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ｔｏｌｅｒａｎｃｅｄｅｇｒｅｅｔｈａｎｗｏｍａｎ，ａｎｄｍｏｓｔｏｆｍｅｎｄｏｎｏｔｃｏｎｃｅｒｎｔｈｅ
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ｔｈｉｎｋｓｔｈａｔｇｏｏｄｃｏｍｍｕｎｉｃａｔｉｏｎａｆｆｅｃｔｓｈｅｒｓｕｂｊｅｃｔｉｖｅｃｏｇｎｉｔｉｏｎｏｎ
ｅｘｐｒｅｓｓｅｎｔｅｒｐｒｉｓｅ．Ａｔｔｈｅａｓｐｅｃｔｏｆｓｏｃｉａｌｉｄｅｎｔｉｔｙ，ｕｎｄｅｒｇｒａｄｕａｔｅ
ｓｔｕｄｅｎｔｓａｃｃｏｕｎｔｆｏｒ４２．７％，ｗｈｉｃｈｉｓｄｏｍｉｎａｎｔ；ｐｏｓｔｇｒａｄｕａｔｅｓ，
ｄｏｃｔｏｒａｌｓｔｕｄｅｎｔｓａｎｄｔｅａｃｈｉｎｇｓｔａｆｆｒｅｓｐｅｃｔｉｖｅｌｙａｃｃｏｕｎｔｆｏｒ
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ｖａｌｕｅｏｆｑｕｅｓｔｉｏｎｉｔｅｍｏｆｅａｃｈｉｎｄｅｘｉｓａｌｌｍｏｒｅｔｈａｎ０．６，ａｎｄ
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４．３　Ｃｏｒｒｅｌａｔｉｏｎａｎａｌｙｓｉｓ　Ｃｏｒｒｅｌａｔｉｏｎａｎａｌｙｓｉｓｉｓｓｔａｔｉｓｔｉｃａｌ
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２００６（６）：１１１－１１８．（ｉｎＣｈｉｎｅｓｅ）．

［１６］ＨＥＹＹ，ＬＶＹＷ．Ｔｈｅｐｒａｃｔｉｃａｌｒｅｓｅａｒｃｈｏｎｔｈｅｉｎｆｌｕｅｎｃｉｎｇｆａｃｔｏｒｓｏｆｌｏ
ｇｉｓｔｉｃｓｅｒｖｉｃｅｑｕａｌｉｔｙａｎｄｃｕｓｔｏｍｅｒｌｏｙａｌｔｙ［Ｊ］．ＣｈｉｎａＢｕｓｉｎｅｓｓａｎｄＭａｒ
ｋｅｔ，２０１２（７）：７９－８１．（ｉｎＣｈｉｎｅｓｅ）．

［１７］ＬＩＨＱ，ＺＨＡＮＧＺＧ．Ａｎｅｍｐｉｒｉｃａｌｓｔｕｄｙｏｎｔｈｅｅｆｆｅｃｔｓｏｆｃｏｒｐｏｒａｔｅｓｏ
ｃｉａｌｒｅｓｐｏｎｓｉｂｉｌｉｔｙｏｎｃｏｒｐｏｒａｔｅｒｅｐｕｔａｔｉｏｎａｎｄｃｕｓｔｏｍｅｒｌｏｙａｌｔｙ［Ｊ］．
ＮａｎｋａｉＢｕｓｉｎｅｓｓＲｅｖｉｅｗ，２０１０（１）：９０－９８．（ｉｎＣｈｉｎｅｓｅ）．

２３ ＡｓｉａｎＡｇｒｉｃｕｌｔｕｒａｌＲｅｓｅａｒｃｈ ２０１７


