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Analysis on the Perception of Using University Mobile App:
Taking Universities in Taiwan as Examples

CHEN Yu-Lin"

(i)

ASHT FURE L $1 KSR A BUBGEAT i, TR B B R B R B E AT AR P (University
Mobile Application, UAPP)HITisREZEVL AN, MiRFLARIERE, 1F RS T MM ARRE S UAPP
R RN AR L2 258, R BB P Wi B E A R S B R (5 B AR . W
AR P g A B R 2 T, TRME BaaT e B 5LE, 15 R A redr i Ham st s
SRS E R, FIanAs TS N, TR TP R B A SR, (E AR R 5] A
f, HFTREAREIIEAB R SEMER . B FEMEERRRE, ¥ AR ILE 5] SR im0 a5,
AR I LA ARG R RE, REERAT R BB B RS B2 MMEE A A SRR, 8 RS R ke o2
USRI, A5 5 B O BT e AT 2 2 AR B B AR AR 52 488

PgaE . KRE:. BEEMRA. B, . 1758

(Abstract)

A review of existing research has shown that the brand perceptions of mobile applications have been
seldom discussed, particularly the information of UAPPs. Therefore, the objective of this study was to
determine user behavior by examining university students’ usage perceptions, thereby elucidating the demands
and opinions of university students concerning UAPPs and identifying extant problems and flaws. The
findings of this study can serve as a reference for universities and other educational institutions when
designing their UAPPs or adjusting the content of their UAPPs. First, information impact theory maintains
that users’ approach to and handling of information are correlated to the type of information. This study
acknowledges the stimulating effects of visual stimuli. Therefore, the appropriateness of information designs
and easy access to information are keys to effective information planning. For example, users are more likely
to finish an article on a website that is visually pleasing. By comparison, users may unconsciously reject the
information provided on unattractive websites. Users’ acknowledgment of information significantly influences
their interactions with content. By testing this argument, we found an interaction between the behaviors of the
university students and the information of UAPPs. When the students received a specific level of information,

the successful delivery of the information affected their behaviors at either end of the behavioral spectrum

Keywords: University, mobile applications, cognitions, emotions, behaviors.
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L W AR BT+ DA A 5 2 51
1. 51§

PA AT B 8 F (W R4 &, Modo Labs Team R4
SH R IRORR R B E T T B A, KR
Best Recruiting and Admissions, Best Student
Engagement  App, Most App
Communication S5-GTHF BT AIEEHERE . BR T ThiEE
Pz A, AP HBBIEREF NSRS, UAGEER
R RHH POERE N 5, AN R EZR)
FIEKHE ( Modo Labs Team, 2017), ¥ H ¥Rk T L
BRI E A, WA Z BUE BAHB L, 5
% 5 B B B 5 Bk (Rai, Patnayakuni et al.
2006, Rust 2004, Vargo, Lusch 2004). fFunf¢ IS ff
FERERRAZ BHT PR M. H. Hsu, Chiu
et al. 2004, Rettie 2001, Zhou, Li et al. 2010),
B BT B E AL ThRE, BeSuR T PR B
57 J@ I RS2 (Lu, Zhou et al. 2009, Lusch, Vargo
et al. 2007). HEBEREGHEMNREER, Bk
F S RS B 5 R R SRS, SR 4 Y HA 0t
FEIRES. Bk, AWFFRR AR PR, G E
AR PRS2 E L, Wt EE ©
JETORSTE A E IR B B Et, SR P R A,
ERHFBREREZEBEN A& HE, JTHUER
R 2 B 2 KRB E P AR A1

RS KRB BB ER R B EN, &
PR T RIEBTEIRC R A, S REFAEE TS
HBWREIERRY, AHARZ A REREIERET
(University Mobile Application, UAPP) . % T PA
UAPP fEZ BT B, RAT KB A BHAA R UAPP
EEAEIIREN TR BT R . Rl S-0-R BEERA{E
Ry EERE, WIEN UAPP M5 BELSMIER, RIS P
ORRAN . T 45 BT 2 = RS BRI TY . W Fo s R
(1) A F P BRI KBRS, MM UAPP LLRCEE J& IR
(HL) [R5 B 2 RRA 2 BB . RIS Ti 2 8t
FESRIANAELDIRE, 2 531G 8 H P AN A1 A 154
) Mz S, DUHEA = & (HR) ) UAPP 5| 5
BB s i, HRAA KA R (LR) ) UAPP R DAY 5 B
Tk
(3) AW FEFE R NN UAPP, HA7E(S BB R K2
MRS, 45 DUHREA & i (HR) BRACEE Jg v (HL) IS &,
Rl 2 HL A s B P I 46 BT A TR AUE, e 5 5l 3%
REAILNG, [FRE E KRR RER UAPP S MG
HERE I

AHIFFURIE B AL 7 BR R R B I P AT 9T 3 25 22 R VR 2

Innovative for

GEEE, SIS AR IR R 1 SRR A

97

N T F AT &34 (Jiang, Chan et al. 2010a,
Parboteeah, Valacich et al. 2009a), /b4 B 4lisf
SR BIIEH 1M BB RIS i i AT s 8 A A
BRSBTS, AT FRBRARAL S Rk
2 PR . DAL ARTE T4 o Pkt = B AN Rl HE 2 I 1 R 2
O B 5 R B IR B B, R R R AR I
AT RAR B HE S R A, AR E R RS
BAb A UAPP MIRRIFIRERE . WP S-0-R BEGRIEATIGR,
SRR A4 BT A = B UAPP I EZR . A&
Wttt =R . B—, ARRHEMTIRE, &
WIS A B ATt A R, DA SR A2 B e ey B
AR & — AT, [RIRy L = BT 09 UAPP, 4R
KA T R 2 KRB, T UAPP 2 AEER
AL BT R ENARRE.  F, KUTREA
S-0-R WERYAegiHE UAPP, LURRUBEI G M AHESE, R
FHE R TR UAPP o, R R 3R 1 RS DA K
TR R . EESRIRAZ T 70 B T FRAPT A
H % 17 % 1) 48 18 (Kohler, Fueller et al. 2011,
Nambisan, Baron 2007), {HTH %8755 &) JE A Hr
B, AT TIRRELME . BRAL A BT AU
HA B R AGEAT 2 I IRET, FE RIS B UAPP € fiL
fRR ERIRE. =, TSRS BR B EH
NI 5 SR ELARE, A ran T i ol KA 28, DR %
KRB E (BB EE), AN UAPP N HH]
BUEE RN, W HRAA RS, 7T RLA R A
BB BRSO P F R B, U, BB
IR RS BLE B HAREL S-0-R AOAI B SCBRERHE 3. SR =
o H AT T AR B AR B, #ELAREAL UAPP 1
mRERE B R, RE REAEIRRA. TEE LT R
o 5 DU 4 2 BN AR BT SRR R A T8 WAESE
TR R BT, SN R A R, WS
TR B R .

2. SUER

2.1 EEEMH

BT E 2% T BEAR UAPP ) 5 R ERAS B 4544,
ST B R A A I A AR, AN A e T )
## (Lee, Tedder 2003), It HARHHF 45 EL4T A3
N, REGRAFREEEMGESGE. BEITR
For, WEREEM R K, S g R 2 F i
SELEEAL (Campbell, Wells et al. 2013) . T ffi
SEOERSIEAE, BRI B R BT = R
W, WA B IR (construction level, CL). &%
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J&IX (heuristics level, HL)ELH &KX (interaction
level, IL) (Hilligoss and Rieh, 2008). &HF M
R FEIAE BN, Blanems . BEEA P AR AR 4
FUE IR G0, WA e s BB, %X
RO S BSOS H P I RB B E, 5 BAE
SR R BB . BTOUE PRI E B e, A
BT 5 BT RFEREE, RIS R 2 B AR, B
B (5 R 00 T & R B 3R T I 8 B (Aveh, Au et al.
2013) . EREEMHEBRE R (CL), RENBEFERIM
S, AU EPIREE . HEERBGEEE IR (HL) &
BRLE A RO P BIRR SN, B BA AL T Bk 20 (5 BR,
BT R B BB R, S E R B IR R RR N
R L2 —. B=EBE IR (TL) & T
SR, FIETT 2 B — AT R e AT A, W T
fife A5 B B TR B I 5 AR 2 15 ) (Sotiriadis, van
Zyl 2013) . FEEFRIE =0 g X Mk OB R R e ) &),
WA 2B H AF L R RS AT LR, AT AR P R
{AT IR 22 B GRS AT Vb . ) 0 FL B ] RS BRI B
kAR A ZE 5, WRTRES R P E A
WS DR AT T 4% 1 BRAR UAPP IS BREHEE,
R UAPP (X915 B0 S A S8 U (CL) « HCGEJg VK (HL)
DL LB vk (TL) &5 = KT EAT HRET AAe .

B, AHE U5 B A5 A RO AT 5 B EAR 2 AT -

IR 215 2 T AR 48 Wl 5 A A R B 5 AR AT 2 AN 1 )
SR 2 (Simonin, Ruth 1995, Koukova, Kannan et al.
2012) , AT FAR A0S T DASETHE S R I EA, e
TS BThAe ST M, SR ZWS P MEmi
&8 (Hitt, Chen 2005) . &7 ZANMRI TAHth &
B P MREERENR, &3 a7 [FEYE B AR
NG, 25 53T P& T 1 B =8 (Hitt, Chen
2005, Harlam, Krishna et al. 1995). [HltiE& Eik,
= R I E R AR T PN A P B B AT 2 R S
M. AT LME B B AR S e, P &
G FRF PRI 2 AR R, dnfF B R € AT B SO
—Rk, EIREERA S B EEI . P AT
I TR R EAE, ek AREE. g4,

= EURIR 4645 22 {18 g T3 SR EAR B 2 (McQuail 1994) .

BRPESE BRI i BSOS 2 T, 22 R TE IR0 75 P
PEOLRE MEBLRRRS, TRAEP R OR, WREMTHER
HPEERAL, e PR R EENEE, &N

ZI%12 F A H AEREH] (Van Trijp, Hoyer et al. 1996) .

2.2 S-0-R{&#
F P 1 48 I IE (0) 248 F P BOIS IRBR R R R,
FEERN. REGANETE (Jiang, Chan et al. 2010b). 4T

98

F BRI FAT A, BIINEEE AT & 5 BERERHLR
A4 (Sautter, Hyman et al. 2004) . Nambisan
RE BRI T —MARRAESS, B T ERS.
] A By Bl =2 8% &K By (Nambisan, Nambisan
2008) . Kohler fFEH]= 2285 BILAIRIEIHE. S5GH]
PR REIRE N T EIES, RPEARMAG. BEIE
FREE A A S M 43555 . Kohler 1
ELSEE TR AR e A e DL S SR AR =
o BRI EEETN A S TR, W8S DL A e PR B
(Kohler et al. 2011). MISZEREIEM HHIEE), 7T
it A1 b 2 A A 0 B 1 A

MFA7 & ER) 2B B EH KA R,
Kohler $t#fE M JETH . A0 MM = 88w, 1EAK
B FH 145 BALRAESS . B H e 28 P AE (5 B
JEFE P TR FI 6% (Kohler et al. 2011). FAFfERER
FIEEFEZ P, T RS AR B AN, 5 AV
SOt SRREEREG . ATEETFVE. HSEHINTSE, —U)AREE
TH PSR ER A . Nambisan ffFE i & £ 72 8h &
mh R B R T, SR I PO AT BRLRS W IR ) O S ) R AE
(Nambisan, Baron 2009) . #:3ZARFRAZEHA P 2 fHH
BB IER BAR (Kohler et al. 2011), FANAZE
BEIEH S HEEATTR. Kk, HARERIEE I
WorH P EME S E., R F L& B (Nambisan,
Baron 2009) .

ffFH S-0-R BEAL{E 2B 5w s R 108 FH R AT 7%
FEAMMER. E5¥, S-0-R HiA 4k Bz EH iR
AT A #F AU (Eroglu, Machleit et al. 2003,
Parboteeah, Valacich et al. 2009b) . Parboteeah
i S-0-R BRI LA B A4 AR R, BRET P BB
LR, BEERSERER, WA REEAT RIS
(Parboteeah et al. 2009b) . Animesh JEM S-0-R #%
T 5 R e L S AT A 1052 2 (Animesh,
Pinsonneault et al. 201la). % &5 {FTR1E B R 548
B, BHABEIER M FITARRE, S-0-R BT
5 L HL 4SS AL R T, FE A IR B A BR B,
S P RSB ) B AR RS, e RT DU BT B
R FH L0 B A ) M ) = L A AT i P ) SR R4 o

A EL

3 . WFFEREx

3.1 UAPP BUS B E RN A PR, B4, 1TARE
BEEge

AT T IR SCRR B R, R AE B A E R

UT B2 SR (Komiak, Benbasat 2006), $2iFH 544 &



R ERR T A el B O3 AT« LA A B 2% 31

IR RS IEH EF (Tam, Ho 2006) . %2 BAHE
5 DL 7 2UE A RN (Zhang 2013), FEATAEE
BEREIH P A AT REURRTE . R
ToMRs 28, FERR(E Eaat A B B, BARIRH - 5
ST B BLER R (Y. Liu, Li et al. 2013). BEhE
NHRIZENER, HFRTRE G B EREUTTE R
(B. Q. Liu, Goodhue 2012) . BRIt #hith 2 KIHF 50 H
FEE, {5 EREE T LRI s, RIS R E
WORELURACR, H R ARSI P AT R E BT A LR
B, RbAErEEEE SRR, B—HEENSEF G
Broa B E {8 (L. C. Wang, Baker et al.

2007), A HARME 5 2B £ 1) T BLE H (Nambisan,

Baron 2009) .

filim S-0-R B8 O R &, 15 BEA M PSR
% J7 (Mehrabian, Russell 1974b) . &% & T i 55
S-0-R HEXMEFIZF, EBUEEEH P MM =2H
HHEMES 2 (Parboteeah et al. 2009a) . T % AkALIT)
= BRI S P BA R 2 S IR A, WeRE R
TR T E IR EE AR Muniz Jr., 0 Guinn 2001) . &
IMEERAS BT B AT FIRR E R, AT RO T Be 1t
o, TR P OB E I A SOHE e A Y oR
(Nambisan, Baron 2009). Animesh %5 A5 EA B
RERSIRGEEE, W H e ARG R, SRR
{di P A48 s (Animesh, Pinsonneault et al.
2011b, Schau, Muniz Jr. et al. 2009).

AT S DL EAE B ERIAH B SCER, e (5 Bk
B Re SR FH P R85 B R R S H E BR AR A4 RB T, JEET
&4 H 8 ) JE (Parboteeah et al. 2009a,
Verhagen et al. 2003). KutHish:

H1 UAPP H{5 B 72 BB R LR A E (S) . 1%
45 I (0) « AT A S (R) 4R BAG AR
Hla UAPP (115 572 B34 KB AR B2 N IR JEBAE FE (S) By
A o
Hib UAPP {5 JE 22 BB IA B A 1 S JBARE T (0) BoA
A o
Hlc UAPP {5 B 2 BEA R B AT By I EHEFE (R) B A
A o

3.2 UAPP Y hEE EE A FRRE.
BEHEE

NBEA#E th G B A F P #8538 (Pine, Gilmore
1999a) , A LAR B i e DMER FH P 1 75 SR BRI 4
[Rl b A 3 AN B B DU SR AL S B AR, R ER it 2
BEREEE, MRS HMEPESE (Pine,
Gilmore 1999a) . % M TE A H #E th 15 BRI A P

Hei jden,

154, 1ThRE

99

2B H &) Nambisan, Baron 2009) . Virk =&IRF
LA FH BB R R TR SR A RS, b 5 A B A
FEAESLER (Virk 2011) . BRIATI AR AEENEE,
AL AT H S RRAS S (VR B 1, i LA T RS
RBAGE, (EEPTERIAT AME, EEERHPRER
FEE F) A B AR

HEAL, EEMNEEBAR—EMERAEE, R
(B RESPE RS DGR IE R P2, SO s BAR 8
P EESR A&, B b8 R 54 kg5 %
(Csikszentmihalyi 1997), AR H 5 JTES1E R & HI5R
B v, B B AL {5 2 1T 2 B AR 0 Y AR

¥ (Koufaris 2002, C. -. Hsu, Lu 2007, Novak,
Hoffman et al. 2000, Trevino, Webster 1992,
Webster, Trevino et al. 1993). KU+ H & iz &
(Mehrabian, Russell 1974c), 43#7H 5 i SR B 45 .
SRR P RARNSEITIRER . BB 2. W2l

A EEAT 5y, BT S E A T AR 1) X % (Shernof,
Csikszentmihalyi et al. 2003), #EZEREHELEE
B U s B

FAMBARFRIRE], 5 ST DAY o A AR E AR
EYEE, ISR A& EL (L. C. Wang et al.
2007) » Sirgy I HE&EH—EMThe T LLE BhH P 4654
RRREN A, R ARMIEE D RS B LIRS, W AESh
AP PRTERRYE, — B0 BV R b2 T
KB BLE % (Sirgy, Johar et al. 1991), AMEHELL
B B (R SRS A, ST SRR R, R e a5 ]
J5E A G R A BR S AE (Huber, Vollhardt et al.
2010) . @EHIWF AN BAEE, S LY
177 AT B E (Zhang 2013), H.BhAT DL Bl ERAS
T IRE AR BT . BISRAEMBBIER, AHEnR
AP R P SR T R, MUt P s IS, SRtk 4
EM1E B J1E (Schau et al. 2009), ‘& FH & b ik
BE T X #EER. RO DL R FEAESESE (Liang, Ho et
al. 2011) o ZBFFUA EEH W A F P 0058 50 BUAT 2
EAEE (Liang, Turban 2011, Ren, Harper et al.
2012), 2% FRIMHBEE R, 2 UAAP [ 5 B A
JFIRIEREN 1 SEAIAT 2 REE A AR R T

H2 UAPP 1) it 8 22 B3 72 DK 22 AR RT3 S S JEE (S)
1E 4 E (0) « 4T 2/ JE (R) 4 HAFR
H2a UAPP [ i 72 S 34 K B2 A R 3R e I B (S) L

AR
H2b UAPP (1 Ji 72 B3 K B2 AR I i I MEAE B (0) L
AR

H2c UAPP [ i b 22 B S JA R B A AT 2% S B HERE (R) A
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AR

4. WLk

& VORGSR, AU AT R IH H BRI
FylE &G R BT 25 R JEMSE. LA S-0-R BLRRRLFT AL
BN, RS EEE R MMEBE T (Loiacono,
Watson et al. 2007, Watson, Clark et al. 1988),
WERKEEZRIM. ITRHSEMNES R ERHEE
(Nambisan, Baron 2009), #EATHIFLHEMAIES. PIAR
AP REN TR, SHERNRIL RS R —, KB K=
FIRERAEIEATRIZ, SHERA LIRS, FAST B H KR
DLRC I ST IR KRB = BT AR UAPP JEATHRZEE, #dkid
ZFTREE UAPP TR SR, P S Eag ik
(CLfEEAT . B8 v (HL) /5 B T, LR BB K
(L) E B =N, FAEAN T &R AR R

AT . L3 470 (RS, BEA B 457
By BAEY 38% LML 62%. KEE—IEL 212 N, K&

TAER 169 N, KEZAEL 76 N RETIEL RS S
B2 BRA AR ) UAPP 2 5B 545 BHAT A28 5,

5. WrIERER

5.1 13 B B

BT AT IR AT, RTAL R R S A
M. POEARI KMO EKIRGRENRIZR 0. 910, THE&HFR
0.913, 1TARZER 0.913. iz B2 % MK 15
#r (Kaiser 1974) .  FrAHENTHIAR R, B8
PR AB A 0.7, R R AT RSO R 4 305 (Chin
1998) .

o
e

5.2 fRaxfmaE

g R — R R B 1 F AR (UAPP) 5 R R3]
SRS (AR A BELAT 2 S A P2 A TR A
Horpr Hla {5 23RBS A 1 52 50 S B A Bl 2 4
FRA: HIb {5 B RBUIR S (1548 S AR R 58 4
MR Hle {5 BARBIBLE A AT 2 S RAERE B h E
FAR - SIS R — K (KA Bl I FI R /7 (UAPP) )
7 SEELOCEL A AR L S AE BRAT 2 UM RE A A
HHEE . Horh H2a b b 22 B2 B K B2 A O RR A S AR JEE B
BB H2b o b2 S BROK SR I 4 S B AR B
fsE et H2c oz BEROR B A HAT 2 S JEAE S B
flirh EEAH I o

100

6.1 WHesEs

KA EAABRIED, 4RKH UAPP s B 5
TR R, BIERERERENRN. T A2,
B, BB — KRN B ERFET (UAPP) IS B
BB B (RR AN 4 BT 2 S JBAE IS B A MHI . &1
%} Hla UAPP (115 12 R BB 22 A 1 2 2o I B (S) 46t B
MEASF R Y (CL) (B =—0.252) . R vk (HL) (B
=0.196) . HEIE X (IL) (B =0.051) =& B4 BAE R E.
$145f Hib UAPP fA{5 BRI B2 AL N s 48 S E (0) 4B S
LEPFRER B X (CL) (B =-0.084) . Ru# /& Ik (HL) (B
=0.132) BELH @ JZ % (IL) (B =-0.052) = BB
. $13 Hic UAPP 15 R BR B2 A (4T 2 S (R)
MERE, HAEBRAERIEIR (CL) (B =0.034) . RREEE Ik
(HL) (B =0.065) . H.@hfgx (IL) (B =-0.100), iIf5H
AN JE R (HL) BREL B g ik (L) 4 R B B IR E .

HR, BB R ) AR F (UAPP) f
g 2 BB AL FURR A RGBT A S IEHERE B AT AR .
$1%F Hoa UAPP 1 J 25 52 BRUOK S A= A58 5 = JE (S) 4 FE
TE AR RSB (B =-0.090) « HE 4 (% 5 B (LR) (B
=0.064)  HeAm ik (HR) (B =0.010), ¢ HE/RHR
wi BRI E (LR) A% SR LG B2 . §1%F H2b UAPP
) L 22 SBR[ 1 4 S I (O) TS, S B RS
FE(B =-0.111) « HELMRAHAE (LR) (B =0.049) . HE#4
EE(HR) (B =-0.279), =HFWHEEIRME. MEHH
H2c UAPP [ i i 22 B BROR 2 A AT 2 I JEE (R) 452, 75
B ER SR (B =-0.144) . HEL AR AR) (B =
0.022) . He4 @A (HR) (B =0.110), s EHAL
B4 v (HR) b SR B8 R

6.2 HhfmBLE T E Rk

£ B BRSO F EE R T REAET, %
FTH P ARG ER (Deng, Turner et al. 2010)
N EL AT & A5 SRR LR IR 725 B 5 5 () 3 B A
48 (Agarwal, Karahanna 2000) . T P& 2 #% 8 AR 3% 10
UifeiEfl, FH PSRRI 5 R B {E 3 (Ng, Kwahk
2010) , FH 7 B B AR % 2 [ 0 A AR BE R A 2
Y] (Alhinai, 2007, Kim, Chan et
al. 2007) . (HFMIRBEMH %, ETHBRDEH
TR RSB EFH () RS, TR S8 UAPP B R
WHATE R o« PRSI S b S 3 B A 1) P

Kurnia et al.



R EXR T A Rl B O AT« LR A B 2% 31

BTN, TIRKZLAR UAPP 75 REEG VL A,
TR AR A, TER KR EWAE AR R E S UAPP 1
ERETEUN A L 2%, =R IR,

W, 15 BB AR W R N SRR
SN EE X H B (Taute, McQuitty et al.
2011) » BB B P is RN R IR R B T4 2 T
B UME BEkEHA & B, P BEASRE AT B & s
MM AN, B4 A A, AT LUR T
PR B BRER 47K (Y. Liu et al. 2013), {HEAY
SRR G A, B TR AR R AR BRI M
(B. Q. Liu, Goodhue 2012) . [Kl1t 5%z BRI
3% 9 & B H B 5] % AR K Y 25 BE (Campbell et al.
2013), AT BLERRE, KSR AT 2 B B JE
FME B M EFAA LA, B R4 R E g
WHIE B, 15 BT e B i & AT 2% e AR TRl
VAR5

JeH 4T UAPP {5 B0 B 2 R KB A A RR S
T BT 29 I RE 45 R FE T, /R AR R A e
BRI, FTAZ DI 2R AT, WA RELNR
MBUEEA ISR AT E, 85518 IEMA R
A, AR E ARG B e REBUR . HReHE B e Ik
MIRRTN S, & MR & R Y ] B B (R SO
W, WEERFE UAPP FREEMRILIRRE, RBIREAT@ AN
WK, BIAHRE I R EUT 2 R EARIE S
IEFBEE, W AEAR PR Rk R R R
FMEERHME. sEHEAEE UGS, EBLHEAE
FTise s = BRI UAPP, #BEL #5882 n ) BB
TESRALAR P %, 45 RANEEBUE Y UAPP R [F 4418
A%, AEERKEATEFTNR, Hh— s iRgs
T2 BRI (¥ B S B B B AN S S N Y, SRR
ARG T SRIRA R, (5 T RIINENE S,
AMEASH A P R R L 28 PR A OB, RCR T 45
R BRI N BT W] A5 b B R

HWR, MAEBASSREHBH, Z2EERGE
o] 30 v T 0 15 A0 35 48 B 2 4h (Kohler et al.
2011), HAMER RSO, SN . ATEY TR
T4 AH B S B Jen 3 (Laroche, Habibi et al. 2013), W
5 UAPP A i RS B A 10 B2 o 3 25 b NS ER TR
bR B S, T A S i R L R R
TR T E B35 B. Q. Liu, Goodhue 2012, Y. J
Wang, Hernandez et al. 2010, Wells, Parboteeah
et al. 2011). PULAWIFIE UAPP 22 BEEIEAT 1L
By, FEBURERAE S AL A I T S T B A T IR )
HE, (HBRRAAT RAES T AR . BRERA

’

’

101

RS A S B EER, AN EHELS
R, KEETEREE UAPP B/FE @ EREAaN T,
BHEUR UAPP M5, £ PERIEARE 2
B RBEE IR B B, WA B A Sk
HIMEF . PRUEANGR S R SRR s BT, HBAS 2 LLE
HEHERES B4 S I0AT &

FANe A AR I (LR) (lower-ranking , LR) [¥)
SERIEATH R, BRENNATRNG =R P
AR R A e e, IRLERR s 4% A58 T IE M
BiZE . WIS ST B R BRG] S Ay B
WFENREIEFEURR, TR S S A A s KA
5% UAPP [ ROBE, AT 2 (0380 40 N6 Mk I2 1)
FHER, Mgt BHES E T (HR) (higher-ranking, HR)
B UAPP IEATHRHR, HEARGZRIIRET BN R =R
FHEE R, WA SEREEE A, TR R E
PR S Al TR, 1T L g A )t e 5 | 3 KR AR 1
BB BT o B TR 95 T IR 25 R0 i AL A 298 25 11
R, A SRR HEA = A (HR) RO ARORIOR £
AR T R L BB E UAPP INES. T R4S R
BT T LA S (A L I, M S F R P MR BT e
) UAPP HEI S E, DAZHE BB S P 3R 01
WA, BREREEENNAIEIIGE, AGAMEILIER
AR E RSN,

AL, R PRI AR A R P sy A
i =R, 25— H P B OB AL T e .
F. BEEBREH N ERLER., £ HIFIA
B H P BB, NI E A T 2 BRI S K. &

B, TEBE DL M 3% B 5 5 TH 1) A B PR 7Y (Hassenzahl,
Roto 2007, Hassenzahl, Tractinsky 2006, Law,
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