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Abstarct

This study examines whether three advertising characteristics, including congruence, ad-
vertising message informativeness and brand-consumer relationship influence advertising atti-
tudes and purchase intention. In the past two years, Podcasts have become well-known in Tai-
wan. With the increasing number of Podcast programs and listeners, brands have begun to
promote products through co-advertising with Podcast programs. However, in the past aca-
demic research in the field of social media, few studies have carried out advertising message
transmission by listening. Through the results of this study, we can understand consumers' ad-
vertising attitude and purchase intention towards podcast ads. The purpose of this study is to
allow brands to evaluate how to design different advertising content to make consumers have
a positive advertising attitude when listening to Podcasts advertisement. In addition, brands
can understand whether advertising attitude affect purchase intention so that brands can base
their marketing choices on more empirical research.

This research uses an online questionnaire to conduct empirical research, and explores the
research questions of this research through the contextual design of the questionnaire. The
brand category discussed in this research is financial investment products, so the Podcast pro-
grams and brands selected in the questionnaire are all related to financial investment products.
The research results show that brand and congruence, advertising message informativeness,
and brand-consumer relationship all positively affect advertising attitudes. In addition, adver-
tising attitudes also positively affect purchase intentions, and only brand-consumer relationship

It will directly affect consumers' purchase intention.
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AR EHHRA BN AR A2 SR FRETHNE  FARE SRA
EEBABEFR PARERRAE - FARE - L@ -RE - FERE  RFLT 1~
2345 23y SRR ERABRAMAS o BRZEEHEA T 43t T LT
¥
— > BHLHIT HAT

BOLG AHT AN REERRARBBEEOFE > flod T PHE - REL
RAGE - > TR SRR E - HFE RS T A B TR E TR -
Eot kR AEERASHNA M ERBR L 22T H &
B ETMME SN - BREREESH AR —EERGRITEL - FRNIERE T
B P BB T ECREEEF - AROETHEE —RIHAPHE - FRBE
o BPMEBETHREE S MO T MM BRBEEE - REAZEL G2
BET AN —ABROEHE S oL

q
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RIAEE =3 R AETHAERERARALAIT o4 > oA BELEWER ~ F
s HFRE S BAREARGEARAN S TREBYES T AT EZALETH
TRSPAEEABERO M BERRGEREER SR -
=~ BREHE

FAEEE @ > KFE AR A Cronbach’s o 14 Av 42 & 12 & 14 # ( Composite
Reliability s CR) @ # 2 &4 H 2 FEA T EA NI —RMHEFE T M > Cronbach’s o 4
BERAKFIMES 0.7 At > REZZERBE S E 5 & Cronbach’s o N7 035 £ 0.7 X
Mo REFEE  mASEEGHAEARAN 060 HEERBMAMK > R THAMEELH
H Ak 89 — BOME(Bagozzi & Yi, 1988; Hee, 2014) ° A2 3746 7 @ > 20 & #ORRI & 8
BN FHEAE  RTRZNERBEERRBZZIANARGEEFE - ET o
BB A B R 0 BA MBE R A E R B FAR T LA e o BL B — 45
Rk e

AR HF A3 3R 4 £ 8 (Average Variance Extarcted 5 AVE)#& % » AVE &R
B — B BT A — AR MR SRR RIS 0 % AVE AW 0.5 &7
B G 3B i W sk % (Bagozzi & Yi, 1988; Hair, Anderson, Babin & Black, 2010) ; & 3]
MEAGHSHABSZHOMBRIER £ ELE > WER A R 6948 B 44 2Ok )
HHE-MAEN TR EAVE)IZTF IR - BAEHMER A THER€HF AT
BB s 2 B ey B F 25500 0 A A8 A2 AR R B ®E X R AE 59 A 2y
e RAAREBPHGERREWRE > RER G4 A E N
®m &) AVE ZF 4R » B8~ B & 5 24 (Fornell & Larcker, 1981) ©
=~ TR XA

EREREMEREZSHTARFRARELRFOSOLERFE B ML BibER
S EMBE G E F oA R BlheBlEReyE B E RAeERSRE—BRERRE
RAE—BEREENE TRALFNRFALRNR FZMMALALZTEEMRT
RAAM 0 BT AHBRAEEFRAABRT 0 P SRR AR X M 693% £ RIRA
Aafiey > PpRlERREsA R ek 2B B A L9 M A > MEBEPNR EF o4 0 RAE&HETRZAH
AT B ABRAGHRERZ > LTHRAERERROOG R E LR &
BREAHEEABRDOBERL It SBTREABDTHER AR FE Kk
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T8t Loyl o T MRS A A AR 64 3 F) B R4 LA 2 T IR IR AL & ) BOR R
RERE  HEETRE LW R AL —HIEGE AR Sht hik -

rEH F2 4 (structural equation modeling 5 SEM) » FHi4% 4 | sp bk 48 B 1448
A,  ( linear structural relationship model ) ~ " # % % & # » #

(covariance structure analysis) ~ | /&% 25 #7 , (latent variable analysis) ~ ' 53
" B % 5 # , (confirmatory factor analysis) ~ " f§ 8 &) LIS-REL % #7 , (Hair et
al,1998) - &#EHF REXEST "B E 44, (factor analysis) ¥ " #4E 547, (path
analysis) —#& &tk > Bl T LB M YR - BAYE - THERRLEEE
(disturbance variable/error variables ) fe &) Bfif% > EMmE4F A ¥ AHRE AP T O AE

R (direct effects) ~ Bl R (indirect effects) 48R (total effects) ©

B AT A WA H % SEM S ey ik o % — A &4 & (covariance based) & F ## i
SR 0 AR A ey £ % #2 X A LISREL - Stata ~ SASEQS ~ SmartPLS #v AMOS » % —#& j
VAR, /%% B 30 47 A s (variance based)®8) 54 ok 0 AT iA(PLS) 0 £ A &
#2 4% PLS-Graph 3.0 #v SmartPLS °

WA EBNAERRBAGBZIMGMAA > ARPDEHF N 0 RAELHET ZXE
Ry EARRE A AL — B L ey IR G IR 0 (2 F BB RS ERER F N Ao AR - EF
LA 4t 4 4E # (covariance based : CBSEM) A X # e o #rx ARl mT— AL RE 4 SEM
Jrik o 42 PLS AR A% 3] IS B A B 8984 (Gefen, Strabu & Boudreau, 2000) °
PLS % #7 ¥ CBSEM —#k > #utk RETURD S8 £ - KM b — T HFZ o945
o BERRE AR ELRCERERBE  TEAT —EORAE > BHEBEY
15 AR B E B AEAT 3 A AR R AR R D S BRIt e AL 0 R 0 PLS 47 45 5 A
CBSEM % 2| A& R 890 > Chin & Newsted (1999) AT &5 % & PLS T AR E
20 B9 #E A T UL E A & & #9730 8 (Reinartz, Haenlein & Henseler, 2009) » & Av_t CBSEM %
£ B0 B BEAe iR o 188 ALREAR M 4B A S A ST 2 B Y gk KBS R BAT I SRR
f PLS §AHRIEEK  REARXIEIVIEARZ M AR R OGRF - ZikE T PLS
BIME R -

KA R R IR 4 B e (convariance based)#) &4 A2 R M AE S R A BT
Ko B % B 3 s (variance based) 89 /5 3 S Bk 0 BB REBET R FHAT RN
7 % (Partial Least Squares s PLS) > AT 25 R A7 &8 A » UEFEEE A 6%

17



fE4E ¢ (1) A 8842 14 # (Path Coefficient) R3FAEE A 2 FED 43 L% - FIEH R
EZMBELER - QQUBELRTAT RAEGT G BOBEN -
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FwmFE ERESH
AEHRAMBEZDUER > ERAKIFToHIER > A0 AZF - F—H AKX
WHAI A > AEAR ARG ZXAFGHRRSHBINL > B AR RErH &
TG ERERAAMERTAGERE  RE— B HEBTRIBD M A5
RALGEEMATABLBEDEN G  UREHRBEAREZER AT -

£ — i SR

AF A A AR AR 212 0 GRS AT RIE S F AT~ Rl
FRE  BREURBARN S & 4-1 BEAEHEFES AN -

WX EGT BT S HGER ALHIEB E S 0 8946 81% - F# K % 4
P 21~30 3R A1k 68% 0 HKRAE 20 R(A)AT > LA1b 20% c BREURZAE % > 46
55%  HRAE BRI E > 1E 24% c 3 HF AR MRS A 20,000(8)XTF » 4
50% > X % % 30,000~40,000 7T > #45 23% c HFRBEUARZ(F)AE > 16 86% > &I
EXHHEHNRS KRR
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& 4-1 AT

A B %
P B
Lotk 172 81.1
5 40 18.9
iy
20 R(EB)ATF 42 19.8
21~30 % 144 67.9
31 R(G)MAE 26 12.2
AR ¥ 16 7.54
Sk fRin ¥ 9 4.24
A% 2 0.94
— AR ARFE ¥ 51 24.0
N 5 2 0.94
2 117 55.2
H e 15 7.08
H P+ (NTS)
20,000 7T(4) AT 107 50.5
20,000~30,000 7T 38 17.9
30,000~40,000 7T 48 22.6
40,001~50,000 7T 17 8.01
50,000 7TEA b 2 0.94
HERE
ARE(H) 184 86.8
B RPT(2) A B 28 13.2
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HAAMERME SR o4 > EHEEABREARAS EM@ R 42 FiF - BE—R
M2 RAARNMIA1EZ2 RAESA S mPHEEA 3 E 4> BEZLEE 0.8 3
1.4 2[4 > B~ if 8B4 Podcast & 4 89 % B 48 & RE# B % 2] /& % #1 Podcast 8 B %
—HM o BERBF R RR S ER D GEARA R - RENE L ELIMAIR
NMERS B 2R3 AAFFARARAENDL  RREEA S FHERE 41 2 43 2
Bl AREEZRAFA 0.7 3] 092 0 B~ R RH £IIE Podeast B89 HIET » R AIE H#
FRAERNEHE AR E - PO RRIAEE S LXRE R EHLayR R % 280N < f
EH AL GIREAIR MRS 2R3 RAFFFARENDE  RREEH
5o PHAEHAE 325 4R ABEES 066 2] 1.23 B > BT % AE AR Podcast /&
FOHRT  XRFHNRENLG A NREE ~ Bpertk ey R4 E & 0 2R R
HILRR A EBR - BERBEXMAIRMRSEA 1 RRES A 5 FHERL
32213528 MAEK 103 8 106 M - Bm X HE LR B Podoast B &R HET -
SR EHNRECEHBE CENBERFAMAT S > B AH R HLRR % £EK

* %1*
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& 42 R G OB E A A S B R4 (B AR A 212)

B2 REIE ®MEfE R RAE P A E
& — Bk
CONI 1.0 5.0 3.354 1.0451
CON2 1.0 5.0 3.297 1.0217
CON3 2.0 5.0 3.731 0.8136
RERES=E
INF1 2.0 5.0 4.146 0.8775
INF2 3.0 5.0 4.344 0.6948
INF3 2.0 5.0 4.179 0.9267
INF4 2.0 5.0 4.278 0.7986
ol A R
RLTI 2.0 5.0 3.764 0.8210
RLT2 2.0 5.0 3.467 0.7439
RLT3 1.0 5.0 3.439 0.8493
JRAERE
ATTI 2.0 5.0 4.014 0.6637
ATT2 1.0 5.0 3.226 1.2260
ATT3 1.0 5.0 3.467 0.9947
#E EE
PIT1 1.0 5.0 3.514 1.0325
PIT2 1.0 5.0 3.453 1.0588
PIT3 1.0 5.0 3.226 1.0466
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oy
N

— S RESM

KRR AT HAZ 7 @3S 0 o dT& Riw &k 4-3 i~ 0 A Cronbach’s o #4380 % A7
0.7 v #8412 FE 43 (Composite Reliability ; CR) & A7 0.6 AHI1ZE > AR S AE H 2
WMEBRBATEATERAI—EME - AL R0 R 43AREHBEELEIEAZE
4 prow > & A& Cronbach’s o 4434 %1 & 0.874 ~ 0.856 ~ 0.854 ~ 0.663 Fv 0.947 ; A&
A12 BEAA B 31 4 0.924 ~ 0.903 ~ 0.913 ~ 0.821 F= 0.966 > TF 2k K 1EAZ i 0.6 &4 FI4% -
SEGTIL R BT AR NI M SR EEE S AR EARE -
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F A3 ARG B B MR R
KR & ZREICE A Cronbach’ s a CRa AVEb
A fr

# % — 3 M£ (Congruence) 0.874 0.924  0.801
Congruencel 0.939
Congruence2 0.929
Congruence3 0.812

J& %3 & 4 & (Inform) 0.856 0.903  0.698
Inform1 0.798
Inform2 0.889
Inform3 0.827
Inform4 0.826

su ke 4 % =% B 1% (Relation) 0.854 0913  0.777
Relationl 0.796
Relation2 0.912
Relation3 0.931

J& %5 R (Attitude) 0.663 0.821 0.6

Attitudel 0.669
Attitude2 0.78
Attitude3 0.862

#% ¥ & B (Plntent) 0.947 0.966  0.905
PlIntentl 0.959
PIntent2 0.963
PIntent3 0.931

a AR b PG EBMER, kAR n=212
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=~ RESH

FEEIHAE T @ 0 AR RS PR MRS R e & R 2R S KSR AT 2R B AT R AR
o E 0 AVE R 0.5 Fom 5 4 S B s 80 (Fornell & Larcker, 1981) » 4v % 4-

REBRAZREHEHBBRE T EAREHZ AVE KA A 0.801 ~ 0.698
0.777 ~ 0.600 BA B 0.905 > % K7 0.5 > Bm B e E 5 KRk BAE AR 0 &
18R B A & R A8 B A BB RN B — @) AVE 2 -F F R & T B & %) 2 & (Fornell &
Larcker, 1981) > ko &k 4-4 ARG H 2 M AHEEL AVE FHRELAT AR Z
AVE TR % RS erb e 3 BT B M RIFHEIIBE - &RERE > &
RN Z B E o HAEX > B s R -

R A4AMRGHZAAMAEEE AVE FH R T4

Congruence Inform Relation Attitude PIntent
& — Bk 0.895 0.380 0.655 0.547 0.646
ELHEMESE 0.835 0.604 0.515 0.519
o b B A B AR 0.881 0.639 0.869
Fe B 0.775 0.656
BEE 0.951

. HALKTLE A AVEFHARA

F=t BT RIABREA oW

AL R AR T R XA ZBAT A A RBORGEHE - BEHRARE 212 FBE
i RgA£4% R A (covariance based) w9 &M H A AL FiE (KR RBM
k) B ABER Rtk % 28 A (variance based ) &9f& 3t 28 Rk > Bp L3
ERABEH  EARER B (R@Htk) > TFBPRHE « AFFR L 5000 R ALHE
A BER (RDFFHE) REFEHTRABAGAEREAE (LOBAEFHE
RifE3t) o SUSbAE AR ARG AR T 0 Bl Bp F AR A B OSUIE B ERI RIHE O

R HE3H H P 5% 43 B E KR > B M b AS A BCHE R 69 R R BGR B AT B B ok e 1 4F -
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— ~ BTGB

R RZA A B 3-1 Fiow o HATRA B & T 7 (partial least square, PLS)f&
kR R A2 KB B2 43 3B B 5000 KA HuAR A R IZ AR BT 1A 95%
EREM » RETHARBRRE » RN FHEHNBEEGHGIEIT R IS%EHRE
RI4E 31 B B & 4-5 R B 4-1 > B8 Podeaster 6 5 — R E| B B BB X BAEUR K S
MESERMEREIRERAERE > HeRE ez E - A F 7T EBREYHE 2 @
BAGREREN  SHBREABE

RASHREMZEH T BB A G TR GHEHE

Path Original Mean Std. 95% 1% #8 & [
Boot Error

% — >R 5 0.232 0.236 0.078  (0.087,0.392)*
FERNEGE-RERE 0.210 0.213 0.050 (0.120, 0.317)""
SR K B RSB EREE 0360 0.355 0.084  (0.184,0.516)™
W% —HRME-BEE 0.097 0.096 0.061 (-0.030, 0.208)
BEANELE-BEER -0.040 -0.039 0.035 (-0.107, 0.030)
LR BEHMGoBER 0.728 0.725 0.049 (0.626, 0.818)""
RERE->HE BE 0.159 0.161 0.072 (0.031,0.31)
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5 — 2k

S bl B & A

4-1 R R R AR X EEAE T A2 AR X AL ]

RARBEA G Z B GERENEHETE R FH (R square)iZit4u[E 4-1 - 34
B ¥ ERETHREREE  TRANEATZBEHE - £84-1 THREGHBLEHFERS
HE—BRBEARRENLECEINHEREIBEARES  SERATBEYE » LRy
BEGR  BRAEMBEE -WIN R FHRTZG B G BRETUMBRENRE > AP
50% LB THMBRRNER - AoHERT  REREABELEY R FH 004
0.465 AR 0779 BATH 4 — 5%~ BENELE -~ BB EEEMGARELEREAE
HNBEEBR UGB EES -

gk 4-5 PRGN 0 M BATRABGETEE O B S —REHE S EE(y=0232 >
p<0.05 > 95% CI .= 0.087, 0.392) ~ & &M & 4 ¥ & % & H (y=0.210 * p<0.05 > 95%
CI = 0.120, 0.317) ~ sk 34 & =& Bl 44 ¥ & 4 B8 & (y=0.310 > p<0.05 * 95% CI .= 0.184,
0.516) ~ SLhih &% B4 9188 B & B (y=0.728 ° p<0.05 > 95% CI .= 0.626, 0.818) ~ f& % &
FE ¥ E & B (y=0.159 ° p<0.05 > 95% CI .= 0.031, 0.31) % 2|43t Leyda 3% > #7
H1 ~H2 >~ H3 ~H6 ~H7 # X4 > MW £ —2MHHHE E & E(y=0.097 » p<0.05 * 95%
CI = -0030, 0208) ;X R & % : & 4 & # ¥ ¥ % (y=-0.040 >
p<0.05 > 95% CI .=-0.107, 0.030) k£ 43t Loy Ba % > Ba5m H4 ~ HS Rk £ 4% -

27



4R EPRIE 0 ShRR Y44 (BP Podcaster)Z il 89 S — BT A L B H LR 5 R

BEMEG@BE  LeBBEQRSEERAME LM - b RENELFFTIR
RIHEHXAREERAMEGNBE  TEBEQREEERAME TR Mokl

HEEMGTURILHEEAREREMEGATE  TEBEQRELERAMKE
ER - ™mZET o Hl ~H2 > H3 ~H6 fv H7 (9 RRE GBS RELERA I > Rk
Podcast & & # % T AE BT F — KM ~ BERLE 2 EURLENY F L MG ERY
RERE FERABELMEEE > m HA-HS ¥ MERARIHE  AARBBZARE
RUMBIFER K 46

E

* 4-6 AR T L

R R &R
Hi: 4490 % & 5o — 2k @ B %5 508 & 4 ¥ Podcast 89 & & 8 XL

Ho: Podcast R &3 82§ EQ % B4 &4 ¥ Podcast 89 & & L& X FF

Hs: sbhE L4 B % M4 ® B % 44 & & ¥ Podcast 89 & & & & XL

He | B ER— Rt PR Sl d40EE T E X FF
Hs: Podcast R &ME S EQEQHEHEEWMBE R X FF
He: stpe S B A MG e LB LN EH B E X #F
Hr HEHNEERESVELBE TR XL
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ﬁ
e
g
pes

&R H
ARy Rk 4-7 FRoT o 5 — B E(y=0.232) ~ B4EHEAE(y=0.21)

X

&

2
LS

\\\
\\‘

SR B H MA(=0360) EEREEA R A BAEAR - ¥ B & F B 14(y=0.360)
MBEBRARS

WER—M - RERLESE - SEHEEM GO N HBEE SEAEA A& E
MR WE R AR EMR S5 A 0.097 F2 0.037 > R A 0.134; FRERE
ASEMEBEAMBRERN A -0.040 Fu 0.034 > L8R A 0210, B hEH & & M4 EE
Fo ] B R 55 A 0.728 #2 0.057 » BB RHZE K » A 0.785 - ixth » REREHMBE R
B RAABSRR  %hit&R%0.15 -

2
°¥

f& 4-7 xi% \*ff %zh

Al 14 #R

HEMXR FlEIZLR 48R A 95% 12 B & R
% —BME->RE A 0.232 n.a. 0.232 (0.087, 0.392)"
% —B M- E & 0.097 0.037. 0.134(0.019, 0.231)*"
BREMLESE-RERLE 0.210 n.a. 0.210 (0.120, 0.317)""
BENELE-HE EE -0.040 0.034 -0.006 (-0.082, 0.075)
SLEHEEM G RERE 0.360 n.a. 0.360 (0.184, 0.516) **
L BEHMGBER 0.728 0.057 0.785 (0.700, 0.864) ™
REERE-HE EE 0.159 n.a. 0.159 (0.031, 0.310) **

Note: 1. n.a.: not available

2. 48 R 8 95% 15 A8 & B A PLS 5000 RALHE kB ItE o Ar & R
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BRF HuEB
AFRRAAARZERmBER > £ AZH - &0 AR REWD > Bl A
RZRERME DHHARERETE—F AN F_HATERG > FTRARRZ
BB E o SRR RZE R RIEI 0 A — 8 AR IR SRR AR R

B— RS
R RARIT b —R] Podcast B 5 E el T B BN EX R EREURFEHE

BEERE ZBFEAR > THRHEHELIE—7] Podcast EEWHBIET » B L —%MH -~ &
LEMELE L AKEHFMG N AREEERERMBEMGN AT eREHELY

BEEE UABMEZERAT X ERALMWRLEESCEL - AR UG LR
BEr R 0 B 212 AP 0 SN P O R AR AR B OR AT AR B E AR R
P ) 89 Bt SRR

SWERBET AP REGRFNERE > BRBELEEIRIABERSHER > A
RRREGEEATBRT » FHBRERETAHAXF  EFOHERAT IFE HY
FoHS c MTFAHHARARZEREITE— Tt il T
— W EEER - BREEEABE N EENBE EE R R TR B R

AR P > RT HeFv HS 918 % AR X355 0 RS R - 58 HY
BRAALEZ—BUEGEQREREHFOBERE Ao ERARLHE AR
P& &% T oy B4 E 45 A4F 5 A i 44847 (LINE Bank) > LINE Bank # i@ #23% 4 8
RSO SRBMEP P FHUR T RIEP QA FH K > 9138 8 2 Podcast &
BRE > EARAREHERODF > A - TRENY R —5KIME -

AT HABEARRILZBER » TRRAANTRE © F— BARRET HE
WER—BRMGEHEFALTSOMARY > L& —PHBH IR EE N &5
BiTA > AMTHREMY R —RMEE AR EBREIEE > £33 08 E7 8 Podcast & B
S e A NEAFRAE A B HE Podeaster 2  — 2 0 B HI a9BGRRAL £ —
MEeEMPBEREEE AT HEECTLHBE—BUA —BERYE L > mAE

e G HBEVEINHREENE L EMMEBERTESE - F = AR EE
T REB SR AL E R ot > SRV HEREE > LA — R KRRE
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R RARGRRAFHEAYELE > HEXTHRERG S TR IEMEREA T
BT EE  ARRGARREL R ABVEME EE
= ~Podcast EERE L EGERBEN T MBE BB R RILZ T AR B IR
Podcast B4 MESZ LWL HEHNMBE BB B3R > AP RIERBILBER
RILBITTRER R A » B3t — MALFEAE R F LR EAT R IK R A Podcast & B P 3F
Podcaster AT EAFe R4 RN ZY EEAERTEMRERALIEE F T ERE M
EmH AR E 5 b AR B ERYRER S TRIIFHMAFEEAMRG
PR RME > o 20 RAEANREEL TR ERZARSRBRARSHTA > Bt
WA%K Podcast REWHESER S - H TR EH R AR LA TN A 2803

o
o

AARIER > BH—RELETREBLNLEZTRA LY NE (L350 & H¥3%
AELEAARTMELSREE  HZHEEAP SR EMmELHNE L@ E
REEREOMESLH LN TH EELAEEENEHXNBEIR L 2HMEBE
ATH o

F— TEER
AARERZKRAHEER R AR LEANREEERBAEE AT CXEATEY
BHE > BEBTEARERRM DS R AT KBRS E R - REA

MRZER  ULBIXBTERBEINAY  REBEORRET AN ES B ER L

B r#mBHELAABEERE BT TROITHTA AR R LER
HEHEMG  a2HEEMAES  RIFVBYEBRUR LAt ERASE > #E R
EHBEEHINARIEZ LMY Podeast RE T > ERAREREREE  mEA R E L4
MEEE -

A= @ RFEAARZERBT > —R] Podcast BEH E —HMURE NS R
LMELE CSMERSEHEHESRAERBEARR > fodb 8l &4 M 4R >
HELEEEHMALEAOLE  EHE—BRUEMEELERLELCZHBESRLAAEEY
BHHE o WLERRASEEEFRESEH LR (B Podcast 87 B ) B > BEEA F 2 DR
ISR — G FIET 0 Bl BRGNS CEWRAEBRARAELRE T
WRAAL R —BMEHBEA > mEHORERERRAGENEHXHUREA LRI ALY

1
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R RERFRM > RBARRLERBTHELHRELEHREQRETRE TR
MEEE > BLEEn TR R — B AR RS — RS E -

suoh > AR RERLE S ELEGOAMAE TRE A S48 MM - A48 K%
EHEELERENEZTHERESNBAZH > e ARETHEATEE 4
ENE MAERKBEARAAREXRERZFEZ— ARABELPENEH
HALBE R & 09 fE L (Ducoffe, 1996) * B B X THARBARFELANALETLA—AEA
A~ RARNESE - BHEULRBEGENEERL S EHHEERARNESES AT
MEBARQE T eHZARLEIEALERGOEA LA TRERMERE T
Aty FE R AU BREENLELSERCEABRLERE TE » 77T SR R S5
FRO—EZREHE  EFAETHERLPFERELEANEALT > R EEda
MAERAERBANBEIN A F LB SO ELERH  EHEZEZFHNELRKL  EE4K
Ea O PaBE N EERREREEGRIGANRENRERE  RATHRGELBREN
FAHIREOMERB RBANERE > AR A A TREBEMBERARE RENIT
S REMBEHEENEE
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L= AABRSALRRFARER

AR RAEF A B BB T RIFy AT IRE] - B bR AT R ERB A
AARGAREETEES  E— 0 AARIRABRFE R T @y RE - BE RS
By R H RA 3 AR A §838 Podcast > 124 B @8 B ¥ B E Sb 6y X RIHEAS 35% 0 A
SPHEARRBEGERAES  ARRAARMEERNTFEF S AERAEBERE 5 &
30 RIAT 82 RIH - £k %A% 4% > &M Podcast 9IE FIEBELAA RN B HEE
Rl o sbdh o MR FES TS RARELFRAFFRE - H = BAEUK
RS B — AR A BB 38 0 94w Facebook,Instagram % 41| F B3k LA % K Bb X a4k
BHIERE 0 B Podcast fEALBHERE B B 09 R F AT R 0 B SLARFR FAT A SURRIR 3T £
BRI B ATAL BB 69 R L > SRR 72 84 Podcast B3R T AR A H 30 R R R

REH  AFRARER  Bh - AR BEWAESEN A LBRIKZE 0 dtE SR
BAE - ZBRARMBMARTAETRTREHEENE LIS > URE S 1Ly
Podcast & B #AR /TR » THEA AR REZELER - F = B # 5 IRF AT
oo BBARAMAA R T AR B R ZFEL ey 2R FEATE— SR LT RS
Podcast /£ # 69 A B 18 JEBFRIXE| S R A REH R B% 5 ik 5 REAT
ALBEEBY R 5 Rk A8 B 69 F S8 LT A4t # Podcast F H ARy X ey B EEITHAR 0 M
AEBEAEBE AR B AR R Edw % UL 0 BARGAE A R R S MR AL BE R L e
$2A) > fpl4o R R 2 Podcast &i B &9 & & B RR R AR IRA G IR L -
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