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ABSTRACT

Recently, livestreaming commerce has grown rapidly in the e-commerce market for fashion products. This
study was designed to empirically identify how interactivity among the characteristics of live commerce affects
the behavioral intentions of service users and the psychological mechanisms through which these effects take
place. Data collection was conducted online for young adults in their 20s who are actively partaking in using
fashion technology. To verify the mediating effect using the SPSS Macro Process Model 6, the data from
103 experienced users who watched fashion product shopping videos through livestreaming among 337 valid
datasets were analyzed. As a result of the empirical study, it was found that that the mediating effect of so-
clal presence was significant in the path of interactivity on behavioral intention in the livestreaming shopping
environment. In addition, the indirect effect of the sequential mediation model in which social presence and
relationship quality were nput as parameters was found to be significant. Social presence was confirmed to
be an important variable in the establishment of live commerce as a preceding variable in the formation of
the relationship composed of trust and satistaction. However, it was found that the indirect path mediated by
relationship quality and the direct path to behavioral intention without the mediation of social reality or rela-
tionship quality did not have a significant effect. In particular, the double mediation effect was stronger than
simple mediation, suggesting that the reinforcement of relationship quality by social presence can act as an
important mechanism to promote consumer behavior. In practice, it is expected that the formation of in-
timacy based on trust and satisfaction in the livestreaming shopping environment brought about by the expe-
rience of a social presence through real-time interaction will be a differentiation strategy that can activate the

use of live commerce as a fashion distribution format.

Key words: behavior intention(3 5 2] &), interactivity(% & 2H-8-4), live commerce(ZF0] B2 A H 2),
relationship quality(37] 3 2), social presence(AF3] 2 A )| 74
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sto] HAPAE ekl A FAES A3t
ALEE BAY FES AT FHIFAAN U s= vHAE EFol soue Folth 539, IR
2 WEY A AHZ(SNS: social network serv- UZ Qs ex=alel gxo] 5EA £t A3to]
ice) 7k AF AEFFE ol AAHE AT = 718t A B @Al " S glolB A
FFor AL FEAAL tAdE ko] o 27t o g wEA ALsEI Sl
FolAHA gho]H ~EZY

B H2YA BdE g7 3tH(Song

of ZFaglol dAmizAret E ohE AuREF AA 2019), gtolB AmM XA 5L Wele A7 HE
O & oAlATF S WA Fuldd Bo% HHE vt b gholB A B4 SHE 540 71913
E EI wetuA 44 AFFue AdAE A2E B4 it o AR 543
AtkE Holth(Kim & Park, 2020). MR B4 F o' EAo] glo]lB Aw el A
A FAH A5 wWEW HAAZE AFsHH ol An] o FQ Qo7 #ALsE=R Y
23T F Qe golB AMA AAFEE 20204 St £o FAHEUT e AFE #49
L7x0 A 20250l H4 1025004 Hd 256 S 7l wret gtolB AE2 Y B[ A9k AEd &
A AR ¢ Ao AFETHS, Lee, 2021). H b 83 o] §8lF 9 FHAdFel tg Ao
JEFA7go] ddstHA AAnTole AFel A om Qe AT AAEo] AANEY JTHHu,
e ZYZ EWE An Qlolx A olB Zhang, & Wang, 2017: Wongkitrungrueng &
WES Bl LRAEC] WS F JdE 2EFY Assarut, 2020).
ol A2E A HI JAEFAMEC] Lo gho]lB AEF Y-S o3 AL A 3
E 935 3HA Fd= AmA P02 B 2AE Lxekl wigdl A thstatRel AlF4
Sl At oA Y ZolBE Awie WEE AR AR W Al ThFgE AR A AlAE
o7 AZ, AFde &8 ZAFF FHEHUEA WA aAe] AFH g7 vEulE gRsts &
g ZstEglen, HIde $&F FFE /ld FAe S2HARl Pl E FEd] A g &
H|-& Roo] 7AsH Hell wet AZAAY B FES s Bth(Song & Im, 2020). T3 ol
t g {FEHEAZ 438 WES A= At B A 2oA] FujES AAZFOE A F O
S7ketal ok frEdAle] dA" Hgka) HoH o AZHA, 22, AR RS AYstl TR
o8 Eg4 Afe fAAT SERICE A oM dujate] hek NEEE st Al
AT 2%E AEshE 2 E(ontact) &M gk AztE 98S FAA71 AvH(Hajli, Sims,
w3he] gato] shte] o ® ALl Wi Zadeh, & Richard, 2017). mEbA olH Am X
ojt} v 2ol Aol A dvljabel AR e AE S
s, HAAEFS Pl Al A oF de 24 e AN FINA FE FAFLE EFEH
5ol W gy, FEe v I1EG 4 ¢ (Etemad- Sajadi, 2016: Hu & Chaudhry, 2020).
WstEE AHA7E gAEy et Al7ks B oA E golH 2EFYS o]&3 7y
FoAFE &7 WYdo] 2757 Wl ol& Al 2 ol AAZE Fe A AR @Ee] W
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gholB ~EY Amze] Fogdde] A3A AAtd AFEE R Feelkdd VA 24

A7+ (social presence) 2} A E A (relationship qual- 2gel sfA AH| 9} Fo]H AW o]&HES I}
ity)el BT Ak AR QAT BRS F T, ol 22y WE BIE Fa) A
QAATES ARH A Azel WU A A G b oleld & RS e
2 B ARUAN BES TAAA A% 22 EAed A A5G QAT 29E W2 =4
of 7l94gd & Aoty Wy Yrh(Fortin & 27} &M|EI o]o] o& Zrshd dAlFHol R
Dholakia, 2005). 2ol ~Eege A8 me Ao Ba &vlde] wge] B o) 2eloz
o /e iAH S4S Belw geld AN Agsel A s 45 AL & A8
REAGAO] WG doln Avz B4 22 & AZHLA BT
0 AgAE] Azds A8d AAT 2l
2474 998 v Ao d3Y & U £ I. 0|2 bjZ
Goln 2EAYS 0§ Avz BN W
AAAE AL FEAEE B WA &v 1 2o|2 AHA0ML] AAIZH ASEIRA
g G WA FHo) HeT B opId oy
A B4R WAL L9 BRIN 1A FH = =SS AR QEEA, S S Sd
3449 PA3 2 A4 W5E Y ¢ Lo $IY TARA AR K A5 el
oot SAT. o2 s Bl FL@ ALE F¥
Yr AYAFANE A Aa Adgp o IO Mt RER NS A4 2dss
ZolAL Fol AEZWE o3 AMFH A A8k golB ~EZ Y A2 (livestreaming com-
Al B 2MA FEY BAEAe  merce)T =Rl el HA Feishiel
AA QA AZE Al pelelEe) gae TS AL LEs GSE L9 a2
n 3 #8]2 dtH(Gunawardena & Zittle, 1997: ddu il 34 5 e 29 2l A
Song & Im, 2020). 3tA%+, Ratnasingham(1998) WA Al wo= ool v S
& LA RS AdAE Bl A SAPRTHA R, Lee, 2020)
9 FA 90l stel /ﬂi]oﬂ AR A oé]go]:_% = ol %7%@}1‘4‘21213%, AAl= 7]'723} ?‘]7] e &
G BT Atk Webd doln Ansge w U &9 EASE AUS A& Ame A0
9w a@AdA BAZTAL AES e WE A7t @8k tH(Wen & Lee, 2020:
bRt AEEE WAt 2 7 S Zhang & Park, 2018). =] 7, A2} oIz
244 0 AR QA ol g4 4 e, = T Eeln ANS EdEEel WA e
oo meh @ AL exaels) s B FIR RIS TR e SH A T
A el e e el Adad 5 SEAA SERRA o Agel Agel gas
£ A4 QAZE WA Agedon wy A Hlee 220, S oIS AR A
4 AN el eael WAV gedny wgp 0T AP E S IRE GRS FRe UM
o Em@ wEE BA0] Awe Ay g BN SEU AR AHY AL A5
B oAus Ase] MR o8 B plo|n v 7 Qh(Kim, 2021). W13 Aol M= 20199 of
12 o]ad Tujorel oA TAYEE Ay npE Zho]l B (Amazon Live) 2 gholH AW 27}
BT B0 o8 sl 434 Aas wg  VAE A el] 2208 T8 7S TR (Google

=
Shoploop) 7} HA = T 24 799 FLE=2
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Millan & Hwang, 2002). gto]2 ~E# Y
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2. Ak8l™ A xHZH(social presence)

Qiu & Benbasat(2005) 2+ Weibel & Wissmath
(2011 = B 37l A 5 A= thet AH|
2o wkgol WAlskE olF wivl 210 R AHA}
7} A zpsks AFEA AR (social presence) I &
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e Ardy A3, Biocca & Nowak
(2001) = o2 Abgtelu A998 =49 A Aok

£ 3% o2 (copresence) ol Wt Q12 FFEL

HolaL AlE Al froizteletal A3
ol XY ALEH HATE IT 71€S AMHEste] #
FEHE WNE HEste vdY A= &+
St 917kH el HZ(human contact) S 3t A
22 LS EAY 28 F §A Foe
LAAE

AlgEo] el w sy gty

o2 A% 4 Jth(Animesh, Pinsonneault,
Yang, & Oh, 2011: Lowry, Moody, & Cha-
tterjee, 2017). uwEbA ko) Eupd A
FAME ALS A AAE EAY & dom A
A9 & AR Astety 14 #AE FAEL
frAstE © F83% welel # A H(Jeong,
Hur, & Choo, 2020: Yoo, Lee, & Song, 2009).
SRl &ellA AL A AALE OE AT T
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(2007)= 224l g gl amjke] Al o)
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1 K B el o R e 0 S B - o e B R i
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. Relationship
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Interactivity on | _ Behavioral
Live Streaming Intention

D3 2 2 ABFED Hao| 53
o4 1Fg T HFEE NS 22k g
H o] % AL T yple) s AT = 7
AN ARSE AHA AR 1Ee AEH Qe ZAHdS 2id Adagd F 2
_ M=o ~ Aolgle Az
ad woo #8 Ao wal AFHCE Song 0] 20~300] oJdelgte= A (Korea Internet
& S ~EZTL o]

& Im(2020) 3 Wongkitrungrueng & Assarut ecurity Agency, 2019) el

T agIYFol IV

(2020) 2 A. R. Lee(2021)¢] 478 EdlZ 2 o
o mean Aus g eses s AN AdsTE B wet A He4E
Be4el 344 44 BAE dagen, 0 BU cI¥eE ARAHR A dvs
B A AT TPz A e A oe 2 g3t A AdFZHA s 20208 99 Al
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{Table 1> Multiple Response Results for Preferred Online Shopping Malls

(n=337)

Preferred online shopping store n % % in case
Shopping mall platform (zigzag, etc.) 176 22.25% 52.23%
Online selected store (W concept, 29cm, Musinsa, etc.) 160 20.23% 47 48%
Fashion specialty shopping mall (Stylenanda, Hotping, etc.) 113 14.29% 33.53%
Brand independent shopping malls (Zara, Uniqlo, Adidas, etc.) 103 13.02% 30.56%
Portal site shopping platform (Naver Shopping, etc.) 75 9.48% 22.26%
Social commerce mall (Insta market, Naver Blog, etc.) 54 6.83% 16.02%
Open market sites (G market, 11st, etc.) 47 5.94% 13.95%
Department store online shopping malls (Hmall, Lotte.com, etc.) 33 4.17% 9.79%
Fashion company general mall (The Handsome.com, LF Mall, SSF Mall, S.I 91 2 65% 6.23%

Village, etc.)

Overseas shopping mall sites (Taobao, Amazon, Qool0, etc.) 9 1.14% 2.67%
Total 791 100.0% | 234.72%

REAS g8 ks MHARAS SR 3379 % 1039O2 3056%7F AW Adol e
A5/ 47 F3 Ha2 3.382, Chronbach'a AoE ZAEGOW, o] == 25Wo] FLul Ao
ol 837E WAYAAS Jep: Aoz BH Y= AoZ ZA Ho FUANE 2427%E
At oln ey Wi AHo] TujPEOR AR
Louge AuHeRr =x 9 o Uey

2) ShelB Awx AR oo W A o AR A&H FRgA dgn eabel 2
&H RS Wl 2R 22 ved g pu) ZHo] glolx @
goln ~EWS o] 43 AMAF &BWS ol 2EY WS BHY Jdos AL §38
S AT AYe] A= AMASLS AA SuA 9tk golB Avx AH A R wE

(Table 2> Comparison of Fashion Consumption Behaviors According to the Livestreaming Commerce Watching Experience

Livestreaming commerce | Livestreaming commerce
' _ ' watching experience watching experience
Fashion consumption behaviors (Yes) (n=103) (No) (n=234) t D
Mean SE. Mean SE.
On-going information search 3.654 949 3.263 688 3.229%%% | 001
Increase in online shopping mall visit 3.466 1.251 3.073 1313 2570% | 011
rate after Covid 19
Frequency of visits to online shopping .
3.981 1.237 3.496 1.298 3.266 .001
malls even for non-purchase purposes
F f hasing fashi .
reduency of pureiasing fastion 4,039 1.056 3.496 1240 | 4116 | 000
products through online shopping malls

*pX.05, ##*pC.001
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(Table 2)% 2t} 25 B3 HAAFE A S AE5H JEYY
o2 & X&) ARSAMPEF TZUR 9l Aol =2 20t AHIAEAdA F8F JEAY

B oU &9 MF Ws % ool &3 Y 3 BN ABAE AvAE AAE oY B

BuEg PuES wwss] AN SURE RS 942 4 UeS welzd

Fest® AU B4 Az A% gugh

& =3THOE HASE 001E 1EOE BAN 2 ABASMo| BEe|zof 0jxE o

o fosbl Uthdth £9 mRy o 3

O ATE WE Wz 2ot 0a Bare] ohelA 1) %‘7‘5“9_-’?94 A2 =9} E‘r‘":}.‘f._(validity and

© mo500% §90F (52 Azom A4 reliability of measurement instrument)

o2 felapl ey soln Anz A4 A9 HEIS AES AW Sl lSEs WESE

Jae deln Aus A% ARel gu e OF HAFA $H FgeBe A4 By

Agug T2 ols Lalel AWE WE ug A #AE 98 IBM SPSS 2503 AMOS 22.0%

Z7} Zo] 2L AHz AUAS 13 5 g ol &3 AL FHI} HAerEWHs HE&3 <l

o ol B4o) ohideE PCsh mug Ba ) Cowroe Arle dTRgs W we

ool £YE WE NE(=3260)9 ekl & o) AR clFeldeA aeleiad. 21)

PEE FY NRAF PIAE(=L1G9 ey T A (Table I

AL $942 (018 71208 EAHQ0E 99 Hair, Black, Babin, Anderson, & Tatham,

& o7t 9= Ro= Ve (2006) & RHAFE o ¥(df). GFL, RMSEA
el A st As ole Aw aw  FHEAL AFE Ay nee) asls &

Aol olf ATl g avlAEd e A SuTol T WE AUE ws A

Wek A&H Ay gl By bl aWE OJEE x9 pvalues FE A7)9 AU

o A% wEgwA "ugas gu gow o o WHAAW GFD 90, RMSEAC 088 35

el £3% BH ARAFA B e g N0 T8 HUES SAE T UL S =

ATEYP SAHEFo e Sl QA A

{Table 3> The Results of the Confirmatory Factor Analysis

(n=103)
F bach’
Construct Items actor |, | Cronbach's| )y | o
loading a
I was able to communicate with the host or participants
. . . 648 5.702
during the live streaming commerce broadcast.
I felt I was communicating through a live streaming
. 839 6.838
Interactivity commerce broadcast media.
in live Other consumers responded quickly to my inquiries 810 511 | 805
. . . . . 668 5.853
commerce while shopping online live streaming.
I was able to ask questions to the host and get
answers to my questions right away during the live 689 -
streaming commerce broadcast,
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Construct Items Fac-tor t Cronbach's AVE| CR
loading a
I felt as if 1 was actually experiencing products and
. . . 615 6.465
services through live streaming commerce.
I was able to know vividly without actually seeing the
products introduced in the live streaming commerce 854 9.807
; broadcast.
Social ‘ ‘ ‘ 847 | 587 | 848
presence I was able to shop as meticulously as offline shopping
. . . 758 8.423
through content provided by live streaming commerce.
I was able to get as specific and detailed product
information as offline purchase through live streaming 815 -
commerce broadcast.
Transactions through llvg streaming commerce were 767 8.656
reliable.
I feel trust in the services provided by live streaming 797 9.260
commerce
) . I was able to have confidence in live streaming
Relatl(ﬁshlp commerce overall, 792 9459 1940 711 | 936
quality
I was generally positive about shopping for fashion
. . . 887 | 12.341
products through live streaming services.
I was satisfied with thfe shopping of fashion products 939 14.239
through the live streaming service.
I felt favorable to the live streaming shopping service. | .863 -
I am willing to recomm(?nd the live streaming 804 11513
commerce service to others.
I would cgn51der using a llYe streamlng commerce 836 12556
) service when purchasing fashion items.
Behavior - - - -
intention I will actively introduce the advantages of live 911 720 | 911
commerce streaming commerce service for shopping of | .811 11.713
fashion products to others.
I want to purchase using the live commerce streaming 937 ~
commerce service again next time. ’
S g A P= 182.500(dr=124, £.000), 93 FAMNEY SAFES AAEE HAAE &
CFI=.960, RMSEA= (068% %33le] SARLY ol &= EF 6 oo £8% F Qe FFL
o A% Aoz WU o9 OB AYE T BAHIG. EAFEAS(AVE)S ¥
A 491 TLI=.951, NFI=.888, IFI=961% <33} % (CR:construct reliability) 7} 24zt 4£715%] 9l
A vetg FAAMNEEC] FEEEAY 818 % 58 THRY =2 X2 511~.7207 805~.9362
F YT AE ¢ & AN 4 wge] wHY = JFeIE7t GEEJATHHair et al, 2006).
H3e A2HE7] 93] Chronbach'a 3 el 9, WEEGAS A9y 3 74 ZAESE
A3 810014 94087 dwbHQl 7|FEA ol o] AVE#I AW 7 A3aA AFzE vl
et oH, ST FHEGAES A5 w3 A (Table 40 AN dl2 AAAA A
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{Table 4> AVE and Squared Correlation Matrix of Latent Constructs

Construct Interactivity Social presence Relationship quality | Behavior intention
Interactivity 5118
Social presence .396° 587
Relationship quality 262 573 711
Behavior intention 311 501 .599 720

a: AVE for constructs are displayed on the diagonal.
b: Numbers below the diagonal are squared correlation estimates of two variables.

el AVE #Eth 22 ZA0R wriso] 3y ZH(B= 677, t=9.143, X.001), Ete]B Am o]
BYAE gHEo] & Ao FARIE FAHL AT Ee e fro FEdA BHA 9T
E A% olFold MdAZF e Ut jle AL AL s HASATHB=194, (=1.897, p=
2wl 061). =3 BAFALE ol Ard] thg g
TR AR T IS MAe Aem

2) B3agAs BAFAL N EHAF A= ATH B= 658, (=6.345 p<.001). ol&g 2

A
}\]—_ﬁ_x]—_g.klo] AAFEA HPLIoR M3

golB Au A BAA o|FolNE AT AL
T8 7he ARAAM AF7HEE] W

$8] SPSS process macro Model AR, e ALNezE v Pt

L

[e]
o
T Rew ARSI dAge] #AEA 29

0% o Mg oot &
ﬁod
met X,

65 o]&sted EAS Ak WA AE A= =2 T

o go4e AZsgor 1 A7 (Table 59 = BelEh

Z, e HAZ gold Avx AJsagge] dF
NEAERS ASH Al Aoz go  JE vAE WAFRs BAY AFpEse

g 98kS RO B= 601, £=5.748, p<001)’ 2 A5E 94l SPSS Macro Process(Hayes, 2017)

AZAD Folu AMA AE T 993 o g o3t AEA AR BAFAES N

o n|x] Bz Ao BAHATL ol H FE FYS Z7e) A2 By ug wiERE

& A E AR BAZTA G937 FFoA AFeioh Wi Ed HF5ES 9180 Process Model

HAol JFS M AT HAHS W ol 65 ol&ste] 95% AFFZelM A& 4 50002

{Table 5> The Result of Verifying the Significance of Individual Pathways

Path B SIg t D LLCI ULCI

Interactivity — Social presence 601 105 5.748%%* .000 394 .809
Interactivity — Relationship quality .090 087 1.038 302 -.082 263
Social presence — Relationship quality 677 072 9.413%** .000 534 .820
Interactivity — Behavior intention 134 .091 1.472 144 -.047 314
Social presence — Behavior intention 194 102 1.897% .061 -.009 398
Relationship quality — Behavior intention 658 104 6.345%** 000 452 864

* p=.061, ***X.001
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2 W85 bootstrapping F41&  AASHHTH
(Shrout & Bolger, 2002).
A5G AFH AAZD WAt aE

ool A= AR W 7R HIZ 95%

& Assarut(2020)

Dholakia, 2005)& A|A8H A Wongkitrungrueng
of o I FoAel F
3 A AA 7o) TAEA M3Psle] AEY §]_7g
oAl &Mz} whS-o A gt o F

8 A

qul

mj7jLqle] 2

A F7H A Cl(confidence interval) #kol 011~ T Aes Yujgth wiriEFe A7 B o A
23R% FoaA vl AHEASH effect size 32 Az TR AR A AR @
= 1172 YEsth AT JsagAde] #AF AFAL olFui7fe] FaFol & ALE EAHA
Avrs wizhste] S oxe WX AR og s A2 ddrtExn AEstEY &, golB
05_%7}“ H2E CIgte] -.052~.1942 95% 413+ 2EY AW A FaAgA FFEol
el A 05 ZFFSIL o] AR folAe] A ESTE 2EY AHAEC] AMEAH AATRE
= A °‘} 71Z = Jtt, s A-gAdo] AbE A AA A AzZra, A AADE PFeked HH
73t F2E FaAH o2 vt ool FEgE vA = ARYG IAEFE JA dTFE v
WA gk g A7 H3S 95% AlE T+ Aozy JPFoke ¥ & IS s A&
ZHl A 0 E3tskA] &3 9om, CIgte]l 150~ omigict 7t wiZRA 2] TP E el i F94
403 & Ho|Al effect size?t 2682 A=A EAAFY AG7HE Y e FE = (Table 6)3
Z, ZolE Av L A Fo LAl qF 72,
LR Tl ZAERAA AMEA ARz ﬂﬁ]%ﬂ UM AHE 7t RS FAT ¢ 74 A=
= WHHFE BT olFwi AR P EH o P EHE A Aol ot AL A A
7F frejate] A7 H3S A E = Slch I BAFZEY olFm/HEFH E¥(sequential me-
ol golB AW A At Fu e} AnH|z} diation model) S A3 A= (Fig. 2> A4l
7 FE5E BAFA A A AT A7hs T3l At A5E A7EFd w29 go]B AEg
Frjolre] A dFE mAE WY Guna- W AME FAAA o)FAXE FEAEAAS B
wardena & Zittle(1997)3 Song & Im(2020)<] AZAS wiylelA] Zude A A AR o)
75 AEe Aotk Eak AATE AF5 A G Nate ghelB 2EFY Mu|AE o] &3taAt 3}
4511 FAE = A A AAztel o Bdi™ wiA| < AFAE dF& vF F UAT, FAEE
£ B3 AFUAIAdA FAHA AFHGE = WA, ASH Axteld AAFAS 2
7198 & dvke AAAFY AFA A (Fortin & = RS §lo] golE 2EFT AH|AE o] &

{Table 6> The Result of Bootstrap Analysis for The Effect of Behavior Interaction :

Mediators as Social Presence and Relationship Quality

95% Confidence
interval

H Indirect effect Bffect | Boot Result

size SE Boot Boot

LLCI ULCI

Total 444 104 243 651
H1 Interactivity — Social presence — Behavior intention 117 057 011 232 Accept
H 2 | Interactivity — Relationship quality — Behavior intention .059 062 -.052 194 Reject
H 3 Social presence — Social pr‘eser}w H Relationship quality 268 064 150 403 Accept

— Behavior intention
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Relationship
Quality

601"

;"‘,f‘/ . ™~
Interactivity on 7777777777777777777777777777777777777777777777777777777777777777777777777777777777777777 Behavioral
Live Streaming Intention

* p=.061, ***X.001

{Fig. 2> The Sequential Mediation Model for the Effect of Behavior Interaction:
Mediators as Social Presence and Relationship Quality

Al st Aok AF JFS vF F gl AR SAYE MAtety] wolth gelH &
+ HAFT &, glolH A FAoA o] F EfHe] AsggAel 289 &g Fgs F
oA = AL A A AARE v AT PHAE THAYE S Qe olfrolth old
AHAESY FFuss EHE F S 9ust 7duste] W] B AFe golH Amio 54
o, olget AME A AR 2 54 H= T AAZE e AgAol od HeEH JAE Bl
£ FAste #AFE FAY APAFEA ol EFAF o] &AEY PFko FFS mAEA

B 2EY AWL FAHTFY] Fo3 MTFds ASHCoE Totsty] fls AAEHATH
A F gtk AFHORE FsAEAs T ASA AT WA "HAazsEA g 589
AA A AR e 4EE B8 AAE A3 0UNE AR ojFojyon 2zl
A ole oge Wl dig 2aje] o WA Lu Y F S sl Gotd & go]H 2E
235 AARET glolB 2EFHS o] &3 A4 ZYS T HAAF & FFS AT IR
Aw 2 el A Anate AAZE ALSA b2 S5 WAHCE ZolB AmAie Frexe 574
Lol 98 Al F AANTES LA Hi AL o dsgAge]l AEH AR BAFES
2 Avxiel WAz 7 3de BA o8 ME 2 FFEd TS HA= AEE
2] o mASE EY IS 7HesA & B3tk SPSS Macro Process Model 62 &
of ZHFFAA 2uA P5s FZse T2 7 gto] ol EdE AT A Fegd, A
A 28 5 A7) "ol 34 AN, #AEA, IR FAAE ATE
oA ASA AR FLAES FAT F AN

V. 242 3! xod o FAAA Age g 2ok

AR, FSAEAE FolB AmA A
Tl el FETA e hHAE HAF X PFAER 7He ARA AMSA A7 w7
AE 7HEH golB AmiE mE SRR A o AR AT Fod ZoE deyth
W A FEARNA I AME W Ut 9l A4, ool Hlsl ool AAFEARE wA
o Aagolgte EACE HE JAs 53 A sto] PFOEE Jte HHARE foskA g
FUAAGASRE 2 2o e =3 F7HA Ao & ettt AA, AT 5 a-gdo] AL
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