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Abstract

With technology and business rapidly developing, a new diet,
out-eat-group, has grown and became much more popular. Find food are
delicious, but influence the hedth condition of the public. Due to the
increased diseases caused by an unhedlthy diet, the public is beginning notice
the importance of a healthy diet.

The purpose of this research was to explore the interaction among
cognitive value, service quality, satisfaction, healthy benefits and loyalty for
consumers pursuing healthy diets. The 350 questionnaires were collected
from Hedth Depot, Chia-Yi City, to have 339 valid samples with an
applicable rate of 96.86%. Four of these results were worth summarizing: 1.
For cognitive value, consumers made the most of having a professiona
knowledge of hedthy diets. For service quality, consumers made the most
of service attitude. For heathy benefits, consumers made the most of
constitution benefits. 2. Cognitive value had a noticeable positive affection
to hedthy benefits. Satisfaction had a noticeable positive affection to
healthy benefits. Heathy benefits had a noticeable positive affection to
loyalty. 3. Service quality had greater affection than cognitive value for
healthy benefits and loyalty. 4. For the affection, service quality to loyalty
was higher than healthy benefits to loyaty. In this paper, we presented the
results that cognitive value and healthy benefits needed to treat with a caution
in order to make the most of consumers' loyalty.

Keywords: a healthy diet, cognitive value, service quality, healthy benefits
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"Marketing the Mea Experience’
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1.1
66.20%
1.1 95

1 (28.1%) 6 (4.0%)

2 (9.3%) 7 (3.7%)

3 (9.1%) 8 (3.5%)
4 (7.2%) 9 (3.3%)

5 (5.9%) 10 (1.3%)
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(GNP Per Person)
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US$13.000
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3R 3E 3R: Reduction
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ways of keeping goad health
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91 86

(Greenfield, 1985; Holum, 1990; Nelson, 1989)
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(Dietary Guidelines) 2.1
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(U.S. Department of Agriculture, USDA)

2006 4 19 (My Pyramid, Steps to a
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2.3
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My Pyramid

My Pyramid

My Pyramid

(http://www.mypyramid .gov)
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2.2
USDA (2005)
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(EPA)
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(96

(2007)

92.5°C
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1930
1935 (Mokichi Okada)
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1945
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2.4
(Natural Food)
(Organic Food)

(Natioanl Organic Standards Board)
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2.6

2.5
. 48°C 65°C
(Edward Howell) 65°C-80°C
. 54°C
48°C LRC 130°C
2.6

DNA

(Miracle Enzyme)
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(Whole Food)

20°C
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2.1.3

(Hippocrates 460-370B.C.)

(

2007 1977 Mcgovern Report

91 85
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1900

91
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1950

1970
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1993

215

2003
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2.2 (Cognitive Value)

221

Wolfgang Kohler 1925

Kohler

(Iconic Rote Learning)

(Vicarious Learning/ Modeling)

(Reasoning)

1950 1960

Piaget, 1896-1980)
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(Schemas)

(Assmilating)

(Accommodating)

(Equilibrium)

2.7
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2.7

Mayer
(1981)

2004

(8l

( 8y

(86

2.2.2

2006

Miton Rokeach(1973)
2006 Rokeach
(Terminal Values)

(Instrumental Values) 2.8
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2.8 Rokeach

(2006)

Shalom Schwartz (1994) Rokeach

2.9

2.9 Schwartz

(2006)
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Rokeach

(List of Vaue, LOV)

2.10

2.10

Folkes &
Wheat

Grunert &
Juhl

Kotler
2003)

Sater

Solomon

Woodruff 2.

Woodruff &
Gardial

Zeithaml
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2.2.3

211

211

/

Dodds & (give) (get)
Monrope
Kawani &
Yim
Monroe

Sawyer &

Dickson

Zeithaml

( Young & Feigin,1975)

Peter & Olson 2005 ”Consumer Behavior & Marketing Strategy”

2.4
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A

A 4

A

Piaget

24

A

Peter & Olson 2005

Kohler
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2.3

231

Kotler

(Service Quality)

93
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232

Churchill & Suprenant(1982)

Gronroos(1984)

Juran(1974)

Gronroos(1983, 1984)

Parasuaman Zeithaml & Berry(1985)

2006
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212

Juran

Gronroos

Parasuaman
Zeithaml &
Berry

2.3.3

Kotler

2004
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(Internal Quality)

(Hardware Quadlity)

(Software Quality)

(Time Promptness)

(Psychologica Quality)

87
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Zeithaml (1988)

Alvin Toffler(1928)
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2.4 (Satisfaction)
24.1
Cardozo 1965
2.13

2.13

Bulltena & Klessing

(Hempe, 1977;
(1969)

Schreyer & Roggenbuch, 1978; Oliver, 1981)

Cardozo

Forndl|
(1992)

Kotler
(1994)

Michagel R. Solomon
(2005)

Oliver
(1981)

PZB
Parasuraman, et a.
(1985)

(89

(90
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24.1

(Expectancy Disconfirmation Model)

(Attribution Theory)

(1) (Stahility)
(2 (Focus)
(3) (Controllahility)

(Equity Theory)

-38 -

(Managing Exprctation)



1994 ACSI (American Consumer Satisfaction Index)

2.5

25 ACS|
(2004)

83

Gronroos
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2.5 (L oyalty)

251

Neal 1999

Behavior

214

-40 -

95

Nedl



214

Backman &
Crompton (1991)

Bhote (1996)

Dick & Basu (1994)

Griffin (1996)

2005

Jacob (1994)

Jeuland (1979)

Jones & Sasser
(1999)

Kandampully(1998)

95

Oliver (1997)

( 9
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252

( 92)
Reynold (1974)
Reicheld &
Frederick (1990)
Stum & Thiry (1991)
1 2
3. 4.

Zeithaml, Parasuraman & Berry (1996)

(Word-of-Mouth)

2006
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2.6 (Healthy Benefits)

26.1

1985

(World Headlth Organization, WHO)

Coleen Saylor(2004)

2000

Larson(1999)

(Medica Model)

(WHO Mode!)

(Wellness Mode!)
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(Environmental Moddl)

Ajzen(1991) Driver, Brown, & Peterson
(1991) (Gan)
Driver
o1
2.6.2
Santillo

Santillo
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(Lifestyle Disease)

2007
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3.1

-46 -

31



H-

Hs

Ho

Hio

Hi1

Hi2

His

31
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(Hy)
(H2)
(Hs)
(Ha)
(Hs)
(He)
(H)
(He)
(Ho)
(Hao)
(Huy)
(Ho)

(Hi)
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3.2
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Piaget

Peter & Olson

3.1



31
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Parasuaman, Zeithaml & Berry(1985)
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Griffin

4 Stum & Thiry

3.3

3.3
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34

Larson

34
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95

95

2007

339
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Santillo(1998)

96.86%



3.4

SPSS 10.0

(Descriptive Statistics Analysis)

(Rdliability Andlysis)

Cronbach's a

(Har, Aderson Tatham and Black, 1995) Cuieford (1965)
Cronbach’'s a 0.7 Cronbach’ s a

0.7~0.35 Cronbach’ sa 0.35

-57 -



(Factor Analysis)

(Factor Loading)
m r (mxr)
(Eigen

Vaue 1

85

(One-way of Anaysis of Variance)

Scheffe

(Structural Equation Model, SEM)

(SEM)
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LISREL (Linear Structural Relation)

LISREL Joreskog Sobom (Covariance
Structure Analysis) 1.
2. (Exploratory Anaysis)

(Confirmatory Anaysis) 3.
(Fixed) (Condtraint)

(Bagozzi and Yi, 1998 & 1991) LISREL

(Regression Model) (Factor Analysis Moddl)
SEM 2000 (Path
Anaysis) (MacCalum,

Rozmowski, Mar & Reith, 1994) LISREL8.52

-59 -



4.1

4.1
65.2%
31.6% 40-49 23.0% 19
26.8%
4. 7%
20.9%
30001-50000
18.0% 70001
67.0% 33.0%
25.1%
38.6%
2.1%

22.7%

-60 -

34.8%
30~39
3.8%
13.9%
57.8%
3.5%
37.9%
6.5%
44.2%
1.8%
33.0%
71.4%

1.2%



41

%

%

118 34.8 61 18.0
221 65.2 30,000 45 13.3
19 13 3.8 30,001-50,000 128 37.9
20-29 51 15.0 50,001-70,000 60 17.8
30-39 107 31.6 70,001-90,000 22 6.5
40-49 78 23.0 90,000 22 6.5
50-59 72 21.2 150 44.2
60 18 5.3 53 156
28 8.3 85 251
40 118 8 24
16 4.7 6 18
91 | 2658 37 10.9
47 | 139 131 38.6
30 8.8 112 33.0
33 9.7 64 189
35 | 103 7 21
19 5.6 18 5.3
28 8.3 7 21
12 35 77 227
60 | 177 242 71.4
196 | 57.8 16 4.7
71| 2009 4 12

112 | 330

227 | 670

-61-




4.2

)
151-300
21%
57.4%
36.6%
37.1%
27.0%

4.2

89.4% 15

54.0% 1000

1000

51.9%

63.4%

54.0%

12.7%

4.4%

-62 -

1.2%

3.5%

81.0% 3001

6.5%

0.3%

9.7%

41.0%

55.5%

1.1%

62.9%

1.5%

57.2%



4.2

5 303| 89.4 45| 133
10 18] 53 3| 97
15 4] 12 183| 540
20 7 21 78| 23.0
25 7 21 118| 36.6
150 84| 24.8 80| 248
151-300 183] 54.0 n| 127
301-500 40| 118 83| 258
501-1000 20| 509 207| 629
1000 2] 35 12| 371
1,000 218| 810 12| 410
1,001-2,000 3| 123 103| 320
2,001-3,000 2] 45 87| 270
3,001 6| 21 188| 555
94| 574 99| 292
37| 109 5 15
2| 95 | 32
2| 65 71 21
53| 157 2| 86
34| 100 194] 572
176| 51.9 65| 19.2
122| 36.0 5| 74
1] 03 19| 56
6| 18 15| 44
271 80 21| 6.2

215| 634

9| 115

2| 94

26| 7.7
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4.3

4.3.1
Kaiser-Meyer-Olkin 4.3 KMO
0.918 0.8 Bartlett e 4020.939(p<0.001)

0.5 4.3
(Principal Omponents Analysis) Kaiser

(Eigen Value) 1

69.919% 4.4

4.73 18.935% Cronbach’s a 0.9073

3.795

- 64 -



2.160

15.181% Cronbach's a

12.382% Cronbach's a

9.684% Cronbach'sa

8.638% Cronbach's a

-65-

0.8784

0.7822

0.7431

0.7555

3.096

2421



4.3

KMO

KMO

Bartlett

0.800

0.706

0.830

0.624

0.698

0.624

0.671

0.671

0.701

0.813

0.777

0.806

0.547

0.585

0.744

0.717

0.648

0.594

0.706

0.645

0.661

0.686

0.783

0.730

0.713

0.918

4020.939
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4.4

(%)

0.777

0.763

0.755

0.691

0.682

0.605

0.598

0.543

4.730

18.935

0.9073

0.820

0.817

0.816

0.800

0.490

0.423

3.795

15.181

0.8784

0.797

0.790

0.567

0.505

3.096

12.382

0.7822

0.687

0.674

0.555

0.536

2421

9.684

0.7431

0.782

0.734

2.160

8.638

0.7555

0.800

1.275

5.099

69.919%
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4.3.2

-68 -

4.5



4.5

3.9342

0.8158

4.1511

0.6929

3.9754

0.7678

4.0222

0.6874

4.1450

0.6303

3.8174

0.7976

4.1923

0.6548

4.1386

0.6976

4.1228

0.5471

3.1786

1.0640

3.4018

0.7892

3.4162

0.8923

3.3163

0.9706

3.9499

0.7695

3.7543

0.8489

3.5982

0.6740

4.4779

0.6263

4.2684

0.6935

4.1858

0.5686

4.4130

0.6158

4.3363

0.4881

4.2035

0.6858

4.3009

0.7404

4.1357

0.5541

3.5929

0.8734

4.0583

0.5430

4.2419

0.6300

4.2094

0.6252

4.2257

0.5626

3.0442

1.2384

3.0442

1.2384

-69 -




4.4

4.4.1

Kaiser-Meyer-Olkin KMO 0.941 0.8
Bartlett v 8955.341(p<0.001) 0.5
4.6

(Principal Omponents Analysis) Kaiser (Eigen Value)

67.613%

4.7

6.52 14.496% Cronbach’s o

0.9203

-70 -



6.27

13.945% Cronbach sa 0.9252
472
10.501% Cronbach'sa 0.8916
9.774% Cronbach'sa 0.8191
3.63
8.084% Cronbach' sa 0.8933
3.34

7427% Cronbach's a 0.8540
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4.6

KMO

KMO

Bartlett

0.723

0.754

0.677

0.667

0.678

0.736

0.663

0.704

0.635

0.646

0.784

0.774

0.707

0.724

0.670

0.643

0.599

0.621

0.663

0.593

0.594

0.789

0.716

0.757

0.693

0.696

0.594

0.679

0.732

0.712

0.549

0.603

0.628

0.469

0.734

0.778

0.764

0.639

0.655

0.570

0.723

0.704

0.699

0.941

8955.341
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4.7

(%)

0.718

0.713

0.690

0.675

0.671

0.663

0.647

0.545

0.500

0.456

6.52

14.496

0.9203

0.780

0.731

0.715

0.694

0.655

0.627

0.581

0.534

0.529

0.416

0.374

6.27

13.945

0.9252

0.778

0.744

0.715

0.669

0.604

0.468

472

10.501

0.8916

0.743

0.701

0.688

0.589

0.541

0.516

0.486

4.39

9.774

0.8191

0.648

0.599

0.520

0.508

0.445

0.441

3.63

8.084

0.8933

0.721

0.612

0.514

0.443

3.34

7.427

0.8540

67.613%
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442

4.8
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4.8

40177| 06294
3.9410] 0.7395
4.0619| 06743
40472 07522
39024 06886) 549961 | 05398
3.8550] 0.7225
41386 07348
3.8068| 07642
40355 07052
40501 06433
3.8068| 0.6603
3.8097| 06675
40708| 0.6624
3.9496| 07116
3.9174|  0.6699
3.8000| 06986 4.0011| 0.5207
3.9617| 0.6976
3.8584| 0.7033
41888 0.7090
43451 06764
4.0268| 0.7055
3.7410| 0.7380
3.8638] 07132
3.5640| 08140} 54691 (6108
3.3323] 09398
3.7396|  0.7451
3.8503| 0.849
42212 06759
3.8584| 07033
41799  0.6250
42065 07409| 4.0068| 0.4965
3.9436| 07399
35398 08535
41150  0.6584
41445  0.6660
3.9655|  0.6902
3.8997) 070621 4 n009| 05708
3.6805| 0.7499
40324 06169
41041 07607
3.3769|  1.0510
3.6577| 0.8938
3.6176| 0.7468
3.7715|  0.7508
3.6549| 08576
39499 07695 3.0769| 1.1556
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4.5

45.1
Kaiser-Meyer-Olkin KMO 0.804 0.8
Bartlett Y 616.534(p<0.001) 0.5
4.9

(Principal Omponents Analysis) Kaiser (Eigen Value)
1

84.669%
4.10
2.272 56.805%
Cronbach’s a 0.8008
1.115

27.863% Cronbach’s a 0.6045
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45.2

4.9 KMO
KMO Bartlett

0.823
0997 0.804| 616.534

0.783

0.788

4.10

(%)

0.829
2.272 56.805

0.790

0.809
1.115 27.863

0.839

84.669%

4.11
41864 | 0.6831 0.8008
41062 | 0.6158
41593 | 0.6867 0.6045
3.1412| 0.9372




4.6

4.6.1
Kaiser-Meyer-Olkin KMO 0.936 0.8
Bartlett Y 2725.682 (p<0.001) 0.5
4.12
(Principal Omponents Analysis) Kaiser (Eigen Value)
1
79.921% 4.13
3.938 26.252%
Cronbach’s a 0.9419

3.491 23.273%
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Cronbach'sa 0.8755

19.066% Cronbach sa

1.699

0.8573

4.12

0.8721

2.860

11.330% Cronbach's a

KMO

KMO

Bartlett

0.865

0.853

0.803

0.781

0.726

0.829

0.848

0.698

0.673

0.556

0.745

0.712

0.724

0.870

0.705

0.936

2725.682
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4.13

(%)

0.835

0.834

0.795

0.646

0.567

3.938

26.252

0.9419

0.849

0.847

0.636

0.590

3.491

23.273

0.8755

0.741

0.670

0.645

0.622

2.860

19.066

0.8721

0.860

0.497

1.699

11.330

0.8573

79.921%
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46.2

4.14

4,14

3.4858

0.7053

3.4541

0.6653

3.4378

0.6715

3.5909

0.7071

3.6380

0.6690

3.5105

0.6168

3.8685

0.6535

3.9516

0.6833

3.6735

0.6832

3.4984

0.8100

3.7816

0.6101

3.3398

0.9523

3.5547

0.7454

3.6093

0.6953

3.5880

0.6587

3.5784

0.6345

3.2939

0.9854

34221

0.8344

3.4083
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4.7

(Ho)

(Hio)

-82-

4.15

0.05



(Hi)

(Hi)

(Hi)
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4.15

0.491 1.046 3.416 0.477,  0.406 2.281 2.153 1.867] 2.694
(0.484)|  (0.391) (0.001***)  (0.698) (0.844)] (0.094) (0.060)| (0.100) (0.046%)
0.017 1.496 3.579 1.818  2.472 4.050 1.163 1450  1.977
(0.896)| (0.191) (0.001***)]  (0.144)| (0.033)] (0.045*)| (0.328)| (0.206)| (0.118)
12.147 2.190 1.242 1.908 1.118 5.018 2.104 1.586 2.369
(0.001*%)[  (0.055) (0.274) (0.128)| (0.350)| (0.026*)] (0.065)| (0.163) (0.071)
1.657 2.354 1.041 1.001 0.661 2.240) 1.820 21520  1.302
(0.199)| (0.040*) (0.405) (0.392) (0.653) (0.135) (0.108)| (0.059) (0.274)
2.094 0.913 1.52( 03220 1.190 1.939 1.502 01720  0.762
(0.149)| (0.473| (0.149y (0.809)| (0.314)] (0.165)| (0.188)| (0.973)| (0.516)
0.042 4.28( 1.418 0.877| 1.506 5.087 0.507] 2.625 3.086
(0.838)| (0.001+**)| (0.188) (0.453)| (0.187) (0.025*)| (0.771)| (0.024*)| (0.027*)
0.362 1.925 1.238 3253 2.130 1.485 0.788 2104  1.152
(0.548)] (0.090) (0.276) (0.022*)| (0.062)] (0.224)] (0.559)| (0.065)| (0.328)
0.183 0.983 2.189 1.616 1.723 0.429 1.592 2.612 3.916
(0.699)| (0.456) (0.028+) (0.185) (0.129)] (0.513) (0.162)| (0.025*)| (0.013¢)
1.074 1.294 1.379 3.988 1.195 1.144 1.644 0.964 0.087
(0.301)] (0.267) (0.206) (0.008**)| (0.312) (0.286) (0.149)| (0.441) (0.967)
0.262 1.077 2.510 1.014 2.842 0.118 0.580 3.002 1.105
(0.609)| (0.373) (0.012*) (0.387) (0.016*)] (0.732) (0.715)| (0.012*)| (0.347)
1.800 0.747 1.271 0223 1.611 0.003 1.098 04920 2.001
(0.181)| (0.589) (0.259) (0.880) (0.158) (0.956) (0.362)| (0.782) (0.114)
1.644 1.899 1.771 1.148  4.315 0.051] 1.263 3527 2.148
(0.201)| (0.094) (0.082) (0.330)|(0.001*%)| (0.822) (0.280)| (0.004**)| (0.094)
0.083 0.282 1.133 3219 2424 0.206 0.615 5527  4.546
(0.773)]  (0.923) (0.340) (0.023*)| (0.035%)] (0.650)| (0.688)|(0.000+**)| (0.004**)
1.146 0.282 1.955 2.294 1.476 0.301 0.723 2.368| 1.344
(0.285) | (0.923) (0.051) (0.078)| (0.197) (0.584) (0.606) (0.039+)| (0.260)
4.339 1.236 1.557 4.688 1.005 9.606| 0.496 2.447) 0.906
(0.038*) (0.294) | (0.140) (0.003**)| (0.416)| (0.002¢*)| (0.779)| (0.035¢)| (0.439)
0.233 0.314 1.369 4114  0.500 5.907] 0.109 1.958  1.022
(0.630)] (0.904) (0.211) (0.007+*)| (0.776) (0.016*)] (0.990)| (0.086) (0.384)
0.725 0.943 1.888 3.280 1.066 8.485 0.756) 3.159 0.957
(0.395)| (0.454) (0.062) (0.021*)| (0.380) (0.004**)| (0.582)| (0.009+*)| (0.414)
0.013 0.473 2.151 4726 1118 0.981 0.803 4894  3.088
(0.910)] (0.797) (0.031*) (0.003+*)| (0.351)] (0.323)] (0.548)|(0.000***)| (0.028*)
0.060 1.511 3.066 2.832 1.628 0.437 0.808 3.222 0.762
(0.806)| (0.186) (0.002+*) (0.038*)| (0.152)] (0.509)] (0.544)| (0.007+*)| (0.516)
0.924 2.284 3.698 2.352 2.192 1.218 1.983 3.906| 2.600
(0.337)| (0.046+)[ (0.000***)]  (0.072)| (0.055)] (0.271)] (0.081)| (0.002**)| (0.052)
* 005*P 001 * P*000L F
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4.8

Joreskog(1969) LISREL (Linear
Structural Relation )
(Regression Modd) (Factor Analysis Model)
4.8.1
X, X,
h, h, h,
X, (%) (%)
(%) (X4) (%) (%)
X, (x7) (%s)
(%) (%0) (%) (%) (%)
h, ()
h, (v.) (v2) (v.)
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(ys) 7 (Vo)

(y7) 4.1
X
X2 211 . ﬂ
. )
1 g _’//// ﬂll
x3 g
ﬂgl y2
x4 V3 7| 21
X y
X5 ] “ 7Y v 2 y3
ﬂ; /
X6 \yz\b
7, A y4
X7
r/A2 ;ISZ
1 . -
7
x9 < v
’?9 Ye
x10 0 y
3
x11 / /1)7/3 Y,
P2
x12
X
13 2132
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4.8.2

LISREL8.52 (Maximum Likelihood
ML) Bagozzi & Yi(1988)
(Preliminary Fit Criteria) (Overdl Modd Fit)

(Fit of Internal Structure of Model)

4.16

0.08
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4.16

t-vaue t-value

(5 0.85 19.21 0.044 0.25 8.77
1% 075 | 1586 | 0.047 0.43 11.26
I3 0.62 12.79 0.049 0.60 12.36
(o 0.68 | 13.76 0.049 0.54 11.86
I3 0.63 12.10 0.052 0.66 12.35
| X 027 | 493 0.055 0.92 13.01
[, 0.87 19.96 0.044 0.26 11.16
| 2 0.89 | 20.60 0.043 0.22 10.84
1% 079 | 17.25 | 0.046 0.38 12.04
1%, 0.76 | 16.55 | 0.046 0.41 12.17
1 %, 0.88 | 2031 | 0.043 0.23 10.58
1%, 0.82 | 1861 | 0.044 0.31 11.95
1%, 049 | 962 0.051 0.73 12.91
1Y 1.00 - - - -

1Y, 0.81 - - 0.35 11.76
I %, 0.90 | 20.23 0.045 0.19 0.84
[y, 0.80 18.76 0.043 0.30 11.98
I 2, 0.89 12.18 0.073 0.19 2.66
I 2 0.80 - - 0.34 10.46
I, 0.89 18.32 0.049 0.18 6.43

*P 005 **P 0.01
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oo~ BRAS i R
METEY AN ‘J’Jf%ifs;!i “#or (LISREL) kgzE:inil & - PRI
B dAR S RB%E 2 LR WM %o & ¥ LISRELS.52E % #y
AT E B AT A R 39 3 5 Chi-square =415.56
(d.f.=45) >+ 2 @ =31 GFI=0.89 - AGFI=0.82 » RMR=0.051 -
RMSEA =0.080 » NFI=0.98 > NNFI=0.98 » CFI=098 - d 11 } 2 18 57 &
ST LA AT R P RIN 0 4R 417477 > Ao LISRELF

A R TiRE 02 GikcE2 BRI R AEZFERIP -

SRR TS S E

RO i R AL A L i
24 415.56 + Bl G
(P=0.00) (P o)
X2 /df + = GEv K 3.14 1~3 2 fF
GFI (8 i3 3 fe R 4pt%) 0.89 0.9(5 )14+
AGFI (54 th) 0.82 0.9(%)m
NFI (Fh 83 fie B dp %) 0.98 0.9(5 )4+
NNFT (224 % i fe B 4 1%) 0.98 0.9(5 )4+
CFT (g fie & 4p 1) 0.98 AT
RMR (5 £357 43) 0.051 <0.05
RMSEA (#4553 43) 0.080 <0.08

FH AR A ER
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4.18

04
04
0.6
4.18
/

(x,) 0.85 0.74
(x,) 0.75 0.57
0.62 0.39

(%) 0.43
(X,) 0.68 0.46
(Xs) 0.63 0.37
(Xg) 0.27 0.075
(X7) 0.87 0.75
(Xg) 0.89 0.78
(Xg) 0.79 0.62

(Xy) 0.76 0.58 0.64
(X11) 0.88 0.77
(Xy,) 0.82 0.68
(X) 0.49 0.24
(y,) 0.81 0.65

(Ys) 0.90 0.81 074
(Ys) 0.80 0.68
(Ys) 0.89 0.81

(Ys) 0.80 0.66 073
(y7) 0.89 0.81

*

P 0.05




4.8.3

LISREL
Path 4.2
t
%R 085
0.00
n > Y
100 1| 000
0.35
0.71 y, | 1176
17.59
0.81 0.19
Ys; | 984
0.90
20.23
0.30
n, 0.80° Ya | 1108
18.76
087 0.89
12.18
: 0.19
2;}13 Ys | 266
0.34
Ye (10.46)
0.80
0.89° y 0.18
18.32 7 6.43

4.2
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4.8.4

SPSS LISREL

(Hy)
¢ 7 y11 0.05 t 0.49
H,
(Ho)
& m, v21 023 t
3.69
H,
(Hs)
: " Bl 014 t 164
H;
(Hs)

¢ 7 v12 0.54 t 591
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(Hs)

S

2.33

(Hpe)

$

4.8.5

7 v22  0.15
H;
7, v32  0.62 t
He
(LISREL)

4.2

-03 -

t

6.77



(%)
(x,) (%) (%4) (%) (%s)

085 0.75 062 068 063 027

(x7) (%) (%)
(%) (%) (%) (%13)

087 08 079 076 083 082 049

(v.) (¥s) (V) (¥s)

081 090 0.80 0.89

(¥s)

(v,) 0.80 0.89
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4.19

- 0.05 0.0500
- 0.23 0.035 0.2650
- 0.14 0.1628 0.3028
— 0.54 0.5400
— 0.15 0.3834 0.5334
— 0.6 2 0.0691 0.6891
— 0.71 0.7100
— 0.18 0.1800
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5.1

511

30~39

30001-50000

151-300

1000
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5.1.2
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5.2
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