHHH 8 N\ B R B H S pg B SR RN » iigEd
I 5 B P (B 5 IR ()Y REE - De Wulf and Odekerken-Schrdder (2002) #3584
AR BT Ry D N B B R 55 A B U IEAERE © Too, Souchon, and Thirkell (2001) 5
B AR s P AR A 1B 40% Y RE 2 FE K,

Christopher, Payne, and Ballantyne (1991) $2H B IERS » RARIEES R BLEVETTHYH
EEPHE - RSO CEE AR - (EEE— X A EIBRERES K
FRAEEFL AR BRI G TP RREERE R R sl RiEE - Wit
R A 0 — T - (BRI GRS LR 57E4S (highly relational bonds) (Dwyer,
Schurr, & Oh, 1987; Jackson, 1985) > Garbarino and Johnson (1999) #13¥f40H4~)_F H— i S]]
&1 HBVERET » AU B AR RE - (B - R RS YRR I R H RO
EEE - (KB GIEE (EAEEEEMEEETF)  HREEmE S R R HRK
HEREENTIES HERGEE (BIHETR) EEAOKENIFGRE > 4B NEE
H S ASOHE BB TR/ 8 - sREGTEAZIISE (2005) WHTiad - 1B R REE Ry 8
(BIhRE LR TGS 2 IRy R - R IR MR EE YT - ER A E H IR
EE T HAEARET] -

Bove and Johnson (2001) f5tH - {S{E ~ AKFEEVE M ERERIREAYEE - HEAIS I (i



TR IEAHR - (ERAZ RS & B (R A S R R B IR S & a0 - AT
FeEmaE TRt Bas - B M2 B2 Al IR (08 (EFE(EE - AKEERI(EEE) Bl
E A AR -

= BRI R R Z AT

MR A B E TR A L2 B —E 2 (Smith, 1998a;1998b; Beetles
& Crane, 2005) - AT ETE R A [E M RITERE (/S HE L B IR AR ARG © A W)E2 )L
T EEAY (Riger & Gilligan, 1980) o AWE2A EREL » 58K 5B ARG » BEUA 2L
EERBESRIIBIGEE T « HEEREEGY S - BrARE(EmPR A E R A e
SEAANENRE - EEE Y DS TEARAYEE - AR (TR (Bem,
1981) - Smith (1998b) 25 > HHNEYI R AL EMYZE R AR S B 0 R B B s
TR R 2 R & Y B 1 BB A E Bt AR B R R E A - it
R BUNRE B/ U ERGER EEREEIAE - FHHE SR L - 25 Fine & Pullins
(1998) f2HiMERIFAES NG (sex-role spillovers) » BFE AL HAVEELIVE 5B 2R A &1 T
Fy  Beetles & Crane (2005) 5 » FEEURIRFIE AR AR » MR E SR ZRFT ]
HIR - (HiEE S &= R R E - W F RS0 OB B S 2R NS (stereotypes) &
HWHEER o

BRI EIR R T - BFEZIREI S B 5 (Fischer et al., 1997; Bristor & Fischer,
1993) ~ SRMEAHE FREm BLAH (IR 5 B 5m  (similarity-attraction theory) ER5&FEARES A & B
F IR E AR - DIMEARB G RIS Z R AR -

() ZINREN SR

Fisher et al. (1997) 5t > MERHRBHEV A R - —@MERIZINRENSR > el E1E
FUR BRI ) BRI - BUE SRR - R RS
PERIZINENS: S — TR LARIBE AU R A58 (homophily based perception) » F5{EH-EL
B2 R A e IR R S IR - MR B E I B R A1
YIRS - tIUPEREA{RZ (in-group bias)

EE5RE  MEA— BRI MRS - BEIE LR TR LIERIEE T - SR
MR T AR S AL L TAERVZIINEN SR - mTREREIR TS CATE Bl R BB H ISR S - 2 BLat
FIEAEE G AL > PR — LI EN B 2 S5 il Rss (Fiske and Linville, 1980;
Taylor and Crocker, 1981) » {6 N&EFREEE T HES] > WL TSR MER BRI RIE A EE - il

(TR 2et Fee BB RO M | B AR R B AT DAMERT L B D T % T RE P B
fHiHY -

R HE BRI ZIRENR - AR - i EHE BEE MR > BHREH
HeEsRIZ Bk A (Fischer etal., 1997) « fFIHE(E T MEAE 201 ALAVERSS [ o020t
FESEEEAIRE T - W I ZH B )] - BHE BRI e T BENH
EEHHT - Mohr and Henson (1996) g2 &2 (B & MRS TIFMREA —20 - B85 H
AR RHLE B > L8 Bristor and Fischer (1993) A2 PERIZIREISRAATS - £ > Bove
and Smith (2006) C.REE IR MR BN S & K158 2 BR (R L HERE - 152 R (A0
(relationship age) F22 - AWIFERIERTTUERE T > HXEEERINEA N EES )
B & -

Fischer et al. (1997) W5eikssa MR BUNE B RE 2 kB E R (5 > Wi =6 5E
Beads o BEREESE > EMAAEZIREIR T > o BICREE HHE MR EE
AR E R MERIERAET - M1 L TSR IR E AR - FEHRA S S Rt



IS L HRBREDREREE  HBEEFEMNIZIIRENS - AR EBERERAE
ERIEGTE  AREE R A SR H R Ry (MoCracken, 1995) - {HNZEH BE
A EERT/DRENS RSS20 - Fr DUBE mTREfRIS BB (R e ki S il - HEPHE &
BB TR ZINEN SR © 25 =F0 R 55 2R S S BB R IHTE A B 4R Bl
so R B IERT TEAVESE > S— 7 SRR R E (LIRS B SR (s
th (Basow, 1992) - = W15 il REEEU IR & MR ZIM EN SR A HY SR E » Al
[FISSEZRTHIIBT - R o] DU MR B2 o Bl > 1 L FRr A Bl o AT > Bk
R MEREENTE - BN RMINE N R = KB O Z IZIREN S A E - 4521
B A BIREE B2 2R AT (BERRIEE R IR &
7% > Fischer et al. (19997) [NILssaH - MERIAZHE S - BREIRE & ZF - 510
FOEGRERRAGNAZ R - SEEHE TR AR & MEPARE (LR SE 52 B E - (Half A
HEE IR B A ERSLR - ERECHNETRIELS) - e SEHE A LI
AR > QSR ORIE— P T PRatry -

(EARPIR 5 [ 2 o

Byrne (1971) 2 AVFHEIR S [3EEG (similarity-attraction theory) » 225 AiEK ~ =
TS FF AR DI IR (% - DAss LI B 0 4 55 5 B Bl M 2 S eli— 2 o Smith
(1998a) & DIARDI 5 [Mmia i H & S HRIGEH KR GSE - tREES HHEURZR
Wy R - TAERERE ~ MR ~ A0SR R AARFFE - i9E 38 - WM EEE T )7
REARIE KRR TR A RERE - HPIEmRlEis - ErErstn - S5 %75
HRRKOIBHAIRE > ERIRAEE K E RNELERE -

Tajfel and Turner (1979) & 2+t &0 (social identity theory) » HIJZE 5 A&
et ER AR & S B IRHE - BRI EEREFIEEHE - MR R B
BESHEHE - it —ReE A B ERE > R fIE R EHEE CFTEhIE R -

FRanEEE BT R - (RIFEIE A2 RIHERY (Byrne, 1971; Smith, 1998a; Tajfel &
Turner, 1979; Fischer et al., 1997)  Jt J5R By BHREAH BHAYRE &--- [ M AH  (homophile) » $5
HI B ERERCEAVE A - ObER] - Ffg - L&A (Rogers & Bhownik, 1971) « 7 1]
HEEERERIE LT AP PR SRR P 5 AR YA (Brown & Reingen, 1987;
Rogers & Bhowmik, 1971) « fERFACHIEET » BIEIHE P EREN R EFHEY] -
FHE A ) R R TR MR AR % B R R L Y AR - BB ARSI < FERY
BEEGE BB - KRES B EZINENSE RIS &4 Erzens > %
EVER 2 ZINLEN S (S P AR B S AR 5 52 8 )T (Fischer et al., 1997) « tgh/2ai M
HH R EZIREN S > SRR BRI R — MR s B Ry e - HI PE A e 2R B[]
PEAER B N R e A il - (HFELL T (B ) A EI BN ZIR N 2 HE T & -

(E)EMEHETE

NPERZ L BB A RS (B > B YERAER - R AR TR -
1995 FEAE IR e R AR EI T BRI 8 52 - S8 3 HALER R oy ey P s S A
REFEEEISSET - MREJE (2002) fEL - WIS EERI AR A N2 R EIR S
HIER - MBS SERIN T ARMEH MR BB E TR LR E SRS - &
AT SR I S 4R o AR AR T Ry

Bove and Smith (2006) B7EfEH > EUHEEAGR - IRBAEEYMERILAES > H
EEHEERTT ~ P EEA U EIRE B EH T ERgh 5t - Tt E SR AR > LH
SRSV RHR R ST T E ARSI PR L - IR T RO R S B R



[oBl (A 7 DRI D AT S il T ST 2R S BE L5 1) A RE ARl = AV B (Ao R RS
B3 7 Palmer and Bejou (1995) DLl #55E Ryt o - f2 21 B MR fmdr RIAEHY
B R AR -

Gy Ll > FEEMEIRG R T - B LR Z B R Z B S ERIN R E
NPT EIVEAR O S e AR S o A — 2P B (AL LURNE R R s 2 o
B VA FEER DR GRS AT Ie » R R R E S eSS > B A T
WoeEE - NIEASGE Rl R IO LM SIS > SRR AR SRR - Jet T 516

Sl -

30 1 ST MR MR B A B 4 S TR -
B3R 2 EREE R BN - B SR Y TR -
B3R 3+ MR RACHERS - BV SR WA -
R 4 BEERBIER - ORI AR B -
I3 5 BN ACHERS o B M S e R SERTE -

=~ SRS [T ERRMARTRE

FEERFEFE BN NSRRI RS - RIBHE > RS EEZA AR &
B ZRAREIREE 2 2NN G2 2 » (EEIRIN ZIREN SRl By B R AR B 5520
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Solomon, 1984; Solnick & Schweitzer, 1999) - F41 > B Z HIEHF W5 | IVEB A B EH
FEEH BRI A et ap R A8 R E ERE (Reingen, Gresham, & Kernan, 1980)

Koerning and Page (2002) Z BTt —(EfE © AR Rea A s &S MERS [ 7]
HIRFSI S AERETSCR - 1 L MRS E RS [ IR E s B SaHERNER - e
FHRG I IHRE R G & B BRI - A R EENER - HTeER - FegiE
Fo B85 [T ERRE AR - DRIE SR BEAMA NER IR S | G S g DR 2 S HR AU L 5
Z > FEARFSENIE R B S [IHBRR IS - SRS NRES [T RIECE B e
AR BRI B R NI IR R (S (E - BURFEAES I — B0 s TR AR - ARk
SBR[ T A RE S8 1E () S ESCR. -

e LR EREEIHAER T —RA Mg SRR AR5 | ST ALE
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M~ BESOKEE RERE SIS - SHETEIRARSNRIG [T] - AR R Al B 2 AH R
i SRR S FEREEAGRN SOE > NI G NASUE - WAERGSE TR &R g3
VORERRTS Z AZEHETHS R SHERE R A RS LI 2 T T LB RURTa R
S ERTEOK » 2L 2 B BRI T

(MESHEE
LEEAER - G EREIR " RBHISEEZATT R Rfo? - BEED R R
M -
2R - FERIER 2R E AR R T BT TR B BB
P e
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1R AR IRIE

BRI EAE (S EME « FE UK > $RA] Bove and Smith (2006) £ > LA
Frihs (Likert) HRERUEBRVE - HPEEMH " SEATHIRATIER 42
PRSI EE AR ) & T SRR RE T E e AR ) =REEIILL
fire  FRE T ASHERER G 1 ) T SRR LRt S A RS L
P REATA RS © RE TR B T SR 0 BN, TUE
TEHICIEr R ARG T RS SRR R IR | T RAE ISR AR
HWIREE ) & T RSB EESAGE SRS ) =R

2 BHE
AR E AT E B B RSO TS SRR A AR
& T PIREImE A E | e EREAGH T A ) K T RERE
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Bove and Smith (2006) HIbFZE5RFI S &AL R 2 & HEE R ARART TTRSS - A0
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B By F o FEEEHT 420 (RAG - 655 34 10 FUBRRE SRS 59 i1k > EIEE
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T HESIEITERET M - 2 BUREFT(E R E R AT 7 A B R SRR AT
() EEEBE T

A2 BERER NEEFREENESR  EMPRNEEHHEE > E—F D
Cronbach’s o fAEUE S AR0.704 R M EVHEIEE S BEAEE - WHE—REAINZRIT
PRHERE SR P I (2 RS s -

(BRI

ARWrFTastat & H 2 HEma(E 5 8 (BAR MR SIS E2Rm M A ) B - 2B RETEZR
JRbR T BEIEINAR G 24N > AR R R G RSR (interaction effect) o [RIAIFZE LIS
W5 [ Ry R RS TR ML T L8 8 77 M (Analysis of Covariance, ANCOVA) /32 4[]
AGTESEENT " IEH] ) SRR RERETENE TR IR g E ) - BEEt 28
Bl Ry d 88 (Covariate) » R H (5 A IR B Bt 95 Pl 38 fe SR BT 2IET TR ST -

AT IR TAFAES MRS | IERETRUER Z 508 - IR IHL A DU A - 8 B B S
AGHETT o BIASEL (2008) f5H B EHAE SR E S Rh f B4t /7755, (statistical
methodology) EHIY MM - o] LIAIANOVARSEA shEt a2 S B > FE(Hatia
TESTEEE A DU AR A B IH R B TR B B - (SR Fes D sm _EAYERIRTT -

B~ DIR&ER

AWFERTEE 2 E T RSB BN NOREES T TER (L MR B A R R S
ST am S R E R R IR - I ai -

— RS

Fota I EFR(ZE > $RF Cronbach’s a3 & T HES B AN —2E  —RKis
ofE i/ VIER0.7 - ZEEE B A BEWH#EZ (Hair, 2006) - A2 ERBHE R R0
JE& KR B BRI T A — BT - A& SR SESR AT Se 2 AR TRV (BT
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BESE - AWTFE PRI B2 R HHRNTIE (TS AR Z BRI LUE
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B /KCHE > (F=0.307, p=.580) ; A MERIZ 2 BRI /K (F=6.517,p=.011) : I H.
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SEEENMER] x BRI Z XA RTREREE KAE (F=8.713, p=.003) - EEAEXEEANNE
A 2 2 FARZERE /KA (F=1.634, p=.202) ; BAE MR Z 22 BN ARERIE /R (F
=1.114, p = 292) [ H32AMMER] x BEEMERZ R B IERIR AR /K (F=0.421, p
= .517)  AGEAE R EZANME R 2 22 R ERE /KA (F=0.033, p=.958)  BHE A2 25
IRARERAE/KAE (F=1.033, p=310): ff EREZAER] x BRI Z S EE TR ER
EUKAE (F=0.736, p = .392) - B EIREAE R AR 2 72 BOR BRI /KAE (F=0.162,
p=.687): BAE MR Z 2B ARIERIE/CRE (F=6.08, p =.436) © ff HREZATER] x Bi%
VERIZ 2 BAF I EERARE /K » (F=7.302, p = .003) « NIL > FENDASNRIKS [ JTREE R % -
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S INRRS TS AN A EEN - E8 - K REETHE - NI RER 1 (2
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1 BEE RIS EAT M A HIRE R S BT EE IR

A ST ZE Rt
F @€ p F &€ p F ke p-value
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SRS ] 22.902 001 30.326 001 30.410 001
AR 6.517 011%* 1.114 292 1.033 310
FEELHT MR 307 580 1.634 202 003 958
BHE I 52
—— 8.713 0037 421 517 736 392
IR A 10.370 0007 9.908 001%% 8.876 001
R 0.114 0.110 0.099
SRR 0.103 0.009 0.088
22 BEE SR M R R o S R A IR
AR B e
F IgE p-value

Faicel 601.601 001%*

SRS ] 46.271 001

REE MR 608 436

FEELHT MR 162 687

REETER RS 7.302 0037

B A1)

RIEZR AT 15.127 001%%

R? 0.157

SRR 0.147
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= - HEEEBORIT

FES= G2 RN ! B4l 1 TR AR T 1 > FRR FRE2RN MR A e oy R MR B2 2 {18
A - HANNPAERII NS )1 2 SRETRER - NI DLEE IR 7 BB Ak ELi s E2mm it
Al 2 dHAPHBUE S A ERE = EEE B B IERE I T « IR R AR 3 foR
HAEEMENS - B M EEZAE SRS AT (F=7.101, p=0.009) -
MFNRIRS [ TS e EEERIA R (F=2.553, p=0.112) - BZEME - BIEEE
BICMESREAN R ABERENEE (F=2.388, p=0.125) - MFNRKS[TH=ERI A
E 8 (F=27.289, p=0.001) - ¥EGE S - BIERAZ LSRR A BE B S A EGE
(F=0.942, p=0.333) - (iR 5 [ KA EZE (F=7.032, p=0.009)  $HEAE Lok
FEME - BERRR RN A RE RS S S (F=3.470, p=0.065) - If]
MR | D SR I B3 28 (F=15.161, p=0.001) - [NIL > $8&GIMTS > LMsRE
Bl A M SR B2 RN SRR A A S (EME LAV - HERG B8 (R 2 &
RS Ry SRR - RERATME B Ry 2O E A Z BRMASRIE - A R (s PRy IS R
BTSSR > fEGR 4 ARy - HEREMERIZ TS - SRS [JIH R R
HER A R E I BB ERp g -

T3 R Ry BE T SRE2ANE R Z B EESUR

T FEZRNMER S T F{H p-value
EEE B 3.3258 85812
2z 3.7071 55792 7.101 0.009%*
IR ST 2.553 1.112
=3 H 3.0455 75150
2z 3.4116 72608 2.388 0.125
RG] 27.289 0.001%*
T % 3.0379 77498
48 3.2896 84870 0.942 0.333
INFRIR ST 7.032 0.009%*
BEEHE 5B 3.3030 80315
48 3.6599 64238 3.470 065
IR ST 15.161 0.001%*

FEREE R R EIIEIL T - HREERAIEE 4 o - $alEEMNE - L&
FVEREEAN e ARSI (S {EME (F=3.473, p=0.064) - 5MRIS [IE I EEME
AIEEIEE (F=35.494, p=0.001) - BZTIMNE - CHERE BB RE2AN H BIE
mHEEN (F=0.112, p=0.697) - MIMNERRG N EEAEEHEFE (F=8.818, p
=0.003) - HKFEI 5 > WHEBFH B EEE2MIEABZE S KR (F=0.323,
p=0.571) > ANEI S [TIEREE A B2 (F=29.707, p=0.001) - HEHE EHE M= -
VR R B M SR B A B S AR S E (F=4.861, p=0.029) > ISR S517)
BECHER BB (F=35.005, p=0.001) - [Nt - §8&EIME - HVESREEAmEL 1SS
SZRMETHY L MR AE BRI AR OR S B — (AR B S 2 8 ST oe(ia 3 AESLET - (B
LR S > FEZ SRR IR S e A s YRR A ST FE Bl 5 JE 1SSy -
HEPRZAEREES > FNRS [JTHBEAR0RE KB Sk B E IR A & -
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T4 BEE Ry T SREEANE Bl 2 BT EESUR

B TH FEEZRM MR 8 T F{H p-value
EEE B 3.8646 53454
2z 3.6711 57157 3.473 064
AT ST 35.494 0.001%*
=0 % 3.3871 69173
27 3.4526 92647 0.112 697
RG] 8.818 0.003%*
i % 3.1771 82949
27 3.0887 79490 0.323 571
HNEIRG 1] 29.707 0.001%*
BREHE 5 3.7604 75839
48 3.4892 65698 4.861 020%
INFRI ST 35.005 0.001%*

h~ 4GemEdiER
—
() MRS [T B AR R R S B B 2

FAWTFERVE R IGRIAESS 2D REEESE T - 5 55 22 Al L 25 8 X ) K P B i
FISREZ Ry INRIE S | 1R B B3 HE R (o B 2 O - S B VERAR 1T = RE sl ==
B RKGE R DI HCEREE TS > BRI EEN: - R - KGE R D
J& - AL 4 Koerning and Page (2002) 5 - JHE & BN A EIBIREAVARES A A FAYS1
TN BZINENS: - RESEE T REAN I MRIE A — (IR B B HIAR R - EEE AL
et IHEE - NI > WFNERS 1A DS HBER R ~ (BT - 78 R
fnt 5 ACGRICIE AR (Harrell, 1978; Mehrabian & Blum, 1997) = [SIRFAR PS5 #5648 7T Uak
ST A BRI MR TS R i (bR R Bt i R TR /N -

(D)X MERERRE E B R Y AT

AW FEAEHETT B AR VA B4l EES R AR e > LABREE S M Al Ao 4 B (o
AR = E oG BRI (RIRE R A (B2 E > BN BIEE S - MR LMEREZMmEs
MESREAA R SR REENE > TSR ROEKGER R A B - MRS
FNE RS2 RE B (o TP B BU S A B - 28110 AT 5282 Bove and Smith (2006)
FUBTSEls A 25 > T8 R HISE AR (o e B R 5 AR MR B SR - ANHTsedE
FEARIE PR R RS S T - SRR RE RS I B MR R By (B M > SEE P 55
{EATE - EMREREREA A HE -

(=) BRI EREN MR R D
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