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ABSTRACT

A Study Concerning the Effect of the Gap
between Importance and Satisfaction Degrees
of Brand Image Attributes to Purchase

Behavior in Hotel

Wang-Woo Shin

Department of Business Administration
Graduate School

Cheju National University

Modern consumers buy not goods but brand images. By brand
management, We mean making the best of the experiences of specific
goods and services Impressed on customers, A brand image is the
character, emotion and impression generalized from the long
interrelation with a specific item. It is the knowledge of a certain
brand and placed in consumers’ memory.

Understanding hotel attributes is the key to stepping up buying
behavior in hotel management. By satisfying customer needs, the
hotel managers must form loyal clientele. Lewis(1984) said that
discordance between management and choice attributes results from
circumstantial variables such as consumers’ situation and their buying
experience.

This study aims at the hotel buying behavior for customers of



super deluxe hotels in Jeju Island, focusing on the gap between
importance and satisfaction degrees of brand image attributes. How
much influence the gap has on several aspects of hotel buying
behavior— hotel brand image, customers’ satisfaction, hotel revisiting—
is What this study looks over. So the study primarily examines how
brand image attributes satisfaction is related to brand image,
customers’ satisfaction, hotel revisiting by exemplifying a variety of
hotels from the top to the lowest in the hotel brand preference.
Subsequently, it inquires into the relations between brand image
attributes satisfaction and hotel buying behavior. The buying behavior
is composed of brand image, customers’ satisfaction and hotel
revisiting. Finally, the study deals with the law of cause and effect
among these three components in order to investigate the effect of
the gap between importance and satisfaction degrees of brand image
attributes on hotel buying behavior.

Here are the results of the study analysed by the method of
NCSI(National Customer @ Satisfaction Index) model and SPSS Win
12.0 version.

Firstly, judging from six attributes of brand image(quality of
accommodation, neatness of establishment, quality of service, quality
of food&beverage, comfortable, security), the hotels high in brand
preference is more satisfying than the low ones. A survey shows
that internally and externally well-known hotel in Seogwipo City— S,
L, H(initials) hotels— are excellent in the hotel brand preference. Any
other hotels in that area have to establish facilities, services and
managing systems which meet the customers’ needs and strengthen
publicity campaign and brand marketing. As for feeling satisfaction at
high branded hotels in terms of brand image attributes, 'comfortable’
is ranked first, 'neatness’ second and ’'security’ third. Convenience of
location” which is thought to be the most important in the Korean
big cities seems to be less weighty. On the other hand, low branded

hotels have the more advantage of location and price than high



branded ones. The low branded hotels of Jeju City are in better
position than the ones of Seogwipo City because there is an
international airport and a ferry boat terminal in Jeju City. In case of
high branded hotels the customers make little of price and so the
hotels must set up marketing strategy whose main target is quality,
not price.

Secondly, when it comes to hotel brand image, four kinds of
attributes— quality of accommodation, neatness of establishment,
quality of service, comfortable- show meaningful difference. As for
customers’ satisfaction, three kinds- quality of accommodation,
neatness of establishment, comfortable- are meaningful. About hotel
revisiting, only the attribute of security is statistically meaningful and
has a powerful and direct influence on hotel buying behavior.
Considering that customers prefer quality of accommodation, neatness
of establishment and comfortable, hotel managers should make
facilities more comfortable and quieter and build up quality of service
by training employees and introducing incentive system.

Thirdly, the gap between importance and satisfaction degrees of
brand image attributes 1s not too decisive to control hotel brand
image, which is the key finding of this study. If comfortable, quality
of accommodation or quality of service is negative, each of them will
do harm to brand image. getting minus(-) in viewpoint of
comfortable, quality of accommodation or quality of food&beverage
decreases hotel revisiting.

The limitation of this study 1s that having surveyed just eight
attributes of brand image cannot produce a general perspective of the
hotel industry. The survey has been done only for super deluxe
hotels. But the research of customers’ satisfaction and hotel revisiting
is problematic because within the group of super deluxe hotels there
are different facilities, services, charging systems and so forth. In
making up new questionnaire, we will have to check in detail the

items for the evaluation of customers’ satisfaction, including facilities,



the number of employees, average room rate, the amount of sale and
room occupancy.

Lastly, brand image is essentially abstract and intangible and so
customers’ recognition of it must be through real experiences of
satisfaction. Also, there need to be further study on the hotel sales
items typified by the combination of brand image and other key
factors(facilities, personal service, systematic service). In the further
study, we must make use of accurate sampling and measuring and
arrive at better knowledge of the gap between importance and
satisfaction degrees of brand image durability so that the result can
be applied to every type of hotel buying behavior. The knowledge
will make it possible to give invaluable information to consumers as

well as hoteliers.
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A AL 2000, pp.209-211.

oA g 2ALE

Extraction Method: Principal Component Analysis.
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T AAA L 11X (eigen value)’t HA 1S oW %

of StAl (& 4-3) ¥} o] I7He] a9l ERFdh= Zeo] b

(E 4-3) 899 F&

HE 27| 2FX £23A A 834 ¥

A | BNn | FEH% | A | A% | FEHR | A | B0 | 8B

7]5 A o] 1] A 6.705| '67.045| 67.045| 6.705| 67.045| 67.045]3.086]30.858]30.858

A}3] A o] 1] %] 798| 7.982| 75.027| 798| 7.982| 75.027|2.642|26.422|57.281

23 o || X 551 5.511| 80.538| .551| 5.511| 80.538|2.326|23.257|80.538
WA o] m) ] 494]  4.942|  85.480
WA RS 375 3.749|  89.229
b ki 305|  3.050| 92.279
v Wk 222 2.223| 94.503
A o] &2 = 211 2.107| 96.610
TR = 196 1.957| 98.566
FHA= .143|  1.434| 100.000

Extraction Method: Principal Component Analysis.

SAHAFES 7 st a1t FadAe] A=E vEds Ao

& SRR
E a8 AHES AFste] &3 7S 7 (communality) ol gt st o=
AR 58 A5 93 dyEE SAWTF] Eiteth

Qe HAe Hzel A wrh Waks av] 919 Fgolrh a9l Ay

b

o

O
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(E 4-4) 74844 3d4d 292l Matrix(a)

©|oo|w|<|ts||o| <] —|—
m |0~ N || F oD |m | <
AR A R L el B RE RER !
4
of ~|©o|w|wo|o|— |||
IR R b
NS |eM N RN M
-
< | N[O | |O|m|0| |
- ® @@ N oo
Q|| TR R X
W
e
1FLU
77| = || |
]]]]z,*_ummclﬁ
EIRIE|E SIS 4
A |olo|o]o UTmﬂHMMmﬂmﬂ
" ﬂﬁ@ﬂﬂ@mﬁﬂ%ﬂﬁ%
Lﬂoaﬂﬂﬂ%wsﬁ.iﬂu:’_zfv
— |~ |~q || B o | —
7A7me@@1m
X
mR |,
|2

Extraction Method: Principal Component Analysis.

Rotation Method: Varimax with Kaiser Normalization.

a Rotation converged in 9 iterations.
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Foundations of Behavioral Research, 3rd, ed., Holt, CBS Publishing

103) Fred N. Kerlinger :

Co., 1986, pp.404-405.
104) Cronbach’s Alpha 7= 03 14kl ] gk 7hAm, AR3|3tst 2bge] 79 0.70]/dolH 41

'SASehE SAVEAL, | dlelHEe] 2, 1997, p.240.
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e

sbele] <E 4-5>9 ol
0.871 (87.1%), 1 AF=

(925%)% AFE7t =& Aoz eSS

T E B = o]n] A

2200

Cronbach -a%k

82lo] 0.883 (88.3%), S &A= Q<Rlo] 0.925

<% 4-5> 3T PF MNIAE HF
Zd7 P Cronbach -a | &3
=
——— 71? 4 o]u| %]
FACTOR 1| ojmx | 1o elwi™
B 0.871 4
AR ojn]A
Akl REE
a7 -
FACTORZ | o | EAF 7ty i 0.883 3
o ol 47 Ql TR} T
B
FACTOR 3 |Zd2A4A=9| FHox= 0.925 3
FHow
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A3 A ATY NMEAHT

1. 97712 19 A=

TEHHAENTE ZAEAIE <F 4-6>3 Zo] 9 = 338"W = GE
g 307 (8.9%), Cxdl 129 (3.6%), K& ¥ 284 (8.3%), P& 84 (24%), O
9 99 (27%), LPs ¥ 269w (7.7), S=9 1074 (31.7%), Lz49 729 (21.3%),

Hz g 33%(9.8%), ST= 9 1394 (3.8%)°0. 2 ZALE

<% 4-6> 3€BEH=Hs =

T = A= H&

A=A Gsd 30 8.9
czd 12 3.6

Kz € 28 8.3

pzd 8 2.4

Oz # 9 2.7

LPz ¥ 26 7.7

A FE Ssd 107 31.7
L3d 72 21.3

Hz 4 33 9.8

STz dl 13 3.8

Al 1070 4 338 100.0
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FYRASATE e BAS A 84K &4 FRES WEE 7
of ztel7t A=A E ot 7] f3] T-tests AAISH A¥ <3 4-7>3 <iE
4-8>01 4 Wi wksh o] 95%e] ezl 9K L AR A9
Fegds A 67HA Bal=elnx] &g Folg Aols e &
AR P=EAFTEr G TEpT 22 Sdo A fHEEst § 2 Ao

<E 4-7> 3HEWHE A5 HE BH=o|H X &4 TFEX}o

A FTUERIASHNEE | FES| A EF9xt gzt
X L H2ZA | Aze 3e 39 239 5.51 1.198 .078
AZE 2o 549 102 5.36 1.209 120
Ao vk | HMIzE e 5E 239 5.19 1.117 072
A% =2 5d 102 5.58 1.254 124
¥ & B9 | HMIx e TdE 238 5.09 1.224 .079
MEw =0 54 102 5.97 1.094 .108
ZJAAu 24 | HMze Ge 59 238 5.47 1.066 .069
HNZE 2o 549 102 5.84 1.175 116
7V2 ¢ &4 ATe e 549 237 5.00 1.233 .080
MNeE =2 59 101 5.04 1.356 .135
2ozl 4 Mo e vo 5d 238 4.87 1.283 .083
AsE =2 59 102 551 1.249 124
Awrza Hetdk | HIZE 3o Fd 239 537 1.100 071
7 AZLE =& 549 102 6.04 .878 .087
obd zp mj AZe e 549 239 5.42 1.116 072
A% =2 5d 102 5.85 1.120 111
ST sk R4S <E 47> o] Hi s B Faoko ush gk
Soe 29HACHATET) 28 59 Ae dAwbE Hoksk =7 oy Hl
2971, b v, FHY Aujx ) AJAde oA, Aese E, 74
o YA OB FAFNOH, zEB AN eV e sHEHl He wh
Zov A 9 AT, T4 Avlx A kA vE, dukE Hekd =
2, Aol bk, o 2 297, 7HAe A, Ae5e 4 o2 %
AHE QAT o]l# e BEAS EYE sEBRd-AsErr v sHEdl 49 &
g7 gx= ARkl Heksk =43 o d F9U|E FEY F JEE Y
S BAES THACF dH, o] A2 Al ARl Hel| F ¢ B2 AFA=Eo] )
ojof dttt= AL Hol F= Aot}
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<¥ 4-8> THBHASHNIEY E BHEo|n R

¥ 4 |Levene's Test t—test for Equality of Means
for Equality
of Variances
F Sig. t AH= Sig. H2; EZ9x | 95% Confidence
(2-tailed) Interval of the
Difference
HAA | 1A
A .004| .951| 1.010 339 .313 144 142 -.136 423
A 1.007| 189.349 315 144 .143| -.138 425
Al 9] 3.582| .059|-2.814 339 .005 -.386 137 -.656 -.116
thokA -2.686| 172.610 .008 -.386 144 -.670 -.102
o 4 3.047| .082|-6.282 338 .000 -.882 .140| -1.159 -.606
H7] -6.571| 212.384 .000 -.882 1341 -1.147 -.618
T4 1.079| .300|-2.895 338 .004 =-.377 .130| -.633 -.121
Aqu) == -2.784| 175.467 .006 =-.377 135 -.644 -.110
714 9] 1.587| .209| -.290 336 772 -.044 151 -.341 .253
2] A -.279| 173.801 .780 -.044 157 -.354 .266
2559 .015| .902| -4.221 338 .000 -.636 1561 -.932 -.340
2 -4.267| 195.991 .000 -.636 149 -.930 -.342
AwbA 117.038] .000| -5.428 339 .000 -.667 123 -.908 -.425
7 otsl -5.937| 236.561 .000 -.667 .112| -.888 -.446
=7
ob 7} 1.528| .217|-3.289 339 .001 ~ A3 132 -.694 -.175
1= +3.283| 190.091 .001 -.435 .132| -.696 -.173
1-2 SEBAE HIE7 £S5 LB A H(+)Y FTF
2 WA Ao,
FYHAEHEE hE ZATRYEA Aot YEAE Lotur] 93
T-test® AA1e A3 <F 4-9>9F <F 4-10>°A] H+= wpel o] 95%9]
NE el SABAE ol Ao] Folg Aol eI FTUBA=HE
w7h we Edut e sddAe] FujdEe] BF IFH avt 9
oo e
1-3 SHEA=HNI LT &5 4RI Ed J(+)Y dF& 1A
Aol
sYBAEAEEd te sdp@Eel ol deAE dobnsl s
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T-testE 2A3 A3 <F 4-9>9 <FE 4-10>4 HE uvpe} o] 95%9]
MEFFol A AN Fost ztolE YElW TR AEHNT T o
S zEHT 52 gAY FujgFo] BF FAAA g3t deE Ao

5 ZdAAgd A+ 9FE 7 A

sEBACMST T e sE G Fol] Zolrt JAEAE Lol 7] 9|

T-testE AA3 23 <F 4-9>37 <3 4-10>94 BE #H9F 2ol 95%<

AF oA dAdee §23 xols YERI sEHA=HAFT e B

2 TERg £ sHdA sEFugFo] BT FAHHA a7t Jd=

Aoz e
<¥ 4-9> ZTHBRHAENIEY 2 T3 59 x}o]

W ZEBATHIE | FES B EZU} EZox
sdHad= Aze e 54 239 4.8260 .93696 .06061
SEEY AEE #& 549 102 5.6544 .94989 109405
AT T AEZE G 59 239 4.9463 1.02491 .06630
HNoE 2o 5 102 5.5261 94913 .09398

sEANE | HEE e sH 239 4.9679 1.29799 .08396
AeE & 54 102 5.6797 1.03186 10217

<E 4-10> Z9BH=

AzEe] Be 3dTNAEY AFoldF

M |Levene's Test |t-test for Equality of Means
for Equality
of Variances
F Sig. t A= | Sig. | BEA | EF | 95% Confidence
(2-tai oz} Interval of the
led) Difference
HAA | 31X
<4 | 049 .825|-7.445 339| .000| -.82840| .11127|-1.04727|-.60953
2= =-7.404| 188.501| .000| -.82840| .11189|-1.04912|-.60769
o] m] %
a7 .665 .415|-4.888 339| .000| -.57984| .11862| -.81316|-.34652
== -5.042| 204.994| .000| -.57984| .11501| -.80659|-.35309
<9 13.463 .064|-4.914 339| .000| -.71182| .14485| -.99674|-.42689
2] A1 e -5.383| 237.508| .000| -.71182| .13224| -.97233|-.45130
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T lof
z

1,
()
[
2o

~3 ol

2
rir k=)

3
o o

—

Lo M

[
folr
s
o

Ni
g

=

|y
Llox |

1.46894

o
O

1.09609

o |oX

)

1.55074

1.28836

o|Mr | > [py

Fﬁi){

1.22456

T n2|ie

T
[>
i

R

1.11008

_,d
b
s
i)
o,

1.54681

1.63429

1.51685

1.14146

1.32797

.84314

1.32906

| P e 2 2 e e e | e | e e | e e | e
fole| folr| fotr| foir| foir | foir | foir | fote | ol | foir | ol | foir | ol | fole | ol
S R R s R e
= B =l L =l L =l D = ol D = ol X = ol =1
fo|rle|rlo|ro|rlo|rlo|ro|rlo| flo|rle| flo|rlo] rlo| o] rlo|rl

1.12299




<E 4-12> BA=o|nA &4 FRES} NEEe

A

ZFe] 3

=
°©

W4 | Levene's Test t-test for Equality of Means
for Equality of
Variances
F Sig. t AFE Sig. HFga | EFE | 95% Confidence
(2-tailed) 22 Interval of the
Difference

HAAA | H1uX

214 277 .599 -1.095 339 274 -.19370 | .17694 | -.54174 | .15434
A -1.113 198.256 267 -.19370 | .17402 | -.53687 | .14948
Al 3.289 .071 3.641 338 .000 58964 | 16192 | .27114 | .90814
o}ekA] 4.084 252.557 .000 58964 | .14438 | .30530 | .87397
Iy 5.425 .020 5.071 338 .000 88655 | 17482 | .54268 |1.23043
£217] 5.459 227.916 .000 .88655 | .16241 | .56653 |1.20657
Td| 023 .879 3.994 337 .000 56527 | 14152 | .28689 | .84365
S B 4.156 206.693 .000 56527 | .13602 | .29711 | .83344
A 3rek| 2.053 .153 1.792 336 074 .33500 | .18696 | -.03276 | .70276
7} A 1.753 179.821 .081 .33500 | 19115 | -.04219| .71220
2185 (11.206| .001 5.018 335 .000 84755 | 16889 | .51534 |1.17977
= 5.621 244.541 .000 84755 | .15079 | .55054 |1.14456
HAoksk| 13.654 | .000 3.979 338 .000 56908 | .14301 | .28777 | .85039
=7 4,739 287.027 .000 .56908 | .12007 | .33275 | .80541
Sl 2.592 .108 41451 338 .000 66947 | 15042 | .37360 | .96534
H)d 4759 224.221 .000 66947 | .14066 | .39228 | .94666

2. 97714 29 AF

(7}2 2] Bd=o|ux &4 wErE AT PFo AH(+)o AT

[e]

=

QAo

2-1 BASO A £4 WERE sduA=oud] R(+)9] I
2 w3 Aol
Aur o HARNE T ) oo WMEE 1) BANS FAHL F
QAo ATEs) Felwd AEst FA7 Mot
wodge] BAl Fo shiel BmAseluA 8 £4L SYWFE s
FARAC |G FEWUEE Sho] DALV HYLd e BAS
Solrz] el BARA L At
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Balsolnx] &4 874 SYWF FolA W dEhHE oA
3] 7] (stepwise regression)HS A€l &
o] FomNE EAHoR §oF Myuke e &
AR AY G2 <HE 4-13>0]4 Hi= wvpe} o
Aol 04722 Bal=olux] &£ figt el 3d9

o= @l = o] 1] %] o
47%9 A Es 2he o2 YEyT
<F 4-13> IJARYEA
R R AlF ZH9E R AF EFEAESH

.687(d) 472 .466 74014

2y A3 A= A AF F Sig.

Regression 161.732 4 40.433 73.808 .000(d)

Residual 180.779 330 .548

Total 342.511 334

s 2o b
o 2 N ot o ofh tob
z
T

[>

H5E A MFe] 9 A7E vehlE EES AFAAE
<E 4-14>sh gol S W Ee)Y), AU A TRy, AuA B =
B3t FGQ Aulze] A eow s MAE Aow etk

B4 Ang 2o AFE SIF #3599 vdselu X thore A4
g AP A%H % B9, 59 ANA WS =73} F4A A
29 A Axel o HAnASonA} FYHT Y7 WRe] B £
@ A ;EHolol @ Aot BHH We welste] vk AYS 3
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ot e &to HGe A =2 AAI gist ROAL S =2 1
= oo} AEEH VI 2t Hebe =4 agln F ug FHE F
A Sz we Au2sl Aesn
<E 4-14> IAEYANA YEeElG AAS
Wy v 2 E3 IAAT EE3 sAAST t Sig.
B EF3 Beta
(Constant) 1.056 245 4.303 .000

Aol A .188 .048 218 3.899 .000

o = 97 .185 .044 .230 4.209 .000

Horst =7 207 .048 221 4.344 .000

TALAn =4 .158 .048 174 3.286 .001

2-2 BA=om A &4 MEEE IANSEY F(+)Y 9FS vE A

ol o,

BalzoluA g £AS SHHTE ot AANSEE FEHEUTE sl
Bazolnz &Aoo gk BAE Lolry] fEll IARNES AT
WMo AeikH e Qo Al o] whA W 3] 7 (stepwise regression)dH S
e st

3

A3 thE <E 4-15>0 A B upek o] AwEs vbehlE R
Aol 04922 nATSEo] e Halsolm ] &4 mELE Adueo]
49% = EFRLTH
<E 4-15> 3ARFEH
R R AT Z3E R AF EELANEA
.702(c) 492 488 74526
=23y A& Af= BEAF F Sig.
Regression 178.368 3 59.456 107.048 .000(c)
Residual 183.843 331 555
Total 362.212 334




2 B SHEE nAd PPl BAVFE vAE JGS
uy Aol A3 Ty, AwA AE =7, FAN Az AoA F
AMoz 99%9] NHFFAAE felshl tehta govt oA &4e
At felan e Ao eyt

2 AR 2o AFEY SU5S o8 nASL 14 SFd 4%
@ 5E we g UM FaAe) ANzt s & 25
g AT =go] g Halo] vjske] REEE ehya Ytk

IA/EE = 0.852 + 0.286%(A A A3} i)+ 0.298+(dxkx #H
AT =7)+ 0.195+(FHY A= A)

2 g uss mE2e Agelds
A ey, VA=A FQY A2

<E 4-16> I AEAANA JEIS AAF

W HEE3 S| AAS EE3t FAAS t Sig.

B B Beta
(Constant) .852 246 3.457 .001
Aol A3} oA .286 .046 .323 6.225 .000
Heotslk =7 298 .046 .309 6.474 .000
TAY Au) =9 A 195 .047 .209 4.135 .000

2-3 Bdsolux &4 wEEE sdAMge H(+)o dFL v A
A old.

dolrA 8] £4e YNGR Shu ARG FHUGFR 3]
=ol 8 =

Fobus] A3l ARG

)

fex]
AA
Hagol Ao oo Aol o] A 3] 7 (stepwise regression)HH

I ARA AL S <FE 4-17>0)A HE vre} RAIFo] 0.348% Lol tj
3 oA sElAAE ek BalTo|ux] A wELol Auelo] 34%
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JARYL FARE ASAAM B npep o] 99%9] AlF oA 3§
B2 sdAME g Blsolnx] £4 wEErt FAXHORE foldt A
o2 Yy EES WE F s AS & 5 U

<EF 4-17> IJARYEA
R RAF ZAE RAF EZFo0x=4
.590(c) .348 .342 1.03143
TR AFE A= JaAF F Sig.
Regression 188.117 3 62.706 58.942 .000(c)
Residual 352.132 331 1.064
Total 540.249 334

zb Bl=olnz] SdHZ mAe] QA A SRR mX= TS
B Ao Ay gk, Aubd Hoksk w7 H9Y An]ae] doA F
Aoz 99%9] AMFFTAANE FostA YElta ot vzl &4
e FoshA] g Aoz eyt

g AT wre el A7E Urhie wed AsdAs
<GE 4-18>3 o] dwbA Heksh =743 Y My e A AJde] A
OYd wo2 4TS HA = HAeZ YEYH AFE Slew #3dsd s
o] &3t uMELS gt Ay S =2 THY Aujavr & 23td Abt
qow Wad =gol e TLL W YTt

<E 4-18> I AEYONA YEeEld AAS
e v ¥ F3} IAAST EEIAAST t Sig.
B EFx) Beta
(Constant) 735 341 2.155 | .032

ZAnkd Hetkstk =7 .350 .064 .298 5.496 .000

THY A =4 .253 .065 222 3.874 | .000

Al o] A3 ok .205 .064 .190 3.231 .001
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A 4=(Goodness of Fit Index
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=

WA 29l ol A F
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=
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<E 4-3> BAcolnXx £A3 sdFujydE7re AA}AA =

g5-1

Q5.2

153

Q5 4

Q5.5

d5h

Qa7

Q5.8

Chi-Sguare=0.66, df=1, P-walus==0,41697, BMZIEA=0,.000
( image : SEH W= oA, satisfy: LARET  customact: € A4 &
@51 HTA b2 YA g5 3 9F 2 B9 54 TAY AMulze F g5 7149
= #He -4 g8 AT v )

O
o
ich
2,
la]
()]
1
dlo
Ly
1o,
i
2
-~
r
2
2
{

(2) A=A

AR ARZAF dre 1 THEWFY F7F Bol AFaARS
et Qlth 300320 ¥& tiE IS #etd o t-values 1.96€ 7|+
O 2 o]iolw 95%9] AlFFFolA FAASE fositta S U=
=5 Aol ol& ntEoR FTHWS 1He] AAE UEe oo (&
4-19) 9} Zo] betagte<S a3t STdBEH=on| e} uARSZE T E
A FAARCE Fositta FdEd ¢ Qi A=l S ElA)AHE
T3 Foe AR o] vt F F AT ey sErdEo|n A
o} zaANHIe] AHEIE 0372 AA = Fe Aoz YEyL
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(R 4-19) TSHTAYTA
39 Hi¥=o]mx AAVEE =
0.60 (a) -
(0.04)(b)
13.24 (c)
0.37 0.65
(0.07) (0.07)
5.07 8.99

it

B o

o~ B
o I

173!
—= o~

o
EIIY

__>|’1_'4‘
Hu[‘
@ =

2

1

o

N M

b
.—QIO}'E

FEUS ¢ APEAE JERE 7
o> ANA el Alel 5okt
/K—]_/] X]J;I— T:‘LO]:}\‘], EE'_

g = HAolM s

13

X

(@) M EE=3E B34 (b) 2224 (o) t-value  ©]

7+l (gamma)

2k otelel

A REE Al e A D}"“é, i%‘ﬂl 228 174 o= A
3 =7 s A vebga
b 2 v i”Oﬂ/ﬂ‘i’l Ao T 9l
(E 4-20) SPHF9 TE£ASFTY

A4 [ g9 [ Am=] A4 | 48 o

017 | 018 | 016 | -002 | 0.03 -0.01

(0.05) | (0.04) | (0.05) | (0.04) | (0.04) (0.05)

316 | 4.08 | 323 | -060 | 0.73 -0.18

016 | 009 | 008 | 005 | -0.01 0.04

(0.04) | (0.04) | (0.04) | (0.03) | (0.04) (0.04)

370 | 246 | 198 | 143 | -0.28 1.02

- 0.09 | 003 | 006 | -0.02 0.14

(0.05) | (0.05) | (0.04) | (0.05) (0.05)

065 | 112 | -037 | 136 2.64
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(F 4-21) 59879 &4

He | A24 R I e P I ] B B Aes | WM A
A2y | 145

(0.11)

12.77

A4 | 061 1.38

(0.09) | (0.11)

7.15 12.77

297 | 030 | 088 | 159

(0.09) | (0.10) | (0.12)

3.48 9.27 12.77

AH]~ | 037 | 078 | 076 | 1.24

(0.08) | (0.08) | (0.09) | (0.10)

4.80 9.24 8.56 12.77

714 037 | 062 | 042 | 058 | 165

(0.09) | (0.09) | (0.09) | (0.09) | (0.13)

4.23 6.86 4.49 6.74 12.77

Aleg 0.40 0.79 0.73 0.69 0.95 1.66

(0.09) | (0.09) | (0.10) | (0.09) | (0.11) | (0.13)

4.49 8.36 7.39 7.85 8.98 12.77

Qs 0.27 0.66 0.73 0.57 0.53 0.74 1.18

(0.07) | (0.08) | (0.09) | (0.07) | (0.08) | (0.09) | (0.09)

3.70 8.29 8.53 7.74 6.40 8.45 12.77

oFA 0.30 0.57 0.67 0.63 0.59 0.63 0.78 1.30

(0.08) | (0.08) | (0.09) | (0.08) | (0.09) | (0.09) | (0.08) | (0.10)

3.84 7.11 7.65 8.05 6.76 7.11 9.58 12.77
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3. 47714 39 HF

(7HH3] BAEelWA £4 F8ES VEE 19 Folt HUTHY
Fol $(-)9 9L vA Roln.

3-1 BhEoHX £4 FRES} WEE ko oy ZTEHIET
Ao F(-)e &S 1A Aol

ool mbA] Fo) el Bal=olulx 87 Ao FoESH wEE 71
o] 2olE =PYWSR 3l sEB Ao E EHWMEE o BAS U
olw 7] 98 IFAEAHE AT

HA@Soln ] £A0) 871A] SPWMS FolA WMo AdubEe g
3] 7 (stepwise regression)WHS HAEsle] 3| FHHF] st AWy

o] ToWAME FAHoR {3 WEuks T
AR AT T <E 422> BE
AlEel 02632 BAzolwx] £4o] Faweh WLk ko] Zo|7h T
deoln s gt 26%2 2 9SS HE AL ol gow
Uhet
<E 4-22> FARFEY

R R AF Z39 R AF REQXZA
.513(c) .263 .256 .87931
TE AEg A= BaAF F Sig.
Regression 89.697 3 29.899 38.669 .000(c)
Residual 251.287 325 773
Total 340.984 328
JAREL IAEEY HZoNA B vlel o] 99%2] Al g0 A
S|ARY S sdBEAEoln o i3] Hall=olu| x| 87 HAo FAoEe}
WEE o] o7t FAACE FoF Aow eht RS WE 5
gk Ae ¢ F A
72 paseluA S4un nAd geln sandsclnAe s
T saEe WEE 7He] HolE X Hokslk w7 Aol A3} vk,
THY Anz9 A2 BEFE F()Y #AE el Q. FAHeR
99%9] A FEAAE FostA YElUa 9l



Sig.
.000
.000
.000
.003

1 qu] o] A

5
R

[e)
H

t
87.719
-4.415
-3.891
-3.043

el

o

A

Beta
-.253
-.212
-.177

#2735 AAT

- 0.210(A%FE Hetg =74) - 0.157+(A A

.063
.048
.040
.049

<E 4-23> IJAEZAAA YED IAAAF
H EZ3} 3] AS

5.488
-.210
-.157
-.148

=

3}

A=olm A = 5488
o A3} HFA) - 0207x(FQYL A2 Q)

(-)9] 9FS A Aot

4-23>3} #o]

(Constant)
=

-
it

el A
A ) 2]

<

=

~
o

=l

ol 7] 418

A=
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)
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<& 4-24> JARY &4

R RAIF ZAE R AF EFeAEH
.567(c) .322 .315 .86646
T A& AFE YA F Sig.
Regression 115.649 3 38.550 51.348 .000(c)
Residual 243.993 325 751
Total 359.642 328

7 Basolu X SHME nAY G nANERS] GFL F T
fEe WEE 7he] Aol HW AN Wk =g, Alde] A3} they,
QA Arlze] A2 BF 29 #AE deha ok A O 99%

LAPHE = 5586 - 0.212089H4 | =7) - 0.185x(AH 9 23}
GFAE) - 0.188%(FHY vz H)

ATE ALt Wage dFdacle]l AVIE Yede 2T AFelAx
<% 4-25> 9} Zo] Hutx Holsl w7 Aol A vy, FTHY A
29l A $o=2 FQES WXL Holdl wEl AT ¥ oS
n 2= Ao 2 YETH

<E 4-25> 3IAEYAA JEd 3AAS
W HE¥F3 IAAF | E53) JAAS t Sig.
B Ezox} Beta
(Constant) 5.586 .062 90.602 | .000
Az Horglk =7 -212 .047 -.249 -4.517 | .000
Aol A} kA -.185 .040 -.243 -4.656 | .000
TAAA N 229 A -.188 .048 -.220 -3.940 | .000

BASelEA 8] £4e] FLES} WEHE ghe] FolF HYUFE
ARG FEWFE sho] DA olns] e HARAL A



AR AN S <F 4-26>°14 Hi wpel o] AwE S UelE R
Al Fol 02372 Balzolux £A FQwel v 71o] ol IF T
Aol 23%= F(-)o] dF&FS vA Aoz YEytt

ARG ARY HTAA B vkel o] 99%9] 2= gFoll A
AP cdAAg dis] BaA=olnx] 87 £ WHEEe Fo%E
o] 2ol BAH o2 fole Ao e BYPS WE S rteE A
o 3

<E 4-26> JARY £4
R R AF ZA9 RAF EF2A=A
487(c) 237 .230 1.12192
T8 AFE A= B 7A = F Sig.
Regression 127.141 3 42.380 33.670 .000(c)
Residual 409.079 325 1.259
Total 536.220 328
ZF Bz olnx] SR a7 oA sEAMAge JgFs F= T
S5 HHEZ zpolE B ARkA kst =4 FHY Aujxe A 4
=59 AR BF B9 #AE UEU I Utk BAASRE 99%9 AlF S
ol = FosHAl YERa Tk

SEALAE = 5665 - 0.258(AwHH T =7) - 0.222+(FH L AH|
29 4) - 0109x(H =59 )

Fom BaAtouA £49 FRES WEE 7he] Aold] wle FEA Y
of U e mAE Ao yehi

<E 4-27> IAEAANA dEIE HAAF

W v xF3 3 AAT EF3} IAAF t Sig.

B BT Beta
(Constant) 5.665 .081 70.147 | .000
Hotslk =7 -.258 .063 -.248 -4.095 .000
TAD AH] 2~ -.222 .063 -.212 -3.524 .000
A&7 A -.109 .053 -.125 -2.066 .040
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() 23¢] A= AF
g AolAFe fFoEE (P= 020002 AFAANE AdatA Hol o

=
el Aesivar & 4 Qo

2oz HggEA4(Goodness of Fit Index : GFI )9} 24 A= =
T(AGFD 27 095 9L oA 2ol w9 g Aoz AA4e 4 9l
c}.

o2 HAHA AlF 2 (Root Mean-Squared Residual @ = )& A3
g ZAke] Fds SAGT S AR VxdEI AALgEe o
rEol vty Aol7b JEVHE HoFEta & 4 gtk wEA BEE A
7} 0o] RMR%E 0°] 1 g2 ¥ Agtsitta 228 W,
o714 &= RMReo] 0.0089¢]3L o] AS ZF8 AlAS wiE 0.00470] £33 A
Aekgk Rgolgtal & & vt

B =olu A ¢ 87HA] £ Pl s (o] JAAAAE YER= A

HE ol <% 4-3> HH =243} Y}
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<& 4-3> BAZouA &4 FTAES WFEZHe Zo|rl TEFuY
T AR#A 7Y

gapd

gapd

gaps

gaph

gap?

gapd

Chi-Sgquare=1.6Z, df=1, P-walu==0.2Z0371, BMIEA=0.044
( image : B A= o]u]A] satisfy: LATEFE  customact: SE A
bl H2AH b2 tdd b3 ¢ F BV b4 FAYD ANz A g5 Ay
Tl g6 A58 A g7 Hde =2 g8 kHd v )

55 ko] #AAE YERN = betaBtES s Ehd (F 4-28) I 2o
sEB o] AANEE FEQHE e FAHOR fFosirta ATE
T 3, AR ES} e dY E£3 Fojgk AAR o] vt T
T A gy sdBud=on et s ] AHEaRE 0.37%
BAE=oux] &4 FoES wEEzre Aol= sEFudgse 37%= o
o] AAE Fe Aow YEt
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(E 4-28) 59t &4

W TdBA=o|H]%| AAGREE EERRE
Tdud=
o] %] B B B
IAVEE 0.68 - -
(0.04)
16.54
sdxe 0.37 0.69 -
(0.06) (0.06)
5.71 10.60
HAso|ux £A 2859 WEE 71 AolE Eg¥S sle] Y
FulgdEs 2EHUSR 3= AFENE YeEUlE 2 (gamma)#e o}
(E 4-29) oA A8 E=%Tt
o] AS HW Ao Ay v LY Aulze A ASge] A oA
3} vdo] B A=ou A o3 xo]Z Holi Yt}
uAREEZ = A A vk, FAY Aulze A dubd #etl
7ol oA yeElya gt
s 99 Anzs Artol BAHoR Felstrtn ¥ 4 9
t}.
(E 4-29) E9HSF9 FLHUSTY &S
WE | A2 N4 | B0 | Mula | AE | Ae Hergh | <kA
=4 0.07 -0.19 -0.01 -0.12 0.03 -0.09 -0.13 -0.01
BHA =
o)1 (0.03) | (0.04) | (0.04) | (0.05) | (0.04) | (0.05) (0.05) (0.04)
1.94 417 -0.23 -2.34 0.72 -2.00 -2.65 -0.29
a7 0.01 -0.09 0.03 -0.12 -0.03 0.05 -0.08 0.00
PEE
(0.03) | (0.03) | (0.03) | (0.04) | (0.03) | (0.03) (0.04) (0.03)
0.24 -2.63 1.01 -2.97 -1.11 1.61 -2.05 0.08
59 - - 0.14 -0.03 -0.03 -0.06 -0.02 0.03
A
(0.04) | (0.04) | (0.05) | (0.03) | (0.04) (0.04) (0.03)
3.72 -0.81 -0.71 -2.05 -1.20 -0.52 0.97
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(E 4-30) ST #A
HweE | HEA A | B971 | Aul& | 74 | AR | |Hg | A
AIZA 2.22
(0.18)
12.65
Al 0.63 1.94
(0.12) | (0.15)
5.18 12.65
471 0.50 1.20 2.39
(0.13) | (0.14) | (0.19)
3.79 8.71 12.65
Au)l= | 0.34 0.70 1.04 1.52
(0.10) | (0.10) | (0.12) | (0.12)
3.28 6.77 8.54 12.65
744 0.58 0.66 0.63 0.65 2.56
(0.14) | (0.13) | (0.14) | (0.12) | (0.20)
423 5.07 4.39 5.63 12.65
25 0.41 0.79 0.88 0.93 1.26 2.16
(0.12) | (0.12) | (0.14) | (0.11) | (0.15) | (0.17)
3.30 6.45 6.43 8.18 8.44 12.65
ek 0.28 0.71 0.87 0.80 0.68 0.96 1.66
(0.11) | (0.11) | (0.12) | (0.10) | (0.12) | (0.12) | (0.13)
2.57 6.58 7.12 8.00 5.58 8.06 12.65
kA 0.28 0.74 0.79 0.80 0.80 1.03 1.02 2.40
(0.13) | (0.13) | (0.14) | (0.12) | (0.15) | (0.14) | (0.13) | (0.19)
2.14 5.82 5.59 6.89 5.52 7.38 8.12 12.65
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