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ABSTRACT

The purpose of this study is to demonstrate the impact of airline passengers’ inflight experience on consumption
value and brand trust applicating Schmitt’s strategic experiential modules. To verify the influential relationships
between the variables, they were used as components of the questions based on prior researches, and the surveys
were conducted on passengers with at least one travel experience through domestic or international airlines. The
results of empirical analysis are as follows. First, sense, feel, think, and relate factors of inflight experience were
all shown to increase practical consumption value however, feel, think, and relate factors affected emotional
consumption value. Social consumption value had been shown to be influenced by sense, think, and relate factors.
Second, emotional, practical and social consumption values are all proved to be influential to build the brand trust.
Third, sense, think, and relate factors excluding the feel factor, had been shown to increase brand trust. These
results suggest practical implications that it is necessary to increase emotional consumption value through feel,
think, and relate factors. Also, it is meaningful to increase practical consumption value with sense, feel, think, and
relate factors and social consumption value through sense, think, and relate factors because these sub-factors are all
the brand trust formation factors consequently. Therefore, to improve passengers’ inflight experience and keep it in
a long term relationship based on brand trust, it is expected to understand passengers as rational also emotional
consumers and strategically design the holistic inflight experience of passengers with mutidimensional factors even
from the boarding to their deplaning at the destination airports.
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L M2
BHE omx|7} ofd 3 HAe FAIShe PR (experiential marketing) 2] F8/30] === 29171 7ot 34t
M= FFA A A HHAANN 7P 2 AIZF 20| o]Fofx|= 37| Wl 547 ¥ (airline passengers’ inflight
experience) 9] AIZRE FFAR] BiEel ST An|RRS] Folufet A Aol Qlof 7P F83F Aot ZAIdT-=5HS]
(International Air Transport Association: IATA)2] AARE vlgo g A AA 157 °**L/\} &7 18,5678 o= 127047t
TS 9 SAE A= 7He] BAP] tisl Atet A 7P 2 IS vIAle A A 8912 A9 ZIUEelit
(Laming & Mason, 2014). @3AF 018719] &57] Ul AL FFAR] F3Atel tisl =7l= =43 50 3ol 45t
P HAA H whebA 227 FaeA2] Aol FAF uAE ol2 A8 2ol A Lt A2 v B
wEolth FHARI 7] EAo= QIst] 3715 o83t 9] 1 ojHollM e 57 Ul 574787 JAl A3 Aol A e
2 7199 4= 913, SA0] A FESIG sitiehs, AFeo2 AJElE o] ofu} FFAR] nARl we f=d 4~ glens
(Schmitt, 1999), &7 WellM2] Fe Bl $70] 7l FaAl tigh 2743t ulige] = JA] ARIERE t=2A 7|92
4 g Aot
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5(2017)2 7:11@ e WgolMe] Ay axte] 24 BE PFIAeH, A - ol52(2020)2 BE FAS Tt HAAR
5}0:‘" LT /LA Al Qo] et AP A Lol M= 2B o] Fatt o]of] whE A
9 Ajo] & g FEHSR sto] I APAFE0] olFolA glar, FAA] B Tl
TRt AMH|A Zlto] i7AER ofe} *-/\}ZFJ BEe &8sto] sk 5 TRt B4 ¥
Jef= - o]AIE], 2016; A3 - A7, 2009; #WHA 5, 2017; ASH - R4, 2007; AU - 23,
o] 85l T 7o) FFAM AfH|A ol THES B¢ zﬂ—‘rluﬂ A= 2 i
He MRS oA el BAFEolM AEo] oA
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o] AASL FFAl EH sto] EgAos %7}5?”1 ol @ 2
S 7IHAL 71U 23 A, AHjAa 7], 451E A
Hoz 5«%&2‘1&(@%% HERL. 20155 %é 5, 2019; Hossain, et al, 2011).
3 A A% FoAE AEig/] g7 jESol] o] Ay, 2
APIAIRSRE B3t ook ZIuiME]s, 71uiA] ‘%‘I’f‘ 59 ¥ J—/\} ol& A U SR B dA2e s, 2AEY
S AT Qe SFAY ZIUAEIA, BIdo1A oakaE, A EE 5 AHIAZ] SARRIEA Q] Bleet Z7dol TR At
FE o|ZI(ZENF - o]AIE], 2012; BFEI - o], 2021; oAUl B, 2017; H3AE &, 2019; HFE 5 2020, He =
2004). 371 ol& 54 A Aqo] oM = FFAte] E2F i MWHV\ 59 A8 &/dol] Tigh 197} ATH(HolE,
2015; 41]01] 2019) o3t I TS AWE o] FFAF A9 B —E’H«] A BEA 73S 2Fske AAQL
A 2E A QiR S = —‘?"55}% ﬂ(brand trust) 2k} FF Al itk A+t
A, ARAos wEA]l oY Aot 7Y 294 ¢4 3-—:—9} AEA0] FAA AH|AIRA Y] FF5A9]
371 g5 e shte] 719 et Ao Hrla %L:L PEAE T 37 g5 BY ol digt
Z gorJod ARt B 93l= Schmitt(1999) 9] H2k4 iﬂ"_ﬁ S 5(strategic experiential modules) 2]
&S B3Rt Brakus et al (2009)9] 47H4] sH-QQ1S EOIE 37 o8 S452] 7IUl E5olMREE
Ul2|717kA19] ZAAQ] @571 ol€ e A (sense), A7 (feel), A (think), ¥ (relate) 9] SHELR1IC.2 FLAJ510], 571
Ul S8-S0l FAAR] OP"H AP oR TEIA} jI) ZAISE ARRIsh Aleskd wrda) qrEE wegehA Hdoliae

k1
a2 11°
I:I

e
iw)
l‘ll‘
st}
o

e,
41
il
9,
32 ofo
P
N,

fo
ro
0
30 L rfo

[\
(@)
=
a
st
H
>
il
2
JIJ
)
tﬁ
fd
')
_?l:
)
kd
olr
3
B
al)
1ok
™

¢
1o
o O
(=]
=
*
odk
o
Y
-fr
0

b ann?
2
ok
R=)
k
v}
ol
ok
Mo
k
o
r
ot
[e]
.
FE
e}

oX. oX
It
fru
rr
o
o
H
>,
2
ok
ox.
il
o
39,
iw)
kel
ol
38,
B
o,
i)
roh
oo
0
H
>,

(R
m

fijo

~N

=

b

_o‘g

10
S~
>
it
ox
i)
ox
2
(2]
rﬂ:
S
i

&g L

—O|l"
2
o,
re
>

of ¥ & 4@ go
ft
ol
ol
ol
i
Rl
>,
e
>
b
ox
o
i)
SR
b
i
P
ruZi
_?15
o 9
-\o

_(?_!:
>
®
2
R
JI-> e

0.

H
=
ol
ofy
rl
2
10
ol
o
>
o
oo
)
et
" o)
_>L
3%
fu G
o,
[
ﬁ
TS
S
=
9_3
rlo
Oll

o =E=1 =2
371 ol T WA oR H FFAkY] o dAo|HME Z7dAo)7|= gt AHAIR olsfish= HAMHAR ol HigeR
2 ] B ohgat 2ok A, d= 37Iske @371 o845 IV Wl 5473 213 4H]|7FA] (consumption value)
o FF WAIE AFT B, aH7kA 2913 Bl 7o) JFF WA BAR A, 7] Ul S 8

(© 2021 Journal of Hospitality & Tourism Studies
204



g371 L SAZH0I ALK X BHENZ|0) DiXl= F&: Schmitt] M Hig

FO
N
jie)
2
10

Il. °I2H H{7

| A%A AREE

A% (experience) < ZAS] FFLEA QI7to] Aal QlAlSH: tR9] PR ofwdt ol /oA A3 Hil, £31
HAe WY FolM A4 Z2 HYES A= P2t Hoskith(Van Manen, 2014). Heidegger®] aiAlehs 23/4ds}
(Phenomenology) 2e& o]oj-2 Van Manen®] A|ge] E4of thgh AF& Q7] AR HHE Ay, FAToEH
1 9uE Z= A A o R Aes] el w83t 59 RopollA AEle] Yrh(HEd - BEE 2021). E3E ARRIAsE
Hopl|Ae] ol TRt A= AT, ARRIE), 4H|A 385 5 ol RolollA] o]FojR|aL glon, nAlY Fokol|Ae] ZEA
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& (holistic experience) 2.2 B Schmitte] T4 So] Atk
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Aok A AP ARl A, AR, 718, €8 TR 59 uhE JHiE =3 JAEEe A% A4
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9371 L 52220l AHDIK 2 SHENZI0) DIXIE ¥ Schmittol Hfs HE2E0 X8

ozt AlF-S FafistAY ARSSHE IAoA = BE 3ol Whagsh, fEulgolut Aula HoMe Au|AE ZF]dst
w3, Qe SaiMe Bale HS ohA "oka s3Itk Brakus et al (2009)2 ©]2ist Bt A3 e] sdo] B=rtx],
Bicom|x], Bt ey, B Vet 22 QIAIA o] MeEET EAl AHRME Belige] EAS A vEhlle Zloleal
Stolch whetA Aabdog dupd oAl A4 HES Xﬂ*‘d}w:— H%HEO]DIZ]S& B Alg] 3/ b Fa3t
Shhar skt Fgatolir el Beizoln|x]= gy
Oieh 2ZAQl olmjAjRtar ot 4= lom FEAte] AelA A %%# Hﬂ*tolﬂw 9 Azle] FTF AAE Tl
o]&o], 2019). °ol2lgt BHEAE S=et Ajo]d 2ol FFE 1l 1t Ao EAEIQIT, Akl thet AtollAl<]
Beilgl= g Tl aelek e AEARl Hl e doy|= Mzaglo] Hug Myt =2 uAS x5k s
£ Ae] A TAE FAdoke Zlo] F8si ol - BEES-(2020) & ’%% 1] 2188 AdgEat 719 Alg] 9 BEgi=oly]
Z|ete] FeF TA] Theh AFollA] gARe] ofu]R|et A E EolH A& a9 At Ego] YERATEL 5191, o]XIY
A BIE 37 BIerkx|el HasAlg] 12a B ; T4 9ol FFE vA= 8% Q]lojeta
SiQitt BisAlEls oifs ol AR JNdEslet 497 W (FAIY - 01718, 20165 Chaudhuri & Holbrook, 2001; Lau
& Lee, 1999). & ALollA= Hess(1995)9] 9 AHQ9] H=E nigo = o 4l ¥ 98 A4L(ZF3] - 0|3 %, 2019)0
o7ste] BIEAlg|e] MR &S st

AT A

|‘_9,

A+ (Hess, 1995; Schmitt, 1999; Sheth et al, 1991)0ll 275t} 571 W S47,
AH7EA, BERZ|S] F A oA thae] ATRE <OH DS AT

_ mEAW _ _
sazw S
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S
HEE JHX =P

] ArEIE 7HR
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ag 1 d7rey
2) 7P 9H
O &37) W $A47487 747 714 ko] 34
Zeithaml (1988)2 AMu|Aet 72 BEA EXo] ol Eeol= AY, Al &4 So| Z5iA 23t st 273
(2019)= TFAF Aleier] T Aol At 774 An7kA] Q] A7 TAS AS3I3ATt Brakus et al (2009)2] AoilM=
7% A, A% W QXA 7] ARAEeR BHEsIa ol Edz EM% - 0]718:(2016)2 TEHAE HPat Hals
Al ofzl BQluto] A ALl M A9 5191 2R] 7k 744, QR diso] AFdo® LASIITE =3 Park, (2020) =
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BHE AY, 71, Aot S/l w3t AtollM 2, 2, A, Fe Aol 7HAe BHEAIgo)

aass - AN (2020)= AR A2, A, A, BA 203 BHEAIR|S] ot JFHAE USSH

B WA 2902 MEE Ik QYEE, PT 2AcA WA 8Rlo] FHERITL siglenz 5&%71 i vﬁ%“éé
7

7F 744, QR TAAEC] 4 71 spieQlog a5y U Aldlol WA AL ol Eujg theel 7MdS MAstat

a5

7Hd 1-1: 3371 U SAZFES #84 7HAel A(+)9] FFL =iFth

@ F371 W AT &4 71A o] ¥4

F|A131(2019) 9] oAt UlAlA ghg Talel 28)71xS] HAP] H_E Itoll AE8A An|7Exe] thgt SlRA] At oFd/d
& AQIRE A=Y, 719 ofulA], 7FA9] 8Rlo] AgA Au|7kAlel f-oI3t G FHaL siglth s 5(2020)9] AolME=
7 7390] W2 AELSE A8A TS w4 AT At A8 7HY] Feldt 9 TAIE ASSIIHE olell thae
7Hae sttt

7Md 1-2: F371 W SAFHL A&A 7H0l H(+)9] FFL w3tk

@ F371 W S474I AHElA 714 7o) A
7197420212 2 Zau]e] A o] Adlo] 9l o7 thAroR o 71| AT A AolA ABIA s1R]e] QA
AR A9 87, 88, 97, FERTE A, AR A, AR, B4 5ol AR Q1 kA 1R AEES skl

2T 5(202D)2 214 AR A T A7olM T ARlA 7129 foluldt I BAIE Fefsiint wtd 371
W ST AFR]A 7HA) o] Al thste] thael 7Hde stk

7Hd 1-3: F37] W SA48H2 ARA 7HAlol H(+)9] FFS wRIch

@ £u7Heh BAENE 7o) B
VA S A Sol A SAE RO A ARlek B $2 AEE FoHSH AU of ek e ZHATPE e
229l FAe Wolx|eek Az o ma} Fog: Gk Aula Y5o] FuHoln ARl S4S wge R 7]
Tl B50) 5712 BE S whes - uId(2018)9) s AT 8314 - F2X1(2020)9) WA AniKEt & 4
Sa] A ZbgElCt RS Aol ool o 2 GEE ol Ao YEE Aol i t8s Be
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AR - A8oH(2019)E HH ol 8AES] AHZEAIS} dEiE] T AollA AH7EA 9] A&A 7HA] 2RI A,
Hopdo] 2HIZIAIE 7P 2 A2 Aidittal sh, iAo A%t FHEAE e AR FRIsigla, HAIs(2019)=
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r2
or.
Mok
~
(@]
—
-
rlo
2
ok
o,
é
ot
[

4 HIAE TPOR & Aol ALY JEX7E A RS E8) BelsAE
Gakg T2tk ST oleist Ak AnlABo] W3 HAERS ol8shA Ly Hi AU A9 A%l

A7) FQISe] WS, B 5 FoskA A7el] WiEoletn stk 514 £(2019)9) WEAH SNS AR
U A7 54 T3 BAES ol§31 2L o870 AL 14 ol Frha AZBIE 5 YEAL HASE E
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Y31 U SAZY0I AHIEX X HHEMZI0) DXz Z2: Schmitto] M2 YR E0| M8

AR QA B ARSlA 4R 2, ABSIA o] BREAE] Thet A(+)e] dake At Qe thee] 7He

sttt

off
ETS

7P 2-3: ARRA 7R BREAE] H(+)9 ¥ uAch

© 3] W 37493 2920 sl B

2AI9 - 0]71%(2016)& ZRAUHE Aol B3 A7olM AP SH8QIFo] BAENe] H(+)o] PP vlTkn
B9, M4R(2016) & A4 AR MH|2 AP BRI fofgk I3 BAC] Tl W, 473 - o]
(2019)2 71AEI A oIS B8 P4k Aol BASAo] H(+) 9 FFL vl YFIgTk olo] thgt 2ol 7hd
st

7Hd 3: 371 Ul $A%EL BRslEo] H(+)9 7L viAh

R e CIEET

D &7 W 4748

=

2 dtolld 371 U SR S371U g5stol =21 FgollA Ufzl7] Z7kx1e] 71uiell MR B1t S5 SAA
7[HelF 2] S ofnistn, 24 A== Schmitt(1999) 9] 71274 A=zl 7IRIRt A+ (FAIY - o171, 2016; 2714 -
O|FF, 2019; S - ZAlol, 2020)9] AR FES EUIE & Aol WA A, A4, A, TAEEY 9] SA-RE

F k) 4% 2y =deit
2) M7

SUfe] AolM AB]EXIOlZOR A% AHEEIE Sheth et al (1991)9] Aw7Hxjol2S } o8 AuII Aol HES
Adestol Fofg w 9% U7 i 7S oivital, Y34 B HYRF(0I 5 2015 ok, 20145 HA, 201900
Relul Ao AFE 4, A8, A1 AIel A 1A AR 5 11Ae) A lar

il
r4n 0

) H

A=q =]

Y

Hess(1995) = BREAIZS Anlaiole] 3 Apastst 83 249} 8903, ol aAw 13% W o) 2
[lojelar sigirt TejmE, R AyolN BAsAElE 240 tele] B 4 9
NEIR 2 51 A2 Holote, 473 - oIBE0IS] TN 1ARolo} TAYE 7he] FF Al AHST MR

=

E AollM= 1A 2 20 A 12 AR AlAlste] ARl Ui A3 A=l FAIHo] QlsAl ARSI, 24F AR
= go] = 7] ©@5AS e 20219 79 3YRE 7Y 14Y97HA] <F 237 2]l
(on-line survey) 2.2 Ai-a Algisf oll= AN Al 330l oJall HAjs] vldo] BALH, 022 A HAo2qt
AR Aoy &A% gHe FERITE U&S ol AR aiiz Aol o3t gs XY= sila(El+, 2019;
Podsakoff et al., 2003), A& £ Aol HAF A& (screening question)& 701 F57] o1& 73] githd S S&3I=%
siolth AW a%A] gt RE e 2ZY 9] AE 53 =9 A717]YA (self-administrated) O] He|BEZEH R
Zegsiolom, AL 717 B9 F 30552 AEAP7F 34 Ela, Aol AU AA=TT "ol ARS Al F 286%-9
FERES FHEoIE £AH AFsE SPSS 25,02 ©]&3to] EAI5IqIT,
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Pl EAZON| EAZAT 2021 H23H K32 (S

1 #&o 54

286782 ®Eof thyt 154

=

St EAS A

H88%)

=
ol
Hr
d

w7] 9fs A, Uol, 3, A, @
S}

FZALE THLE] 918 MERAS ANSIITHCE D). 53] 5700] Bol 0|3t 3
THEHEE 2419 (35.9%), OHIONIRE: 199%(20.7%), Klollo} T58(11.2%), AFEF

FF 38H(B.7%), NI 178(2.5%), oloire 8%8(L2%) «o= Ued 7S &

<E D> HE9 EA

3

23TE H1E=(3) B &(%) 2= HI=(8) H|&(%)
el A
A71E4 1.7
ABY 0 16.4
Au|22] 47 10.8
o 31
U} 116 40.6 ;Ej 59 zgi
ozt 170 59.4 o 64 '
ST 17 5.9
7HFE 29 136
A 49
7lek 1 35
ik UEd 25
2,0008H] wjgt 10 35
ggg} % 281 2000-000me) 2 101
Lo ) 204 3,000~4,0007+ m]gt 51 17.8
5ot 109 8.1 4,000~5,0005+ gt 43 15.0
60 o1 o1 73 5,000~6,0007- o9t 35 12.2
‘ 6,0005F¢ o]/ 118 413
i ATy
& olst 31 10.8
ARgE 43 15.0 n& 70 24.5
& 129 451 71 216 755
gt E ol 83 29.0
g5ole o]& FZAt
L8 i 241 35.9
ofAJofLFEHE 199 29.7
o] 231 80.8 Zlojlof 75 11.2
e 35 12.2 Elo|&dE 38 5.7
A QU 9 31 of| of ’LAF 17 2.5
=) 11 3.8 oflojA & 8 12
AT 49 7.3
71ek 44 6.6
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9371 L 52220l AHDIK 2 SHENZI0) DIXIE ¥ Schmittol Hfs HE2E0 X8

D S qolial 9 A A

olN

WA S7dEol tigh Hpol] tish A=l U EAS 27 913 BAE Q9lAte Al sl AFAlE]
45”]' ] -rIOHH Cronbach’'s a Al$E ARgSIo] A=A BAS skoich 0

AA SRR AT (E )= T 19] 8]10] FEHA, F FAT A2 81.41%2 e SR1ARI 6013
2 AAEYen Aol AlZ=(Cronbach’s @) FHE BF 6 o0& =4 ZAFE|0], 0]%7](2017)2] AtollA] Aletslar Q=
Ji A= Zro] .6 oldold, AE sty SRt AREA AEeds WS siglonz B Ao Al gEut
5]

[¢)

@& 2 37 U $A7Y N U By B

919 4 He LAA A I/ A AgE | ¢

#1733 7MOM_ € Fe ‘ﬁ%(‘ﬂfq 73 1.528 13.890 705
7IW QI 59 52 4% P .630
ZIWellA U vhgo] FYEIIC 776

Z bk 7oA Y= EA%T .859 2.523 22.940 916
7IWellA e 7]8o0] Fobxltt .803
7ol M o2 XM =72 BHE o2 AE S ot 788

AAEH 71U A, A, MulA PR 52 SujRYT 756 2.279 20.719 .861
7IWEEE ol MR ARALE IA =i 753
7IWollN S5Y U BRI 28478 w7 798

wAZEH 71Ul 7Y 9 R 295 HET .830 2.624 23.858 .908
ZIqollM 7Y 2 FEktel AURE w70 842

E 3 AH|7H] A=A 9 ERGA BN

8]1% 27 W SRAAAF 14y B4 dEE a
U7t ol e 3Ake] 7IUEYE S sk woiA st 836
i U7t o] 839 A 7y AEe Hds wr|A it 812
H7A 7HA] ——— - S — 3.706 33.687 705
U7t o] 839 A 7IWAEL JELS wrA it 834
W7t E5iE F3Ae] 7IWAES EARE WA st 823
W7t ol &3 EAke] g 92 st .860
A8A 74 U7t o] &83H A e 80 Agste slgo] o 772 3.690 33.546 877
W7t ol & aAte] ZIUAES &2 M7t ot 874
U7t o] 83 oAb gEe AEA SR =fo] "t 788
_ U7t ol & F3AF g5 AElA S %EO%E} 833
AB|A 7] = -° =o= T -= 2,086 18.968 952
U7t o] 83 FTAL B52 TFod YA ReeE At .860
U7t ol 83E SAre] Fa7loll Esshi ESolA aduk=ct 886
KMO=.930 Bartlett 7174 =3268.373, AHEA F=AA|$+=86.201%
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G O BUEAE N2y 9 e B

2 2
2919 3% Hs SUHAF | 2R | g | ©
UE Pt ol8% FeAtE TR Alsie 910
UE Ut ol8% FRAeIN ATt HRE Aswt 917
B Mg — 3.359 83.98 .936
U Ut ol8% et AslAg NEi 906
U7t ol 8% FIAE Ul il Fggiet 902

KMO=.839 Bartlett 717 =964.527, AW2Ar F2475=83.98%.

2) A A S

Zh A, AL, IAD, AHIZRAI(R7EA 71, AEA 71, AR 7)), BRiEAl
E ERI517] I5to] moj=o] JA| EA (Pearson’s correlation analysis) & EAI5HITE 1 23} <& 5>t

Zo] Uehgon Avkdos mE WL 7h0] YAV K012 |3t A (+) 9] oAV YERgT

<E b5 FUaA Y A

Haerg 1 2 3 4 5 6 7 8
L 32739 1
2. 737d .568 1
3 QAAEH 581 675 1
4. TAEY 534 .640 .663 1
5. 77%A 714 557 .766 710 .739 1
6. A&A 714 577 .630 .686 .706 74 1
7. AEA 714 513 571 613 678 .696 735 1
8 Ei=Alg| 535 575 .655 622 719 748 .703 1

F: BE ABIAASE p< 01 M fo3h

D 7] Wl SAE7) 29H Sl viRke 9% 4%
Y571 Ul $AHol 2 7Hol BN Qg Qohiy] Slsto] SUMAE A7) 99102 shm A TS SEuSE
S0 EFRAL AT AT THE & B3t ATk F=166.701(p<001) EAMCR felshtis Zo] BIsIgon, 57l

oigt R?2 71.3%2] Awglo] Uepdth &7 Ul 2477 2919 7H3(B=.396, t=8,152 p<001), JA(B=.201, t=4.008,
p<001), TAI(B=.333, t=7.051, p<001)2] 37FA] RR10] 7744 7kxloll -2l A (+)9] FTE t|xl= Zo=z veht 4B
=.038, t=.889, p<375) 212 FHA 7iAol FoJstA] ke Zo=z FEglonz yhd 1-1& BE xjeEict
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F&He ki EE3A> t D VIF
Zdgdpe k| .038 .889 .375 1.000
7+ A3

2 7 3738 .396 8152 .000 1.000
A48 201 4,008 .000 1.000
BAEY .333 7.051 .000 1.000

R? =713, F=166.701, p<.001

2) &7 W sAEEe] 2484 7Alel vAE 9% A

F37] Ul $474o] A8H 7Hxo]l n]= Fgol| thet A= <& DIt ek FER 105.534(p<001) BAH o= Golsith=
7ol gRig|glon, s]AAl tiet R°L 61.1%2 AWelo] Uehdtt d37] W 54743 2919] 2H(B=.153, t=3.088
P<05) 73(B=.129 t=2.279, p<05) A&7 7ol folgt AT v, AX|(B=,269 t=4.626 p<001), TA(B=.363,
t=6.618 p<O0D)E ZFE 47H4] QQlo] B%E A8A 7kxlo folgt H(+)2] FFE nAE AR Ueht 7Md 128 2%
A=A

E D337 U SAFHES 484 7HA SHEA

ZEHS =d¥s BEIA S t P VIF
Kdpdp ks 153 3.088 .002 1.000

7 ASA
naA 7 3738 129 2.279 .023 1.000
XA 269 4.626 .000 1.000
AR 363 6.618 .000 1.000

R? =611, F=105.534, p<.001

3) G571 W sAEEe] ARl ZAl¢l vAE 9% AT

327] U £274%0] AS1E FhAlo] nA Agke BAS AT T & &I AT FRS 74027(p<00]) FAHCR
Solatths o] BRIEIglon], S17Al0] THEH R2L 52.4%°] Awelo] thedth 387] U 2749 8919) 7HB=.116,
t=2.119, p<05), A(B=.197, t=3.065, p<.05), TA(B=.116 t=2.119, p<05)= AIEA 7kxo] |25t FFS nA|H,
2(B=.103, t=1646, p>05)2 A3t 3714 8310] ALBIA 7Hxlo] f2lgt A(+)e] AFS HlAL Ao e 744
1-32 B A=l

E & 371 Ul SAEIT AEF 7HA] SR

TS ESgs BF5HA5 t P VIF
Kdpder ks 116 2.119 .035 1.000

7 A
RIS ks .103 1.646 101 1.000
X838 197 3.065 .002 1.000
TAEY 420 6.913 .000 1.000

R* =524, F=74.027, p<.001

4

4) 2R BRiEAE ] viAle F S

—_—

AHZFA7} BREAE Bl 60 Fo Bfsh AT TR (& 9>eh o] UERTh F=157.418(p<001) SAH 02 olstch
= 70| FRIEglon, siFAll et RS 63,6%2] Amelo] Uerih Anl7kA] s12eQ1e] 7797 714 (=268, t=4.420,
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IR DAY SHULAT 2021 H23H M3 (SH88R)

PCO0D), AL8A 713 (B=.349, t=5437, p<00D), ABBIA 7HX(B=.259, t=4577, p<001)9) 3719} 91 BAME o]
25 ol A(+)9] IS TAE o= ekt 714 2k B AP

<& 9> aul7EASH BASAE BHEA

FTE5H =HHe EZHAS t p VIF
w7 71 .268 4.420 .000 1.000

Haelg A8&4 714 .349 5.437 .000 1.000
AEA 714 .259 4,577 .000 1.000

R’ =636, F=157.418, p<.001

F 10>) FFHe 71.259(p<.001) BAHCE folsith=

= % Z7H(B=.147 t=2.655 p<05), AA|(B=.328 t=5.038
p<001), TAI(B=.259, t=4.216, p<001)& EH=AIZol] G2t FFg A, 7] Ul 477 sk FolA 23 (B
=.105, t=1664, p<097)& AlLlh 37H4] QRlo] Ba=AlZlol] H(+)2] FFS nlal: ZoR veht 7P 32 R Afe=|oick

<E 10> F371 Ul 547433 Bl 3HEA

5> =HHe BEHA t p VIF
Kagdprt:! 147 2.655 .008 1.000

A AS]
B 7% 105 1.664 .097 1.000
JAAAH .328 5.038 .000 1.000
HAEH .259 4216 .000 1.000

R* =514, F=71.259, p<.001

8) 7Hd3s dte] aoF

£ Qi7olx] AT A7rke] W5 ATE Sofsto] <1y Dol AIsteirk

an_?I;H _ - .n..Hljl.;tl -

ZHE = JHK

[= = |
(B*=T13)

ArZ|E JHKR|
(R*=.524}

(B*=514)
P<001%* P« 5%
Tm O 2ThE tuslue U8 LS UHS ol B goldl Ya

N\
X

o
N

> @7b HEEse) /9
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