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Website Creativity of Destination Marketing Organization:

Scale Development and Empirical Evaluation
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Abstract

The Internet is now widely used as a marketing tool by destination marketing
organizations (DMOs), yet studies probing and evaluating the creativity of these
types of websites are rare, therefore, this study will attempt to construct a DMOs’
website creativity evaluation scale. This study is to be carried out in stages. In the
first stage, literature review was employed to form the initial scales. The second
stage will be a quantitative study in which reliable and effective measurement tools
are to be developed in accordance with construct processes used in general scales.
Through a rigorous instrument development process, four factors twenty-two
indicators were finally identified: aesthetics and affect design, interactivity design,
importance design and novelty design. In the third stage, 351 backpackers are to

employ this scale to assess how 1o Asian DMOs perform in their website creativity.



The results indicated that Korea DMO had the highest score, followed by Taiwan
DMO and Japan DMO. Implications of these findings for application and areas for

future research are also provided.

Keywords: Destination Marketing Organizations (DMOs), Website Creativity, Scale

Development



LAIE

RIBAC I EREDE/F(2011a) 2010 FFAREIRFOHE KENAFHE | 5 K=
IRE Y EREEECE HRES RIS S 61.22% » HTEEARIFRT HER
BE - HEMERS - ST S AN RESCEEEE/E(2011b) T2010 AEEIA
FERHEARNE | SRR PR & AR LAER TR - [FIEEfEEE T B
Ak | FIEISERNELHIRZ - &K & ST ZE AR MR IS Ik & AR EL
B RN THHE B - BUOLIR I E S B BN R M s A AT T 88 B (e S AH R &
8 B E Y A5 2 (Doolin, Burgess, and Cooper, 2002) < 1T B i F AR YE ez i
5% H AV T EHAHER T = s r g uE 2 A ZEHY J730(Choi, Lehto, and Oleary,
2007) - ZA1 > [ AR A P ORa8 BRI T84 58 (Yuan,Gretzel, and Fesenmaier,
2006) > MHEFZEZISTHE H B AV TEH a0 SRV AE N 25 A R BT ENEL R FE A 1Y
RN - MUETT 3N FE(RIR N PR At K E 22 &M 2 (Ozturan and Roney, 2004;
Wang and Russo, 2007) = Werthner and Klein (1999)t7$5 H# ¢T84 S 2t /D
FHEHME - TEME - EESIRMERREENETE - NIt > B HEENS > Rt
N H ey T EE4E R0V FES > I UER AR MR R E % 1Y (Howard, Culley,
and Dekoninck, 2008) °

BIE A5 RS 0 B A H BV A8 A (ideas) FIH TP HY 72 fn (Mayer, 1999, p.
450) A MEAE (L S g S B AL TR B i R 40 6 B2 B2 Y 9 (21 (Shneiderman et al,
2005) > R EBIHT TSR (E A M S RS A EEERAES - AR MR
HENEFREE NS 2 B a1 A B (Homn and Salvendy, 2006a) -
Horn 1 Salvendy(2008) 5 tH AR A E ARV HEEWE > FERFER(EH
BB E M E RN - NIt - 8RR A n] 3 N EE S Y (8 (5 & F (Zeng,
Proctor, and Salvendy, 2009a)  JCHJZ & —@UEIRIHRENE ~ (£ IME A RIMEZATE
aaT  PURENEELRCT) © AF I S ENHY T35 AL e fn 2 )3 8 B (B (E L [ e %
L RS M b a Y HE ] B 5 HE A 2 I FE T HHU R (Zeng et al., 2009a) © &G
BIEMEE S — 4t B E IR ar A B 1 > TREMEE ~ EUIR A e F &
S EHAR AT (Zeng and Salvendy, 2008,p.6) = H S5 FTHA A RIE 1S +%
AR (o FH = P DTS SR AT IRR IR 5 [ ~ D5 (B e R - St ] PRI i s
[ ~ FRAEIEERE S A UEH €A (Zeng, Salvendy and Zhang, 2009) °

F—E eyt Eek - By T88404% ( Destination Marketing Organisations,
LLUN LA DMOs fifff ) Freais ineagnt FAYERY(Wang and Russo, 2007) » {{HEEFE
HHI T84T & (DMAL 2011)%E 2 DMOs s UFRFE—Iiiei—Hhl& vk 5 1Y
IR = FAHAS B T/F T2 T H i E D70y A el & s TR i 2E
IR CEER  fEg— HAVMI EREE - T8 - 5EEE - 9T - BEED
AL HET(Wang and Russo, 2007) - FE - {KIZHFENE A &84 &R0
(2011) 247" 2010 FEEE ARSI RN #hes > &2 2010 4 2 A 12 H Ak »



Gl 0~100 pE EAAIEYAE 1622 & - 12 2 34 GRERGY & LAELpiiEE 95
% > A R4EThRE IR T AR 1 (52.7% ) HUE T BEFEES (31.39
%) 15 BERESMNEGHRE 2 BIR A A A& 5 F - (R A& ~ HA ~ P
° R EAERBUR IRV R EOME S \BD R e BB R SR — R g Bl
PR - RIS > H AV TR AHEREALG S5 e G E 4 AR5l ARG R BB 1T BH Rt
EHEZEA - HEIEGEEREE ] - BREEIER A& TS > MEFAEHE
e Bt e fn B RS B AR (Wang, 2008) - fRyimie 4r_E6 A& E4EaEs - e HHRYEY
T EuEHIRTEM: -

TEB ULV EE 26 SRk - RECTT & 97 Ry s A @by A %ME (L © Hashim,
Murphy, and Law, 2007 ; Schmidt, Cantallops, and dos Santos, 2008 ; Li and Wang,
2010 %) » SEfhE4EuEAY R IHIRZ (40 - Beldona and Cai, 2006 ; Kline, Morrison ,and
John , 2004 ; Wong and Law, 2005 ; Park and Gretzel, 2007 ; Qi, Law, and Buhalis,
2008 ; Rong, Li, and Law, 2009 ; Zhong, Wu, and Leung, 2011 5§) » JRE L4105
i (Yoon and Jang, 2010) 5z Al %5 5/E (Kim and Lee, 2004)ZE0H5E » 15 & VY
EXECRES ik B EE— & (HEBDLE TRt - K& 5
BRI T LAV AR TEEM ST i/ DERET H Ay TEH A0 AR A IS S B - JREk= H
HYsth T EHAH SRAE LRI R ST - FE - BE RGO - HETE T
AP HRIEERIRTE (I - B S WERAY T EBEK T B EE T EMEAL
% HREAVESERE S i T B L% MR A N BDEAEnE i Aty &R -
i~ B DA S b asa T E R o 2RI A SRR R SE BEBRET H st 7T 55 4H 44k
BRIk - BRI 2 H B T 40 SRAE ez L for A 2 TR AR R 2ErY
R > & AV T EHAR AR e 2 SR - BRav AT H IV ELEE -

(—) BEEHAHEEAEER -
(=) PSR EE - E B R sk DL Z AR - B & B AT

fF ~ BAEfEER R  PEIOREICRER - BABIFEOLE - BrEDYE - #
EEDE - REEDLR - BAREEEDLE « HIE8DLRE ~ Hriisedes -

2.3 K =] jBE

2.1 HEUHTHESR

H BT S5 4H S (5 R B R H HUshas 7B E RS M e B HV4HA% (Gartrell,
1988) > Morrison et al. (1998)f£H\DMO E A STAINEE : (1)K HETF-(economic driver)
(2) HHETTH#H#E (community marketer) (3) & ¥ 177587 (industry coordinator) (4 )
B 77 X3 (quasi-public  representative) ( 5 ) 1t & % 2% & /& 17 & (builder of
community pride) - DMOs# 5 7] 47 F3fEsEA © (1) LS, 4545k (National



Tourism Authorities / Organisations) (2) & ~ &4k ~ MNaKDMOs (3) #m/ N
M - BEEECEHEATTHHIM TDMOs (WTO, 1999) - #EZAE I
SR A T DMOsTE B L AR/ E L RIS AY B Z e & EH » (HRAR DMOsHYIASE S
R > R BRI B 22 R i g 4R 4T » ST/ DERET A& NGRS 5
DMOs (Feng et al., 2003, Wang and Fesenmaier, 2007) - DL&&E M= » HAVH{TEY
SHEK AT oy Ry 2wV R ~ SRR IREFED B () S HAr - RE 2B B e
ik o EEINRE R EFBTEDEES ~ BERBLRGZE/KAE - HEEEDE R B8
5~ RIS RS ~ 5 BEDEUST - PHHEDEEEIS - BEeBDEERFE TR
FI5EIH o P > BRI T EAAHASAE AT H Aty R S M s g nya e - Dl
EEEE - RIS M ERRE FFFEZ(L and Wang, 2010) < 7EE7E » Fyak)
AT S oI AR % T EERRY I N MIEZ » 5 H BT 840 4% B 2R a B4
uh o IR 0 IEERELE IR E R EE FeBUNHY—E0 Y > MIERGERZR » Wik
E Rodf EXZBHIFG o

2.2 {ErRAIR

AR B S/ i e 50 P 3 A b AE b (Functional) iz A] 14 (Usability)
HYFR K » BNV R E (R B IROG EH RRE e - PRI —(E B ravadnhas
s T H VR E P EE MR T (Functional Design) ~ A FPaET(Usability Design) LK
1B ELMEEEE T (Affective Design) o A AT LA — A LR - SEGEE i B
5] - B B HIAERS AT of b E AR I B (E R E T - B RSB EhE = i iR (5 R -
IRl rEEESE FAVBER ) (Zeng, Proctor, & Salvendy, 2009) -

Horn and Salvendy (2006a)%357 Al HEHAThE RS 2 fnH BRI HIUR & 1Y
WEEERE - MR AR &SRR ZE O B2 4ih) - HERRRE P N T
ErHTEUERI(E T Ro(RIRIER) S E 5 M (Zeng, Salvendy, & Zhang, 2009) © Zeng
et al. (2010)ZE i B EAIRE S M AR E 2 M T B nh R A i i s
B 5 S R 1] 575 528 T [ Y 17 i S B NI e 225 (58 FH & Y Al - AMGGEE DR B Y 2
B A5~ HE R HE S EE - | BRIAIE RS 48uh{E A = AR5 |
71~ EEREN EEAEE N - R ge B BRI 28T HEE - 77
B S SRR o 0 L AE AR I 5 R Y e S DA R % U Y U 2 (Zeng,
Proctor, & Salvendy, 2009) -

Horn and Salvendy (2006b)RHEAERSZE sy RIE R B =1 » H—
7 i B M (Attribute) - f5HYEHEMmAIENEZL - HE & =[E/HE — etk
(Novelty)~ g2+ (Resolution) ~ {517 P B2 47 & M (Elaboration and Synthesis); 55— ~
TERU(Affect)  f5HVZ BB ENME AN 2 HA & Wi (EfEE — ik (Pleasure) -
AfE(Arousal) 5 5= ~ JHEE RIF(Preference) » 151 & HE & BEEH HEESEE
MIEIE - HA & ERSE — A0V (Centrality) ~ B FEF4:(Applicability)



Zeng, Proctor, and Salvendy (2009)#—H$e H4Euba = EER Tt K
(A1) » & BTk (Aesthetic Appeal) ~ T Bl (Interactivity) ~ 7 72 M1 E
E(Novelty and Flexibility) ~ & Ei(Affect) ~ EEZM:(Importance) ~ 28 F RIS 5 M4
(Commonality and Simplicity) ~ {E£{L(Personalization) o 3 EI4EuEAI = a8 &
— B

&iE L FEHATERES T A A E R AR e (R B E L E B LR E
48 BRIFROR - HETHE T IE MRy 3 488 - T A E RS R A nEsE TiRFA B
AEULEIPRRE ~ (8 TR LU P S (R IR R IR T T - IR A= B st - &
BT~ FroE N EENE: - (R BN - BRI STE  EEEEFEEB L
S8 EAVTORAGFEMEHIRTE M - 2 B AR MEAVAELS - RE IR At 2 2 Al
HRELERYE L ~ h8 HAGSENNE - WELH LRSS - HASEAHRAS - R4 A A
TR S HIEER -

23 HHHITHESKZEIAIE

GHBIAR A SURL . 25 WINBDUHBIAGIEAIIT 78 2 E B A S A ROE -
AT ~ (5 P R DU B A AR T SR g T » HoR % DABRUE 4
h ~ FRATHEAEUE Ry R R SRR - BN EIB DG S IRAY H AV TER RH SR
s - Al Ve R A AR RS BT ZE © HRY H YT A SR E N AT 9 Ry
BB CIEY — &y - BATFE Rl S A R O AR AR A SR > B SR
AN H AR TSR AR L AT Y ITER © Zeng et al. (2009a)FrfE H HYE ARG AR
rmE TAEEGEEN - L8l - FrattrEeEtt - 1B =R - Bt
ST ~ (EMEAE) - BEEEHBOUHBSEIEAY RS - SIRHAHS 2k
EASE ARy B AR E » ZESIA0 T

B BRIEHVAENE A E A =8 BRI S [ 1 BRIV E 17 Bl E#AS B2 Wil
E MR (Zeng et al., 2009a ; Zeng et al., 2009 ; Zeng et al., 2010) ; e C4aLEE
BE T EERAYEREET - S E B R H A S [T EFTE TR ENRE =
52 E IR Y B - H AR R HEAY (e 8 BB T T DL SRR G T 2 B
HAEHERTE - B AHE - i avEnhE m o Bz EnhE A — ko AT
Hke 5 [ - e 2I6E 0y H St - BRFEHEERS(Kline and Morrison,
2004 ; Wong and Law, 2005 ; Hashim et al., 2007 ; Park and  Gretzel, 2007 ; Qi et al.,
2008 ; Li and Wang, 2010 ; Zhong et al., 2011) »

HX > el i S A S SN E B > W73 H SRS KB
0 B BhThRE R (H E 45 B 248 {k(Zeng et al., 2009a ; Zeng et al., 2009 ; Zeng et al.,
2010) ; M CAGRE TR /H B R B (E B YRR A B PRE » HE S LA (L13DEL
EREREE . E)E AR LEE » DIEHEATRAEE SR » WAL
FETEmHYZE (A B S i EEm ) BdR A et an o SRR S A R 2 R DR Bl
B AV H Bh(Kline et al., 2004 ; Beldona and Cai , 2006 ; Park and Gretzel,



2007 ; Schmidt et al., 2008 ; Li and Wang, 2010 ; Zhong et al., 2011)

et - BATEHISEUEES [RE(E A iR - S HEEER - R
EHI R > fROME MRS - DU T AR B A & R TR E A E (f(Horn and
Salvendy, 2006 ; Zeng et al., 2009) ; MEDCHEEEEATR I SHEERANE - EA
Fan'HE ~ AEHENE N BEEEEVE B AT E ARy - B SRR A s (g 2 AT
Bl el BT ) AT T BB AR (% > P T S L PR 2 ) (4 B B A e (L
MEACAYZ SR B (R AR S THBHETHZE) - Wbt HAR i SR (L B £ AT
TG

Bef% > BIEAVAENEER T 2R SR E ] A I FE -4 by 2 M Lot P SR (o
FH & RER A AE R & 8L W AT RS B A FH AV ERBE | - 45 T g ib s i iy 4
[EFEZER > DIERR4EuEH R4 (Zeng et al., 2009) 5 [MED ARG E A A2
BRERES » TNV mANE - aI5ett - mRiEry - BEBEMIhREEE SR
A A SR B 2 - DAE(E A Re A 1 i BHR A fR 0V &« mAguhpTaeat
HyEAE T T R B Ry ey BRIV R AR - feda T E & —RI2 EH BRI
Z o JRREEEE B RN EAVER4E (Kline et al., 2004 ; Park and Gretzel, 2007 5 Qi et al.,
2008 ; Rong et al., 2009 ; Li and Wang, 2010) °

&F LRt - S RAERPASBD AT » HE T HEET 2 SalEAERmay s
BIan - seE SR T SREEOR T BT MR o HATEAVEREES
VR TEM L TRERARBDCHEUEATIR B ERR  AEhn ~ RS DU Ak
et i o ARMABESUR - Roe BEEe BT H i TS AL SR nb AR A A -
It - AT H Y2 — R R H A T B AL AR RS TR E - R H AT
SHAHSRERLRTE ZFFEER - DU BUHE H AV TSR S B A2 -

351 % B3t

3.1 EREEERF

AW9E 2% Churchill (1979) 2 8FRFEEF - " HAVEMAEESR ) %
EREFP > By 3 (HPREL - EREMAEY B=HMEE - FEE—FUE " HAyM LAl
B ZEH - SRIERNTIGEE > BRI aE BER » DIERRRIERNESY
T AT > ARG B RN RGN - R =RIFER D s B R
B> USRS ENZR o frieba gk - SFA0E 1 For -
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3.2. BUEEH

RBIFEZ5 Zeng et al. (2009)81 Zeng et al. (2010)HT3¢fE 2 EUARIEESR - 1L
FRESHRAE H Ayt 2 RV 8 & ST B I > S 32 TN EMIH -

321 —RHEEHEKERKEHE

ARBHZERS 2013 1 H~ 3 H LB 2 5k i e H Bt agns S bt 72
£ g ae K [ ( http://www.visitbeijing.com.cn/ ) ~ & 2K P§ §d
(http://www.tourism.gov.my/zh-tw/hk) . &= P
(http://www.discoverhongkong.com/tc/index.jsp) > 7=

(http://www.tattpe.org.tw/Main/Main.aspx) ~ & [ (http://www.macautourism.gov.mo
/en/) ~ ¥ (http://www.yoursingapore.com/content/traveller/zh/experience.html)
B (http:/  www.visitkorea.or.kr/intro.html) -~ EJ J& (http://www.indonesia-

tourism .com/) ~ H A (http://www.jnto.go.jp/) LA Kz 578 (http://www.tbroc.gov.tw/) °

AWFEHA-EEDE H YA nE s s T 48es G (http://www.mysurvey.tw/) -
AGAEAERS EHEE S &8 BRI T BRI B RTHES - BTG THET 3 35
7 BRAEFFIER S B — KRG BEILEWCE R G 350 {7  ZehBEEAER 7



HTEET © MR, DAZCE B E(62.9%) » RS | SRR 25 - 34 FR(48.9 %) -

TERRE | ILAKERER R 26(62.3%) o IR EHIE | DAEEIEZ(42.3%) o TR
DLERA: B 55(40.3%) » A B IAE 20,000 BL T B25(54.0%) » H4F P BIE
BT TR E S (76.0%) » T B £ B S T R B
H(71.7%) -

fR#E Churchill (1979 @ e E—(EEMR AN ETR » KENERTF
{EIBIEE TN - Bt ¥I4RHY 32 ISR KB E IR IRE B 4850 MREA
(corrected item-to-total correlations ) HUf@EE > HEU/NA 0.3 BYEIERF TlER
(Churchill, 1979) - &73ffri1% » T 30 BHIEREIH & 7 {HERAVEEEH R
Do FRRFBRAVREER: « (B RN A DL R i RS S e A T 2872 P
PrANZ AR (R 0.5) & EREA & R Z & w &8 R Z_EAY-EE
(Hair, Anderson, Tatham, & Black, 1998) - [z B #E/ TP ER 2 1% » 1F HAVHEAE LA
BT o AR TUERZE D 22 EHIERTE - FRE UM & 8E
(KMO, Kaiser-Meyer—Olkin) £y 0.92 » DL Bartlett’s ERfo e 228835 2 > iU
&R 22t AT i R R A 8 S 1y 68.25% L4 12 PU{E A ZEHY Cronbach’s o {E1E 0.761
F] 0.945 > FFRH A RNZEE THVHERE 2 HEA RIFNAE—20E - k&
HY AR HY PO{E R 2= B e 44 R SRS REea T - A EMEetst - et - 18
FriEeest - REST 2885203 1 Fr o

21 FEMFE A2 8% —HA- (N=350)

R 2 B A TH RZEEf |9 | B | FEE | Cronbach’®
= g (=l FHE(%) |sa

A#E— - EEHEITRIEE 9.71 | 34.57 0.945

S NERN 0.819 3.66

2 Ny 0.812 3.69

S NELERY 0.781 3.44

FERLE 0.774 3.81

U EIPN:S] 0.773 3.72

5INEH 0.767 3.75

S AN EEHY 0.764 3.62

HRETIHY 0.74 3.68

WD 0.727 3.55

FEEH 0.723 4.00

EREMY 0.707 3.70

TREEH 0.637 3.62

RS ERY 0.6 3.36

RE = - ZEMRE 225 |14.23 0.863




Ry 0.870 3.54
HEEHY 0.855 3.32
FhEEHY 0.818 3.56
B 0.654 3.39
A& = - BEEMRST 1.62 |9.78 0.761
EHEY 0.852
FHEAHY 0.802
FEMERY 0.686
RIEDY © HgfF a5, 1.41 | 9.65 0.828
28N 0.812
ZERE 0.805

322 ERMEHRERERFRH

ERB NGRS TR S R ZE 0T RGeS B BVt 4gunsal
BERIAZELSE - 22 B EBEHERgE ARETE —RWHEE - £ 0&ERH
WERBLEE —UMHIE] - SARERE R 2013 4F 4 H~6 H - ARURTGOUES 351 {7 -
ZEHERABR B TR DI R EE(61.8%) 0 T AEES | B RNy 25 %
~ 34 5%(49.0 %) > " ERRE | HIIDIUKE/ER R 26(63.8%) » T E(FHIE | DUIEE RS
(42.5%) " BZE DLERAE[E26(41.6%) (B S H UATE 20,000 DL T fE26(50.4%) -
AN B B Z AR T DA B R E 26(66.7%) - T8I Ak Y T 2 B &R
Rk EE(73.5%)

AU EsEe E IR Z 58T (CFA, confirmatory factor analysis) » DLEg
REUEAHES TR - fERseRI TS EIE ERIE THYR RS - 22 EHE
FAoA AR AR o TGS REIREAEECEE Ry ¢ ® = 891.83 (df = 203), GFI =
0.81, AGFI=0.77, SRMR = 0.062, RMSEA = 0.098, NFI = 0.95, NNFI = 0.96, RFI =
0.94, CFI1 = 0.96 - FLEEMNECEE i nI 2% (Kelloway, 1998) « 3£ 2 B 22 RHTH
=R ITE - BrA I EEEIAZEEE R 0.57 ~0.94 [ #R
ZEFRASHENEEE RFIHIE © 4 MWERSmaVEMSEE TR 0.82 ~
0.94 » ST 0.7 (Hair et al., 1998) » BURaz 8RR AA BFAIANE 24 -
¥ SHREZ AVE 112 0.57~0.78 Z [ » FREBREFWRSEE -



22 BB E A% A (N=351)

PRI 22 B TR RN Lt E | B | R | PR
AR # EE | BE | £2XFH

A& — - EE GRS 3.85 094 | 057

S NERAY 0.87 408 |20.26 |0.75

< Nty 0.85 395 |19.82 |0.73

S NEE 0.82 386 |18.41 |0.66

T E I 0.68 371 |14.19 |0.46

5 A 0.80 370 |18.04 |0.65

5IAEEW 0.77 386 |16.89 |0.59

B N =B 0.77 390 |17.04 |0.60

ARSI 0.78 381 |17.14 |0.60

2 Y 0.79 347 |17.41 |0.62

BEEEN 0.57 344 |1150 |0.33

EREHY 0.74 360 |16.02 |0.55

LREERY 0.66 368 |13.68 |0.43

B EE Y 0.67 355 |13.96 |0.45

A#EZ © ZEMHRET 3.55 0.88 0.65

R Ay 0.86 389 |19.22 |0.73

H#En 0.80 384 |17.37 |0.64

FhEEHY 0.86 365 |19.31 |0.74

GBI 0.68 391 |13.96 |0.47

A#E= - BEMRET 3.72 082 |0.60

HEHY 0.85 390 |17.78 |0.73

FHEAHY 0.77 373 | 1561 |0.59

FEMERY 0.69 352 |13.67 |0.48

REDT -« FofF st 3.03 087 |0.78

28 0.94 296 [19.23 {0.89

ZERE 0.82 311 |16.47 |0.68

4.1 HeEHfcEEREL AR M Z wHilb

% 1B 10 (B 52 H Ay S nh e MV A& LSS BB IR T( 3.85
or ) BoriE o IRFPREERMERGT (3.7257 ) ~ B#EsET (35557 ) 815

4. FSEEEREAET SR




BEE (3.03 497 ) o LHZFEEUEREEETE Y - B4EE B 25 R S
b = B A S [ 0 A R (Zeng & Salvendy, 2008)ZEWFFTAHAT « &
H By R A G > B0 E AR A (2 H RN IR IR (e Bk T - 5B A EARAY ~ MR
Y e N E#RHY > 35 B Park and Gretzel (2007 ) WE7eHE tH NGRS MBTEGE T PR
THREEHEMER RN TR BN T HE RS IO BT - fLAh - FE48
UERVEEHGEE F 0 BB R AR a2 DL e Y T (A ¢ B E SR
FA%) > mIDIS [ AJE HEY RSB - 5 DB E TR SR - FLEE Kline et al.
(2004 ) BHZEHEH —(EAMEEEAV RS T i BB B A AnEH B E T RSZ

T 4 is AT 2 B SE — BN Ry 5 (35K B = 8 B L G AR ] -

FEERBMEEETHD Y 7Y H AR A nh e 0 ERETTHE ~ R TAE ~ By
EEIL ~ SARBAR ~ S E F AR S U2 AR R B 2 Y > BT5TaE R e Li and
Wang (2010) f5 - BIRe XCRERERYERRTR (L > B bkl H AR 2R E S -
iEHl Zeng etal. (2009b ) f5H > ZAIEHIANL > B AIEMTR > feftEE
H SR AH R Y B B R R — 2

FEEEMEEGETE Y - HIV R B Es G TR Mt G B a2 B A 2T sy -
a0 RREEALTIE DIY ~ BB DIY RERESEA M el raz
RNEFEY - AThciiz s zR - MysrE 5SS > 1B RIFHVEEIOR > (e H A HicE
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