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ISIT THE TEACHER’S CALL? EXPLORING
THE INTERFERENCE EFFECT OF THE
TEACHER AND PARENT ON THE
STUDENTS IN CHOOSING TECHNICAL AND
VOCATIONAL SCHOOL

Ching-Lan Tsai

Department of Visual Communication Design
Nanya Institute of Technology

Abstract

The study conducts empirical research on the senior high and vocational school
students when choosing school based on the structural relationship of brand image,
perceived value and loyalty, which takes teacher and parents as the moderating
variables. The study conducts questionnaire survey and takes AMOS v16 as the analysis
tool. The respondents are randomly sampled among the freshmen from four clusters of
Business Management, Engineering, Design and Livelihood. There are 214 samples
including 113 boys and 101 girls in total. The empirical results of Structural Equation
Modeling and Hierarchical Regression verify that the brand image shows influence on
the loyalty through the mediation effect of perceived value, and the mediation effect
belongs to complete mediating. Moreover, the variables of teacher and parents show
interference effect. It indicates the brand image affects the loyalty indirectly through the
perceived value in addition to the direct influence on the perceived value. For the
recruitment role, the variables of teacher and parents show influence on the students’
intention in choosing school. During the recruitment, the effect of perceived value is
emphasized, or the teacher and parents are persuaded. This shows greater effect on the

school loyalty, and further enhances the students’ intention to choose that school.

Keyword : Brand Image, Perceived Value, Loyalty
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(2)4- € % (social dimension) : # F 14§ 4 aAt § ) % b uiveh i 4 o

(3)& B # it 1(quality/performance) : % 5 % H#HH g2 S FEH { sk o

(4) 1 # 1% & (price/value formoney) : % § 2 $HF R AL » FF & & d i F I
Hg ¥ 7 G —km;,gfp °
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Mardia(1985)4, l%ﬁ«bb?dé)ifﬁﬁ&/? A2 2 @ PR TS & F 4 fe o Hair,
Anderson, Taham and Black(1998) % § = 4£.(2002)4p 1 & ™ 71| i i* 958 p E R mt
(D7 g oL 380
(Q)FF 3 1t i e 4 (AT B & S 33T 1 (% 3T 0.95)
(3) = ~ iR R
d L17 o S % » “APEEIR P IS REAV v ELIE O B3t
B DA g Rk 2 BT g AR e i 1 5 0.9842480.95 0 g T
WMIuar ) P o
PETAL g R R F (5 0.95>=0.95 g JEEN 3
(EATER )
B URER IV FIRERERE @ o PR E o 2095 2 p

g R 59205 i AR Ap iR BRI RERE(YH)T
v K2 34,138 5 152

o pfio - ~ - BHREFE A 170 %ﬂ@ P 20.07~0.12FF > i 3
o FARRE(EV)E 20.04~0.63F > g o onf L R R feo R iR
ko 5089 %ﬁ«éi?dé}ifﬁgci’aﬁ%?iziﬁ“ P BE R RIS AF
4ok 2o

X
w0

RS L

4

2 plE Al BEE AT A

*}#\i BlE M SD SK | KU | SFL | SE |SMC| EV o CR | AVE
g 0.83 | 083 | 0.62
bril 431 115 -021] 141] 086 073 035

) brl2 408 1.03] -047] 152] 03] 007] 053] 0.0

ot bri3 459 1.10] -015] 122] 048] 007] 060 048

2% % LT 0.85 | 086 | 0.67
br3l 425 1.13] 000/ 080 0.2 068 042
br32 458 1.17] -019] 129] 077] 008] 059 0.56
br33 435 1.04]  004] 196] 086] 007] 074 028

) SR 0.80 | 0.80 | 0.58

i pell 455 1.06]  020] 126] 0.1 051 0.55

% pel2 418 1.08] -0.17] 124] 068 0.11] 046 063
pel3 459 1.02] 009 128 o088] o010 077 o024
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R 0.81 0.81 0.68
pe2l 480] 1.06] 003 1.17] 081 0.65] 0.40
pe22 460  1.04] 001 1.77]  0.84 0.70] 032

W 084 | 085 | 0.65
pe3l 379]  1.14] -073]  1.04] 0.70 0.49]  0.66
pe32 395  1.09] -0.81 157] 089 o.11] 0.78] 026
pe33 426  1.11] -050] 1.89] 083] 0.12] 069 038

0.88 | 0.89 | 0.67
R Iyl 418]  1.02] -052] 1.74] 087 0.76]  0.04
ok 1y2 414] 108 -069] 155 086 0070 074 0.05
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EV: 24 % B #co: Cronbach's o, CR: 22 & 5 B AVE: T}a% B 35§ SK: i fi KU: % i, SFL: £ %t 2 ¥4 § 72 ,SE
Fl& b F B iR g SMC: 5 ~dp T

— BRI 2 HCRS 'O A0 2 f 5 B e B T et & (Hair et al., 1998; Fornell and
Larcker, 1981; Bagozzi and Yi, 1988) :
(DEZRENFF L FELEREBOT It T FHF
Q)& Z R EX0T
B)* BPREALSHE DTGB RIEE LE X305
(4) % ~4p M % 0T 3 (square multiple correlation, SMC) + *+ 0.5

2% # M‘#m BLERE DT E 7 L (SFLE) ' R 4L LR % #c(pe23)
5049 BT ,f ) ARI9AZiE0.7 - 2 & T R (CRIE) 5 0.80~0.89 » 38 % 3%0.6 >
BACREDTIEEFPE(AVEER) S 0.58~0.687 « >10.5- s & o L J Jearrc

wE

2B R R

3P o F A g s Ao B SR AR A i e i 4p 2 PGFIE 5 0.37
0.468 » PNFIiE % 0.331 9% M3t R i8> 23057 % FF 7 F2A I Y
TEA g, TR e, 2 TEBRLSA ) Z e PRI BRI AR T
B - BT R R

‘11

£3 R AR A R 2

K R E At B S R e AR AR
v A ARAF 21.355 36.4 1.363
x> /df 1~5 2_ /& 2.669 2.141 0.682
GFI <309 0.971 0.937 0.993
G iR AGH <2509 0.923 0.874 0.967
RMR -]+ #%0.08 0.035 0.063 0.015
SRMR -]+ #%0.08 0.0289 0.053 0.0123
RMSEA %+ 0.08 0.071 0.075 0.041
NFI <309 0.971 0.941 0.994
f?ﬂ + ﬁazﬁiﬁ = NNFI <309 0.966 0.937 0.995
CFI <309 0.982 0.96 0.998
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RFI <309 0.946 0.908 0.983
IFI <209 0.982 0.96 0.994

PNFI <205 0518 0.605 0331

#f peig 4p 1% | PGFI <3 0.5 0.37 0.468 0.199
CN <32 200 201 255 469

3.% B PR &

SJETER] G F - HEG HAVE F 23 43530 LG chip b Thlic2 B 10 R0k
FERY et 1B B 75% 12 1 (Hairs, Anderson, Tatham, and Black,1998) = i % 4 & {5
AVE T 2 {35204 o BAp M e BT o 25 % Bock o

304 FouoRR R A

e 5B ¥

A& E 3 0.788

B. e 55 8 3 0.775 0.818

C.o B o i f2 3 0.647 0.625 0.762

D.FR 2 0.469 0.498 0.675 0.823

Efp i 3 0.430 0.448 0.566 0.431 0.807

F.&24 2 35 R 4 0.467 0.457 0.650 0.431 0.588 0.816

(=) EFHiale =

BHEA ST AN REEFNAIRALTARRT AT AR F L L 12
AR DT R G N7 e RS ERAGE RS TR B LA
B FIEM Goese o 27 3 MR HED AR 2 R SRR R Y y2/df
GFI ~ AGFI ~ NFI ~ NNFI ~ CFI ~ IFI 2 RMSEA 5 B A & B o=k i
T B R & R 2 2] % 'k % U Hair et al (200)% & 45 2 &% AR 4
TR EHSEEAE ERZ TR A A 2 FR A HEERLE
(4c * IFL ~ NFI ~ NNFI ~ AGFI ~ CF1) % $1 % £ A 43 #(4c : RMSEA ~ GF)) & § -
FAp R & R T RS TR E W2 T SR o TR 15 % f GFI0.851) »
NFI(0.877)2r AGFI(0.806) & /i ** 0.80-0.89 » RMSEA(0.08) & {4 75 1% » H 3§ &
Bodn 1535 had AR 2 b ((df=2.3491<3 5§ # fe i 45 - RMR=0.076<0.08 ;
SRMR=0.613<0.08 > 3#4r% 5 2 FRHAIR 2 - 13455 & R P> 7 o887+ &
FERAE-HFRFTER FHI AR ERERARTHRE G - T2
RIPER o

%05 EMBC e il 4 e 1 A

P ] - o Tt & Ho) e i 2] 4
o WL e s 1t r A% | AR 4T 343.109 7
% ¥ L
A Hp i Ap © /df 1~5 2 2.349 )
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GFI £ 0.9 0.851 7 (4217)
AGFI <09 0.806 F(#1T)
RMR )] 0.08 0.076 Bl
SRMR )]+t 0.08 0.613 Bl
RMSEA o]+ 0.08 0.08 7
NFI 0.9 0.877 7 (319)
NNFI <%+ 0.9 0.912 2
HEpeigdpiE CFI <309 0.925 el
RFI <309 0.856 T (319)
IFI “ 3 0.9 0.926 £
PNFI 3 0.5 0.749 £
HH e A 1R PGFI <405 0.654 H
CN < 3 200 168 B (4317)
°, @ 7. 9.9
51 £l & &0 75
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& ! Group munber 1 Defaudt model

Standardized estimates

-pr321 -pr322 31 32 33 -5 {E=34301% (PiE=105) EBE=146
&5 71 | 2 49! | P a|3 | = 5|? + 7 HERE L E=2349
GFl= 25 AGF=306 NFES?7 CFEDI5
€21 €20 £2) é RMR=076 RMSEA= 080
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(2)7 firck e
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BMEFY®PEEL L
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Regression Weights: (Group number 1 - Default model)
Estimate S.E. C.R. P|Label
LR <--- A % 0.537 0.071 7.56 ***|par 4
Standardized Regression Weights: (Group number 1 - Default model)
LR < EXET 0.546] |
0.546(7.56)
anhfI 5 G
B30 1 A4 %
307 SR SR N B G Gl R A

Regression Weights: (Group number 1 - Default model)

| | Estimate| S.E/ CR| P|Label
TR E < A % 0.737 0.073 10.051 %% par 1
Standardized Regression Weights: (Group number 1 - Default model)
SR < R ] 0.797] | | |

0.797(10.051)
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Regression Weights: (Group number 1 - Default model)
Estimate S.E. CR. P|Label
L <em- A 0.725 0.072 10.074 *** par 4
LB R <--- o E 1.045 0.181 5.787 *ik par 5
LR <emm pat B 3 -0.22 0.144 -1.52 0.128|par_6
Standardized Regression Weights: (Group number 1 - Default model)
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SfEREEF TR B(AR=0.0237 > * B F) > Bor TR AAER | Rk~ AT
RERD oA wber T E & TR LA ) 223 F% & MR T3
B iz e orHh B (AR=0.0262 P EF) ~ 7 TR AR | ¢ 73 Moo
i, & TEBR, Tkl ko

10 =+ 3 R fcenig &~ 47(2)

g S R
fu;J' 7
i Bl - g ¥ = #A e
ol %k
5] -0.005 0.033 0.021 0.034
pRE: R E
i 0.472"** 0.453"* 0.427"*
W E 0.315"* 0.289"** 0.272%%%
R 1 0.009 0.007 -0.013
TR
ALARE 0.159" 0.1749**
RAIEH IR L
o ERR AR -0.171**
R2 0.000 0.497 0.521 0.547
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