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Abstract

Purpose - The purpose of this study is to investigate the relationship among narcissism, usage motives, usage behaviors,
satisfaction with and continuance intention to use fashion social media.

Research design, data, methodology — A questionnaire survey was used to collect data after conducting a pilot test. Based
on the reliability test of the preliminary questionnaire used for the pilot test, the questionnaire was revised. The final
questionnaires were administered to 238 fashion social media users and 216 were used for the data analysis. To assess
the validity of these measures, exploratory factor analysis and the confirmatory factor analysis were performed. Structural
equation modeling analysis were employed for data analysis.

Results - Five factors of the usage motivation of fashion social media were extracted: information-seeking, relationship-
seeking, practicality-seeking, enjoyment-seeking and self-expression motives. The statistical analysis confirmed the influence
of the narcissism tendency on all of the usage motives of fashion social media, three of the fashion social media usage
motives influencing information diffusion behavior, and the influence of the information diffusion behavior on users'
satisfaction and continuance intention to use fashion social media. Narcissism exerted the highest influences on
self-expression motive followed by information-seeking, enjoyment-seeking, relationship-seeking and practicality-seeking
motives in order. Factors affecting fashion information diffusion behaviors are practicality-seeking motive, self-expression
motive, and relationship-seeking motive. The greater the diffusion of information, the higher the satisfaction with using
fashion social media. The consumers with higher satisfaction intended to use fashion social media and share information
more frequently.

Conclusions - The results indicate that narcissism is an important factor in fashion social media usage motivation. The main
motives for narcissistic people to spread information is for the practical purpose at the most, and then to express their
personality and style, and to build relationship with others. The satisfaction through active information sharing behaviors
seems to play a key role to lead high continuance intention of fashion social media. These implies that marketing strategies
to satisfy consumers’ narcissism and motives to use social media, and to stimulate the information diffusion behaviors can
be used to meet their needs for higher satisfaction with fashion social media.
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s}, 4N9l SE& HHO =UCKSocial media”, 2017).
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Mol He Z3FE Sofl EfQlel #talnp Xtilo| LESICH= =
A, RHrlel =Xz =l StauXt st £57F ZSiCtn SHRY
Ch. &, LIEAJAEO| ~40|CIo{e] o]0 S DK== &
23t dE|d E4YUE & = QUCHLeung, 2013). LIZAIAE
‘dgknt AM0|C|Io o|8&F7|2 Ao CHsH Han et al.(2015)
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LIZAAIE g2 i ~40[0d 0[8s7(of Se= 0|
& Zo|Lt.
<H 1> LIZANS g2 YEF7S7(|0| I&2 0l Aolct
<H 2> LIZANE g2 2AIF737(|0] S&2 oI Aolct
<H 3> LIZANS det2 483 737(0 &= DI Ao|Ct
<H & LIZANS g2 RelF737(0 ge= 0IE Ao|Lt
<H 5 LIZANS g2 A7 |#eiS7|of Fe= 0IE AOo|Lt

O|C|o] 0|8 7|2t 0|8 A2 &A= 0|8 &F 0|22
HIgo= A7t O|ROALL 0|8 FF 0|20 Cist #ES
HE g2l ofite FtE(Katz)OILh 08 &F O[22 O|C|of
+EAE S3HY EMz E/D, DL/ O|8st=H Ao
£3 0[837I& A=tts A0 et 7i90|CHKatz, 1959).

Information . . Continuance
D|ffu5!0n Satisfaction Intention
Behavior:

<Figure 1> Research model
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(2015), Choi, Lee, and Jang(2013)2] AHTHOM AtRE THES
8 EASI ARSI L AAE HEES AR
MZISICE, ‘Lt Cheol AFE0A F=2e AS Sofsict,
‘L= CHERSE AtEHO| & Zio|Ch’e| 3EEE 57 EZ[HE AL
2 ZFESIRCk

M AH0|CI0js DidaL sl FHE HIEeE ASShe
BHELL IHM HEE HSoke FEA0| 2Ysks A40|CI02
Holsti, mii AHO|TI0] 0l8&7| QI8 HHo| Xt SIRACE

o 240|010 0|8s7|= AHO|C|0] 0|&S7|E HIER2

2ste pASI0] ZHSIYUCHHur, 2014; Kwak & Kim,
2016; Shin, 2016; Shin, 2017). Kwak and Kim (2016)2| ¢4
£ HECE WMME FoiardoMel Fe 280 thst L=
£ Edsty H8FTE7Ie 27 TSIL 58 2IAHE
HE2 & 22F%S ZHESIRALE M AH0|C|1 0|8&7|=
Z UHX|2 FRERFFSI|, BAFTEY|, 48F7s7, /3
FTES7|, A7|BEHS7|2 FERUt 2 dFoM HEFT
7| I AH0|CI0E 83 MER HEE 21 A2 &7
2 FolstRct AFTS7|le M AH0|CI0E Sl Lot
HiZoh IM 3ol ARREte| A dd 872 Folstict
HEFAS7|= I AH0|C0E S M HEFoiaEo|
M ERE g8stuit st T2 FOSIRULE /3FTEY|
= I AH0IC0E &8 EA=21 Mol Fol= 8412
FolStRLt Xp7|HS7 | M AE0|CI0E Sl XpAIEte|
JhEat AEIYS HEAHSHI} St 72 FOISHRIC

FH 0|8 AP & +=ECH MIHQl Wl =Hitof CHah
Shin(2016)2 CHE AFEISO|A X4 8 FEE S/t &Y
2t FoIStRICt gl O CHg HHAQl "E Mitez Xb¢
28 AAECIL SHUCKRha, 2010). M2t 2 AFOM =
A2 FE NSS =yt e dRMo=z siMstof ofi
AH0|C|0je] FHE IR/OI0 CHE ARIOA EEE F= A
22t HoIQICE Shin(2016)1t Rha(2010)2| HFE HIEIS
2 'Efelo| H=E o IfM A AAS0| =2 Tt ‘Efel
of IHMEA AAESS SFSCE, ‘THEE =2 250 A
AlBcte, THM 2E ARRIZ AABICE, ‘e HE oi
= #E YRE JRTICEQ| 5oz 5o 5 2|IHE
2 ZFESIRAC

2 A7oM BHE2 oM A-0|CooN XNSdte FEQL
0|80 st EF22 FOISRICt Shin(2016)2| HTE HIER
2 78 2A510] ‘AM0|T|0)7t MSshe i FEOo| CHer B
%, ‘A4do|C|ofe| mjMarE A0 Cist o=, ‘DM AM0|C|
O 0|80 Chst BHE 32&2S 58 2IHE M2 FYSIULL

K& HRgg8oces HHEES| B 282 st X
L£Xoz AHOCI0E ABE olFol2t FoISHRILt Hur
(2014)2] AHAFE HIECZ =7 ESIY ‘XZHE 71 A
gotE AM0|C|ojel IjNEH HEE AMET ZOo|ch, ‘oM
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Y2 HM A RETOR AMOC0S ASE ofgo| Lt
AM0[Cjojo) M Qe T H=E g CE Agiel 39F
w2to| 9Tk ITYOER PHYT, 6 2lPE HEz
soict 2x|o] T SHEHE <Table 10t 2Tt

<Table 1> Measurement Variables

Measure g:rrt::: Researcher
. Han et al.(2015)
Narcissism 3 Choi et al.(2013)
Shin(2017)
Fashion Social Media 2 Shin(2016)
Usage Motives Hur(2014)
Kwak & Kim(2016)
Information Diffusion 5 Shin(2016)
Behaviors Rha(2010)
Shin(2016)
Satisfaction 3 Kwak & Kim(2016)
Kim & Han(2016)
Users' Continuance Intention 3 Hur(2014)

g 2H0[C0E AL
st 702 OHX|= 20~40CHE CHAlCZ 20174 6% 242
Bl 2017d 63 2727HX| TIYSIALE. ~Q0|CI0E Sl M
X

JEE Tl 2 8ol A= SHA 238Y 7t24 =4
SHE Melst 21675 Z40| AHESHIALY.

HE ZCho| MEe 0140| 72.2%, H40| 27.3%2 {49
SE HE0| =UCh SEAS oAFd 2EE HE 20047t

<Table 2> Results of Exploratory Factor Analysis and Reliability Analysis

£ 137} 17.6%2 LIEILt SEAte| AUt FE7F 0 TiHME
HE 8 ~M0|C|0{E O|8St= A2 LIEtRICH DINEE
£ 71 Ho| o= A4E0|C|0= Ho|ASI QIAEITIZO|
2t2} 35.6%, 35.2% 2 QAISH H8S EQICH IIMHEEE M3}
Zlof 7+ Motst AM0|C|0fof| CH{AME QIAEIDR 43.1%,
Ho|AE 33.8%, F}7IRQAER| 16.2%2| H|ES X}X|S}FLC}.
Sl gAnt oM AM0|C|o 0|8F7(9] BN QOIZMZ
oI5 SPSS 21.0 TR AFRSIFCE ESH AMOS 21.02 At
8310 =Ix QQIEMI AREPHA DS HEZ HA[SIFICE

2 gToME BHO HE HZS 9 MM BN gl
S0 BOIN QOISN £ JIXS D NS T &
Sojcio] 0185 7|0l Tt Holg ZWe| Sef 71ZS| SNS
0l2E7|Lt AMO|C|0f 0]857|8 ATstAoL}, T S
2 It 0|857| 29l NS Sl 4% HASHALL ufet
N ZY=Tol Mzlzot Egge Solshy| SIef SMN Qo
242 UAGICL 2O1FE $AS HElYA NS A
FYE 2M2 SYICh EMN Q012N At KaiserMeyer

1l
N
=

Olkin(KMO)7} 0.917, Bartlette| 1&g AHZ } P= 0.05 0]
St2 LEtLE 22242 HFEst A2z WESIRACEL 1RX| 1
0|42 QPQIL35l20| 0.6 O[22 57§ Q9210 =EL|UCE. 2t
[0ls Fgote =2 540 Wat JEFTSY], BAF
7571, HEFTSY|, RAFTIY| A|RAUSI|IZ FEol
Ct. FEE 20 V= TN Y| 74479%E 2H}
QCh. RolEM ZME O=8E Mg & UK oY)
flof A2l 2420 S2HS LIEL0| 0.8290|d 22 LIE}
SCh O Zut= <Table 2>2F ZC

r
m
OF Il

| use fashion social media Relationship- | Practicality- | Information- Self- Enjoyment-
because seeking seeking seeking | expression | seeking

It helps us to know a lot of fashion related people 0.864 0.158 0.159 0.097 0.153
| can connect with new and diverse people 0.864 0.145 0.074 0.220 0.079
| can communicate and connect with others 0.827 0.052 0.030 0.312 0.117
It helps us to exchange opinions and information with others about fashion 0.704 0.162 0.259 0.253 0.213
| can communicate with people of common interest and inclination 0.699 0.212 0.077 0.364 0.131
| can evaluate the quality of the fashion products of interest 0.075 0.823 0.230 0.163 0.183
It helps you to make purchasing decisions for interesting fashion products 0.054 0.806 0.314 0.111 0.222
| can compare and analyze desired information 0.075 0.770 0.365 0.118 0.110
It helps us to be sure of the choice of fashion products you have 0248 0.765 0175 0143 0.182
already purchased

| can share the evaluation of purchased fashion products 0.330 0.721 0.093 0.269 0.061
| am aware of new fashion information and contents. 0.124 0.146 0.815 0.067 0.164
| want to find useful fashion information 0.199 0.330 0.796 0.086 0.105
It uncovers a variety of fashion information, 0.128 0.236 0.789 0.218 0.213
| want to explore interesting fashion information 0.035 0.287 0.765 0.183 0.145
| can express freely about my fashion through my articles and photos. 0.245 0.143 0.099 0.797 0.168
| can update my recent situations 0.379 0.127 0.091 0.719 0.107
| can express my image or style 0.339 0.194 0.240 0.691 0.169
| can communicate fashion knowledge and information that | know 0.261 0.340 0.266 0.611 0.128
| can get fun 0.090 0.228 0.140 0.127 0.831
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| use fashion social media Relationship- | Practicality- | Information- Self- Enjoyment-
because seeking seeking seeking | expression | seeking
It's fun to see other people's fashion. 0.144 0.070 0.188 0.165 0.765
| can use it whenever I'm bored. 0.124 0.089 0.349 0.261 0.678
| want to change my mind 0.304 0.400 0.009 -0.033 0.667
Eigen value 3.940 3.828 3.257 2.707 2.654
Variance(%) 17.908 17.398 14.804 12.305 12.065
Cumulative variance(%) 17.908 35.306 50.110 62.415 74.479
Cronbach's o 0.917 0.912 0.891 0.854 0.829
KMO=0.917, Barlett's test x2=3352.970 (df=231, p<0.001)
<Table 3> Results of confirmatory factor analysis
Variables Item Estimate SE Standardized AVE CR
N_Q1 0.868*** 0.097 0.735
Narcissism N_Q2 0.768*** 0.090 0.666 0.521 0.765
N_Q3 1.000 - 0.762
1-Q1 0.942*** 0.075 0.740
Information-seeking 1-Q2 0.993*** 0.069 0.806
Motive 1-Q3 0.952*** 0.066 0.808 0655 0.883
1-Q4 1.000 - 0.878
R-Q1 0.771*** 0.058 0.716
Relationship-seeking R-Q2 0.880™ 0.053 0.809
Motive R-Q3 1.000 - 0.936 0.693 0.918
R-Q4 0.942*** 0.049 0.862
R-Q5 0.848*** 0.060 0.825
P-Q1 0.937*** 0.057 0.838
Practicality-seeking P-Q2 0.975™ 0.055 0.872
Motive P-Q3 1.000 - 0.887 0.667 0.908
P-Q4 0.895"** 0.062 0.774
P-Q5 0.785*** 0.066 0.696
E-Q1 0.887*** 0.096 0.781
Enjoyment-seeking E-Q2 0.826*** 0.084 0.725
Motive E-Q3 1.000 - 0.743 0.582 0.847
E-Q4 0.915*** 0.085 0.799
S-Q1 0.892*** 0.073 0.752
Self-expression S-Q2 0.886*** 0.070 0.811
Motive S-Q3 1.000 0.811 0618 0.866
S-Q4 0.907*** 0.077 0.768
D-Q1 0.896"** 0.060 0.787
Information D-Q2 0.786™** 0.061 0.722
Diffusion Behaviors D-Q3 0.785"** 0.057 0.749 0.654 0.904
D-Q4 1.000 - 0.902
D-Q5 0.958*** 0.052 0.869
ST-Q1 0.972*** 0.059 0.846
Satisfaction ST-Q2 0.989*** 0.059 0.854 0.742 0.896
ST-Q3 1.000 - 0.884
Confinuance Cl-Q1 0.987*** 0.031 0.958
Intention Cl-Q2 1.000 - 0.956 0.884 0.958
Cl-Q3 0.986*** 0.039 0.905
M7 sl =+l oI5t 4o 2 LIESCHBollen, 1989).

7|Z=X|Ql 0.08LC} EtOtoF &= RMSEAL 0.0672 LIERL

O, 0.1ECt WOlOF 8t= SRMR Y A| 0.0592 L}EIL} MTt
ot Z{o 2 IICHE|QICHBrowne & Cudeck, 1993). H|E 0.9ELCt

s A ol
=

=2 0 oMol & 4 QU= GFIQF NFIZ} Z+zt 0.835,
08712 LtEtRICOL}, CH2 ATHESX|s=Ql CFI, IFI, TLIZ} 2}
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2t 7|1FX|E 3 E& 0950, 0.951, 0.94302 LIEL} TA|

Moz Y2 Holoh Ao =2 WLISIIC,

NEEIEEE FXHTE FSts BB BFED

200] 050|401 AL IS EE SEYCtn TOISICH 4
tetdo|l AL 7jEAIZ| £ (Construct Reliability, C.R.)2} H

B AMZFEEX|4=(Average Variance Extracted, AVE)E 0|83
moBich JfE BEWA MENe SISO

‘A2 >04~05 MEZ 22317 20| ‘A =0.64" O]

$52 J|Fo= 2R SR Cfst FUELLS o

w3 g,

EHHEICHI S SYEITHO| BARSX|S0 2F 90I0| ARt
A==l M&atel HWE SciM EtddS ASSIAUCE HH 2
MZANt= <Table 3>1f ZCt.

<Table 4>= Stats Tools PackageE S| 290! 7+ Tt
Shdg M3 Zajolch &) 28 AMSV) S BrE
AFEX|SAVE)ECH ZA| LIERLL THHEEEO0| St E|RACE

¥

E

i

QF

<Table 4> Results of Discriminant Validity

(Hair, Black, Babin, & Anderson, 2010).
42 7t84™ At

7Hd 452 flol +EE 7T 2o RYNYLEE =olst
A7t HOjEBIKR|20l 22 988.265(df=564, p<0.001)2 LIE}
ron, BEJIOIRISS 17522 7|&EX|Ql 38t %2 Hoz
LtE}GH 0 (Bollen, 1989), 0.08&Ct ZOIOF 3= RMSEAE=
0.0592 L{E}GHCHBrowne & Cudeck, 1993). H|E 0.9£Ct &

2 [ o|AFXo|2} & 4 Q= GFIQ NFIZ} 242t 0.811, 0.841
2 Ljepgolt, ot

T AT

ATHESIX|4=Q CFI, IFI, TLIZF 242t 7|

FX|E ABSH= 0.924, 0.925, 0.91502 LIEfLO| 2} AT
Jhdo| AE2 Qo +YE PE 2EL HNNoE Xz

o=

ZHERSERACE
127§2] 7tdel A LIl

1= <Table 5>2F ZtC}.

43 PE 2YS 2A

MSV* MaxR ST N 1 R P E S D Cl
(H) (1) @ ® @) ®) (6) ) @®) 9
1) 0.704 0.898 0.861*
) 0.247 0.924 0.444 0.722*
3) 0.460 0.953 0.588 0.389 0.809*
(4) 0.479 0.973 0.236 0.423 0.401 0.833*
(5) 0.460 0.979 0.552 0.345 0.678 0.400 0.816*
(6) 0.324 0.981 0.562 0.370 0.561 0.465 0.569 0.763*
@) 0.479 0.983 0.440 0.468 0.571 0.692 0.559 0.533 0.786*
(8) 0.305 0.986 0.395 0.272 0.271 0.552 0.464 0.259 0.537 0.809*
9) 0.704 0.990 0.839 0.497 0.660 0.192 0.527 0.553 0.402 0.330 0.940*
* p<0.05
t Maximum shared variance
<Table 5> Test of Hypothesis
Hypothesis Path Estimate S.E p Hypothesis
H1: Narcissism -> Information-seeking Motive 0.555 0.115 0.001 Accepted
H2: Narcissism -> Relationship-seeking Motive 0.510 0.139 0.001 Accepted
H3: Narcissism -> Practicality-seeking Motive 0.474 0.133 0.001 Accepted
H4: Narcissism-> Enjoyment-seeking Motive 0.536 0.122 0.001 Accepted
H5: Narcissism -> Self-expression Motive 0.583 0.131 0.001 Accepted
H: Information-seeking Mofive -> -0.147 0.108 0.145 Rejected
Information Diffusion Behaviors
H7: Relationship-seeking Motive ->
Information Diffusion Behaviors 0.256 0.088 0.015 Accepted
H8: Practicality-seeking Motive ->
Information Diffusion Behaviors 0422 0.081 0.001 Accepted
HO: Enjoyment-seeking Motive -> -0.162 0.091 0.054 Rejected
Information Diffusion Behaviors
H10: Self-expression Motive ->
Information Diffusion Behaviors 0.266 0.108 0.021 Accepted
H11: Information Diffusion Behaviors -> Satisfaction 0.272 0.063 0.001 Accepted
H12: Satisfaction-> Continuance Intention 0.876 0.076 0.001 Accepted

g
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LIZAIAES I A40|C|of 08372 HEFTS,
HAFTSI|, H8FTSI, RFIEYFTS7|, A|EAS7|O
|o0jgt FEE O|K|= AR LIEMRICE [MR2tA <IHd 1>,
<7td 2>, <7td 3>, <7HY 4>, <IHY 5>z KEE|QICE L2
MAIE ol xt7|Z2=tE?|0] E&2 0|FICh= Han et al.
(2015)2| A= K[X|Z|RUCH

Han et al.(2015)2| AFOIMQ| Xt7|Z%tE7|= HAFTS
71et A7\ B S| WS 20| st & = UCH

EESE Sheldon and Bryant(2015)2| HGL0|A] LIZA|A|FO] !
X[QlEnte| =28 o, 'X|Qlo] CHst et EHME 2
off, 'Efle] SREE0| CHet 20| AOA, THROA, "Kp
o EHE 2loff, '27|E 7| s, "KIQUofAH Kpble| E|Al &
SEEE Y27 28 S| AAEIOH 0|8F7|0 FE2 0|
Acts Aate X[X[Z|QICt Ol= M AH0|C|of 0|8&7| 7+
20 A |BHSTY], BAFTLSY], RIAFTLS7IC g2 &
0| SCt 2 %= QUCH Leung(2013)Q] ¢ IOl LEZAJA|
T Mool AMRE2 AIRIE EFLE ofEe EAHSHY| s, 2
A& E7E 2lsf, SEE s, AlZt2 EWHALE XHOIE sk
AHM0[CI0E AFB3ICE' = Ao|= 2X|SH= Z1to|Ct o= mj
H 240|Cjo ol8s7|7t YutEel A~40|C|y 08572t
ORZERI2 LIEAIAE dEnte| A7 A1, £t IiM N2
TOjaPEolA AMO|C|ole] HEE 8= HEFTSIM
£ ggg 0|X|= Ae= LIELGC

oM AH40CI0 o|8dEol He=tito| FeE O/X|= Ij
d A40|CIYf 0]8F7| RPICRE HAHFAEY|, dEFTAS
7|, AV BHS7|2 HEIHeH, HEFTS7(|t K3FTEY|
= RS fo|0/3t e O|X|X| = A= LiEt
SLCE 2N <74 6>1F <74d 9> 7|24, <7td 7>,
<74 8>, <74 10>2 KHEHEZ|RICE O Zib= Shin(2016)
o| g5l EAR =78717t dEgiteE0| g2 O/K[= &%
=Cts Z0HE X[X[SHRUCE Eot HEEMET|7) edites
Ol E&S OX|X| R=Cte Zotet: 2Ot CHRIZAIX|QE A}

—
bR T e - IEE- ]

Information-seeking
Motive

0.555*** \

Relationship-seeking
Motive

0.510***

0.536***

\\

0.586***

Enjoyment-seeking
Motive

Self-expression
Motive

Information
Diffusion
Behaviors

0|87 RRI22 7 Fdst 4EFTS7|e T it &
2lof F&= OjHLCE

<7td 11>2 0|8dSQl HeE=t0o| D=0 O|X|l= Fgo
Oigt 7Hed 2 AEe|Qin, BHRO| XXl FHEEC|ro 0|
K= S0 CHst <7t 12> YA REIE|QICt FrotiieEs
0| Mot 0|80f Cit ot=EZ0| IS FLh= Shin(2016)2|
ATE XIX[SHUCE 2L} Rha(2010)2] AT &t &S0
=0 @2 FX| Rt gRed, ol SitEsS ot
Me| HIEE Atno| Xzl At TR gdo| d'E F7|
M2 HeE AZECE THE2 X|&HQl Feo| &81t 0|8
Olz0f Fo| &2 FULEL HEZ LW X|HHC R 0|83}
10Xt SHCH= Shin(2016), Lee(2014)Q| 10| Aot OFXLZEX|
2 <7td 12>z X|X|E|UCt Ol2fst 218 Sof M AH0|
Clojel EH, &8, 0|80 Cist HEZ LM X|SHo=E If
M AMojCjoje HEE 8t S/E Q9 =7t =OtEICtn
oiChsh 4= QICk<Figure 2>.

FCt 2ol Zutet: Aottt 2 AFOM M AH0C0f

5. 28 S AIAHE

240|CI0fs i HXRe| FYEEMIE 280 A0 A
22 WS e, UMMM T2 O E fHoz
O{74X|1 UCHKo & Hwang, 2013). OHHE =F=2AMOl A4
ocjofel Agnt 280f Cieh 2ol O &1, 2 A7
O| Tzl ATt AH0[C|0E TiM RO XYLt =ik
O 7hs3itt= oM Ol8Xtel F&=o| ofje Ictn & =+
QICHYoo & Gretzel, 2011). [}2tA AMOIC|I0{E 0|30 Ijf
MYEE 2, S/ THE OISR =S dMS =
U= O|8RIS E7et F7|E mfsts L2 Fasitin o
= QUoh 2Z0|C0E Sof WHZLE O ol S/ots A

At

0.272**

Continuance

Satisfaction

Intention

<Figure 2> Results of Research Model
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M AFOM LIZAINE dgel MESE2 220|009
AMEEO| BX, A7|Edd YEMIO| sttt SRict
(Buffardi & Campbell, 2008; Han et al., 2015; Leung, 2013;
Mehdizadeh, 2010; Ryan & Xenos, 2011). [t2tA 2 A0
Mz LIZAIANE g2l e i 2~40|C|of 0|837|7t
2 S O, X&E FE@golzo) 0jXs F3e A3
C
AN .

=4Z40= o3t 2ot

AW, LIZAIAIE g0l mfd A40|C(of 0|8F7[0| O|X|
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2 I 24000 E 0|83tH= |70 2F Y+l d¥2
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RIAFAEY|, BAFTSY], HEFTSI| =22 LIERRCL
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S71 2210] AYLLt & AFOM= LIZAASZ 20| 57t
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AAIE e =2 HEbdE 20T A0ol2t o ATIL.

=M, LHEAAT d20] AgE i 2~20|C|o 0|8s7|
7 M3E0l o|8deol ME =0 O/X|l= FEE 2AR
Ch O Zu 48F737|, AV|rdE7|, #AFT3S7I7t
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o 0N Tl SHE BtESo 2ae +F5t0 53t
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o 2HelE 7HT ERQIutel A3t Y EE0| Cist &7 FA
YOl it Ao ANM Fas Ml ooz AZICL
£240[C|oje] FRot SFC e 48 5, MO Cio
7HRE & = AQUCEL FHE = W0 A2 O[XX| X
e 40|00 0|887|8 HHEH, YEFAS7|Q RaF
TS7[0|Eh LIEZAANE d&2 71T OI8XE2 XRI0| EE
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