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(Competitive Differentiation)  (Cost) 

 (Price)  

 2.  (Tools for Tracking 

and Measuring Customer Satisfaction)  

 

 

 (1) 

 ( )   

 (2)    

 (R&D)   (3) 

    

  

    

  2.1  
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  2.2  

   

  

  

   (1) 

     

   (2) 

 (3)  

     (4) 

   

     (5) 

 

  2.3  

  

 

  2.4  

   IBM   

     

 

 

 

 

    

   

  

   

 

 

  

  



53 

 

  

   

   

   

  4   

(Planning)  (Organizing)  (Leading) 

 (Controlling)   

  (  , 2544: 6-8) 

 1. 

 

 2.  (Performance Indicators) 

   

   

 3.  

 

 2 

 3  

 

  

 Benchmarking 

 

 4.  

   

 

   

    



54 

 

   

 5.  

 2   1)  2) 

 

  

  

 

  

  

 

   (2556: 26)    

 

    

  

 

   (2550: 132)    

 (Outputs)   (Impacts) 

  (Outcomes) 

 

   (2549: 1)   

 

    (2548: 3)   

   

   (2548: 5)    
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    (2547: 114)  

   

   

    

  

   (2547: 2)    

  

    

 

   (2547: 3-4)    

 (Key Performance 

Indicators: KPI) 

   (2546: 1)    

 

 

 Bontis (1998: 19)    

 

 Day (1994: 1)    

   

 

   

(Performance)   

 

 

   

   

   (2550: 151-153)  
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 1.  (Conceptual Use) 

  

 2.  (Legitimate Use) 

  

  

 3.  (Symbolic Use) 

     

 

 4.  (Instrumental Use) 

    

 

   

  

 

  

 

  

  

   (2543: 137-138) 

  

 1.  

  

 2.    

 3.   

 

 4.   
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 5.  

 

 6.   

 

 7.  

    

 

  

 King  Ramamurthy (1992: 129-141) 

 4   

 1.  (Flexibility)  

      

 2.  (Quality)  

    

 3.  (Costs)  

      

 Zehir  (2006: 109-116) 

 4   

 1.  (Global Capabilities)  

      

 2.  (Production and Service Capabilities) 

  

     

 3.  (Marketing and Sale Capabilities) 

  

 

 4.  (Technological Capabilities)  

 

 



58 

  

  

  (  , 2541: 288-289)  

 1.     

  

  

  1.1    

 

  1.2     

 

  1.3    

 

 2.   

    

    

  

  2.1  

  

 

  2.2  

 

  2.3  
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 3.   

    

  

  

  

  3.1   

   

 

  3.2    

 

  3.3   

   

  

  

  3.4   
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 (  , 2541: 8-9) 

    

  

 

   

 

 4.   

 

  

     

  

 

 

   

 

  4.1  (Cost Leadership) 

 (Operation Excellence)     

    Work in Process (WIP) 

   (Continuous 

improvement)     

  4.2  (Innovation)   
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  Workout Process  90  

   

     

 

  4.3  (Customer Intimacy) 

    

 

  

    

 

   

   

   

   

   

  

   

  

  

  

 

  

 (  , 2544: 17) 

   (2547: 23)  

  

 1.  (Top–Down) 

   

 (Bottom-Up)   
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 2. 

 

 

 

 3.    

  

  

 

 4.    

 

   

   (2544: 46)  

 3   

 1.    

   

  

 

 

 2.  

 

  

 

 3. 
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 4  

     

  

  (Sales Growth)  

  

   (2553: 52)  

  ( )  

   (2547: 201-202)    

    

 

 

  

    

  

 

 

 

   

  

  

   (2545: 213)  

  

  2   
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  (Market Share)  

 

 (  , 2543: 63)  

     

  

   

 

 (  , 2545: 213)  

 1.  

   

  

  

   

 

 2.  

  

 3.  

  

 

   ( ) 

  

 (  

 , 2541: 270)  

 1.   

  

 2.   

  

 3.   
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 4.  

  

   

 5.  

  

 6.  

  

  (Market Growth)  

  

  (Profitability)  

   (2553: 55)   

   

  1  

 

   

   (Profitability)  

 

 

 

   (2542)  

 . .2535-2540 

 

  

 

  (Multiple 

linear regression)  SPSS Version 7.5  



66 

 

  

   (2546)   

   

 

   50  

   

 

 

       

 0.95  

, , , , 

, , , , 

 , 

, , ,  
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 3 

 

 

 

  “

 ” 

 8  

 1.  

 2.  

 3.  

 4.  

 5.  

 6.  

 7.  

 8.  

 

 

  (Quantitative Research) 

  

 5  

  1     

  

  2 

  

  3 
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  4  

 

  5  

 

  

 

 

  (Key Population)    

 171   

 

  

 

  (Questionnaire) 

  5   

  1   7  

 (Checklist)     

  

 

  2    7  

 (Checklist)  

    

   

  3  

  21   5   

  5    5  

  5    3  

 3  

 (Interval scale) 

 (Rating Scale method)  (Likert scale) 



 69 

(Likert, 1970: 175)  

   

   

  5  

  4  

  3  

  2  

  1  

  4  

  18   3    

 5    7   

 6   (Interval scale) 

 (Rating Scale method) 

 (Likert scale) (Likert, 1970: 175) 

 

 3 

  5    

7     

  (Interval scale) 

 (Rating Scale method) 

 (Likert scale) (Likert, 1970: 175)  

  3 

 

 

    

 1.     

    

  

 2.  
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 3.  

  

 

 4.  

  

 5.  

  30  

  

 (Cronbach’s Alpha Coefficient) 

 6. 

   

 

 

 

  (Content Validity) 

   

  

  

 (Index of Item-Objective Congruence: IOC)   

  IOC  -1  1  IOC  1 

 0.5   (  

, 2551: 50) 

 

  IOC  0.98 

  (Construct Validity)  

 

      

  (Confirmatory Factor Analysis) 
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  Factor 

Loading  0.3  (Hair, 1995: 385) 

 3 

 

 3  

 

 

 

 

(Factor Loading) 

 

(Cronbach’s Alpha) 

   

 0.787-0.790 0.924 

 0.749-0.862 0.812 

 0.688-0.826 0.871 

 0.680-0.758 0.940 

 0.692-0.897 0.874 

   

 0.458-0.831 0.909 

 0.783-0.873 0.904 

 0.738-0.917 0.851 

 0.880-0.909 0.808 

 

  (Reliability)  

   (Try – 

Out)   

 30   

 (Reliability)  (Cronbach’s Alpha 

Coefficient)  1   (    

 , 2555: 262)  0.808-0.940  3 
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 1.  (Primary data) 

  171  

 5     

   

 2.  (Secondary data) 

   

     

  

 

 

 

   

 1.   

 2. 

 

 3. 

   

 

 4. 

 

 

 

  

  

 

 1.  1   

 (Descriptive Statistics) 
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 2.  2   

 (Descriptive Statistics) 

 

 3.  3  

 (Likert scale) 

 5        

 

   (  , 2543 : 

99-100) 

   4.51 – 5.00   

   3.51 – 4.50   

   2.51 – 3.50   

   1.51 – 2.50   

   1.00 – 1.50   

 4.  4  

 (Likert scale) 

 5   3 

 

 5.  4  

 (Likert scale) 

 5   3 

 

   

  (Pearson’s product moment Correlation 

coefficient)  

  

   

 (Multiple Regression Analysis)  

 

 



 74 

  1  

 ECR = 01+ 1MC(CR)+ 2MC(MID)+ 3MC(CMS)+ 4MC(IMO)+ 5MC(AMO)+  

  

   

 

  1.1, 

1.2, 1.3, 1.4  1.5  

  2  

 P = 02+ 6MC(CR)+ 7MC(MID)+ 8MC(CMS)+ 9MC(IMO)+ 10MC(AMO)+   

  

   

 

  2.1, 2.2, 2.3, 2.4  

2.5  

  3  

 P = 03 + 11ECR(EIR) + 12ECR(QPS) + 13ECR(CS) +  

  

  

  3.1, 3.2,  3.3  

 

 4  

 

  

 1 

 

 

(Multiple Regression Analysis) 
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 4  ( ) 

 

  

 2 

 

 

(Multiple Regression Analysis) 

 3 

 

 

(Multiple Regression Analysis) 

 

 



76 

 

 

 4 

 

 

 

  “

”  

171  

 6   

  1  

  2  

  3  

  4  

  5  

  6  

  1 

 

   1.1 

 

   1.2 

 

   1.3 

 

   1.4 
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   1.5 

 

  2 

 

   2.1 

 

   2.2 

 

   2.3 

 

   2.4 

 

   2.5 

 

  3 

 

   3.1 

 

   3.2 

 

   3.3 
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 n   

 X    (Mean) 

 S.D.   (Standard 

deviation) 

 p-value   (Significance)  

 Sig     

    

 r     

   

 

 a     

 SEest    (Standard 

error of estimation)  

 Adjusted R2    

 *    0.05 

 **    0.01 

 MC    

 CR   

 MID   

 CMS   

 IMO   

 AMO   

 EIR   

 QPS   

 CS   

 ECR   

 P   

 



 79 

 

 1  

  

     

  

(Frequency)  (Percentage)  

 

 5  
(n = 171 ) 

   

   

  114 66.67 

  57 33.33 

 171 100.00 

   

  30  12 7.02 

 30 - 40  98 57.31 

 41 - 50  54 31.58 

  50  7 4.09 

 171 100.00 

   

  14 8.19 

  121 70.76 

  36 21.05 

 171 100.00 

   

  1    0 0.00 

 1-5  51 29.82 

 6-10  106 61.99 

  10  14 8.19 

 171 100.00 
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 5  ( ) 
(n = 171 ) 

   

   

   14 8.19 

 /   89 52.05 

   49 28.65 

   19 11.11 

 171 100.00 

   

  1    0 0.00 

 1-5  37 21.64 

 6-10  127 74.27 

  10  7 4.09 

 171 100.00 

   

  50,000  36 21.05 

 50,000-100,000  44 25.73 

 100,001-150,000  67 39.18 

  150,000  24 14.04 

 171 100.00 

 

  5   

   171  

  114   66.67   57   33.33 

   171  

 30-40   98   57.31   41-50   54  

 31.58  30   12   7.02    

50   7   4.09  
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   171  

  121   70.76 

  36   21.05   14 

  8.19 

   171 

  6-10   106   

61.99  1-5   51   29.82  10  

 14   8.19 

   171 

 /   89   

52.05     49   28.65 

  19   11.11   14  

 8.19 

   

171   6-10   127   

74.27  1-5   37   21.64  10   7  

  4.09 

   171  

 100,001-150,000   67   

39.18   50,000-100,000   44   25.73  50,000 

  36   21.05  150,000   24   

 14.04 
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 2  

   

   

   

 (Frequency)  (Percentage) 

 

 

 6  
(n = 171 ) 

  ( )  

   

  165 96.49 

  6 3.51 

  0 0.00 

 171 100.00 

   

   37 21.64 

   34 19.88 

   47 27.49 

  34 19.88 

 /  19 11.11 

   0 0.00 

  0 0.00 

 171 100.00 

 

  

  

  

  

  

 

0 

0 

0 

0 

171 

 

0.00 

0.00 

0.00 

0.00 

100.00 

 171 100.00 
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 6  ( ) 
(n = 171 ) 

  ( )  

   

  10  22 12.86 

 10 -20  89 52.05 

 21 - 30  44 25.73 

  30  16 9.36 

 171 100.00 

   

  500  4 2.33 

 500 - 1,000  87 50.88 

 1,001 - 1,500  62 36.26 

  1,500  18 10.53 

 171 100.00 

   

  10  2 1.17 

 10 - 50  63 36.84 

 51 - 100  94 54.97 

  100  12 7.02 

 171 100.00 

   

  100  70 40.94 

 100 - 500  55 32.16 

 501 - 1  30 17.54 

  1  16 9.36 

 171 100.00 
 

  6   

   

171    165   96.49 

  6   3.51 
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   171  

  47   27.49 

  37   21.64 

 34   19.88 /

  19   11.11 

   171  

  171   100.00 

  

 171   10-20   89  

 52.05   21-30   44   25.73  10  

 22   12.86  30   16   9.36 

   171  

 500-1,000    87   50.88 

  1,001-1,5000   62   36.26  1,500   

18   10.53  500   4   2.33 

  

 171   51-100   

94   54.97  10-50   63   

36.84  100   12   7.02  10  

 2   1.17 

   171  

 100   70   40.94 

  100-500   55   32.16  

501-1   30   17.54  1   16 

  9.36 
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 3  

 

  

   

 

 (Mean)  (Standard deviation) 

 

 

 7  
(n = 171 ) 

 X  S.D.  

1.  3.89 0.42  

2.  4.01 0.46  

3.  3.89 0.46  

4.  3.93 0.54  

5.  3.86 0.51  

 3.92 0.38  

 

  7   

 ( X  = 

3.92, S.D. = 0.38)  

  ( X  = 4.01, S.D. = 0.46)   

 ( X  = 3.93, S.D. = 0.54) 

 ( X  = 3.89, S.D. = 0.42)  ( X  = 3.89, S.D. = 

0.46)  ( X  = 3.86, S.D. = 0.51) 
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 8 

 
(n = 171 ) 

 X  S.D.  

1. 

 

3.84 0.54  

2. 

 

3.80 0.56  

3.  3.93 0.71  

4. 

 

3.88 0.67  

5. 

 

4.00 0.65  

 3.89 0.42  

 

  8  

  

 ( X  = 3.89, S.D. = 0.42) 

  

 ( X  = 4.00, S.D. = 0.65)   

 ( X  = 3.93, S.D. = 0.71) 

 ( X  = 3.88, S.D. = 

0.67)  ( X  = 3.84, S.D. 

= 0.54) 

 ( X  = 3.80, S.D. = 0.56) 
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 9 

 
(n = 171 ) 

 X  S.D.  

1. /

 

3.98 0.70  

2. 

 

3.99 0.72  

3.  4.05 0.65  

4. 

   

 

4.08 0.65  

5. 

  

3.93 0.59  

 4.01 0.46  

 

  9 

  

 ( X  = 4.01, S.D. = 0.46) 

  

 ( X  = 4.08, S.D. = 0.65)   

 ( X  = 4.05, S.D. = 0.65) 

 ( X  = 3.99, S.D. = 0.72) /

   ( X  = 3.98, S.D. = 0.70) 

  ( X  = 

3.93, S.D. = 0.59) 
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 10 

 
(n = 171 ) 

 X  S.D.  

1. 

 

3.82 0.66  

2. 

 

 

3.89 0.77  

3. 

 

 

3.94 0.74  

4. 

 

3.86 0.65  

5. 

 

3.92 0.65  

 3.89 0.46  

  

  10 

  

 ( X  = 3.89, S.D. = 0.46) 

   

 ( X  = 3.94, S.D. = 

0.74)    ( X  = 

3.92, S.D. = 0.65) 

  ( X  = 3.89, S.D. = 0.77) 

 ( X  = 3.86, S.D. = 0.65) 

 ( X  = 3.82, S.D. = 0.66) 
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 11 

 
(n = 171 ) 

 X  S.D.  

1. 

 

3.89 0.76  

2. 

 

3.94 0.74  

3.  

  

3.96 0.67  

 3.93 0.54  

 

  11 

  

 ( X  = 3.93, S.D. = 0.54) 

  

 ( X  = 3.96, S.D. = 0.67)   

 ( X  = 3.94, S.D. = 0.74) 

 ( X  = 3.89, S.D. = 0.76) 

 

 

 

 

 

 

 

 



 90 

 12 

 
(n = 171 ) 

 X  S.D.  

1.   

 

 

3.98 0.71  

2. /

  

3.95 0.71  

3. 

 

3.64 0.65  

 3.86 0.51  

 

  12 

  

 ( X  = 3.86, S.D. = 0.51) 

    

 

 ( X  = 3.98, S.D. = 0.71)   

/   ( X  = 3.95, S.D. = 

0.71)  ( X  = 3.64, S.D. = 

0.65) 
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 4  

 

  

 

 (Mean)  (Standard deviation) 

 

 

 13  
(n = 171 ) 

 X  S.D.  

1.   3.78 0.43  

2.   3.86 0.42  

3.   3.84 0.43  

 3.82 0.37  

 

  13   

 ( X  = 3.82, 

S.D. = 0.37)  

 ( X  = 3.86, S.D. = 0.42) 

 ( X  = 3.84, S.D. = 0.43)  ( X  = 

3.78, S.D. = 0.43) 
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 14 

 
(n = 171 ) 

 X  S.D.  

1. 

 

3.71 0.65  

2. 

 

3.70 0.66  

3. 

 

3.78 0.74  

4. 

 

 

3.77 0.66  

5. 

 

3.92 0.65  

 3.78 0.43  

 

  14 

  

 ( X  = 3.78, S.D. = 0.43)   

 

 ( X  = 3.92, S.D. = 0.65)       

 

( X  = 3.78, S.D. = 0.74)  

 ( X  = 

3.77, S.D. = 0.66) 

 ( X  = 3.71, S.D. = 0.65) 

 ( X  = 3.70, S.D. = 0.66) 
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 15  
(n = 171 ) 

 X  S.D.  

1. 

 

3.76 

 

0.64  

2. 

 

3.82 0.68  

3. 

 

 

3.92 0.70  

4. 

 

 

3.92 0.70  

5. 

  

 

3.93 0.52  

6. 

  

 

3.80 0.72  

7. 

 
3.86 0.69  

 3.86 0.42  

 

  15 

  

 ( X  = 3.86, S.D. = 0.42) 

 

 ( X  = 3.93, S.D. 

= 0.52)   
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  ( X  = 3.92, S.D. = 0.70) 

 ( X  = 3.86, S.D. = 0.69) 

 ( X  = 3.82, S.D. = 

0.68) 

 ( X  = 3.80, S.D. = 0.72) 

 ( X  = 

3.76, S.D. = 0.64) 

 

 16  
(n = 171 ) 

 X  S.D.  

1. /  

 

3.89 0.66  

2. /  

 

3.91 0.68  

3. 

 

3.88 0.68  

4. /

 

 

3.93 0.81  

5. 

/

  

3.64 0.66  
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 16    

( ) 
(n = 171 ) 

 X  S.D.  

6.  

  

 

3.77 0.61  

 3.84 0.43  

 

  16 

  

 ( X  = 3.84, S.D. = 0.43)  

 /  

 ( X  = 3.93, S.D. = 0.81) 

/  

 ( X  = 3.91, S.D. = 0.68) /  

 ( X  = 3.89, S.D. = 

0.66) 

 ( X  = 3.88, S.D. = 0.68) 

    ( X  = 3.77, S.D. = 0.61) 

/   ( X  = 3.64, S.D. = 0.66) 
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 5  

 

  (Mean)  (Standard 

deviation)  

 

 17   
(n = 171 ) 

 X  S.D.  

1.  3.77 0.75  

2.  3.84 0.67  

3.  3.94 0.58  

4.  3.82 0.56  

5.  3.80 0.70  

6.  3.75 0.63  

7.  3.86 0.70  

 3.82 0.42  

 

  17   

 ( X  = 3.82, S.D. = 0.42) 

     

 ( X  = 3.94, S.D. = 0.58)   

 ( X  = 3.86, S.D. = 0.70)  ( X  

= 3.84, S.D. = 0.67)  ( X  = 3.82, S.D. = 0.56) 

 ( X  = 3.80, S.D. = 0.70) 

 ( X  = 3.77, S.D. = 0.75) 

 ( X  = 3.75, S.D. = 0.63) 
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 6   

  1 

 

  1.1 

 

  1.2 

 

  1.3 

 

  1.4 

 

  1.5 

 

  2 

 

  2.1 

 

  2.2 

 

  2.3 

 

  2.4 

 

  2.5 

 

  3 

 

  3.1 
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  3.2 

 

  3.3 

 

 

  2 

 (Interval)  (Ratio) 

  (Coefficient of Correlation)  

r  r  -1  1  0 

   

 

 2   

 2    2  

   

 

 

  (Multicollinearity) 

 (Tolerance)  VIF (Variance inflation 

factors)  

 0.1 (Hair et al., 1995,   , 2552: 132)  VIF 

 10 (Belsley, 1991,   , 2552: 132) 

 

 

 (Pearson’s Product Moment Correlation 

Coefficient)  18 
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 18  

 

(n = 171 ) 

 CR MID CMS IMO AMO ECR VIF 

X  3.89 4.01 3.89 3.93 3.86 3.82  

S.D. 0.42 0.46 0.46 0.54 0.51 0.37  

CR       2.01 

        

MID 0.674**      2.48 

 0.00       

CMS 0.505** 0.650**     2.17 

 0.00 0.00      

IMO 0.460** 0.569** 0.643**    1.96 

 0.00 0.00 0.00     

AMO 0.518** 0.479** 0.480** 0.521**   1.61 

 0.00 0.00 0.00 0.00    

ECR 0.616** 0.704** 0.666** 0.663** 0.642**   

 0.00 0.00 0.00 0.00 0.00   

*p<0.05, **p<0.01 

 

  18  

 0.460-0.704 

 0.01  VIF  1.61-2.48 

 10  (Multicollinearity) 

 (Multiple Regression 

Analysis)  19  
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 19 

 

 

 (ECR) 

 (MC)  

( )  

t p-value 

 (a) 0.72 0.17 4.02 0.00 

CR 0.11 0.05 1.76 0.08 

MID 0.27 0.05 3.75 0.00*** 

CMS 0.17 0.05 2.52 0.01*** 

IMO 0.21 0.04 3.25 0.00*** 

AMO 0.26 0.04 4.47 0.00*** 

F = 64.75, p = 0.00, Adjust R2 = 0.67 

*p<0.05, **p<0.01, *** p<0.001 

 

  19 

 (  = 0.27, p<0.05)  (  = 0.26, p<0.05) 

 (  = 0.21, p<0.05) 

 (  = 0.17, p<0.05) 

  1.2, 1.3, 1.4  1.5 

 (  = 0.11, p>0.05)  1.1 

 

 

 (Pearson’s Product Moment Correlation Coefficient) 

 20 
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 20  

 

(n = 171 ) 

 CR MID CMS IMO AMO P VIF 

X  3.89 4.01 3.89 3.93 3.86 3.82  

S.D. 0.42 0.46 0.46 0.54 0.51 0.42  

CR       2.01 

        

MID 0.674**      2.48 

 0.00       

CMS 0.505** 0.650**     2.17 

 0.00 0.00      

IMO 0.460** 0.569** 0.643**    1.96 

 0.00 0.00 0.00     

AMO 0.518** 0.479** 0.480** 0.521**   1.61 

 0.00 0.00 0.00 0.00    

P 0.549** 0.594** 0.600** 0.496** 0.520**   

 0.00 0.00 0.00 0.00 0.00   

*p<0.05, **p<0.01 

 

  20  

 0.460-0.650 

 0.01  VIF  1.61-2.48 

 10  (Multicollinearity) 

 (Multiple Regression 

Analysis)  21   
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 21 

 

 

 (P) 

 (MC)  

( )  

t p-value 

 (a) 0.80 0.25 3.13 0.00 

CR 0.16 0.08 2.00 0.04* 

MID 0.18 0.08 2.06 0.04* 

CMS 0.28 0.07 3.26 0.00*** 

IMO 0.03 0.06 0.39 0.69 

AMO 0.19 0.06 2.58 0.01* 

F = 28.68, p = 0.00, Adjust R2 = 0.47 

*p<0.05, **p<0.01, ***p<0.001 

 

  21  

 (  = 0.28, p<0.05)  (  = 0.19, p<0.05) 

 (  = 0.18, p<0.05) 

 (  = 0.16, p<0.05) 

  2.1, 2.2, 2.3  2.5 

      

 (  = 0.03, p>0.05) 

 2.4 

 

  

(Pearson’s Product Moment Correlation Coefficient)  22 
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 22  

 

(n = 171 ) 

 EIR QPS CS P VIF 

X  3.78 3.86 3.84 3.82  

S.D. 0.43 0.42 0.43 0.42  

EIR     1.60 

      

QPS 0.594**    2.32 

 0.00     

CS 0.529** 0.709**   2.08 

 0.00 0.00    

P 0.499** 0.625** 0.704**   

 0.00 0.00 0.00   

*p<0.05, **p<0.01 

 

  22  

 0.499-0.709 

 0.01  VIF  1.60-2.32 

 10  (Multicollinearity) 

 (Multiple Regression 

Analysis)  23   
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 (P) 

  

 ( )  

t p-value 

 (a) 0.79 0.23 3.33 0.00 

EIR 0.11 0.06 1.64 0.10 

QPS 0.20 0.08 2.40 0.01** 

CS 0.50 0.07 6.28 0.00*** 

F = 58.79, p = 0.00, Adjust R2 = 0.52 

*p<0.05, **p<0.01, ***p<0.001 

 

  23   

(  = 0.50, p<0.05)  (  = 0.20, p<0.05) 

  3.2 

 3.3 

 

 (  = 0.11, p>0.05) 

 3.1 
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 1.1 

 

 

  

 

(  = 0.11, p>0.05) 

 

 1.2 

 

 

  

 

(  = 0.27, p<0.05) 

 

 1.3 

 

 

(  = 0.17, p<0.05) 

 1.4 

 

 

(  = 0.21, p<0.05) 

 

 1.5 

 

 

(  = 0.26, p<0.05) 
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(  = 0.28, p<0.05) 

 

 2.4 

 

 

(  = 0.03, p>0.05) 

 

 2.5 

 

 

(  = 0.19, p<0.05) 
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  1   

    

  

 

  0.460-0.704  (Sig. = 0.01) 

 (Multiple regression analysis)   

  1.1 

 (  = 0.11, p>0.05) 

  67   1.1 

  1.2 

 (  = 0.27, p<0.05) 

  67   1.2 

  1.3 

 (  = 0.17, p<0.05) 

  67   1.3 

  1.4 

 (  = 0.21, p<0.05) 

  67   1.4 

  1.5 

 (  = 0.26, p<0.05) 

  67   1.5 

  2   

    

   

  

 0.460-0.650  (Sig. = 0.01) 

 (Multiple regression analysis)  
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  2.1 

 (  = 0.16, p<0.05)  

 47  2.1 

  2.2 

 (  = 0.18, p<0.05)  

 47  2.2 

  2.3 

 (  = 0.28, p<0.05) 

  47  2.3 

  2.4 

 (  = 0.03, p>0.05) 

  47  2.4 

  2.5 

 (  = 0.19, p<0.05) 

  47  2.5 

  3  

   

   0.499 – 

0.709  (Sig. = 0.01) 

 (Multiple regression analysis)  

  3.1  

 (  = 0.11, p>0.05) 

  52  3.1 

  3.2  

 (  = 0.20, p<0.05)  

 52  3.2 

  3.3   

(  = 0.50, p<0.05)  

 52  3.3 
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  (    ) 41 - 50  (    )  50   
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  (    )  (    )  

  (    )  
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  (    )  1    (    ) 1-5  
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