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The Relationship among Show—Rooming Usage Attributes, Attitudes and
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ABSTRACT

Multi-channel consumer is defined as a consumer who solves by using various channels rather than a
single channel in the purchasing decision process for products. An example of multi-channel choice
behavior is show-rooming. The Show-rooming tribe use online distribution channels to purchase
products after looking at products in offline stores. This show-rooming phenomenon is taking place more
actively through the development of the Internet environment and smart phones and the changes in the
life cycle stage such as single-person households.

This study used Expectation-Confirmation Model(Bhattacherjee 2001) for show-rooming usage
attributes. The effect of show-rooming usage attributes (expectation confirmation, perceived usefulness)
on show-rooming attitude (cognitive, emotional) and continuance show-rooming intention was analyzed.
In addition, it was analyzed whether the influence of show-rooming use attributes on show-rooming
attitude depends on single-person household.

Structural equation model was used for data analysis, and the main results are as follows. First, we
found that show-rooming usage attributes (expectation confirmation, perceived usefulness) had the
significant and positive effect on show-rooming attitude (cognitive, emotional). Second, we found that
show-rooming attitude (cognitive, emotional) had the significant and positive effect on continuance
show-rooming intention. Third, the impact of show-rooming usage attributes (expectation satisfaction,
perceived usefulness) on show-rooming attitude (cognitive, emotional) was more positive in single-
person households. Therefore, for making the positive attitude of using show-rooming, it is necessary to
strengthen the development of marketing strategies for offline and online stores considering single-

person household.
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Household
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HEAE 2H)2H(Multi-channel consumer) & #3%
o izt ] AA% 2 (Decision making process)
oA &l Afde] opd Tkl Afd-2 ]85l el dsk=
MRS oJu|@tH(Davies et al. 20115 282 2015).
xRl wigellA AlFs AvE
4, 2Rl 59 vE AR 5 Ads &85
ZaFrlo] thiEA] HEjAd deisds(Multichannel choice
behavior)elg} & 4= Ith(Basak et al. 2017 Wolny
and Charoensuksai 2016).
HE Al thigk el Aol gk 71tie} 87300
aff dojdtia wetst &= Qv 5] 2ely ezt
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g oARE Ao el & Zart ok & AT
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248 Bhattacherjee(2001)9] 7]th
FEo| 8ol wt A 84 THsEE SR
AR B 312} 8t} Bhattacherjee(2001)] 93P A&
HIZF-E 57 FHEU Al2Rle 58 g7t 8ottt
Az A AlFolvt Au] 2] F=golHo] Ztild A
o R BF AR Hrieh, AEHcw 8
shazt getar sisitt webs B A7e ezl Afd
oM AFS B F 2eRle] T8RS ol8ske &
T o] S HAE 184, 7S 1o mE

L7y B 9 A[E5A L7 o= Aol thel 24

2] /ol gk &mRjzte] Q1o

891(cognitive component)Z}
e FAXA 2l (affective
component) 2.2 Y& 4 At (Hawkins and
Mothersbaugh 2010). ©]ol] A&R|A}FEe] 23z}l uf
oAl AES gRle & 2Rl FRtolA A2 7l
Sh= 912 AAE wlo= cxF oz AE L /1A
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ol dofuks aRade 191 7 ke 7 el
of & dart it
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719 AAY gtHol At HAleel= EelaL, &

2

0o that A7 AdA e AgEo} gom L7

—
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Holdl Rl 229l B ezl vl o]
A7k g w2 &7 @l Ui A= 2e
afctar ATETH(EAA 2020). =3 2 A7 191 7t

2
AR setsle] wr} AwAg)

191 717 2719} 2% Q4L Bl VG AT
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2 Ao ATEAS T} o] Agsidrt A,
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II. OIEH i & JIdEd

1. 454

HeElAE 2lE|Y " (Multi-channel retailing)©l&, &
G2 TVELg, 22l s, exzel wid, 7+
g2 Al 59| 27 o} WA RE Bole] T 1
oAl AMH| 2 B AES AlFshes anfidEke|tH(Zhang
et al. 2010). AAAQ] &A1l As71= 21Ul
e} AmgabEe] aHjrkeke] HAv ERA1 S S
Astd e fFred=dd vl o dusta vk

(McGoldrick and Collins 2007).
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(Research shopping)°]gti 3k
(Showrooming) < & 4 St}
ol AlEel thek FEE FHg & Fufjdels 3
HI)es 283 2]l uPdolx] dojuke A3 9l
3H Gensler, Neslin, and Verhoef 2017: Zhang
et al. 2018). o|gt £FW TS e el uf
I olEt &7, S w58, SRl o277 o
Fet d9] A 35S WSA7|a et o]of] &7
vk, QIEYl, 2~rkEE ojFejAolde] e &
3l o] @Al At Arora and Sahney 2018:
Rejon-Guardia and Luna-Nevarez 2017).
ZEEA ol ek A Al Ad T 229l Ad
o] 3o <laf LAY FH HAL F= 2Kl
Aol A el a Fals eazelel oA FETh
3 7 o1A Yt (Verhoef, Kannan, and Inman
2015). sHARF FHZoll= vkl AR &aFro] vS #h
= WRASka 9Jt} Fulgoni and Lipsman(2012)2]
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£FE drka 93 -SR] 50271 254|014 344
aF FEctan Stk 3 7S AAshe S
2] 60%7F ezl miel . Fujd Aol e
=2l el gt Azfo] mplo] LFHle AAskE
Aoz RIS}

@, 7Y A4 HHe s shaL Al &Rt
E9] Sl oal] o] FeiA|aL 3lom @Rl Aol A
234 ZRIg Al ezl w2l wigel] &
glo] Fx1d e Flisks d3e AWt $ivk(Rapp
et al. 2015). oJ2igt w7} ezeRlelN dE= 73
A3 amfdAre] ezeiel mi = 221 Al EdilA
S B ope}, HZdle AAAF 2891 mjges
| Fed &3k w=olxla Ith(Kim and Chun
2018). AgdATe] 72 & uf, T 7MAH| Rk 2
L7 @A tiel dHeb]= dETHEichenbaum,
Jaimovich, and Rebelo 2011: Hu, Chen, and Hu
2016: Zhang et al. 2013). wepr] & A= &H|#E
E9] vk Fuiayapgdel Aol 24 s Bl &

W S sk B} gt

(e}
iu)
et
A
ox

2. £F 0|8 FHOICHSE, XZE 73Y)
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e ol wiAoll A AlES SR £ QI
2 et 5k 2ERlellA Faigek(Sit, Hoang,
and Inversini, 2018; Willmott 2014). whebA &7
ol oAl 7l Bl ek &8 d5Holet & 5
UHArora and Sahney 2018). °o]of] & A4+ &5
W g9l il Bhattacherjee(2001)9] 7|tZZo] &
= &8slo] Ao BMskan} gt 7|SEel &
olgh Am|RFEe] AEg HH | AMu| 2o thal] A|&A
o7 AR FEF PR 8R1ES doldr] gk of

rlo

27 rdo|tH(Bhattacherjee 2001). 7|H&=2d
S 7]zl el anjte] B= ¥iske 7153l
Arte g ARE = Zlo] ohdel, &MApt el A1H]
of thell 7FA 2 A 7S o= He AR ] T
A7IEA] of el tigh st J esithe 7|t-E9A]
o] Z&(Expectation disconfirmation theory)¥} 7
A 2otk (Bhattacherjee 2001: Oliver 1980:
Peng, OuYang, and Liu 2019).

7IFEol| B2 75 Al o= Y
tH(Bhattacherjee 2001). HA 7|th&=o| & AH|A}
7F AREEE B Auay Al tigk B2 AR
o]Ae] 7ltje} Axsl= A =o|tH(Halilovic and Cicic
2013). B 7|5l gk Aol osha A
Folub Afnlzol] thigh &H|Rke] B g Anjat
o] AFolu MBS ARESE] o] 7t et o
2)etodof opH | vEek AH|zke] ARGl tigk F7 7t 71
et =2 45 A A3yt Bt siel
H(Brown et al. 2008: Hossain and Quaddus
2012; Thong, Hong, and Tam 2006). 7|tH&Ze
A2 7 E &8ste] aiAed 4= 2itk Hsu and Lin
(2015)°l eJapd A7k 7Ex| ¢} 7|SEe &8s
2utd o ZelAlolAe] o] g-olkef| thel Akl o
uid ojZejAlol o] tiek o] &7 X|7F Tk 9143
7= 7SS wral W7k a0 et 2kl
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™, 77} SRR Al A2 E = ol st
(Lin et al. 2012).
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o|ejo] AIE oz A5]= 4<=o|tH Bhattacherjee
2001: Davis, Bagozzi, and Warshaw 1992). =,
54 7lsolv A2 =99 Alsgles AREsie] et
B Aes d= T dAed dall Ak etk
g ok A f89S drA el oA et
wE7E Aol s At i AEerE ALk
o dwht Fe7t A A drht FINFH =T
FF7F et AR =7 wel Al Akt &gl
HEre] o2 FAHETH(Davis, Bagozzi, and
Warshaw 1992). £2F7¢] Ful7} Lojus fitolEgL
e g Ao A ZHE f-8Udo 7k § Ato] EdllA] £
sh= AREAP L 217] 2A 1A gk T Adtel 33
W A=, A= 2] 584 FEoltHKoufaris
and Hampton—Sosa 2004). &3k A|2}d -840 A&
H|IAFES] A28 Al 2=Flolu} 7]zl tigh Bjee] 3784
9l &5 AT (Chtourou and Souiden 2010;
Sanchez and Hueros 2010).

LS Bl ARAES AR FAte] A oks WA
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ZHAF B s ool gk ZNEAQl g2 B Fg A
B7olH, ol AA AH|Rte] Tl fFel IS T
wjtol] Az} SlFel] #weE A7A 2 vAE A=Al
Al w$- F23 d/do|tiHartmann and Apaolaza-
Ibafiez 2012 Son, Jin, and George 2013). 53]
578 AlF e AE|2 gl Bille Add] glojA Blee
HFAH ol 7rgt J&= W H(Cherian and Jacob
2012: Di Pietro, Di Virgilio, and Pantano 2012:
Petruzzellis 2010). &H]|A} Bl=0] -2 ML 9 B
A, AlFel el 7 = lom L Al Al E]
= 4% Ay ivk(Dolbec and Chebat 2103:
Fishbein and Ajzen 1972; Jusoh and Ling 2012:
Roman 2010).

aHAbEe] £ 9 Al #g Ae] A5 A
et e =Fddag e T Hdo
(Olsen and Skallerud 2011; ©]A1&, 713t 2018).
2Rl £ AR ol 2 M, A8 A
o w g=E FEsledok 3 Ozen and Engizek
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and Mothersbaugh 2010). FA14 84F T<ed] &
2 A=l ek =20 3 HA| o] gk Anjat
o] 7Hgell et zgolapd, QA Q4 Ao w3
woohg Q2L FHRE A=y 7)E 22T £
AAA 5] Aelgtn &+ dh(Van den
Berg et al. 2006). o]l & A= MPAto] 42
AR &7 HEE IAA HEet A HER
o] EAskaat it

fr
]

Deng et al.(2010)¢)] 9Jsha AH|AEL JFE &
X008 YT F UEF Adsks 54 7ls B A
2o AHA AR 7H] Folete A& AMO =S F

z

3gicka 319tk Chen and Li(2010)¢ 2Jshd 41
A 11719 eAHl2~ EA4S 83 AgE s 23
(Theory of planned behavior)< A<kl o X<
2 ARl el G VA= Fa890s AHA Bt
I FASIGlth E OE dge 2ukd Al AE| 2
gk 2|&4 ALl tiEl] 7]E5-8 58 (Technology

A&} A}
42t "= 7F felgk AAE %“é‘ﬂi’i‘?(hang and
Yeh 2011).

AEH ARGl ee o8kl 719 2F BAFAIE Sl
ARl Mdor AEA Aol S flsiMe
o] gAte] A AES 7o R Azt = o]eo] Fast
HDorsch, Grove, and Darden 2000; ©]-FAl, ©]7%
H 2014). HEAZE] ZoplMe A|&5H ARo=E
=93k /de® Hu &, Bhattacherjee(2001)
o olsl FHAI~E Fgofre] F=52Q HFE T
B HEA|2He] A E2Q] ARG E E1E = glrtal st
k.

2ol wjF e xEelel njAk wlwe| uE £FULe
ZHARES] HEEANT} Fugae] Bdx] A4S
ghth(Verhoef et al. 2007). &H|AFES] ol EdA]
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4. 12l o170 mE =E=21

EA(2019) 9] 17+ T8 F AL Aol m=d 92
vkl 191 7k 5785 7ke AAZEe] 29.2%
o] vl&< A8t glem, 2035139 191 7= A
7H] 34.4% % AVl wet s F P w2
FA7F 2 Aolgtar stttk 191 7 thiiEe] thEA]
o WRIEle] glol 191 7hpe] 4] & ojele] chalA
© 1 5 Qle AAoln
U 191 7] SV IS Wsh Fa 9l
o g3l 3lov] AEAo WA B o] E Fe
SRE e WSkt dsHA HEo] flom, ket
Fejo] glo|zEpde] Witk 191 71 7SIl 2
PES AekT JhCALE, 2T, e 2016
A, Y 2017). 191 7 S7EAle A AAA
o7 B% 71d Aol 191 7 S7RIGE EARE Ao
2 ¥5S ARXT Aoz Eu th(Bennett and
Dixon 2006). & 287 ‘H AFFE So
191 7Htell At 43 EdE Alg 9 A2t s

T3 Itk (Palmer 2006: Wulff 2001: ¥4, &9

5] kA4,

= 2017). 343 191 714 37k el nte] 4t
o] ol JtH(Torriti 2012: Aol 2013; 9=, A

< 2015). 1980ddl¢} 1990t o] & =41 719
Hlgo] S7ksl7] AlAReE o]+ 4 =71 B w=3 2
= AA oA ZellA 191 7] T2 on] #Ale]
o] HtH Breen, Coveney and Pflaum 2018;
Dommaraju 2015; Yeung and Cheung 2015). ¥
S B2 Y Ve 202349 E== 2030974 191
7] BlS= 40%7W) el’dstar sithWilliams 2005).
191 7 vl1ee] S7h= 191 75 A= &avle]
A= FIAHY. AR 19 7 AAA ey
o] ZUEH &= o]7w=r|(Solo Economy)ghk= 8]
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£ 537 H(Klinenberg 2013). 19171-¢] 443
Bl 3314 (co-housing) ©lghe M2 FAFE =
SAAFeH, ol A4, FY # opgt SHA N
A7 Ffrdte FEE 9v|gth(Marckmann,
Gram-Hanssen and hristensen 2012). 1?1 7+
o] AAH R nAle dFe] T Usle =T
skal 191 7htel] #gk ] ATe
efell gk Aol Fg=o] JAeh(Wulff 2001: “dGH
2013; AFd, A 2015). wepA HT D=

2onlte, 2]

A AH|AREe] A7 &wn) 3PN By
e 190 7179} 291 o 7kel Wk ke Zloleh
a3 % glek. dnla} AFelNe] HEel g olsilel

Faye S Feshl Zzdn gom ol e A
Fol AA 715 PHAE0] FEoR PARS Bnl
A9 AF] Foel] YoM = ThE 71 3909 elzde]

GFL v uholch(e]eh, Y%, S99 2016).
Assacl (2004)9] HEsAbaR el ofah 7127y
AL Fupggelr] FREYR), AARA), o
A 5o JURRS Fal) Hge] e s} e B
FoliraAgo] Yofdrin Bk AT @ AAdle] o
o) wel ARE e F Lol el 7
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Fro] 7|eiEEe] A B
< Z2uAe] et 191 7l A5t 2 Il
olde] 71 ZA$wr} =7 veRd Aolch

vAlE ¥

H7-2: 2e%e] A2be §-80] A4 Ejme] vl 1. 12
A Gare slAel A7gEt 1) 719
B97} 290 ool AP ASuT BA G B AToE 4% olg £4S AUEE, A2
Ebd Zlo|t}, 24 TEohal £FY HEE QXA HE=e) PA]
H7-3: &£F9e] 7disZe] A4 exdd nlx]+= A P2 et aFH o850l TR EHi o
G AnRke] 7z 191 71 73S 1| & wAstal gt} gk LT BErt A
7291 olgel Al AguT A e 54 a7 slu] nRE 98 AF0nA A &
Aol 2 olg $43} 27 HlEsl B 19 Sl
H7-4: 579 744 {840 FA4 eze] n =4 SAll 4B flste] o] ATFEES
A= G AHARe] ZRE7E 191 el AA
57t 290 oo 7 AfEn =4 o
(2 1) 582
7 323t Mol
LF257| M 7|chst Zdnt Zap Lx(sic
7|cH ~=ola| P A= A= Bhattacherjee(2001),
== LRI | A 7l FEESe Mul~E Fisscl Chea and Luo(2008)
LF257| FMof| 7|cHst =0 =880l Mu|aolct
L2 Lo M| RI3Ic),
X2t £FYE Lo dEs 2ot SFHo=Z JisE, Davis et al.(1992),
ey A20lS L 923 AH|AS MZSICH Venkatesh and Davis(2000)
4RSS S5l Mnpy| Soi=RAck
LF2e Lof[AH| ZMHol2t Azksict
olX| & 422 LofA| =F0| Eicin Azksich
BH= L2222 Lol Zesictn Aztsict
— Conner, Godin, Sheeran, and
2222 Lol Relsickn Azisict, o GO '
FYUS Lol Fersichl dzstct Germain, 2013; Lee and Yun, 2015
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A 39M, 71 2] 7

of w4 gl

= Age] ATt ]l ZIUES, A
A HE, FA4 "HE, A
E(Reflective indicators)=

= XS ¢J8f Cronbach’s a &

&, 71

A

=
=
=

AHgste] Ssisitt
ARkt
==, AE 184, JAA HiE, FAA

Al

H=, #&4 4379 9)%9] Cronbach’s a7} 0.95 7

3lslo] Al AEAS

29930 TR et B1S

slolaisint theow

sl A gol

7}

X (Exploratory factor analysis)< AAlSITE &

(confirmatory factor analysis: CFA)-2 AMOS 25.0
B4 et 14 aQlEAe] A3t Ak 4
gtme) W)z el DEAA ANk md) W3k
£ X?= 229.45(df=125, p=0.000), x*/df= 1.836
GFI= .928, AGFI= .901 CFKI= 985, NFI= .968,
TLI= .982, RMSEA= .051% 2RI=|glon, 2 14
e alskde thek tak AAl folal vebstct
(£t 25.0). ololl 7IhZ=, A7 784, A1 H
AAA R, AEA LR oro] SEE]

USE S AU slokes Aoz gRlw(ch

o

51

(<

R

1 2 3 4 5 Cronbach’s a
QIX|Z2 .942 171 401 372 478
QIX|IA3 941 .160 .406 .306 425 0.951
QIX|Z1 .928 .180 .325 .380 474
QIX|=4 .927 .156 .402 .320 449
L2 o|E: 181 971 .014 217 .051
L5 o=3 .163 .963 .043 176 .029 0.972
L5 oE] 181 .961 .020 184 .054
L2 o4 161 .959 .051 187 .039
7241 401 .046 .950 277 .318
a2 .405 -.019 .944 278 .280 0.958
7243 .367 .048 .944 277 .292
244 .384 .052 1931 281 .316
HAEN .360 .196 .293 .968 .267
HAME2 .332 .204 .283 .956 .260 0.942
HAME3 .351 161 .261 914 .343
7|ths&2 487 .048 .324 .315 .959
7|th&E31 426 .056 .259 271 .957 0.950
7|thE=3 .495 .020 .344 .296 .942
I7ek 6.900 3.688 2.236 1.904 1.483
% of Variance 38.333 20.489 12.424 10.580 8.237
Cumulative % 38.333 58.822 71.246 81.826 90.062
191 7b70| £20) o|g A4, ARG EHEQ Xa™ a2 ojzo 37 79



3l 7t Hmso] ATt @lEe] RS 2R o Al 2re] AlFet SR ET 2229 ARE F3l 2l
BE gyl sl Nd 23 x, HiEAEEE(AVE) 3} (Fornell and Larcker 1981). SHHeElA #H=
S AT 2 A A AlEEs 90HETE A= 7 de] FaEibEEEatel 7 g 3 A
A Jelser, Hi #4F 52 605 =4 YE I #F Bk = et SaERAd o] SHE QI
Wt w2 AT Jide] B sl sl A+
oo gk EAS 7tk & 4= Qo) 3. odUMo| A

upRjg e 2 fARE T ATid 2ol wEst s
gRlsh] Qe et H5S Al BHEl 2 AT M ASS AR I8l ] mdle]
’d Wk 2 HaEAEEA(AVE) ol 2t e At A% T AMOS 25.0= AREsle] BAIRA S AAIEH

(& 4) sfoix| 20iz4
Estimate C.R MI=RIEIS AVE
41 1
FEM3 0.931 30.989
0.950 0.68b
F2M2 0.958 31.461
FEM4 0.932 28.8569
QIX|H2 1
QIXIEN 0.937 28.164
0.922 0.636
QIX|AM3 0.976 29.251
QIX|=4 0.978 27.227
AFale|x 1
Ent ety 0.9 42.041
0.944 0.65b
AF2lo|E3 0.942 41.843
AFalolz4 0.875 39.021
7|thE52 1
7|thEE1 0.963 31.726 0.912 0.612
7|tHEE3 0.967 30.011
PSUSESY 1
HME2 0.978 37.471 0.929 0.666
M3 0.819 25.069

X?= 229.45(df =125, p=0.000),

x?/df= 1.836 GFI= .928, AGFl= .901 CFl= .985,

NFl= .968, TLI= .982, RMSEA= .051

(E b) Zt Fa7iigel| EhHEtEty
2N 7thE% QIX|A] el HMA
72N 0.686
7|tiE 0.118 0.636
QIX|= 0.096 0.191 0.655
LF2alo|E 0.036 0.001 0.003 0.612
M 0.146 0.272 0.089 0.044 0.667
F 1) Mt ZE e oshg FHgel HEEAEE(Average Variance Extracted) $X|
2) ZIst 7hg Melst x| 7Hd 7F Al Mg
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o} WA 23e] A= EAA7 2t} 27t H3w
£ x’= 247.5(df=128, p=0.000), x?/df= 1.836
GFI= .923, AGFI= .897 CFI= .983, NFI= .965,
TLI= .980, RMSEA= .053% UEhst} olo] & o
T2l AARGo] 71 Tl slo] FE3 Ao et
o A5 Az vgy 2o

H1ol &FHe] 7[dE5He A el & (+)9]
Fe v Aol 7MS AT Ade A=A
#hel 0.367(P¢.01)E Yepsken BAHoRZ =4
At H29| £77e] A2hE -84 A1A Bzl
()] S A Folgke /S ASS 2
ZARASTF kel 0.262(P (.01 E vehston EAF o
2 AR =t H39] o] 7SS HA14 i
o B(+)9] da2 wA Belehs 7HdS ASS A%
E AEAF 7l 0.211(P<.01) 2 Jephgor 5A4
o2 AXHALE. H42l aFe) 2|2k F84S A
2 H=ol F(+)9 e nA Aojghs 7MIE AF
3 Avpe A2AF ghel 0.231(P(.01) 2 Yo
EAA o= AAHJE. H5e 79| QA4 s

i)

_4
=

<
rr

A58 27 oxo] F(+)9] ¢S v Rolgks

= ZA2ASG %ol 0.130(P(.05) =
Uelkon SAA R AR AT HES £F e
A HEs &Y a7 omd F(+)9] d3F
3@ Zolghs /ME S Ade A2AS Fho
0.157(PC.0D) &= YEpsteor FAX o= A=)t
upehr] ZPdFEAE aFHe] o 85 VHEE, A%

A frg)o] &7 BEQAA, B9H)9 384
3

<

SHAES 191 71 of o ue}t el A1
% 32879 SHA} FollA 127(27.7%)%H-L 191 7
ol 2079 (72.3%) 291 oA} 7}= FESIIT}

= A7 191 7 e 2R ErE sk st

20| g, XN 229 o)

Estimate C.R. P 7kd 4™ Znt
7|thE%E — QX |FElZ 0.367 7.980 0.000 XX
FEA — QAXMET 0.262 5.626 0.000 XX
7|thEE — TSMREIE 0.211 3.872 0.000 XX
a8 - HMMET 0.231 4.112 0.000 XX
QIXIME . — XS A2Ao|E 0.130 2.169 0.030 XX
FMAMEfE — X|EALTAUo| T 0.157 2.876 0.004 XX
x?= 247.5(df=128, p=0.000), x*/df= 1.934

GFI= .923, AGFI— .897 CFl= .983, NFI= 965 TLI= .980, RMSEA= .053

(£ 7) 191 717 ofoll me Tgh 27

10l 29l 39l 491 52l 62! 72l =z

HlT 91 59 54 45 59 10 10 328

HAE 27.7 18.0 16.5 13.7 18.0 3.0 3.0 100.0
= 101 717+ 221 ofet 7
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o] AMOS 25.0% °]-83}e] X?2lo] 774& et
191 7H+ o5l whet &7 o8& S VIS, A4
H F84), 7Y H=(IRA, BAA) e IAAAE
Uehlle ZAEAgelA AlelwdS e, 71ERd
(baseline model) &2 37 o]& &4 (7IHEFZ, A
2V F-84d), o7 = (IA1A], FAA) 9 Q1A
o thell HolF= ARE free RUE A3, A
ok (restricted model) 2 191 71 ool w7
2AG 2 LY Aolgha Aks & RdlE A%t

1
Atk therog T mdl Zho] x*glolrle] el 2%

1N

A 7R 7-10f] th 79| 7|tiESo] A4 H
ol vlAE e aulzte] ZFrgelst 19 sl 3
$7F 291 ool 717 7T =4 vERE Holgke
7V AAE A3 T 2 7o Zolr} frelab] Vet
WoH Ax*=12.705 ) x°05(1)=.3.84). ]l we} 7]
NEZ) QA Bl=e] Al 191 71t of Feol] w2
ZAEI} WYSRE 2L Gleiint E=F 19 7

9092 FelsHl velgeH, 2

<l old 7 A5l AEAS whe 0.3412 Felst
A et 191 71re] A=A 8 A ettt o]
o 7Hd 7-12 AAHT

7W 720 g LRl o] A7be #-8730] QXA B
ol njE Geke auzke] ezt 191 71l 7
$7F 290 o139 7 Rt w7 verd Zlolgke

uE 2daapt Tske Ae Alsisint. ek 190
7 7ol AEAT Fhe 0.432% FolstAl vekst
o, 291 ol 7 Aol AEAT #2 0.160<
2 Fesll veht 191 7hre] AdeAS7 H A o

ERgTt. ol 7Hd 7-22 AAE 30

L
R

7Hd 7-30 2:79] |thEFo] PA] e v
e 2plRjel AP} 190 17 B 971 291

ol’de] 7t AfET =4 vehd Aolgkes M

= A8 A F 2 Tt Apolrt fol Al VERsiTH
(£x2=13.489 ) x%05(1)=.3.84). o]l ulz} 7ti=

(£ 8) o7 0|8 &4, 47T ol 20 12l 717 o1F0f| e Xfo|dd
X2 df CFI RMSEA AX?
free Model 394.501 256 0.98 0.042
7SS — I 407.406 257 0.978 0.044 12.905
Restricted 2N — x| 398.361 257 0.979 0.044 3.860
Model 7SS — HAMH 407.989 257 0.978 0.043 13.489
2N — HMH 399.900 257 0.979 0.043 5.399
(2 9) &7 ol &4, &5 ol 2HloM 12l 717 04570 mE ZEAS H|w
el 77 29l ol 71 Sol5t
Estimate C.R. p-value Estimate C.R. p-value Afojoi<
J|EE — olx|™ 0.909 5.586 0.000 0.341 6.899 0.000 0
28N — ol 0.432 3.384 0.000 0.160 3.060 0.002 0
IHES — MM 0.816 4.649 0.000 0.158 2.709 0.007 o
28N > MM 0.568 3.825 0.000 0.193 3.059 0.002 0
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