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Abstract: The current study applied the value-based adoption model (VAM) to examine the structural
relationship amongst the perceived benefits, sacrifices, and values of China coffee brand apps perceived
by service users and the intention to continue use. In order to achieve the purpose of this study, previous
studies were reviewed and then a questionnaire was constructed based on the previous studies. The
questionnaire was extracted after expert review and preliminary survey, and the questionnaire was
conducted by convenience sampling method targeting Chinese people who had used the coffee brand
app. A total of 249 questionnaires were analyzed, and the reliability and validity of the research model
were verified. The results of the study showed that among the perceived benefits, ease, usefulness, and
economic feasibility had a statistical effect on the perceived value. Among the perceived sacrifices,
temporal risk was found to have a negative effect on perceived value, and perceived value had a positive
effect on intention to continue using. Based on the results of this study, the academic significance and
practical implications of the study were discussed, and the limitations of the study and future research
directions were presented.

Keywords: Perceived Benefit, Perceived Sacrifice, Perceived Value, Intention to Use, Value-based
Adoption Model

8ok & AgelM= ZHAINEe
H

o} T d(Value based adoption model: VAM)S 483 AH|2
ol gATL Azt T A BaA=

&
A= o) A7 SE, 84, sk A% 0§ on]

Received: February 18, 2023; 1% Review Result: April 03, 2023; 2" Review Result: May 01, 2023
Accepted: May 31, 2023

ISSN: 2508-9080 APJCRI 103
Copyright © 2023 KCTRS



Relationships among Perceived Benefit, Perceived Sacrifice, Perceived Value of China Coffee Brand Application and
Continuous Use Intentions: Focusing on Value-based Adoption Model (VAM)

TE WA welnA agt B odTel B4 94e 98 AgdTs AEsy
ARATE wFor AFEAZ FAIT AR AE 9 duzalE Ax AEAIL
F2E03, 2 A HA= P2 A4F FFol i FRAS o AdREFE
o] MRS ANEGD F 49% AEAES BAsu o7 2y AT g4e
Azt ATATE AW dE o] gold, w84, AANES AZE A
EAMOR fold JFe vAE AoR yehdrh Azkd 34 F Az 98 A7k
A FAA GFE wAE Aom FAHL, AzkE A7F ALH Ag o=
TAH AFL vk B AT ARE wdom Ao saH olojsh A AAES
woletar o] Al FF AT WS AT

Alol: Azta Fe), Azke 34, AZE THA|, Aol gel, shA] 7wk g wE

o

%1 JEHYL 7o) wedel] o] AHHES ofZ Al (S Sl A
B, g, w58 2 o AL, ol e fEE FhE ol
AHEA AT dE ERFoER AFv Aol Hel o
=g MNE nZelAl BRl=st Al ARE Aedsts MEE FETTHo
SATH2]. olell whel i Aol i 7IfdEe] #Alo]l EoAlaL Slem AA
iy ‘%‘ =Gl A5 WA
AT A7 2 AFerA =24 Ad 5ol FEHL ANH o7
et fFPo=A AT AbgEe WS wa Qv v S E-(USDA)7H
"FEY ALY T Edsre mEd Fare] 20200 Ay sH|EFo]l oF
50008 0.5 UhARE AR 1919 Ad= 127yl bEvh gy wsE
jow 795 A= F7kek vlaehd wg- AL olt). At FHe Aol 79
7b EokA A9 el e £ v ¥ S7HEE FA
15~20%% AIAl ] 2%E B4 % Aor T A ARG
s 20250l = R} O1E = AdET3]. o3t
T A9 A TH AAEe] axn &
E}o?z T3 7Y BAEe] Aol HA o AL A&
A% HA=E AAL BAEE dgEste 98 o] 1A
Y AEE d8shs Bag Bolal th
aAe] SR FEAES T adHew uAe] AAE AP 5
ol deshe g wAAel gk AREARS] 1A e}
THE G AR Auls JRE Ak
SAolts]. & s Sl nAelAl A
o, Z2A, wiE T v AuzE AFste] duHom ARE WAl
ook @ekel wige] W

jus)
-

@

ofN Rl &Y
o M j3
Ul &

==

. {-er

[ AN [ X oolg

I

2 o

A

_uil',rﬂ PHJNorQL‘nSL’J-{JIﬂnE fm o

F\F

2 AN U ol oft (B Lol g on@ R fd

R

= N
o
H

0= M ojo 2

(M dY H rlo e

o[l
ol
)
‘0,

S o
o
f r
i)
-

2 it o ”

-

of Hif oY [T > X0

2817F ZA sy AT AFAFES oAH® A7) W ko] HAT AGERAH
AURORA (BRJCA#IE) o W=z, m=2uy19 AMEl o]% AHjxELS AYE FEI
HAEH(65.6%), HIL(19.9)5 viUW WAs o Asst Aoz Ayt YeERSTHT).

104 Copyright © 2023 KCTRS



Relationships among Perceived Benefit, Perceived Sacrifice, Perceived Value of China Coffee Brand Application and
Continuous Use Intentions: Focusing on Value-based Adoption Model (VAM)

w3 T Ul gEAd T A HAEQ] Fol ()AL WEH 60% ©]/d]
a7l ZERle g FEsheE WAS Hdigdom, o F doA FEske Aol
Bokom AM|REe 30%e ZHElClA AT E wHAAL, 70% e HollAl kAl wigel 7hA
vtz S ZHA7IAY dlg s AERk Zo s YERTHS]. SFARE = ARl A
e s s 3 AR B AAZ HJ7E dAHoA Y ofuws =7e AMEAR
A ga, BAE= i) Hdeat &R FAF Aol U= AR UATH9]. olH
Aol webs AREAZE - ARYV AH|A og vESeA] X A gJA 9
AR = e AAE 2T F Utk = Vo] AR 2 =a FAE v 2=
fol AAZ A oz AMEHA RS AF Axm aRAQ] A" AR LEEHHA
X Rk oy} T AY Bls AAo] Xdg oA A HES WA ok
dsfol AT 4 vk webx AMATE T AT BHfl= qio] oW & IS
zka1 o] gst=Add Ug A7 ZQsith obd Fa AY HA= o g AT
v Fetm, dA dgdleoly Eutd AN ARV|w=el A&HA &8 HdHd
gFte] A5 715859 (Technology Acceptance Model:TAM )= 7|¥to 2 g5 a1
A= AAoldioy11]. v ARSARY SRR =4 HpE R
% B 541 7] % (Information and communication technology: ICT) & o|%=5 AW sl=d| A7}
Aqo

o2 B AFgAE olE RS F = 7] 7] 88 E P (Value based adoption model:
VAM)S &-8&38to] Au|2 o] &xte] X7t Zhx|o digh W42 27 gt ofye)
AFolv AMul2~g 7] fgk 27 52 sAs)oF st AIRE & AHE SA7HA
xEste] An BHA= o] dig AFE Hdstaxt su12]. A" s HFUHE
e A5 F v FoI WHFEA AFolt AH[~
AEE AU AHH R Pes FIri13].
upebA] 2o ATE HAE g1g o] &d ARt AZtE Fey A7hd
s|Ale]l SwWoll A XZtE TRAS} AEHA AR ke m]A]
ATAAE 3 9§ AFEAl Y APE HAASIE ¢ o Tde 1A #-
Aol ARnE g5ste] HiE H
AHEE RT3

21 Ay BYE=E 2uld

jus)
-/

&
flo

Zutd  ofEEAlo]d(Application)®]  °Fol®  EuFYd A Ao B
AE om AnEZI EHESPC o AE&EHT AA] ofuxr}t e
dlolH o} RS AfFsA &8t 2ZEOE ov

7171914 i vhewtol AIZFR F kel grofwbA]l gfal ek
A < gt Eard e dA

o}
S =l
wAol wulY wiAlgor BA= ojux FEI}
o]
Ve
7N

(
iy

o [ o [ T 4
S

Z o2

o ot

k4
I
il

' Lo

o 2 ¢
N
==
N

¢

=P = T
ol 0 (¥ fo i

oo X oo

FO, M, MEGA, A2 53
o AbgAshel Z74H9 FEAE

- 2

= A(
Tt ZERRA duge Wi 495 A9 ATddn Agdc. Ay £9

Copyright © 2023 KCTRS 105



Relationships among Perceived Benefit, Perceived Sacrifice, Perceived Value of China Coffee Brand Application and
Continuous Use Intentions: Focusing on Value-based Adoption Model (VAM)

f
&, ol

AT

SEY

>

Mo oo PN X oo
NN o

X
e,
rl

= oX o
=2
R

2

_

iy Oko o
>
=
X

o &

ol oy

S ot
i
llly
i
o
D)
e,
Ay o

e
ox I
lo o oo
ox 2
o

o

o
rlo
=)
N
o,
folr
_V‘_l‘
Mo

2

2

o g
o
2
B~

o I
i)
o,
~N
R
2

Y
ol
™
o
;O
I8

e

d
=
)
o
U o

i
o,
1z
>

on, 1
o,
>,
=
Nj
off

— o\

)

o\ o,
A

'719]

5 7

glov, 71E ALgAsL PAE E
2=

«

3|

4 30
o _ﬁ U

rid
¥ =

o OH _h’ FH

o =
[
:

1

o
o
£
ﬁf o
=
({3
<
2
2,
>

d

4
9,_1
(o]

do o i
S offt (2 ki
ofy
U
=
m H

t
rlr
mu <

2
X lo,

o,
I
[
o

M b
X
i
o

i)

s o= dm mi %
M= e wes A
£ AHEAE AES Ra &
e FIND & Yk ol

al
<l
d” N
oA AlZbol yEht 1 AJRE
9

2

o_]]:

£
(€]
(¢]
=
=%

XN
JE AN off (m b o
do e
ok

i

rlo

T

£

i

ol

f

il

B~

e

5

1N
b

1o

=
e W o
o
o 2 ja
£
gy 2L
> 1
i)
fr
2§
= 3
il
o Mo ﬁ
> 3L
oo

2
x
l
2
2

o oy (1
o

=
1|
lo lo

=
o
=2

N
N
2T
=

N
20
o
ox
i
flo

N
N,
i)
Jjoh o2l
rlo

A3AE v FPEIte
th i Fal 30+

ok 359QkEt =

e M N
o
f
%
=
i
X
=)
?
Ll
2
o
_O‘L
rlr
—r
N
41 _?-i
23
o
1>
o
bl
1%
i)
2
2 yo

=
v
R
E ¢}
>
Iz
£
[
Lo,
gl
Jm
o,

(@)
(e}
(e}
=2
o,
N
>
1
T

=
o)
o,
K
w
(9]
o
12
=
(e}
(e}
r‘\.\g
=
i
=
e
L
i
k)

=z
i
O
rg
o J
e
% -

2
£
=

N
M
o
=
2
y
L > to
ofl
_\?_14
dlo
>,
o
rx
i)
10(_5
¥

bl
W EFAEL B od 43 v 2
s FolAL WS FTE AES E£F

£

Iz
)
[
rJ
( FE
>
=
[
fo
rl
)
[N
il
2
of
QL
~N
o
:oé
J|m
ON
tu o2
N
oL
=
i3
EIIO ["-?‘_‘4
O
(z
y

T HAE AAE wpE 4 o H
a2 FH= AMRER BAE Q2 olE FXsy] f8 5ES se oA

v A7t Bl olAM® Anixte] gt wElk AfEAl AH
S3Ss MElg 4 xn, HAE QS wiAlY Fugozm Agd uw Alexrt #
AEU M2 5o o]fFE WA B3 A fdA gS AT & doe Ao 7
2 v F shuolt) webd Ba= e 7)g] Ao tid Awel A AL o
3 3]oF &t} Peng et al.(2014)S] R A=
A7t &M 77 BE i)
A®9 FFS vAE AR Yy A3E 722 BdE gS ST

742 7] 8k 8 I (VAM)S Davis et al.(1989)9] 7] =482 €l TAM)°] 7]%[18]2] *
AREAES] Bl W R FARFAV]IEICT) 8 =E Adstet zte HAE Bt
A&l Kim et al.(2007)0] arotatdom[12], M2 7l& 2 AMHlx =& Fso] g
7kz1e] s Aty gty VEFEEI(TAM)S AR V)E 49 /84

106 Copyright © 2023 KCTRS



Relationships among Perceived Benefit, Perceived Sacrifice, Perceived Value of China Coffee Brand Application and
Continuous Use Intentions: Focusing on Value-based Adoption Model (VAM)

BN T8 F3 A SUAN 24 G ARAA A1 A E
olgtel AzE HAY (1) 3 [ ) I 27}x1 "ol 41 x] 2 A7)
NEsgelme e T om BAse] JuFAE ASAE % A}-g A7}
ohdl &Ml Z Q4sta kulA A9l b ARThsbe] 2HS Fa ez,

Aos, WNE %

1 Tl

TR 78R o] 821 FE o «Vﬁvu 5’—343}%

A 2 a4
of &4 REHFolgp I C»’;1‘4[19]. ?L"é X} 9]
24 (Usefulness)’
=A% (Enjoyment) = O.F, b Ean] 3] Al (Perceived Sacrifice)> ‘7=
£ (Technicality)’ ¥ ‘X Z}¥ H]&" (Perceived Fee)o.Z A|Alsle] o] F+ 7}A] =W
LT«L34@ Azt 7HA7F 8 kd wAE JdIAAE 45 YH12]. Kim et
al.(2007)< 3 gl ok A RIAAH Aol i, EAwS A - A

¢

= fgae 9 2
Ego] gvta stgrh AEAS JEd Aol tE A4S dehye], Aol A2y
A4 JINoR A& 8 BB AEsl Bopo. A% AT sl
A7k obet AES AHSEEA WAHOR =t EAL BRIt AF F&

MBS AR O RN 7= EARe] ZlEd did 7HXE ° SdEA7|aL AR

MAL AZtE F8A% oS vEoR AEE 7|es F&skA ErH20]. gAYl

&3l J]ed ENO ZAA o o} a} xﬂ%owr AU 25 o] &3h=d HQa3dk A7
o i3]

7Rl A4 Q1o g A4

>
o
r

lo,
kr
JE
o
O>’
&
&
E
-
_1\1
2
k)
O

STH21-23]. 2 AT AY BHA= Y o]&AE ddoR AF HA= g A7}
A el kel auRpe] A Zhe s EF s|Ao] x| ZhE ThAe| WA= 94, 1
AZrEl 7 A7 Aol wHAE JFS FHsty] fE HAVNFEEYE S
Hgo e A+ Byge FEe)

23 A4 3

A7+l & B (Perceived Benefit) &M A 7F 54 AlFoly AH|~F o] &8 of 533
gdshs 1A stal o] HIlshE FoR AMArt 54 didS ol &3te] A7H B
olole] & ojH], AN[ATF AFES Fuletal AMESHA] A= o] dolet & 4 QlrH12].

Aaker(1992)2>  AFS HAES &M AAl Algete sgoeR A s
3H2] 4 (Rational)?} A 2] % (Psychological) &2 #F/F3tth. 8|4 FEe AFe A3,
B4 £47 #dste] Al oxAAd S A= eR dEA k. AEA
e FHA - AN FA4T Bl dor HE FAF A IFS vA
Ao Z d#A Jui24]. & MRS ©es] AFTS FEte 2ol ofdg s Al
&40 Fog e s Fuste s sl &4 = .

oj9} ol X7tgl FEe] A AUS ARV g8 HdPAFe] A=E AT HEW,
o] R (2018)9] SFF Eupd <) A AFelA A7tE FEe {84, $ol4, 7HEA,
AFE hEFgo= T3 TH25] AﬁQSQTwaV>%%ﬂ A mapd giol] 3k
Ao Zzbe S e M4l 784, 8old, EARLE 783 TH26]. Quan Dongmei
et al.(2019) =rkd ZAA #3E ATl A A4E FEE 784, &ol4, EAFLE

Copyright © 2023 KCTRS 107



Relationships among Perceived Benefit, Perceived Sacrifice, Perceived Value of China Coffee Brand Application and
Continuous Use Intentions: Focusing on Value-based Adoption Model (VAM)

d
X (m o
i)
)
2
=
i)
. rot
r2
-
=
X,
i
ol

/\}%‘_Xé v(ﬂ ‘2}"“% °
Lé}n}' = ATdAE dYdTE Ed=
e FTAQerE Alexlo] A 7H

i AaE Adskaar g

o I8
i,

ol
o

ol

24 A74g 548

A2yl 8] A (Perceived Sacrifice)> A|lFolY AMH|AE ALESH7] fJE E7ISEAY
AESE AL ously FAA 249 HFAH Q48 PRI QU] 243
sl &ML AlFolv MH[AE o] &sty] flste] HAAR A BT TS HohH,
Hla 2 gAolet &nA7 AlFolu AMr|=E o] &3lr] flate] Fxg A7F 2 =¥
o A4 ]%T% a2l =3, IS =¥ 2 939 F A Ade=

TLREAT wHol@ A Fo|y An|AE ALEEH7] 93] A EIFAL 2u|For Ft= =,
ANd A, AIF 1:5: e

MUl 225 dehs dEs wA] ke A9-5 2ErH30)

Wang and Wang> 20101 9] A4 AS AzZdE HE, 7[=4 =9, A7
Adoz FE3FTH22]. Kleijnen, Ruyter, and Wetzels> 20073 2] Aol A s AS =]zt
AAH AAE =Hog FEsAT31]. A7Ae] HAd wet S8 FAdA Aol
oHhH Aol7} GG 4 glert ik ow sAelw A AFot Anag o8
W AR BE WG onlan], AAR AR el BAH sy ohe
AREE7] 9F Azt S el BE HFAE 24aR FAUT32] wEs

o _

o setstuzt gt
g

bapol, gl Abgatel FRAH gHoR <ds A & AFel
o}

Al Wk anjake] S8dde] F=& Aol sobAH, dA sl A 4
A HE A7 Wew VEd k= JIEE Hekd s A

oW [26][32][33], &HIAE AES FiE w AZe d 91gS vk AR Wes
E3}3lt}, Shao Bo et al.(2021)9] TaET719] 2uld o ZAxA| ok wE Jgka 9l
A AellA e Ade A, AP £, AEA, Asldes FEegith3E4] .
T8t 9 491(2022)2 w2l RS ol dEE Aol AztE fF2 wiE 9,
Ay

gholmAl e, HEde® st 35]. =1A2019)2] ATelA AzE fdS

108 Copyright © 2023 KCTRS



Relationships among Perceived Benefit, Perceived Sacrifice, Perceived Value of China Coffee Brand Application and
Continuous Use Intentions: Focusing on Value-based Adoption Model (VAM)

A, AR, AREIA, AR, AEAE FESEATH3e dA] 2dkel &R
Fujarel anjA 7 A H=e] gle vidiRelss SA4E 7P ol AAEAR
SN anake] Az fd2 dEAH] A el 54 =l #v] Ad o]&
g A 17J Aol =52 Hart vk TxolA v T 7y Bds
P i A Asstzl wZol Zlsel dF=z = F vk olYd v
Asels daTds 271 Al AEs wiEshe AAHCdN FH A
S7Fd g Ak wlE e AA WS ARE AA, AF vkE, Al 2, FE AlEE
AA wE A 7 Ape] & &RATE e AR AA] wjE AlSE ZF ARolel i
Az fldolgkar d35]. AR &4 A3 7E AF AR A 2 SR 289 E
AIRE 24, Tl e Al B AH[se] S E AR flaEl AR e S AekETE
205 E AR 4 A3S guFth37. £ dATelA AT E EdiE 79 Bis
¥ ool &Ake] AzhH S AIRE A AY, wiE AdeR FEstal AE st
gt

A7k 7}

7kl 7| (Perceived Value)©= AlFolvt AH| 25 o] &3 wf A &Esla g 55t A4S
vk M) Rbe] ARkARl AlFE HI7HE omgti19]. 7HA ) F4 1He] HlwE EE
FE ZEol digk AWl Frlolw, B H]-§-o] | #A|(Trade-Of) e 5ol A
BEE AEToEN A FE9y AESoF sk HE 1o AolE B ¢ ArH38]. =
A ztsh= s go] v &R AW 55 WESrl Folyld wet AlE S AMH|AE T
ol &8st "t adER XztE 7HA = QL B9 dSHaeEA T oA <
© 4 Rk ofye} o & RS} An[RE ek YIS PIAY, AE ST

o

o= Atelo] wiZRATE HAY #Es fFEshs AW 81l
& 2] QLOJ olgbar & 4 SIEH12]. A Tl A Aol Ao
BoME oledt Azbd 7hA Ao= sdsAl A8 TH35]. whEbA
%f:f} A vl R e TMMH w2 7S AAshs R §E
°ojaL RhEA O o A ATE
2 G (2018) E% 011‘1?%1 ek Al AREAE ABlAE
= dEga ALse wee wus S 2 JHAE AAs AR
M= R A FFE HAE As FASIT39)
TolA ol gAY AE A=

off 2 N oo & oM T oL oo 0 > O N oo oo Bl XN

O
HU
o A
é
1o
lo
ook
o,

= Hl.r
o
oy
o
f
3
o3
ok
-
32

o MY XN O oox b o o S
lo ox (it o [ otlo 10 o2 1o &%

ki
=2,
o
oL
z
o,
2,
o
tlo
=)
N
rir
POy
tlo ©
W
=
ol
e
o
"W
e

26 AEH AHE =

A 44 AFE 9% (Continuous Use Intention)® 574 A|Fo|uf AMH| 25 o] &g 17 o]

g
el le s AEoly MRlAE Al o] gstar Aol sk ks 3 HEHE P48

P ovigtiao). = mA] Aulz olg APl uhek ve AP Muse] g

RE AR FaW GTRA /9t AR A%H wA 4AF 9% 9
Adeleta @ F ok F wEss At 4349 GEE @3 AF Fe
Aulze] g ATe) GRS BASE, wEHeA g suAE P4He Hrw
AgE FARA fek olsh ol x7] olguANA Azse AFHA X FEol

Copyright © 2023 KCTRS 109



Relationships among Perceived Benefit, Perceived Sacrifice, Perceived Value of China Coffee Brand Application and
Continuous Use Intentions: Focusing on Value-based Adoption Model (VAM)

weh Aol we A&ALg ol wrt AR FASATMAL A5H S oE Ade
A3 AgAe] AEAQ BAS FAsE WA Adelth o] HE AT Az
Aol obd A&A9l ALge] @ Atk F AR WEEE Q) ALg ¥ Sl
Az A4Ao] ole) AR, W AEAQ ALg |wr} FrhHn

3 AT 29
A= VAM EES o] gste] A¥ HA= o] Azd FE HAA K84,
golg3t AAM, AzE sS4 H4e E 99, A £4 9%e] AzE AR e
A% ALg omel WAL e FEar] detel [Fig 13 Lol AT mES
FA s
(29 1] 7 2
[Fig. 1] Research Model
7Hd AA

321 AAE G FEA, SolA, BAT A4 7] 24
A3 - 0199 ATE FelM BAE ie] AAA sEe A4E THA

A FEFE A= Aoz HISHATH28]. o7 R1(2018)e] FHE Hupd <Hof
Aol M Azkd F84, oI, Xﬂ% T, lﬁll LEWO 7}7—%Q A7 El
X 3o

)
9

[e]
= A3} 1%5} FTH33]. HFglo}, o]dn], I 42(2022)2] Aol A i%‘oﬂ%
A e é*éfﬂ AAARL AzZd 7 x| eke] FEAACNA A ATFS wAE A

[0 12 o
i 1o glo b fo @O O

v
_rg
g
=
D3
N
=
=
()
(@)
e}
=)
(1)
o
e}
=)
ju§
®)
2
-
r
ol
A
r o)
o
r
2
r <
e
)
re
-
=
o
X
)
it}
do
ofo
oX

-

110 Copyright © 2023 KCTRS



Relationships among Perceived Benefit, Perceived Sacrifice, Perceived Value of China Coffee Brand Application and
Continuous Use Intentions: Focusing on Value-based Adoption Model (VAM)

golA, EA%, AARNE XzE 7Fx 9o AgAA N H+)e AEFS mRE= AoR
UEbsth43]. mEbA 2 AFoA e AYdTE utgoR X7td Y] FAH/AE
2utd ) o] &gl Ao AREAF] A ZtE F8A4, AZE &olAd, AH AR
AHEEESl o, X7t ThAlo] A dFES v F Aol 7HaS AAE I

HI: ASBEA=Y A28 F-842 Azt 7hAe Ao 93-S nE ot

H2: A BA=Y A 7d gol g2 A zhd 7hA]o Ao s n A Aot

H3: A BERA=SY A7 AAGS Azt 7hA]e Aol d3dFe mE Zlolt

322 A28 HAXIZE £4 93, 15 AT AZD AAXske] BA
vl ol8d AU BASHWA WdW L Adst sn AW

oxgeld] M3 FEAW detzt ekl A WA BIAgom LwAEo|
AFAES A7l "tk Shao Bo et al.(2021)9] FxsETRe] Eupd ) AA| o7
T FFAR) pA AT Az AP A, A e, el Asgesn
TR At AR AZE B RFFE VIAE Ao ek 35t 9

Fd T, N AP §2E

40002)] wigre] W Qo] B ApolE A7 :
arle] Az AR} stolA wEEe] RAH Qe wAE o Uehehss)
140190 vl FET QA Akl A A5, AR, A8, el
AR FRSM 189 A7 sk WEd Abgl o RgAq ade
BeQod, A % ﬂﬁ-%%ﬂ L84S A A olA LuA 48
oEst wold 4 Qrhe Aew Al uehdvipel. webd B ATddE Az
A7k ﬂ@,w%-%@agg. ale] Az Kol vRE gl whalkol
ges gL A7 AAg AA

H5: 719 B A=< 2|24 o)

323 Azt 7k 9} X&) ALE o xe] A
94 e AP ASHA A dEE An % AT A3 WEE ATHo
9ktH44][45]. H-E2F Eukd g Aol A x| ZbEl 7Fx 7} AREAF WSl A EE ALE

dxe Ao dFS nAE= Anrt Jeldoel]. 59 Bds o] tidk ool A

AZbE AR AR WHEETE A%H AR oke] §oF P WAL Aow

UERTH29]. @ A mupd qiel tid Aol Az ZEATE ASA AR

ool frold HHFFE WAL A%E UERET26] Han Chenchen & Zhang

Hongmei(2022) ¥ 4e] A& ARE o&ol &3 Aol Azd 7FA7F 7]6 4

X, A AR, AAA 7FH, AR FREE Anst AR (A ALe

b

ool 93 AWAFS vAE Anrt vedrhdel. wekd M Avd wgowm
& 174

Ho: #¥] B= sioll theh xzd 7hA= AEH AR ool Ao dFs v

Copyright © 2023 KCTRS 111



Relationships among Perceived Benefit, Perceived Sacrifice, Perceived Value of China Coffee Brand Application and
Continuous Use Intentions: Focusing on Value-based Adoption Model (VAM)

A7k AN E SURSE hel A4 Y £49 Gol4 3R, H84 48T, 4
ey
[e)

FAslon, AzE 4 £ )

[E 1] 4 Nde] 224 el 8 54 By

[Table 1] Constructs and Measurement Items

<l A9 TR DT
AL F83= o 9olx . N
;L_O_ 1—;; 50117\]»\0}31 g AR H 53] A4
EACH IR P& o] 4377k Lolalrh
5 ©° 1= o= = 2] 5
}‘37—}‘{5}"‘;‘ ;{éE 01114% ‘ﬂ]‘rT ﬂ'?ﬂo] ﬂ'ésﬂ}q 'E!}“ o]%t‘i—'} _}[: glq—
UL olEFo =M AE Avwe F Aot
olgAt U FEE | P ARAS Bad A e desiEot
84 | Aol A3E FAR WS o 43HW LhllA B o]ejo] & ot} ol
Relehn AZsh 4% | & B3 A 5 Aol B frgw guw | I
de & g [42]
NS =g el AHE T 0101}\1 Z=r}
NOo E = Q_ Oq_‘:_)_ H= [<} H b By = = AR o
R Pe ere 244 olol2 Aza
TR ST e, Z 319 ¥OEL AYF Zo] =y} dolguls
AR | vhaed s gy | o S8 B SHE el T EEE
b 1S 5 glolA] Eth
= 2210 AF7HEL @ xefkel ujatd H]E)
el golgta AzEc
WE A AAE FE Gre] wjs) EAo]
o) d7hul 74 gk
Ae Ba FRF AEL gk o] Zdjel Ewl a2}
WEel | wks u AE A Fujek o] T AEo R oujEEsty)
@ | EE A%l 8T ARS A9t
F23514 28 FeA | e dEe] thE Faw wiegsty A4dc
Tuf gk AEo] wikAgdl &ado|ut BAE b [34]
A [35]
B 2}5 q o 1} 20 =
2 S0 228t A - e
S i s e | R A sast 7o) sk A4e)
A | S e | R ES] W10e) 9 A A4
AR | o o e o AA o] ulet 22 Alzre] 2@ Aty
/‘]'o'_‘Hoﬁ /‘]'o W= 7424515}
A3k H 208E o
Y o]g Al AE Hlae] B Algke] duHru)
A 72
T A4t
AAA 1 A% rtar gl4e] At
ez} s ge] s 2 ulg ) o 2 NS P58
Papass] =3 Ay Bd= o W7F FYshs AR F2 7HAE 7Y E0 [23]
74 o] g7kl dhat o] AL el A & 74X 2 A4 2o [42]
AukE el 77} Wk sk meel] vl £ 7S s
ot
ANE FET 1 o] 9 AHEdtE Aol
L NO EF = o1
A | A olg g oop | o o BE S RIS ] e el [19]
AFg-9] o)l g3taa} 3= ok ko2 o] W& A AEE Aotk [32]
i ° = e o RE o] 9 A% AL Aol
- = A9E 20 o] 4g AbgekE 2S mEd
Aol

112 Copyright © 2023 KCTRS



Relationships among Perceived Benefit, Perceived Sacrifice, Perceived Value of China Coffee Brand Application and
Continuous Use Intentions: Focusing on Value-based Adoption Model (VAM)

34 ABFH L EPY

4. A7 ASE A8l AY BdH=E ) ARE A
AEZANE AAETE AR 2022 119 19 5E 1
TToAA AL ZF 29 Ao (survey)FA R (RAIBE)YS  F3
= 1 28l A 3‘—/‘} A4, Jﬂ7} S 7S XgTHIL e

o]

o
o,
rr
oX,
(o]
k|
)
o
)
oz
(o]
(e

ey <
PR
ut i

O %

)
-,
|

N,
Ol
o
o
AL

&+ 5

(0]
N
N
I
ol
k]
é
2
filo ﬁ
)Y
=
B

\
=L
)
H
ol
ol
rir
PN

ol T
o
il r_
Sh
v}
(L
M
BN
>
S
M
o
o
Uy
A
Hony
Ao
oo [ X

°
rr
)
2
=
[

o
>
[}

i

N o

Sl
o %2

Mr &2 on
Mrox ol g
2 rlo

; o ol

>

2

rif

rot

olo

ol

)

it

2

to

ol

s

of

N

o

4z

i

n ofn

of\
o
Ao
off
ol
o
Lo
M
1
=
r
it}
1y
o, >
o
o
1
>,
off
o,
32
v
t
;

m A oY & o
2 1
=2 0o
i o
oﬁo_\‘L
2L
-+ i

-
n
o K3
-

=
2
b

o
o
1
_EL
f
N
do
ol
B
r
ol
offt
L
H
X
Ry
)
)—U
wn
7))
)
Samm!
o
2 o
°

A", e, A4, E9d FA50E FAE Stk gHE A4S
~30d] A1 AE o g k. ES ol&F5e UiRE
5} SHAF A HA8T(39.4%), o1 1517(60.6%) 2%
%% 8 20t T RE 1578(6.0%), 20-30th F o] 18578 (74.3%), 31-40T] =
O & 14.9%, 41-50T ]2 112 44%E AT AHFFES st (A e
22 15178(60.6%) 22 7 wokon, wEdAsh B £ 399(15.7%), BHAKARH
=2 259(10%), L= 16 (6.4%), o= 12H(4.8%), 2ZE 6H(24%) o2 et
A2 A 1438 (574%) .2 AY F HES A8t o, 3 A 50%(20.1%),
Y 2779(10.8%), Z2 WA 8H(3.2%), MA AMA 678 (2.4%), TH 68(2.4%), 7]E}
9 (3.6%)w o2 UERT 94252 30009¢H ©]sF 11778(47%), 3000-6000%1<F W TF
6274 (24.9%), 6000-8000%] 2+ 39 (15.7%), 8000-1000091 S+ w] =+ 1175 (4.4%), 100009] o+ o] 4+
2073 (8%) o 2 EFRLTH

42 TMEY B3 R AP HF

R R P =
ARk A%H ARE o wo
Ege gdds 294 3%

0]
AR

E=E3H7] 98 sEAF Z=ARY
1

7t 54 A dis Alze #AS Fdste] uF A3 54 A Cronbach'sa
2 % UEbtE 29 B4 =Ed 7 ajleE2 WlH

Copyright © 2023 KCTRS 113



Relationships among Perceived Benefit, Perceived Sacrifice, Perceived Value of China Coffee Brand Application and
Continuous Use Intentions: Focusing on Value-based Adoption Model (VAM)

[ 2] 574 Ade ey @ AgE BAas)

[Table 2] Results of Validity and Reliability Analysis
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[Table 4] Result of Hypothesis Test
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