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�� Mediationk

identificationkl  Hefner Klimmt 

Vorderer 2007k「 ／ l presencek／

t l v 1%7 l1

l7 vn

n

k� 〈 ： 》 ／

 (I almost had the feeling of actually being the character.)

Ek� 〈 》 ／

(I literally had the feeling I was in the character’s skin.)

Fk� 〈 ─ 》 ／ l〈 〈

 (I sometimes completely forgot about myself because I was  

         focusing so much on the game character’s actions.)

Gk� 〈 〈 》 ／ 〈

 (I had the feeling I was the game character more so than myself.) 

Hk� 》 ／ ×〈／

(The game character’s goals became my goals.) 

u ／ l

l k



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

	 27	

�� Dependent Variablek

／ 一 intakekl gk

Calorick l 一 一 l

l ％l 0 1g

l ─ ／一 e f e f

�� Covariatek 

rk�BMI

／ BMI kgm m2k
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102 6 ／e BMIk
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