FEAF ISR IS LR AL
MLm=
Master Program in Management Sciences

Department of Business Administration

College of Management

Nanhua University

Master Thesis

Fae R BT v RS AR B L2 B e
TEBRACE S B
Assessing the Effect of Perceived Quality, Word-of-Mouth
and Perceived Value on Purchase Intention in the Beauty
Hair Salon Industry

RN
Yu-Ru Tsai

Advisor: Chen-Lin Lee, Ph.D.
Ruey-Der Twu, Ph.D.

PERARE Il & 6
June 2022



LI S
ERXETEELAEEHA LA LT ARE S
U

BHoERT 0 ERAH S REIMZMBREARTUL
ROREAH
Assessing the Effect of Perceived Quality, Word-of -Mouth and
Perceived Value on Purchase Intention in the Beauty Hair Salon Industry

o
# o a: IR bW

e W X B )
ﬁ\%a
oXE§ } J
g
e AL

15 $3t4 /‘Z\‘%ﬁéﬁ ALEE
R EME(AR) %\@ \?@

oRXe¥: PERE 111 £ 06 B 17 8



CERLY T

ARCKTREATEMLHLRARE RIS  BAEK

RIER 2 5 IR AR R E 205 IR RN U R Z D4R
I~ g yd:  AEH  BeEn_36 %9 ek
BB A ik AR A B A ARG B N S A R ) -

2 xR A w _ REB  BAPMMERAT AR

FAAR A RS o R W M0 BN I S A
VS 34 % 210

FALY REf BLXAhBRELRTRLATAALRL

BZRERRET  HEVRAR » IR E S A R P
o BWOMETAE S DBt 24 KPR RN vdd

b+ A B oAy U 3

PHERE 111 £54 148



>+ 2
PO

AERY A B T B LS GnE A AR e hRd o R kT -

BRE B R 2P 3 FRIREEFOE G RS

2
[

Eb
.

=

WEn koo
ﬁi,gggﬂﬁﬁéﬁgﬁﬁgaﬁ%ﬁ’?ii%uvu%ﬂ%ﬁ*
S ;’rssgftﬁ%;% R EFIES et 4 U BT Eog o R EF R — =0 meeting Ak
REFOREN PRI GH2 P 2 o F7 2N BB L S S22
%m?é‘giﬁ?mﬁﬁ s e dh e B F S BGET Y RTEARGe o EEF
R ?ﬂﬁﬂﬁﬁﬁ#‘??W%*iﬁﬁﬁ”?ﬁ%%’ﬂﬁjﬁﬂdﬁﬁ
4B - B RN i o K EFE L T 7 R fr B

R
Wl EL M FRAE LMK o~ As B RE T B R EINE

PR HT R A B A RPHMHE LY R EET RL R
WL R o R ?'E‘mf‘piz"t’#ﬂ AT Rl v R
TR RN RE L R RAEE BN o Bty RS
E PP EREEIATHETE ol S0 HHIEPLT A
dhoa el g AR e BIHE AF & o PR S F & iz
TS NaEIRE SR 75 &T;ﬁ‘% c RN AT AP 0 A s - FLE hd
BRRIT It i By 0 NRE - AR E S AR R |
&@’@ﬁﬂﬁﬁfw’rJ*\»%A’M\&mmrﬁ’ﬁﬁi@@
z. B moa At 4m9ﬂoﬂwp@@ FE SRR A TP % B -
BaAp e L F ek s e IEIh S o
BB VAL A S A A Fina S
B34 d5RET
R ESF FEFE L PRI IT
2022 & 06 *



SEASFREREFF RS A F P AL
10 2R E2EDMIB 2

WP CHFHEESTr AT B F AL ML
EFEHWEL b

Frd ! El hERE: 3

LI F P Fenal 2 G AT A RS i A LR R
o RARGFEFRE SRR R T ff’%‘,rr%‘rbk’fr'ﬁf B EF)E R e

EERET HERNWAEEY a3 AL PHaMBFE e sy
PR HERMEE  GF AT M AL B g g o ey 4
PO EARE O ET LAHAY R AR RN Y E
BT ST T R R RRRARM Y Ar 7 ROUEP By A

TR 2 g ® A fehdk v W AR Ae P 3 A AR ©

b

}t

PR
i

L BB B F 0 A A RE TN B EE N AR
%/ﬂ%‘dff_éi?sb]@r]% J—krfrﬁf%%‘rfr@f_{o
AEE RN S S S R R R RLRAT

AL o B F 450 PR E TR w4z 370 R EFAH > H ¢ 360 kA

j}#%_i ¥ ﬁg_a‘\“x 825

FALE g v T 10PN FFEE A 2R ER X FHG kA

=4
S

G B0% AT Bk R AT S e B T MR BLE
VR R REOL R AT o i

=
A
ESTH PP E2 P AMEF Lo BF 2B Pocs > #2079 1%



s

» 2
3
2

Pensltin 5 o R EHTRLEFE TR
v Az 3;%04».].4«}3‘:?/;);)\1% ;;_\;e,gé;
BIE T R¥

l

g2 R R 3
. *‘J"f‘«i‘r’f /%r R ,ﬁ X
’ A

o R SBTAERD

i

s
T2 2% B RG2S
Y34 F'“,g_iliéﬁ;:at od 11} =

)

1~ PRGED Y 250 %
Z_¥7 ;E’j—’-f\—"frr?ﬁ "@iﬁﬁ»m/ﬂ
B 55 2 25op

LRz ERchm § gien LA
LA 2 v ERE P R d TaE e R
"'@ﬁ%*/ﬂ'%‘f‘ﬁiﬂ'%‘f Tav & { 2% ERTF Rk > #WIERE
WP AR g £ R TS - AT RE D L B R RS S S A KA
roEko s TRETRAEH P ELRALE LT 7w ")ﬁ'%ﬂfﬁgﬁg
RIS B E % 2 R B fﬁ*‘%@%%%‘z‘/ﬂ'? 7
fe RiEm MY AR
Wk 4

-z‘r'{w??\ adl o N iﬂ'?iﬁ‘é—ﬂ"ﬁ-)‘



Title of Thesis: Assessing the Effect of Perceived Quality, Word-of-Mouth and
Perceived Value on Purchase Intention in the Beauty Hair
Salon Industry
Department: Master Program in Management Sciences, Department of
Business Administration, Nanhua University
Graduate Date: June 2022 Degree Conferred: M.B.A.
Name of Student: Yu-Ru Tsai Advisor: Chen-Lin Lee, Ph.D.
Ruey-Der Twu, Ph.D.

Abstract

The beauty hair salon industry is rapidly growing and attracts due to the
consumer marketing. Form the manager’s point of view, future trends in
customer’s purchase behavior and identification of that effect of perceived
quality and perceived value these factor are key determinants of long-term
financial sustainability and competitive advantage for the beauty hair salon
industry.

Although previous consumer marketing literature has examined the
mediator role of the word of mouth and appropriate between the marketing and
customer purchase intention. However, empirical findings have proven to be
inadequate in reveling relationship between related structures in perceived
quality, word of mouth and purchase intention. There is a gap in the literature
about how integration relations are shaped in structure. This study aims to
investigate the service improvement and marketing strategy to measure the
factor effect of consuming behavior of beauty hair salon, such as perceived
quality and word-of-mouth. A quantitative research method was applied to
collect data from consumer selected by randomly sampling technique. The total
of 450 questionnaires were disseminated, among which 370 were recovered.

Of the 370 questionnaires, 360 and 10were valid and invalid, respectively,
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yielding a valid response rate of 80%. SPSS v.18 software was used to explore
the relationship among respondent’s perceived quality, word-of-mouth, and
purchase intention. The survey results are as follows: (1) perceived quality
significantly influence word-of-mouth and directly impacts purchase intention.
(2) Perceived quality has positive effect perceived value and directly influence
purchase intention. (3) Perceived value identification completely mediates the
relationships between perceived quality and consumers’ purchase intention;
and (4) product involvement has no moderator effect on the relationships
between perceived value and purchase intention. This research makes several
contributions to the academic literature. First, it establishes the importance of
perceived quality, word-of-mouth as antecedents of purchase intention
integration relations are shaped in structure.in context of beauty hair salon of
service market. Second, 1t also establishes that Word-of-Mouth
recommendations plays a mediating role for the above mentioned antecedents
and consumer purchase behavior of provides valuable insights by confirming
that word of mouth is the most important factor in predicting intention to
purchase. This study provides an integration of the research findings and
suggestions for future study. Furthermore, it suggests that improve quality and
increase value is a priority, followed by hedonic value, health value, safety
value and environmental value in influencing the consumer attitude toward

reduced Purchasing Intention.

Keywords: Perceived Quality, Word-of-Mouth, Purchase Intention,

Product Involvement
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(Rossiter, Percy, & Donovan, 1991; Winter & Rossiter, 1989) - Eskiler and
Altunisik (2021)R] 2 55 M3 » 2. % K e £ BF LR T HE &
B e BF 300 da e B 2 B ﬂﬁ?*ﬁ FEIT BT R R R
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e rd R BAHZAFG LT EDBERfrERLER § 2R
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FHRA 2

METEIw TS 2 BB AL gk SPSS20.0 BT AT B 20
AT e F(DF izt 2 47~ (2)F R A7~ B)F1F 437 ~ (Db = 3%
ATHE(5) EFAFREES OB A1~ (DRfFrii s o
3.5.1 4kt {4503 4 47 (Descriptive Analysis )
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(Accuracy) ~ #£ Z_{4 (Stability) ~ ¥ F {+ (Dependability) ~ B| 5 71— Ik |+
(Consistency)¥? # ¢ ;2| |+ (Predictability) « 287 3 & F&*7 By f# 975 % Bl JF]‘ ¥
R EEAH PN RPN s Fpt 3 * Cronbach’s a G#cd & 2 A A
7 38 {7 6 % > 3 % ¥ Nunnally(1978)2.#7 5 Cronbach’sa &% ** F + 3+ 0.5

Ep IR "ﬁ B4 - R ]“J' °
R AREARELIE (FE)2Z e mEfir s Sp81 Em
Foav Rl B o AR R o AT R LSRR HOTRIE

W befE g B FRIE o E ok ¢ 7 Jearre & (Convergent Validity) ¥ % &

—,\\

sz & (Discriminant Validity)® & o & & # & jcaorc R adnT R iR% 2 T & %
KT iEld s T2 2 BB AN IRV k- BER
FlE2T S ARAFELFE 05 12 RABESE E (Cumulative
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Explained Variation) % ¥ 50%:2 F o
3.5.3 #]% & 7 (Factor Analysis )
F14% 4 47 (Factor Analysis) & — fFH M e 2 B h3 £ 43P %
Hkdgs i R R4 TR A A RA O BB BATHIA > P HaT
FOR A E et i SR ATHE KEH I g M Rk AT
" A= i 4 45 7% (Principle Component Analysis, PCA):& (7 » ¥ [ #* # < ¥
R fciE (Varimax):E 7 & b Bd pL Ap B chg i 8 = 3 4pfh 2 g > T
*OR R R e TR AR £ A iR PR AR TE & 2 | %)% 0 ¥ ik 45 Hair,
Anderson, Tatham and Black (1992)#7:2 2 2~%] % § =& <>+ 0.5 1} 2.7
PR RS S F A2 TR o (F R A TE AR
BT F R A 17w 0 AR LR T KMO # 2(Kaiser-Meyer-Olkin) £
3 Al T(Bartlett) FERLEAL G B3 F R B FF 2 BT 2 APH i
2B 7 i # ik Kaiser (1974)2 77 > & * KMO B 1% 5 2|97k g5 >
% KMO %22 0.5 1 b o> BapsZ I & HFI R~ 7k Lo
3.54 > #% * t # T_ (Independent sample t-Test )

+

B BRI VO RAHTE L 2 B RN Ty EY L
BEFTHF PR ARTHFEHRA L LI EFHE D BT S B
A R e pE L R AR R B E 7 B A f2(Homogeneity) > & ¥
BB bldeltu] (§ %) > FFR* prRAtiRT HRESFLAY
B2 AR o5 -FEREFRBEFPTR T RAS * MR EHED
Levene & T_> % Levene & 7.¢ F i T %3 & p & ] >t o (0.05)E » P&
FAARER RRLAAWPEE] MFLE e Fpitta
(0.05)ERF » X mAmERKE A WRFRABEIAAp TP 5 - WERAELL L
oAt e A B ITHEE I T F LR F tie et

31



Ep E 005 BRESREBXA RIS WHEEIERF FEFLE -
3.5.5 ¥ 5|5 % B #A4 4 (One Way ANOVA)

HF R cr g a8 a% kst HF] 3 8 &
AT R H - IR E T RPIRE O THE LT € A4 N EF LD
ZE T FENEAT AL ZHENL (F28H) F 0 TP LE TR
Pl 2RV RN G 2 2w
B3 (T8 EFE e ARFTHEFFREESITLH T
Lo AR O R BT SRR DR R RO 2 TR E L

2 7 B 'ﬁg‘r%‘fi
oS- ABERRAATE  RBEAPATRY 2 AL AT B 5
G R ML T fed WAL T ot b aip gt b5 B2 R

EAYRITELEPRESRT p B AFe AT R 0 R
HEF LR AL B2 % 2472 (Scheffé Method) i& 7 5 & v
oo TR EBR2Z AR

3.5.6 1p ¢ & #7 (Correlation Analysis )

WMAIT LR IRERATLT L ApM s el 2 23
B4R E > A f & (Pearson) 4 47 kit 7 4p M » 7 ( Correlation
Analysis) » I f B8LATARM S e o HE AT 1 (+1) 2§ 1 (-1)
2 fApM AT ARIARR R S 5 f o
3.5.7 % éfs 4 #7 (Regression Analysis)

WA FTEAPRE A AT R Y A B SRR Rl T £ R BT

SIERGFT L B DA oo S GEA T T R R BRI M o AP R

N FEa TR T v R E SRR AR R Y
KA R RN RIEHERELTE Y OB R AR R
FoRMp L REA T AN 4RALT G EF DY ak
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yr® PFHEBEFLN

A A0 SPSS 22.0 SRSyt r Rl A E AT R L B SR F AL A AT
OB T2 AR A T A FIR AR R A B b R
AT HREHEFFFEHEA A E R FATE 2 RFTHA

170 A F2 BE Ao FERN R o
4.1 & St 2 B3t o 47

AEL LR AR TR R R A A B hod ALHT &G ooc
A5 360 AR BRI EAEREA TR R WP -

AT wofrz F K¢ > Bus g 0§ L 60 4 o (Gl
16.7% > ~ 4+ 5 300 4 5 ikt 6] 5 83.3% > g £ FivAT A i) B X
5 o

BEALS G 01 31~40 Rz B E 122 4 Sk s ikt B 5 33.9%
H =% 41~50 k3 112 A 5 fhvt B 5 31.1% 0 $30 E B3 etk Boenfe
BIRApD 29 2 FEabHE Y Rl v o

VIBRHFRR R T AT 0 B R BT 0 ¢ WA A Bk 242 4 Kkt ) G
67.2% > * 45 ~ B 118 < ikt 5 32.8% o

KRTABR DG REZE > NEF(Z)VTHEE A B 180 £ > ikt b
% 50%% % -

T ¥a0 gz r 12 30,001~50,000 & 174 4 E 5 o B B S 48.3% < £ F

BAMERUE 9 20~ & 121 A k% o bt )5 33.6% ; @ }g—‘ﬁ}ﬁﬁ
EXTLEFRSNNEFLB AR T FRG & F S 1001~3000 ~ 157

A;%&’%wWé%mmw%wa%$1%mT%Wﬁﬁﬁéﬁﬁa

S 4
?’%‘& )7'4\31‘33;"; °

fim

+
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HEWMBE A BT E R AT HRRILIFE RS 2 R ARB2 ) §
LHIPGE BEMRN AT 2 A v A A 1738 24740 4-1 BN 5 B
oo > LR ABRRT I g PR AR g Al o
TR RS ER AL B YR T ”zjfufj?n‘ Bom o 9y
PEHNEREDWORIAERS BHHRF 0 L AL BRI R RL
R FFag ARG -

IR AR —*ﬁ’ﬁ»ﬁ% E#k B 3140 R BT R ‘,faﬁf
FHoaribz Wik i 0 BB E_ 4150 AE ez F AR UASE =
h R LY s BHEASHRL A { LERRFS D
BAALHE P g H T FHS QBB P Fu i v O AERAT
At BFEEORA GRS CEF L EFRIIIIRBEE - BEEE Y
fEoBn o ERNEFNRFERRHE - BAD T RARARY Y OF
fop e B2  pE N e e gt vl ’%%%ﬂléﬂ%’ﬁ BRIEIR MR LS
FRT o LRBERRF RO R FTF o BB [ H A F
FoHNERYFTR GRS PRI R G E TR AR

\\v

¥ REEE

£

P RRTARR )R F TR R TR R LRI R RE R
BLBE - RME5 gy —*Ff $HRAE S F ais & R R A ER X Rl
g R e BRI AGE R W R RIS G s AR
S AR P F e AT L g RIS e
PHEEEF RO TR LA I RP T F R EFERTARREDTF A G

t‘l-i-?i‘ E,]J o



0GR R g L

Aen— Tho MPRFEE M 3 M7

F E R AR A /ﬂ *};F“:‘?L'l’g ’?K{'EIEZQIE'% 2ei A N
AR R -
FoA-1 R AT A RARE L

%38 o) S H(N) | 7 A (%)
b 1) 7= 60 16.7%
= 2) 1 300 83.3%
(1) 20 &(2) 3 0.8%
(2) 21-30 & 33 9.20%
e (3) 31-40 & 122 33.9%
(4) 41-50 & 112 31.1%
(5)51 & 1t 90 25%
- 1) = & 242 67.2%
KRR 2) 4 118 32.8%
D) 4G~ 180 50%
BT AR 2) « % 133 36.9%
3) &5 (5 )1 47 13.1%
(1)30,000 = (%)~ 94 26.1%
o g | (2)30001-50000 % 174 48.3%
(3) 50,001~80,000 ~ 61 16.9%
(4) 80,001 = 17 ¢ 31 8.6%
) ﬁi}i'b—:k 39 10.8%
e | # ~ = 121 33.6%
FREIMST FaE §i~~x 120 33.3%
@) 5235 % 80 22.2%
(1) 1000( 5 )12 71 19.7%
WiExTh | (2)1001~3000 ~ 157 43.6%
£5344% | (3)3001~5000 ~ 105 29.2%
(4) 5001 1 27 7.5%

FHRIGR : AT ER
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42 TRAH

AT LR A2 RESHET Cronbach’s o XFEF TR EE £ 2R
FAE LGP RAEZ LT - Nunnally, J.C. (1978)5% £ 45 21 > % «
GBAN 0T BB R o BB 0352 0T FE B a v i
S F o TN 035 B Bt G R R AR AT T
o A RS c AP A HE T 2 DA E R R S oA R

BE~p ABE A&~ 217 Cronbach’sa B4 17 0 & T2 5% & Ko

A

F 42477 0 AR Y %7 %% % % Cronbach’s a & 4 %] 5 0.882 ~ 0.834 ~

0.920 ~ 0.894 ~ 0.916 > 324+ 07 (BB 2 A fhdk) » FRT i ® 4 &

R PPN REPREER P £ AH2ZRR -
LA2ERATL B R

e o 12 #c Cronbach’s o BER
o T 4 0.882
I R 2 0.834
N E 6 0.920 0.950
WA 4 0.894
A &~ 10 0.916

FH KR AL AR
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4.3 F1& & 47

AF7% ik Hairetal. (1998)c#7 7 > it {7 F] & & 477 L& (7 KMO #
TERAR T ARTH I AT XRFF 2 RRIAFLAp M G2
PG F REEVRGEFE A 0 ¥k Kaiser (1974)2 77 % 4 *
KMO & (% 5 H#rizgp > § KMO B4 0.5 1 FpF > g 8 #9044 &
3l SO i I SRR U N R Rl U RS ) R N N ]
2 A& BT BT KMO 2 #iciga+ > 0.5 Bartlett 3% )+ €45 %
PEF B E o ek 43 445 % o

o 52 KMO & 5 0.824 > Bartlett 7% 4 # %_5 & ¥ (P<0.001) ;
o @ KMO i 5 0.882 > Bartlett 2k 4|4 % 5 5% (P<0.001) ; v &
KMO & & 0.500 - Bartlett 3k 3] & %_5 & ¥ (P<0.001) ; i % &/ KMO
B 5 0.828 > Bartlett 2k 414 = % % ¥ (P<0.001) - F]t » 2~ 7 I £ 4538

SR RO
% 4-3 £ %3 KMO 2 R4 € 8% % 53t 4

Bartlett = |4 %_

g %@ | KMO &

T+ S A e AR WEEY
i & ?‘r 0.824 792.397 6 0.000**=*
|y A 0.500 257.390 1 0.000%***
i "% =8 0.882 1579.456 15 0.000***
/ﬁ‘}’m” N 0.828 947.589 6 0.000%***
A &~ 0.926 2445.770 45 0.000**=*

X kx4 7 P<0.001
TR KR APy ER
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T T
FEEFER I
R A s 1 S

0.816~0.893 2

SF 2 FAAAT
LG 4% A0

BTk % B 4-4 00 o

1511';4]‘%@’}?,9’7]\151‘%%? |1:;\;I A\’}‘%/z‘"}ﬁ» ‘%

FlZE LA
B nTiaEeEE s 74221% $HcE 5 2.969 -

44 B TR AR A
¥ % _ 7l # e | P
bt v pre | FET gy
1~ 257 %E%”ﬁ%hm@ﬂ 045
A& ?%mwg' '
, 2~ FHV %@~%%imw .893
o .
r‘i"’?ﬁ 3 ~ i\ ‘% // ,3? };E ﬁ 'li‘f mPRi’z;rr’ 890 2.969 74.221 A)
iy
4~ F BLy)ae féi-—r ,&ﬁli'—npfﬂ*:r’}
b3 T 816
mFRzl» i \—"F' P =L |
TR KR AR IR
2~v ARG 2 AR F 2400 A AR Fl R A A E 09260 v %

PP E L 85.820%  HACE L 1716 I T &% f A dok 4-5 91 o

450 M2 FlE AT REE
& ¥ % JE
Vi E I Vi 3_/ PN
5 L pre | THEE e
2GR RE CFEERT ] g0
C P TRE PRSP E 1716 | 85.820%
] 2« A g HLAR LA RE 026 ' Bemae
EREERSR '
kiR AT R
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3~ E e m’f#m7%\I§+’ﬁ 6% > L2 F R LR AN
0.783~0.886 2 & » o f Ef2 %2 & 5 7T1.795% #Fjicie 5 4.308>

B % f B 446 ST o

7\464??1%1@ F 2 L TR B A
¥ % AN o | B
bt £ 7 e | TEE ] gae
1 EAF 2B RNEL IR
BpEs AFEFG g E | 848
15'5"5’1
2~ & &%**%ﬂiﬁﬁ%i
Mk ERAFTEFLK| 834
%{@@m
A ERE %”“°@r7ﬂ'%ﬁ' BT oes | 4308 | 71.795%
B VR AT H_/ﬁ '
4‘;1Jig" VA }}/ﬁ },E\;’%T 886
ik kS
5~Pf%www3Wﬁﬂ\‘““ 70
I 1%
6 it 150 &4 AR EE | 860

FAL KR AR T
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AR AR R ARG LA LG 4D PR L FE A
0.782~0.922 2 B i} 3 LAFf2 MR B £ 5 76.622% £ iiciE 5 3.065

B R R Ao 47 SR

3047 B A TR AR A
T % Fl R . | OB
b v pig | THET ) wey
1~ 3 B8 7 F ag A 33
B g T LE R R | 875
£ RARPT L PAE
;a 2~ AEFIEFHTERPRET |
;;% % ] {4 T i eh ' 3.065 | 76.622%
RN R s T R B
mﬁi%'%wyﬂ RE |
4~ 5\"‘#25‘ E E4 ‘/’/8‘]}5}'&)& 782
7 I ey 7 PRI '
FALKk R AT IR

S5 A&Hr P ASEH R ZHMALG 103 LAHALFFAFEN
%7 0.434~0.894 z_ R ’/ﬂ P LREAE SR E 5 59.654% #FHciE 5 5965
FyldsaFicd 4-8 957 o
3 4-8 & 5 r 2 FE A 7R A4

i v e | | Gyl
1~ 3 ¥ A R8T 712
2~ 2H A SA RFrh 434

if“ 3~ FHASE M 732 | 5.965 | 59.654%
4 $HFRIJABED 823
5~ £ ARG LA 874
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48 A& r 2 FE AR EE (H)
:i ® 7 ?ﬁé PR gﬂg
6~ 2¥ A &AL G Ril4 894
7~ 2HA A A GO 879
8- 2EAREET fiED 853
O 28 ASENT Ahieh 649
10~ 2% 4 583 &0 755

FLIRERAHEFZAT2Z 2% KEAEAIT 2 25 HP

AL RS L GG T EF AN R 0 A 4 0.882-0.920 2 F -

44 > H*THhao 73 88 &0
AEERIpIEA T HRIZETFS SR EN 4 4534 Tw - &
S BRI S R ARRE T3 e  EFRGAE T L F A

S, S R HEH R c R R G B A A
S %S BRATANFLLE RS PR EA Ao E LR

Bl E 72 Scheffe iz FFR A4 » W7 jRaHeF 2 £ 8§
44.1 B2E* THhZ

AT RARY BEHRAT RTRLSIT7 BB 2 R IROT
R oA R G EA ) P ARLT A MFLE L R0
FTRGEESHEHT ELE LS IEmP o Gd 2SR T Y]
R % 3 ARANIE=E s Eiat A U2 B ok AL ST AR - O Y R b R4
BMELR > S kdrd 49 2 £ 410 #5% o
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* 49 Mwjer 2 g2 4B o4

o | At goR | Bl | Tk [ HBBEL | TE | PE | #ir
P A% 60 | 4.066 | 0.739
. 1103 | 271 N
ey B. % 300 | 4.161 | 0.580
, A% 60 | 4.208 | 0.702
gy 0.635 | .526 N
B.% 300 | 4.261 | 0.570
P A% 60 | 3.994 | 0.716
o -1.283 | .200 N
e B.% 300 | 4.105 | 0.589
W% A% 60 | 4.016 | 0.708
T 1.007 | 314 N
R B.~ 300 | 4.104 | 0.592
. A% 60 | 3.538 | 0.592
A5 2486 | 264 | N
My B.* 300 | 3.716 | 0.488
T KA Y R
 4-10 Sjapph s L g5 2 4 B A4t
Hd | ACE R | Bl | Tiodk | HEL | TE | PE | B3
ol | A 242 | 4.142 | 0.581
! -0.146 | .884 N
| B4 118 | 4.152 | 0.665
A 242 | 4250 | 0.543
g2 0.127 | .899 N
B 4 4 118 | 4.258 | 0.687
| A4 242 | 4.063 | 0.584
s -1.050 | .295 N
BE | Bik 118 | 4.135 | 0.667
| A 242 | 4.062 | 0.582
[ -1.181 | .238 N
LEE | B4 118 | 4.144 | 0.670
el A 242 | 3.561 | 0477
’,:f;“" L -1.906 | .950 N
Hr | B ALK 118 | 3.760 | 0.567
AL R R ARy TR
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442 B 73 $ R &L ¥

AR A B S B AN ER KT AR T T
EFHEAMF A F AT AEIER AL GERALTE ST~ oM
TEREE P RABRIATE I REFALE > AT REREWR 411
Fo4-12~ 2 413~ 4-14 003 & 415 40T o B4R e R L G A
FTHEEVHER ESH M T A F L R (F=3.309°P<0.05) %1 % k&
WMHEFOTMEEG NI A EEEFRHARH S G EHFLE
BT EERBEFIROEAL LA K> 5 g F L B (F=3478>P<0.05)-
foE SRR T E R AhE Lipm oot > 2 k2 EEAE
i 4 o & 7 (F=3.305 » P<0.05) ~ © A (F=4.102 » P<0.01) ~ 54 § &
(F=2.963 » P<0.05) ~ i} % % BE(F=2.875 » P<0.05)¥¥ & & # » (F=10.325 -
P<0.001)% # 2Ag ¥ £ B > ¥ TP F Aok 4-15 9777 o

HeYe v MELWRTFR TP £%F & 1,000~3,000 ~ 2
1,000 712 e & %
I IR AP N
ﬁ&&gi@iﬁiﬁﬁ%amk%’%@%fﬁ%%mﬁﬁﬁ“ﬁé

5]

:g.i IAJ.q;’\_%'E%‘_L i—“l"' é’glﬂ?jﬁ -’L{L«E%E’%’Iﬁ_g,ﬁ,#’g

3,001~5,000 =7 i 3 2 ) 3 = 4R 3 2

54

B b
TR S BF A e - X

@ml'—r— ]:':_F_ig’
Ao TR A DASET DR g8 0 R o fr7 AR S g 3

= % & F woh B A TR 'ﬁf’ﬂ—:'/ﬂ 'ﬁﬂ"f‘ 3 LR iE i%“’%mﬁgr‘%

CERHFLFSORREABFRGEL HL L F g
ﬁai~§4@%%ﬁ~iéé%ﬂ“%ﬁﬁﬁﬂ“‘ﬁ@ﬁ??%

BRI SEPF O TS BAY R AR DR a8 SN F G
SR TR H R AARUL A FREN FORF IR K T
BRIRfR S PR R ARG OE O H N T AR L Y -
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T SRR B S &3 & 1001~3000 A R E -
F4-11 #d#b L M2 A R A 47
§ 7 v Blc | TioB |LEL| FE |P@ S:;ige
A20F(5)nT | 9 | 4222 | 630
B 21~30 & 29 | 4241 | 552
?? C.31~40 f 122 | 4170 | 679 | 419 | 795 | N
% D.41~50 & 112 | 4102 | 589
E.51 ficrt t 88 | 4.127 | 551
A20f(5)~ | 9 | 4611 | .485
B.21~30 f& 29 | 4327 | .601
; C.31~40 % 122 | 4360 | 630 | 3.309% |0.11%| N
D.41~50 % 112 | 4178 | .618
E.51 fic 2t 88 | 4.136 | .471
A20 f(5)1~ | 9 | 4444 | 506
TIB21~30 29 | 4235 | 518
ij C.31~40 f 122 | 4135 | 685 | 2120 | 078 | N
| D.41~50 & 112 | 4.046 | 576
ES51 Ao 88 | 3.986 | 571
A20f(5)1~ | 9 | 4444 | 507
i B.21~30 f& 29 | 4241 | 538
P 1C31~40 122 | 4132 | 693 | 2105 | 0.80 | N
;é D.41~50 % 112 | 4.057 | .569
E.51 & 2t 88 | 3.984 | .562
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#4-11 ez 2 8m2 L8 047 (§)

24
j; s Bl | Tio@ | LEX | F@ | P S%?";ge
L[ A0RG)MT | 9 | 3844 | 430
= | B21~30 29 | 3769 | .429
f:;‘; C.31~40 & 122 | 3.704 559 | 1.061| .376 N
" | D.41~50 A 112 | 3.700 | 515
E.51 f& 12 b 88 | 3.602 | .462
INATFAEF LR L ¥L p<0.05
FHL KR A f T
2412 5T RRRE L RB2Z AR AT
24
j; s B#c | Tiof [#%L|FE | P S;;‘ife
AL (F)ULT 180 | 4.143 628
IAEREY: 133 | 4118 | 584 | 627 | 535 | N
g
g |CHELU(E)T | 47 | 4234 | 6lL
AL (52T 180 | 4.227 | 577
; B« & 133 | 4280 | 616 | 417 | 659 | N
CAgor(s)L™ | 47 | 4244 | 597
fo | AL (5T 180 | 4.062 | .599
i;f B.~ & 133 | 4129 | 618 | 495 | 610 | N
l )
& |CH L #(5)~ | 47 | 4063 | .653
WA F(F)2T 180 | 4.066 | .591
Ry 133 | 4127 | 631 | 412 | 663 | N
R
g | CAZ% “H(§)12T | 47 | 4068 | .647
A |ALf(G)T 180 | 3.655 | .505
i B.% & 133 | 3732 | 500 | 880 | 416 | N
7y
Ll CHger(s)T | 47 | 3680 | 560
EINZTENEFALAR
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3 4-13 T2 Yz r 21 L gIE 2 X R AT

’;9!
‘j; 245 v Bl | Tiod [ L | FE P Si;lezge
| A30000 % (%) T | 94 | 4164 | 556
=3
s | B.30001~50000 = | 174 | 4.107 | .650
- 490 | .690| N
= | C.50001~80000 = | 61 | 4.204 | .572
¥ 50001 At b 31 | 4.185 | .605
A30000 2 (3)4T | 94 | 4271 | 561
- | B.30001~50000 =~ | 174 | 4.273 | .600
, 1.144 | 331| N
A 1 C.50001~80000 =~ | 61 | 4.262 | .581
D.80001 = 11+ 31 | 4.064 | .667
| A30000 A(F)2 T | 94 | 4.092 | 543
B3
5 | B.30001~50000 & | 174 | 4.094 | .646
o 110 | .954| N
% | C.50001~80000 ~ | 61 | 4.087 | .663
B
D.80001 = 12 t 31 | 4.026 | .535
" A.30000 % ()4 | 94 | 4106 | .551
i
2 | B.30001~50000 ~ | 174 | 4.089 | .649
A 136 |.939| N
& | C.50001~80000 = | 61 | 4.095 | .653
" [D.80001 = 11 31 | 4.025 | 510
, |A30000 ()11 | 94 | 3.653 | 556
= | B.30001~50000 ~ | 174 | 3.682 | .486
. 373 | 772 N
% | €.50001~80000 = | 61 | 3.739 | .548
~
D.80001 = 11+ 31 | 3.709 | .433

INiTEEFALAR
TR kR AR g
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2414 23T B L HE2 LR A H

jf; K ) g: Tiog L | FE |PiE Sgife
AEFD - % 30 | 4192 | .618
I
g |BET 10— % 121 | 4.204 | .656
- 812 | .488 N
%: CEEL - % 120 | 4.106 | .595
IDEzEz - =% | 80 | 4093 | 550
AFEFD "S- % 39 | 4243 | 715
o |BAE I % 121 | 4.272 | 598
, 1.149 | 329 N
Mlcas%tz - =x 120 | 4.304 | .562
D&#Xz3% - | 8 | 4150 | .564
AEEFD - % 30 | 4192 | .617
I
g |BET 10— % 121 | 4.130 | .649
= 1.059 | .367 N
f CHE%3 - =% 120 | 4.056 | .566
12
D&XE3 - = | 80 | 4014 | .620
’ AEFD - % 39 | 4.194 | .607
s |BAE 1 30— =% 121 | 4.137 | .645
A 1190 | 314 | N
L|CEE1 - =% 120 | 4.061 | .569
B
D&#Xz3"5-=| 80 | 4007 | .626
N AEEFD - % 39 | 3.874 | 505
5'; B.& % 3~ % 121 | 3.740 | 537
. 3.478 |0.16*| N
lCcEEL - % 120 | 3.619 | 511
)N
D&#Xz3 - = | 80 | 3.616 | .444
INZrEFLRE  *E p<0.05
‘%, %R AR T R
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2415+ AT R REANPEFE LR LLE A
§ ) BHc | Tiofk | &L F i& P iE sgge
A.1000 ~(F) T | 71 | 3.947 | .560
i
s | B.1001~3000 = 157 | 4.179 | .655
. 3305 | .020% N
%’; C.3001~5000 = 105 | 4.202 | .563
D.5001 =12 27 | 4250 | .545
A1000 %(F) T | 71 | 4.042 | 546
. | B.1001~3000 =~ 157 | 4.280 | .613 oA
, 4102 | 007 | 27
B 1€.3001~5000 = 105 | 4347 | 533
D.5001 =12} 27 | 4277 | 711
A.1000 ~(F)M 7 | 71 | 3.929 | 573
E s
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