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Following Firms on Twitter: Determinants of
Continuance and Word-of-Mouth Intentions*

Hongki Kim**, Jai-Yeol Son***, Kil-Soo Suh***

Many companies have recently become interested in using social networking sites such as Twitter and
Facebook as a new channel to communicate with their customers. For example, companies often offer
"special deals" (e.g., coupons, discounts, free samples, efc.) to their customers who participate in promotions
or events on social networking sites. Companies often make important announcements on their products
or services on social networking sites. By doing so, customers are encouraged fo confinue o have relationships
with companies on social networking sites and o recommend the companies’ presence on social networking
sites to other potential customers. Moreover, customers who keep close relationships with companies on social
networking sifes offen provide the companies with valuable suggestions and feedback. For instance, Starbucks
has more than 2 million followers on Twitter, and offen receive suggestions and feedback for their product
offerings and services from the followers on Twitter.

Although companies redlize potential benefits of using social networking sites as a channel fo communicate
with their customers, it appears that many companies have difficulty forging long-lasting relationships with
customers on social networking sites. It is offen reported that many customers who had followed companies
on Twitter later stopped following them for various reasons. Therefore, it is an important issue to understand
what motivates customers to continue o keep relationships with companies on social networking sites.
Nonetheless, due aftention has yet paid to this issue until recently.

This study infends to confrioufe to our undersfanding on customers” infenfion to confinue to follow companies
on Twitter and to spread positive word-of-mouth about companies on Twitter. Specifically, we identify seven
potential factors that customers perceive as important in evaluating their experience with companies on
Twitter. The seven factors include similarity, receptivity, interactivity, ubiquitous connectivity, enjoyment, usefulness
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Following Firms on Twitter

and transparency. We posit that the seven perception factors can affect the two types of satisfaction, emo-
tional and cognitive, which can in tum influence on customers’ infention to follow companies on Twitter
and tfo spread positive word-of-mouth about companies on Twitter,

Research hypotheses formulated in this study were tested with data collected from a questionnaire survey
administered fo customers who had been following companies on Twitter. The data was analyzed with the
parfial least square (PLS) approach to structural equation modeling. The results of data analysis based on
177 usable responses were generdlly supportive of our predictions for the effects of the seven factors identified
and the two types of safisfaction. In parficular, out results suggest that emotional satisfaction was strongly
influenced by perceived similarity, perceived receptivity, perceived enjoyment, and perceived fransparency.
Cognitive satisfaction was significantly influenced by perceived similarity, perceived interactivity, perceived
enjoyment, and perceived transparency. While cognitive satisfaction was found to have significant and positive
effects on both continued following and word-of-mouth infentfions, emotional satisfaction had a significant
and positive effect only on word-of-mouth intention.
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Aete FEo 2 Ao HM[Cheung et al., 2008],

ZlErgt AHg e mok B WAV e AL

= % Th[Davis, 1989, 1993]. 1A € 873
< 2k Faeh 22l AwUE e FRastet
Aed Aol Aot FAEYe Rdd
AT E AEA7} Lkl ARUE A &
3 ARy} Ao FulAAA FAHA o

F& mARe AFd sd ArUEY BEE
T&L =7t SrstaL ol i FAHA T
HEAE st A2 FUH A Cheung et al.
2008]. =g, ZHtY A Fae] tigk Aol A
© Bitg Fart Adgd do s s Fae o

1 I AT FHHA &

ALS 2 YERt[Zhang and Mao,
2008; Kavassalis et al., 2003]. o= vlo] 22
27 AFdE A& AHAT} nlo]A2E
B Tl Qo2 RE W2 FHE Fa B
o U gAEA S doa AT A5 olg s
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AR F440 4D Aolgn AL AT

[Cheung et al., 2008]. o] o] & Aol A= AHA
b npolAREEA S Tl V9 S FEYstE &
BoA 7|9 E2RYH Aeis ARTF &uA
T 5oy A T30 Hrha 14 st
of JIAH fr&dol F7te o, 1AL nfo]aE
BE27E& &3 gALTHAA da & 4A
A, A wEE 4T 20 R d4Et o]
o5 2 HEE ANGT
7 6a: A E &40l FUMETE A T
5 Z7HE Zolt
7 6b: JIAE 84 FUHErE AA A T
5 F7HE Zolt

2.3.7 2X|2 HH FHM(Perceived
Information Transparency)

7193e] ekshg Al A1l Al &
el ARE ARGl AZHE FES st
827 740 A g

A EFAAE vlo]laZER
ate] & o, 91AH A H T4 (perceived infor-
mation transparency)< A&H 2 &S 3=
Ay F tUE AGE £ Ut A" AR F

HAAL 71go] Ao nAENA AAFY] Mu] 2~

U A EF #hE ARE 7Hgglol Algstaat &t
© 5o s &uAT} A4St FELE A
9" t[Van Riel et al., 2001]. A H HE £
goll thgk 71EATe s, anlAE 7140l
Ao ARE EWstA Aol wet g 7
s OS5 AEHA =, o] = Qg anrt AA
Q1 Farel Hlal] By Al Ao R AAFHIL
U THXu and Farkas, 2008]. =3, 7] o] 4H| A}
ANA AAe] BRE AFTFOEHN AFol A
29 FAE R & e AL AN
% 3 tBrounen et al., 2001; Anderson et al.,
1998; Ravid and Sarig, 1991]. §3|, vlo| A2 &
27 BAA 7ol auAee 11WE dS

Zh-g-of 7]kt FAFAA S M=
H#A 7L DA o, 1A
7@2—1 oz ;q]_x_s]-oiz}q a
3 Aoz AgHg o=
g 7ol AAANA AR
o A Zd wel= s 7
AR HEE 7HA X
L 34 & Ao 2 odHT 579, 7
7%] HAH o2 B3 oj7t A<

ol sl olrel thal ZIHdelA B
Ags FHstA A Ageta Ol of
[0 2 AFste] LnAete] A AAE
o, 142 fB7IHdA EAHE FEA

o3 71l thal th& AFEA A T

E FHEES T AoE AiHn. ol
?LOM = AH| A7} nlo] A2 EZ 7S F
= ZEJSE HAA JJoEZRE AE
7} 71919 oo e FHHoR =
FaA A= drta o

A7) 4]
oA Ao ARE
Astel BAGAHol 7h

N
N
[11

N
o B
o

oft
on

F

lr

X
‘e _Ln..

o 22

Jkﬁin&ir}moziokozloz?‘:‘mzml

st} JAE FHEFEHAFC] S/ uf, A2
oAz e B JALTHAY H =
< AAH, JAY TS AL Aoz d4d

o ool e 22 7HEE AA Y.

7Hd 7a: A E JHERAG] SHEFE A
=
o

s
M 7b: AAE ARER R 3HEFE A
Ly

2.4 MEAIAH =2 20 25t AT (Post-
adoption Research in Informa-
tion Systems Research)

no]|aA 2 EZ 7oA FAE AuAe A A,
AA A wFo] AR Po] mA= IS
olgfatr] Al & Aol = AHEAS HHA
¥ +8 3 35 (post-adoption behaviors)ol &
g ATEd FEIG. 7Y ARA 2 AT
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S0l AEA 2 27] F8&4 B #E FU
Ak AZoe g2 d7E0 FEHAXES 2
7] & (initial adoption)d Fol| AFEAES]
< oldlsted o g2 #Alol FAAL A
& E°] e-business ATAA, ol HFL
22Ql AHEATE ol' AOEE Z7]°l| 83
= 8219 osfe} HEo I Tk 1 AJEE
HEFoEN A& dEYHY] & FZ
g T F

2 adlojged A% o
Ho A¥Fe wIstel TAM(technology ac-
ceptance model)s ol 7]9gk 7]&9] HHA| 2~E
271 78 AFAM FEHA FPE o W
o] #AE WA gt & 9 AEst Qe
Al 2=Ell o] g BHE X (satisfaction)[Bhattacherjee,
2001], ¥4 Ab&(habitual use)[Limayem ef al.,
2007], 28] a1 1] & (switching cost)[Kim and
Son, 2009] 5o o FRA2H £& F

B ok

5 Aol A

(post-adoption research) oA &5
w3 20 we AR AE
= AEA 2 AREE AHsts AF ¢
ol & ¢ b Y92 F ¥ (behavioral out-
come variables)ol] #4l& 7HAA HAYT dE &
o] g AF]EE ARRsto] THEgro =M THA Al H
= A% WFEA AL ARG HEY 3}
A FE 8 9 & A3 MESEA AR
Ape] Abol Eof 3 -7 9] & (word-of-mouth), &
= A& (willingness to pay a fee)s ol &g+ AM&
Ao =7t F5& BA H U Kim and Son,
2009]. B AFAME Gl A AFe npo} zho
o] g *Pﬂ NS 7L oA AHERe A&
7<4 /\}JQ_,] g]. :,l;q,] o AL nl—iq 7+ A
], AAF B FFS L4t o

e
I~
T8
Am
E

A%H GO EE ARALY 27] 58 olF
o AgAEY WFL olslEr] 9T WrRA,
A%A YEARTF e ALH 5o FE
alezAY qBe BHaY] 93 Fause
g1 At ALH AGIEE FuA LY
gAY 27) S8 AR ool AF AR

AN2"E A&EH 07 AHgstas st =R A
o] & t}Bhattacherjee, 2001]. A &2 ARSI EE
Wt a)le ek 71E Aol ofstH ol g
89d5L A A iﬁgl a2l JAAH
S 8902 IA EFHU[Lee and Kwon,
2010]. A A 8812 =A< Aol A F
< 5% A AL Tl FHHE QAEEA
7129 HRA2EH £& 04:%01]/‘1 e
A Aol ol FolAh ol MrEe A=A
= UAE 84 (perceived usefulness), 317 ¥
A3 9] A (perceived ease of use), YA E 7}
(perceived value) o] ot ZAH 89L& F
2o o]28 B FAS B e HFEA A
A H &A% (perceived enjoyment), 7}/ (arousal),
A (pleasure) 5] AlAH 1 UTHLee and Kwon,
2010; Hsu and Chiu, 2004; Lin et al., 2005; Thong
et al., 2006; Kim et al., 2007]. o]o] & AT A=
olg|g A ZHOEAMY R A UF
3 AAH FHOoEAL 29l 2l
A& AR T TAHA] FFe v

Aol molAR SR
71934 %Lix—}%% st HA oA g H

o

e

)

o

OE
LR ofr N

2 N 2 [o

o
< @ =7t %7}2} Rne 01])\1-91’4- o]o] T8
3 e TS AN
714 8a: ZHAA WEo] 2SR A& A AL
IEE 7+ Aol
7H4 8b: Q1A A BrEo] 2 E4E (LA AL
AEE S7HE Aot
FAATE AHEAT} EA A Eo|Y Aua &

2 71l tig Arle] FAHAR A HgE A
golAl ALt st =2 A= M [Jansen
et al, 2009], &R A7 719l el 2 SAE
g 7HFE F718ke ASE et gl o
g FAYgEE 719 AHA FugdsEY
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Sl A PR GFol H 2 AR YEhy
2 glon, 719 F8% nAY FHoz 5F
3ta gtk vl A2 B2 M E AHAE
o] Aol Msahe /1Yol dd £2-& 79 o

Al oyl AE A Aoy EEA Tl
A AT 5 A7) oldd FH&F T84
o] 343 ZFZH 1 Jt{Jansen et al., 2009]. &
8], FAAolgE WA mlo]ARZEZ 7 A
of FAAEIHE TufHA Awkel] A JAEA
- Fa FFS A= AoRE FQAHIT )
TH[Barton, 2006]. ©]ol & AT 714l v}
o)|ZRBZEL EF AHAE FAHAFOZ 917
HOog WEAZ O RN LH RS0 AAbe T g
FAAHA FAAEE M Aoz JAsAn.
ao] wola2EBEE S B3l VIGH Hs
= FA oA A T A A T
Al HoEm sgrgel ok
(tweet)= Z—an ZolH, V‘L

>>L_>§rum

ok

2N
ofo
ob

(M o &
5 o J[d

w4
ox 2 o o
X
K
ofl
N
s
o M
i
HU
O_;
g‘ﬂ
NI
=
-Di‘
0
o
0

A
o
o ol thedt 2e AHE ANT

2
(i

7} 9a:

ol
2

o\ 2 ofN oy
B
e

PO U =R =

o

olN

N

ot

>

Jf

-

>

lo

b

b

7+ 9b:

o N o I
o 0
ofN
N
s
¥
Jtu
-

)
o
b
2l

nfola 2 EZ7] Ak

75, 4 (dual per-

s AN -
A AAHAE Tt
R

A e A8

spectives)
JEFY 1 HES ﬂ} #A 7}
get7] fls, & <
ShlTh HEe YEAQ vlo|22 827 Ao|E
o) EYE A8A FoA 2rtEES B3 E9)
Hol Haaiel AYolA AU AuAE A

rir
o %% g
o T
r‘ll‘2
o
T e
__Q‘FL
> |
o 1o
o
Oilmlm
2 o
-
S
B oe
op
= ox
2 fof

e

s T
2o m >
H4u fo ¥

T T

o ¥ =
2
:L

X
A >
¢

w O

NI
(@]
—_
[
re

, -"4:‘4?{} ﬂ}%’ﬂ% A8 HdE ke E

ple frameoi 4% o}‘}iﬂ- O]E 3 ==9¥ sam-

ple frame®l| 4 3759 & random samplingad}to] 3|

T AT AES EESslen, A8 tdAd 375

He Ao oMd S Foll HAEs AAst F

T 17789 227t FEAJT HESHELS

A711%% Hx A2t dA HF AE3HA
q

ATFATH EAS vud 243, SAHCE &
o3 Aol7t MR Be= AoE FQH F
2 & (non-ressponse bias)= HAY3FA| ¢
o 5

2 299 33 42 A ATEAYL

V. slole) ¥4

 dTFddAs dEdHE EYstr] s T
Z WA 4 (structural equation modeling)®| Y&

! PLS(partial least squares)E AH-8-3t1Th. PLS
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<E 1> MEZSHA AFEAEN E4
k) Q14 1ol 1
10~19 19
1 87
20~29 43
30~39 39
o 90
40~49 47
50~59 29
<E 2> MEESE
e R 23
daa | FD /19 SAE 59 43 Kee B4 Thon ggf;;ms et .
aag  |(PS) 01 e ESIEGIA ot v A AT o Doney and
(PS3) °l 719& ESE oA o} tﬂﬁiﬂi Ay zto] w53t Cannon[1997]
(PR1) ©] 7192 ESEHAA U 8 22959 ote|told s
defdh .
TIE bRy o) /19e EARE S5 4e o2 BE BeASY gae e g |Remies and
T8 kol Solt} Burgoon[2004]
(PR3) ©] 7192 EHE A Yo} e ZrS9 oA F ¥hg3itt.
o] 147} EYHE 3 A
2129 (PE1) SAT-S4 T Heijden[2004]/
=7 o (PE2) A F3trh-Aldt Cheung et al.
T |(PE3) 71mA] ghrh-s)mt [2000]
(PE4) H} Zoh-Zu Fot
(PI1) ©] 714 EQEHE st dolA, et e BRAES AFFEA
—‘*‘—0101 d3te AL 83 AANE 5 AT
J1AE | (P2) EQEAA o] 7|92 FEAEHY YAAFTE 9L stuA Lowry et al.
FE2E4 =g [2009]
(PI3) o} T2 29 S0 EQEA o] /HdA BEE AZFee A
LR 3 e=d
(UCI) e QA ATl HERA ESEE B3 o] 7197 JAaEE &
AE Aol o et
fFHIFE 2 |[(UC2) Y ESEE Bl o] 7143 ol Follx 44 Jia58 ¢ Hong and
HE7HsA A Tam[2006]
(UC3) Y= dAE Ut 228 o EQEE 53 o] 7147 A2 &
A& A0 ogt
(PUL) ESEIE T3l o] 7IgoA AFEE Auay FHE AFA
AAH  |(PU2) EQEHE Fall o] 7HelA AFLe Anlay ARE fdoh Cheung et al.
#84 | (PU3) ESEE T3l o 7IgAA AL Mulay ARE T3] [2008]
P
Vol. 22, No. 3 Asia Pacific Journal of Information Systems 13
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(PT1) ESEIA o] /e AT Mg Aust Bl A9ds
SPARs °oNE w1 we Hung and
@EEULM (PT2) ELE A o] 7]go] AFste ARe 2F Adojzta 478 | Wong[2009]/
TEE P3) RGN o Ade Aol T FFoz Ane oTse] | ARz AR
A
ESEAS o] /9 AT b, Boel Bolst ol A% AAHAUR
(ES1) 87
A A o A 7+
Zju%j EE:;; ;_fﬁjny Kunz et al.[2010]
(ES4) £747.
(ES5) E% 7.
(CS1) tFe ESEAA o Jld ta] dnHos wEar
(CS2) ESH A o] 719 ZEYS AL £ g oA
(CS3) He ESEIE B4 of 71do] Agae Ansy AnE dHow
SEE SaskA et |
WE | (CS4) o A1%e] EEGIA AFE A guE ) A Frs Kz e a-2010]
B,
(CS5) o] 710l ESIEdA Azshs Au2t Ans 48yt Baw
s Aol
€Ul UE ol e dozE B2YT A ALk
AES;E (CUR) U= 7} o] 7192 dome B29s Aoleta darah on and Tam
SHE (cup) g ol A19e deEE A5 BT Ao d4ar, 12006]
(WOML) b= W] Z23dA of 719ol tal olobiata 4 Hong and Tam
o |(WOM2) RFef ;b Algto] SW2g ESHE o0y, s I A
A= o7l o) 7190 e F2Ysiohn AT Aol 12006}/ Verhoet
(WOMB) LH= 1) Z2HolA o] 719¢ Bestetn dege o, | HE00
F) o HREF AEEYY AF A UEFE, v £EE gudn
= Bl A SA| 27 AAY B A T validity), ~L2] 11 ¥ B3 = (discriminant validi-

wol A &5 WY 2[Chin, 1998; Fornell and
Bookstein, 1982], ¥ 79} Zo] NZ& S
gAaRoz BAgy)d AAHe dFdEo s o

ty)E B71etgh <& 3>olHe
3 BAFAE ANPOH, <E ot

N AT EgRe

s 71

=
L.TEO

Az A BAFAE

g o]d & AF9ME PLS-Graph Version AN G <F 3> A el upe} go] RE B
3.0[Chin and Frye, 1994]¢] ©Elo]E £l A& §H2] 2] = (composite reliability)$] 4=%©] 0.7H.t}
ATk PLS RE & W] B3y S SAses S a7id Wege] A=de AV fle AL
4 29 (measurement model)# 7} & AZF3te 2 dddn.
TZE 9 (structural model)E T4 T} ATHIEE o|B8Hos 45 daF ookt 8t
= HEed ’E}‘Tﬂr—}ﬁ%% ojmsim, /18 HEE%
4.1 SE=TO| M=|M H EEY o AE 5, M SR E, 183 AVE(aver-
age variance extracted)oﬂ o3 B HBarclay
HA W ElgA S sty 93 SARY et al., 1995; Hu et al., 2004]. 7§ A EE3 9] 4l
< B3l A X (reliability), %S % (convergent HEe 747 #go] ek 239 E9(loading)
14 Asia Pacific Journal of Information Systems Vol. 22, No. 3
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W (EEHA Wy d#4
PS 4.47(1.06) 0.86
PR 4.69(1.12) 0.89
PE 4.76(1.09) 0.91
PI 4.85(1.09) 0.79
uc 475(1.12) 0.91
PU 4.86(1.16) 0.91
PT 421(1.04) 0.77
ES 4.41(1.16) 0.88
cs 4.70(1.08) 0.83
cul 5.06(1.19) 0.97
WOM 4.40(1.14) 0.92

=, PS: 1A "

B2 H447hs4,
HREGA, ES:

A, PU: 1A=

1A ez,

CUL A&A AHE-o%, WOM: T-H 9 &,

) AVE: average variance extracted, CR: B3
FA4, PR AR E 5
A8 2%, PL AAE 3584, UC 919
&4, PT: 91X =
CS: JIAH 7,

£74, PE: ¢l

ol AR FostH 075 dolok sfn, ¥
9 BN s =31 078 ook ?ﬁr)r[BarClay
et al., 1995; Fornell and Larcker, 1981]. 181
AVE #-& 058 dojoF Ith[Hu et al,, 2004]. 4
o] X]Q AREYA 3k A HA
H o] U A iR HAEEY
07¢ WA Ralod AEE Bng
TS AAs A lF d&
1:]./\] /‘\_]QA tﬂ E}\:L/H AA
| A &

4 318 wis) 2ol B

51

ook

>
fr 3 o o fo

KR
=
=

T

bl B mx Ao
s

of

5t7] Mol HETEed =l

L
rkﬂ
:L

5319] Aol7k ke %
e Al W
A3l dmslol glojok svi, JrjH oz ge
%Sk $A7} Hojo} Gtk WHEBEE AVE
AT e B3 B7hSIY, <® 4>o)4 5l
°l

= vhob o] 7+ W49 AVES AEE dol o

o ad )

=
A
Eis

5

ZEA 0.046 n
OIXEH +=EH OFE feeee reeneesesonensesd XA ALELE
e e = R*-0510
R2=0.622
0.353***
1A=
Asxgy
SUIPEA
" &S
CIAE ENE
! o= 0.616™**
. PREoE
— 2
oINE REA R>=0.663 0.418% R?=0.505
‘JII%
) p<olL
2" p<o0s.
3) 7 p <001
<J% 2> ?x=2Y EMZ S5 JHMdAY 23
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HEEde FAATET & @S 7HE W 3l AR S W& EAFE A4k, 71gel
BYEE 2=t ooyl & 4 3l th[Fornell A A EeEd BERE w4gle] BASA &
and Larcker, 1981]. HIZFO Al Ffr8tal o] & &Fstea & o, vfol

B71e] BA ARE B AEE, JAFHTE, ARERAE T 71dHY JALFAE A o
Qen wEERE BAG 9= ACE Hel ) e 0444 BEE IHE A0 Fud
9900, ool 1Wg ol el BAL A ALk E3, telAz YRS FE /Y39 9
A NaBRAA BRYsE 7ol EAUE §

o wgss ATl Fusk AU FAsT
4.2 #+ZX24H BMZS Est JIMAA o dAEka, 7ol AlFste WAAY W&
A EASE AN, B0 AATACE ¢

24 ndol Al 7]‘31-0]-0:] TFzRdo B4 93] AR7} AFHO w2 FoA&Ao Gy
< AAEAT. 97 /M2 PLSY REZLEF A, 7o 2 HE Agie AR Fuj&Foly
(bootstrapping) 3 & zﬂ%om Basgon, QAT 853 7190l AN N 1
EAAGE <O 2>9 2 A A 7hgle]l EHetA 4 o A w

ATRE g 7oA o e bkt o] mlol o] F7hste AoE FAHUT. v, mupd
AZERZTE AESHE aHlAE AAlo] BEY gutol 2~ & B3 AA ool Adg
st 71del ESEHE B ®¥ste A&y &3t A3 FFEY] HRE A dSus
FOh A AL YA, G & D AL A T Tl S8
Behe A Aol ANGE AUk o AH, A BEd 9FE FA g A0E &
Sol el A1%40] $9E AT ol AFAe A=k
2 wgsn YT 0, Aol ATIHE  olUE AN 2UEE T INY 2YA
<E 4> MEEAE 2 SFEFe MEA 3 EEN A

AVE | CR PS PR PE PI ucC PU PT ES CS CUI | WOM

PS | 0.780 | 0.914 | 0.883

PR 0.817 | 0.930 | 0.545 | 0.904"

PE 0.785 | 0.936 | 0.661 | 0.468 | 0.886

PI 0.703 | 0.876 | 0.515 | 0.665 | 0.562 | 0.838"

UC | 0853 | 0.946 | 0573 | 0.637 | 0.667 | 0.756 | 0.924°

PU 0.849 | 0.944 | 0.570 | 0533 | 0.601 | 0.562 | 0.615 | 0.921°

PT 0.810 | 0.895 | 0.503 | 0.427 | 0.398 | 0.420 | 0.460 | 0.553 | 0.900"

ES 0.674 | 0912 | 0.637 | 0543 | 0.577 | 0.542 | 0.557 | 0.571 | 0.660 | 0.821°

CS 0.668 | 0.889 | 0.644 | 0.487 | 0.690 | 0.589 | 0.638 | 0.684 | 0.588 | 0.701 | 0.817

CUIL | 0.940 | 0.979 | 0.473 | 0.435 | 0.585 | 0.560 | 0.653 | 0.585 | 0.341 | 0.525 | 0.710 | 0.970°

WOM | 0.855 | 0.946 | 0.560 | 0.422 | 0.504 | 0.405 | 0.533 | 0.604 | 0.576 | 0.645 | 0.664 | 0.585 | 0.925°
) 1) AVE: average variance extracted, CR: £ 5, PS: 1A E FAM3, PR A E €4, PE X E EA%,

PE A ® AEAEH, UC FHIAE 2 B47h54, PU: A48 48
T, CS: IAA B, CUL A &3 AFE9E, WOM: TR E.

1__"1

2) e 7 Wse] AVERY AFE g oH.

4, PT: A4 7‘43%_?,—”:‘/“, ES: 484
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