RXHE HEETY MR

= % A
H X
I. FF ] 0. HRETD MR RERKEL
1. MERR 357 V. & -
-2 #

o WBARTIMWE 9 SBR EMS 3ITHALA?
o sl oE HEERC FERE REGEAY
o W eHeE o mPol FF sy

oot e EL MRESC HDAH, A, 222 kool dated &3 A
HE 5ol oleld o £5ol ofste] MBESO Mt AE CRM oD M
E)e 259 V2L GHE BEGZ RWEH REY HE Y + A o
oo FEE RWHE AL FE @ m@el 2 ol Aot aEd o Ey
Al BELS F QA sl 2 do] BAEI KA S dv A LTEMSZ BAL,&KHY $
UES Go24 2 Yol o] (meaning) & $oJ 37 o Lolch BAol 29 BFo
2HE Foe Moty A REd BEE Ay A% oWy THE H=s o
AL ERWFHD A BAS W ol 8 £H" ¥ 5+ doht)
olsh 2ol ARl MERE @ vl KFE %2 SAH KRl 4B HES
ﬁf%%}ﬁl R st Bgol 2 BRBSR (attribution theory) o #gée] o, 5
o] B#HE Heider 2) 7} RHE ulo} o] “gAbgt LB " (naive psychology) ol

* & PIEH HRR, #MEX @HEX BB
1) McArthur, Leslie Ann, "The How and What of Why: Some Determinants
- and Consequences of Causal Attributions", Journal of Personality and

Social Psychology, Vol.22, 1972, p.171.
2) Heider, Fritz, The Psychology of Interpersonal Relations, New York:

‘John Wiley & Sons, 1958 .
Heider & AMSERFe B3t miZol« MR U= 97 R 357 22 o= $
‘2l7} BE MAskE BEY SMos KA AL BT LEE EL MM LEFOS Ba 3t

-1y
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il
B
i\
ki
i
i
H

2 | ® X B =R
08 Fo| LmmEsL ohd M54 (layman) ol 9% WRGHE HRTL. & HEM
L8 (scientific psychology) & AR Bl FHEel 24 & FAlah CHBTA A BH
Ao FMS taE #msel LmBaRel v LEAREe] #gsgel ot sk
WEFHS 200 2 o) filel vlAE dEE Fste Aoln’)

WHEEHS AR 27t £33 tHAS oSl BRE Sishe BHSHA CEBEMN ER
% ( psychological epistemology )olehi= ®ok W& ¥ st Bstel et 22t BER
@ol A7 it BB b Fa oA BRES st7) W Eol LEBHN RBHETA A
55 AL AT “Arel WY MM (knowledge about people) & A& A3t W
o 5%l mE=ol Aok

Kelley?) 7} T#ISol “ BEBE#o| A AhZFo] BARMY (causal explanation) &
st HEet, ‘o)’ 2 AFs|E —@e] el distd oAl EEI It she el dE &
%”olth o MHS AFSol HES Mt o HEE FIA=s st HES) 1§
B FAHmel el RYstalz Rk F MR HALZYEH HRAR o227 73

o] RABRS AN BEE) watwl HRY £RE ohFA geoh aeu gk od A

o] feEFY B M (self-attribution) o] #{tsldctedl 29 ot & KEE#E R (response
system) ol £ #ER@2 Wit & Aold ) RE@#FRES BE BEMoE  dehds

TS LA 7| = JopshAl 4 KHE (physiological response) o717 ¥&#E oA
£ ato]l waATkS) Kelley”) £ @ 4 o vobst BRMRS Rl T8 N

3) Jones, Edward E., David E. Kanouse, Harold H. Kelley, Richard E.
Nisbett, Stuart Valins, and Bernard Weiner, "Introduction" in Edward
E. Jones, David E. Kanouse, Harold H. Kelley, Richard E. Nisbett,
Stuart Valins, and Bernard Weiner (eds.), Attribution: Perceiving
the Causes of Behavior, Morriston, NJ: General Learning Press, 1972,
P.X. '

4) Kelley, Harold H., "The Process of Causal Attribution," American
Psychologist, Vol.28, 1972, pp.107-128.

5) Bem, Daryl J. "Self-Perception Theory" in L. Berkowitz(ed.), Advances
in Experimental Social Psychology, Vol.6, New York: Academic Press,
1972, pp.45-46. '

6) Ibid., p.45.

7) Kelley, Harold H., op. cit., p.127.
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RN BREITHHRE 3

RBRBEE (impetus) & @Este RKPol BRREL shev] EHEY J¢L dgn F
Fohsleh

22 BRATHALS Wk AN BEARH 1 BEE ML de BEE
#2) Mol ¥ 4 ok

AR E olsh ol BT MELEBHTIH 713 232 0o de BERIRS 2o
A 3218 5o K o Bl RRE FHERA o9 WAL A e AT W
LRI EEL L

- BREBEHRY 3£7)

BRERE FRANE RO WEIH S8% @8 92 Aok Antaki o Fielding®)

£ BACl @WK (social events) & @RH=E] o4 Bash M (biase) o o 23
- BRE fiRss BRSO, 2% HABRS) WA HADRY BB BRI solcam

BAME ARG BRE HM A Calder & Burunkrant®) & Kelley %o #gs}
Jones 9 Daris k) BRE MA7IE A2t KMol £ ol & Mizerskil?) 5o 5
s ol 3XkHE] Egtn G},

BRERL HE<#E1 >4 ¥ + A& vhsl 2o] HAME (Heider, Jones 8 Davis,
Kelley), HEMR (Bem, Kelley), H#m% (Kelley) 9| 3372 589 4+ U}

8) Antaki, Charles, and Guy Fielding, "Research on Ordinary Explana-
tions", in Charles Antaki(ed.), The Psychology of Ordinary Explana-
tions of Social Behavior, london: Academic Press, 1981, pp.27-56.

9) Calder, Bobby J., and Robert E. Burnkrant, "Interpersonal Influence
on Consumer Behavior: An Attribution Thedry Approach", Journal of
Consumer Research, Vol.4, June 1977, p.29.

© 10) Mizerski, Richard W., Linda L. Golden, and Jerome B. Kernan, "The

Attribution Process in . Consumer Decision Making," Journal of Consumer

Research, Vol.6, 1979, pp.123-140.
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4 B R B *®
<&1> FEE EES E B
& & H K e
Heiderll) Jones 2 Daﬂslz) Bemls) Kelleyl4)
TEAER mEERH Heider o BHME| BRBHS &8 |FRERKT HHARIY
: AR A B REWSZ |CARBEHROZ —BELARBRE K
BEY F =S wmERAA FA
SR HASE |MmA 78 |[fMmAfTE AF |AHe T8 |78 £= TB(ER)
=H mE WATH |aRD HE o] R
R
fib A2 4ol Tt | IBRD i3 i o) & R — A o255
HHEe &H ' Hhe HHREES Rikst
= e A
BRETEYS 79
9 FHR
1. BAS €|, 50, N TH) BE/ AR | 8N KE |E H
#e / At
2. BEN de #HE |REF &E g KE |K8.8EX.8A
BHEe A BAM BEK | DR @t | AL meo] ¥ tEb, RREKL
®e FIAY TEEY #Edoll g
8o AN MR R
ekl
BHEY &2 FRZE BA |[TREY B |EA8 £& frghol v HEe BER
fy e 2 EFRAE ;e BRM
#iE & Ak
- AR HAQDR ACaR sy, —Btag

%) Mizerski, Richard W., et al., op. cit., p.124.

11) Heider, Fritz., op. ctt.

12) Jones, Edward E., and Keith E. Davis, "From Acts to Dispositions:
The Attribution Process in Person Perception”, in Leonard Berkowitz
(ed.), Advances in Experimental Social Psychology, Vol.2, New York:
Academic Press, 1965, pp.219-265.

13) @ Bem, Daryl J., op. cit.

, "An Experimental Analysis of Self-Persuation",

Jowrmal of Exzperimental Social Psychology, Vol.l, 1965, pp.199-218.

@
®

r

1967, pp.183-200.

14) @ Kelley, Harold H.,

@

!

"Self-Perception:

Op. cit.,
"Attribution Theory in Social Psychology," in

An Alternative Interpretation of -
Cognitive Dissonance Phenomena," Psychological Review, Vol.74,

David Levine (ed.), Nebraska Symposium On Motivation, Lincoln, NB:
University of Nebraska Press, 1967.

®

, Attribution in Soct

NJ:

General Learning Press, 1971.
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ARINS HRETHHR 5
1. HASM 248 (person perception theory)

1) Heider 9 R4 LEBHH

BHRRS Hg BHY dolc 2% Heider o ¥# “The Psychology of Inter-
personal Relations” 2t 27} 2 Hol B%I it@@Mol N &3 !5) o4 Azgg!6)
BRBLBE (Gestalt Psychology) o B#< Wl we Heider & AMMEMFOl 22 i
LE 7H A L B BEG 80l & $BL 0 Aot BRS 2250 AFE
< A7 ABSRECHHS BRohe AE B8 )l dal BB &M AESA 19l
 AEAY dolvbe #eSe) KRS Mishs MRS Sohd 2 xEM &4 17) (dispo-
sitional properties) & ¢ dcn FR 35 o},

Simmel %9 HHol4 Heider & XHMH e HAESO] HUMd RTBM WK (ELEWY
B YT £a Nl YHY P2 RENDGE RS BENUC ol RO
283 o012 BAY T AAD'8) Heider oAl BEEmHY RES Avlel S Recstsl
S A4Sl LAY RS BRshed ®A G LEBEY 2L GBS ddE ELS T
3HAl =] gleh,

SEol Heider & 799 WAL RES) BES Mflsked AEsd: SELBEN WO
€ TU% AREE A 29 FHE @EAT A Ak #H (ability, power) L AU
3 B2 M (trying) 19) 3427120) opyel g @EAZ ol mEAA o

15) Heider, Fritz, "Social Perception and Phenomenal Causality", Psych-
: ological Review, Vol.51, 1944, pp.358-374.
16) 2ej4 Fritz Heider & “/MEERY] fIfAE” 2= “ MEERS] ohH=] ” g} g}
_17) dispositional propertiest Bge #Ed 23 Y&, == 2203 AS H8AYFE
Hugo e Halx e M = BEE 99,
18) Shaver, Relley G., An Introduction to Attribution ’Ppocesses, Cam~
bridge, Ma: Winthrop Publishers, 1975.
19) ®EE o4 %®# (intention) 5 B/ (exertion) o2 o] zc}
20) °JAE MEYBE (internal attribution) o]g} B2 g e}, ‘-‘\.:, .ﬁﬂgﬂﬁﬂ #eEe +
A ThE o SR} ge BfRlA BIrgeb 2ok an action = “can” + “want” +
“t]’y”
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6 R R B %=
F9 AA? ) 2o mEHSL 7R wR BAM Yol FAY Aoz =2 £
% 2 2 8 KR Hste] AM@RS & Holch

Heider o B#&% ®MAE®ES 4 (common language analysis) 3 Haficl AgE < #
e RAW% (system of language-based symbolic representation) o #&E oH3
FA8 RBAT QA A BRY HEBH 1A 29 2 YL EAINT ¥ FU
5}.22)

A4, GBe REERSA BUCHE 5) B8 4¥ BEE AR BRERY 4
e LER B Rurs 2 oo,

A, BAY Hem BEdl AP KHNS HEAT U AlH BRI BFHel W
B#e %o AAE B2 Atk Heider & AMMEMS RREMFS BMYoZA Al £
B, Bt e & 4 Ax 29 REGHS BRY, KHY F Aok 2ok

AR, Heider o #id LESE HAL o}y BERARY ol 32 Anh

228y Heider 7} ¥ & BRBRT $AGRIHY UL X450 #ET BRAY  £EE
Jdole EYUATY ol & BRETHAM 22 @AAD FE Aok

2) Jones 8 Davis ° i &% 23) ( correspondence of inference)

Jones S Davis & BE@AC WS T2 REHU HEBo| THY BRRLT AW 9
3 BROS @R REE gk ol 5L FZ Heider o REE =2t ANBES BR({L
o £HeREE EEES A&l wet K- A BES T F Aok T EEEe sore
A e EMolch EEES MREACD 252 ‘1% ABE O 298 HR

=

2 Jrc}” 3= m#k (assumption of knowledge) 3 “z22ld HRE AL F e 7

21) o] & 4\49/BA (external attribution)ojg} st S9MES BHo =< o} BE (task
difficulty), s®(luck) , #<% (opportunity) & &3 v}
Heider F,, (1958),0p.cit ., pp.82-124, ‘

22) Harris, B., and J.H. Harvey, "Attribution Theory: From Phenomenal
‘ Causality to the Intuitive Social Scientist and Beyond", in Charles
Antaki (ed.), The Psychology of Ordinary Explanations of Soctial

Behavior, London: Academic Press, 1981, pp.66-67.
23) Jones, E.E., and K.E. Davis, op. cit., pp.219-265.
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MEEMT M REFTRGIR 7

B& & F At WA " (assumption of ability) & S9ich

25 BtEE B8] 95t MHS) A8 (corressondence of inference )o] 2}
REE WASNSCh Bk a8t FHF TRES Hitolth Wil Mol ookl v4
M BB E BE) & Sohe Ao T ARE o) AHME ot EHS Mmsen
BIBGe ol &L Foi2 WL (assumed desirability) 3 HEHRS K (number
of moncommon effects) ke 2f89) %t %) o2 Auite RUWstn Yiu 2oz Eg
BE 22 SBEBHRE AL 2ol Suol Som Hoh(H188)

<tg1> SEM REEROZA HRY R4 HEK
b= &
b Bokglv BRBkig MLE ne BBk
FEIERRS K
(number of
noncommon & kol So o A
effects)

Fol3l EZt4 ( assumed desirability )

EH) Jones E. E., and K. E. Davis, op. ett., p.229

24) Ibid., p.223.

23) #Rel BReld 2 gl AY TS T HOA S1IAL Ao ohdsh Sl A& Wi,
8] Hamo2 i MRl £2445 (HaRNTNY KBRS} £ 24T)FREd g5
N FH7 UEA I oldReA eE mAmH Bk A ST = R
BEE R HRE A+ Y e B Kbl RS K SREC) e EEs
BRUS o714 mETE]) B dehht SR BAY RRBG oY EA
BRBFE mitsten] AHsin u3 9o
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8 E R B R

Jones, Davis % Gergen26) o HMol AT REZREA A% A @ T8 (out-
of-role behavior) & A&H & fidel vlstel mREFl 2o HHsHl FAsdgs #
o) walgch FEFKAEHR ¥ BRA Egol et A HEM R Jones 8 Davis 7t
« 78— FEY 2l o+ " (action- attribute paradigm) ol gt $& #&el @HA ol

wae BHEY EF Heider 7 ERT AREaSs gnolds mad Raske Aelth

e <2 >old ¥ F UKol of UL TRE ARE AT wHo gEe E& 28
AR SREZ Jebd “HE7 ol dd MEE /2 slejo gobe 2Ae oot

<2 > TR—sEmctey
RO H B
HE 1
a B
E 47} mm< >—ﬁ§b ~ HE 2
;) )
HE n

%#) Jones, E. E., and K. E. Davis, op. ett., p.222

2. Eafulﬂﬁ(self-percepiion theory: Daryl Bem2| &Ry FRHER)
HE @R == HOHERC T3 FRE Heider o Kelley o mzpol ERST FIL
Bem o  Jonessh Nisbett 27) of 23] ol Foizich

26) Jones, E.E., K.E. Davis, and K.J. Gergen, "Role Playing Variations
and Their Informational Value for Person Perception," Journal of

Abnormal and Soctal Psychology, Vol.63, 1961, pp.302~310.

27) Jones, E.E., and R.E. Nisbett, "The Actor and the Observer: Diver-
gent Perceptions of the Causes of Behavior" in E.E. Jones et al.
(eds.), Attribution: Perceiving the Causes of Behavior, New York:
General Learning Press, 1972, pp.79-94. ‘
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AEBWS WREFTHHE 9
FRAERS FTEAMS BEAFD F#BHME) (nonmotivational) WHRAE B Sof

Ak 26 RIS ol A% RN non-dynamic) Mol o3 WML BESE B HE
) (trait-oriented) ol AMB&RNA HFsiol $o AR MES 82 wBol *3 WA
BAM BG4 3 4 fiRdoh AS9 Aftod 2% AREB (self theory) 3
HEMoZ MEERL ACHN BR(AS So ARAD MR d3 AN)S @EL
o Hgel g WEARS A8 KB o8 o] FoNE Hos Lo o M A
MfTghe] TRES Am RE =t BES FRIZAE 4 2099 + Ads Erdd Ge
oo BAS HEARES 29 AM BA, Bl VY BT B LBE Sz 9
T 2ol obdx = A kol o) BRAANE e Aoz 2o Rbe] BAL obA o
BEE TREY itE&w THS BmMaEs)y) At she A L HEARERS AHH of 3}
71t B M, B, 222 slE N Rkl dakel B89 Sto2 cous £
B3 2 T80 Bhshe Ritol vldold BHMo 2 FHERERFRE srobs o) ch 28)

BE S +ec 2HME 3 B AFS) BES 259 FHY THY DA &
RE7E B Rl vl FolA MW bl 2 Sl 4ol ABME Wt UL g8
ol A AWE SelHge THY AEREL BEF o2 Yok ol

o] ¢} zo] Bem & HE @B} HADR Atolol= el FIAMREA o4 25 g =
futol Qlcky e 29)
Y23k Bem 2 Skinner 9 H®M (Tact) T8 e (Mand 7519 BESS #BAEgo =4y
Bt THEE LEB BBt Yok o Yge VIS BEBLE FRAN RLRENE
#l @ REo2 BHY AoIUTh sl Beme BEHE MOl BRY FES At
fMe wEN (5 BHY BEERCZ M) 02 MEshn 2450 FEsd B 499

28) Harris, B., and J.H. Harvey, op. eit., p.76.

29) o] kel WAl AE RBRE itk o F B,
Fishbein, Matin, and lcek Ajzen, "A Bayesian Analysis of Attribution
Process," Psychological Bulletin, Vol.4, 1975, pp.195-277.
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10 B R OB %=
Y ABN(F BAS RES BES 5 )l LS

Bem & HE@RB#%H2 Kelley | 3t8{t (covariance) Helchle} YA &AL & 3
I OBRETH ARAE HHSHA ol &9 & ok 58] Kol EEAREHRE (low-invot-
vement decision making) B3¢ 3" 9} ;B#tEk (compliance technique) ggg 3V)o] wo| M
Asla A+

$. MR —ait MMEER (object and generalized perception theory)

Kelley ¢ WEBAL Heider, Jones 9 Davis, Bem®?) o w@g wol wyssl
t}. Kelley & BHRBRES 7% (analysis of variance: ANOVA) 9 #%E RH
Sz WY BBE 5 M2 SEstd Avld Hat BRRHY 29 HEUAL F ¢
W RESEE 2B #RaR 92 Ml o BEERS MR E (covariation prin-
ciple) 2 BHIShm @ 9o BEER 38 #EY WEY 3 $E MBHE (configuration
principle) 2 R ch

30) ®'Calder, Bobby J., and Robert E. Burnkrant, op. eit.‘

® Ray, Michael, "Marketing Communication and the Hierarchy of
Effects," Marketing Science Institute, Report P-53 C, Cambridge,
1973.

31) (D Reingen, Peter H., and Jerome B. Kernan, "Compliance with an
Interview Request: A Foot-in-the-Door, Self-Perception Interpre-
tation," Journal of Marketing Research, vol.l4, 1977, pp.365-369.

®. , and , "More Evidence in Interpersonal Yielding,"
Journal of Marketing Research, Vol.16, 1979, pp.588-593.

® Soott, Carol A., "Modifying Socially-Conscious Behavior: The
Foot-in-the-Door Technique," Jouwrnal of Consumer Research Vol.4,
1977, pp.l156~164.

@ swinyard, William R., and Michael L. Ray, "Advertising-Selling
Interactions: An Attribution Theory Experiment," Journal of
Marketing Research, Vol.l4, 1977, pp.509-516.

® Cann, Arnie, Steven J. Sherman, and Roy Elkes, "Effects of Initial
Request Size and Timing of a Second Regnest on Compliance: The
Foot-in-the-Door and Door-in-the-Face" Journal of Personality and
Soctal Psychology, Vol.32, No.5, 1975, pp.774-782.

®seligman, Clive, Malcolm Bush, and.Kenneth Kirsch, "Relationship
Between Compliance in the Foot-in-the-Door Paradigm and Size of
First Request", Journal of Personality and Social Psychology,
Vol.33, No.5, 1976, pp.517-520.

32) Bem3 Kelley+ #E ¥#< FL I+ Bl Usith
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MEEMT WRETHTIR 1
Kelley o] 4 X5E ANOVA 2wl 3tM{LEEo| X@s < Addl ol FTREM o

st = FHEL 2 IR} #Btshs EEolehe Roloh ol=j ANOVA 2| HMo|
S 4 AT o+ Ao Rk,

1) B3 (distinctiveness)

e THE W o2 AR pOt BMESES BAEL Ao, HERR] FEY
Aol od T#0] Bastn Faotd 4 A 9ole BeEsY BE dolut 2 FHE B #
WoE BRI

2) RMEB& =& —&# (consistency over time)

HERR] A—THE dos& BN} BMTSE BEER G2 —Fiko] 2t
A

3) Ao 5t — R (consistency over modality)

REPFRC] A—-THS dosls REY ERIE MG TF BRB(Lo] =2 —Eito] Hrim
Ekisc s

4) t&#H+e] —%#% (consensus)

BREFAR A8 A—THS Jeh = Abzo] Bmyss t# e —gito] otz Uy
o},

RULE A3 Kelley £ 2) 9 3) & #iastd —Kito2 £ 349 %krod HRY
BT “Kelley o Xiit@ " & #®iRstg 3

ohe <#l3>2 BAY ARERS HAFm Qo = EE Aol ®a (FR, X)) O,
ol W3l EH, TE Rl 2L T8 BE& Bfdch Ed o]5e ot & HRel oA
. = BE 1737 $ov e 178 B: H& O, 3 #@bsle] HRMOT MMERY Ko

2 BEY otk <@4>E B9 Bk EAE, &K —BMS 29Fz Ut}
ol A%l 78 Bt A3 P, o} #£BEI}RZ P, o %EMY ftto 2 WEY AHoloh

33) eelA wa B ASols AEMA 5y HBERS Aol mmEE ¥ ARE 98
TR Kol fens PR ek olwlel: e Fmst BRAR,
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REIMS WRE TR 13
<HS>elAE 78 Bt < & W Yol smMsts B BES A e ol
THe BHEo 93 #49 BHEZ dojy Hoa AEE 2 ol BMTTRED NS 5
et
oleigt Kelley o 3tk 212 Zof HRY WREERES Sl Yo HEEES &
Es ol o714 Kelley & #BY W#e) 290 B (discounting principle ) 9}

&

(M5 > BAL BAMERRR

T,
"Hﬁf Pl
(BR/ B ) T —EH (A7)

O

AN
o \\\ P
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i
'

14 B ®R W =R
18 IBCE (augmentation principle) 7t @Ae ek st MPFA= “olw ZyFol ok
o BETES oju KE &S o AEY KRl Ay Aot RyUck”w  EH
434) o mAREE e AEY Kiel 2 HME MEkshe A% REAY T AT
o @SS, SEsE ATl BMEE WAL AMFRE ‘o= ¥ HR FRl
Sol4 FEY 4 2 HRY @Al e AAUD 2 AL AEMlHd HAYL R
o &Ee Mwmict” & Aolch

Kelley & EEI ARE 27t 78] BED ERS #asl THs BEBEKY WOHA
Be HAGROZEEY oS KEAZAHES Ak oAy BHoIFUE Kelley & 2ol
BREGS Fool sl MAY & YF s Mol ¥)

1- MREGE Wrd BRERSE

ABIS “ A3 8% " (naive scientist) B 3 BEER Figel A o
A5 %Rggolch oy #A&SE B o AR g8 7}A HRoZVES MBS FHEKA
o HAdY mEHo M 2T AYshe EEHT BEMRI Rt Heider,
Jones 9} Davis, Kelley .% Y BEEBHRFSS BRC dovs ERaERS RUANAZ
sEsiac 2l v B BEEL olad XEMAU AR FESE AoE BEdn
2 @@ U§ BRucE 7 @S0 BEPHREE ojuY gHoR BRsEs} st Rl K&
e S gEmol sl dehtz Ack8)  ola @ giHme 2ol MHEERCl o
Jojubs} st AL W2 BHSHA RekAt d HHOEBE FRlA BEER AY
L oma, ABHES Bokel HAME e AL W F 5 Y ALl uiFAY FEo2 E

34) Kelley, H.H., (1972) op. cit., p.8.

35) Mizerski, Richard W., Linda L. Golden, and Jerome B. Kernan, op.
ett., p.127. )

36) Harvey, J.H., William Ickes, and Robert F. Kidd, "Preface" in John
H. Harvey, William Ickes, and Robert F. Kidd (eds.), New Directions
in Attribution Research, Vol.2, Hillsdale, NJ: Lawrence Erlbaum
Associates, 1978, p.XI.
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1.

(1)
(2)

@)

(4)

2.

(1)
(2)

3)

3.

Mizerski, R.W.,L L.Golden, and J.B.Kernan, op.cit., p.131 ¢
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