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Abstract

Purpose — This study examines how perceived benefits and
costs of traditional market support affect relationship quality and
support for a marketeer. In addition, it investigates whether sup-
port for traditional market aid programs leads to support for the
government. The author developed a structural model comprising
several variables, in which perceived benefits and costs com-
prising economic, social, and environmental costs were pro-
posed, to affect the relationship quality (satisfaction and trust) of
traditional market aid programs and the government.
Consequently, marketeers satisfied and trusted by traditional
market aid programs and the government would support the tra-
ditional market aid program, resulting in higher support for the
government. The model proposed that customer satisfaction
would improve customer loyalty and business performance.
Thus, the relationship quality (satisfaction and trust) of the tradi-
tional market aid program and government was proposed as a
core mediating variable between perceived benefits and costs
and support.

Research design, data, and methodology — To analyze the
proposed model, this study investigates the scenario with a tra-
ditional marketeer. Data were collected from 331 respondents,
and analyzed with SPSS/PC 18.0 and AMOS 18.0. To test the
unidimensionality and nomological validity of the measures of
each construct, we employed a scale refinement procedure. The
result of the reliability test with Cronbach's o and confirmatory
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factor analysis warranted unidimensionality of the measures for
each construct. In addition, nomological validity of the measures
was warranted from the result of correlation analysis.

Results — First, perceived benefit affects the relationship qual-
ity of traditional market aid programs and government. Second,
perceived costs affect the satisfaction of traditional market aid
programs and government. Third, the relationship quality of a
traditional market aid program affects the support of a traditional
market aid program, and the relationship quality of government
affects the support of government. Finally, the support of tradi-
tional market aid program affects support of government. The
results confirm the findings of previous studies that local devel-
opment positively influences support, based on the social ex-
change theory.

Conclusions — The theoretical and managerial contributions of
this study are as follows. First, it is the first such study, and
defines mediating variables, analyzing relationship quality
(satisfaction and trust) between perceived benefits and costs
and support for the traditional market industry. Further, it inves-
tigates the structural relationships between them with the AMOS
program. Second, while most previous studies investigating the
relationship between similar variables and those of the present
study analyzed how perceived benefits and costs influenced
support, this study identified the transfer relationship between
the support for traditional market programs and support for the
government. This study confirms that support for traditional mar-
ket aid program increases support for the government.
Therefore, government policy makers for traditional market aid
programs should explain to marketeers the benefits and costs of
traditional market development in terms of economic, social, and
environmental factors. At the end, limitations, further research di-
rections, and implications are suggested.
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dols ZESI= FYSTOIRL 22l MY AHT2=MO| K
S ot UCh MRt HEAIE2 Fo T, 2H FH Qo]
= 2HZIZ S0 o7t E7|1 B3E MY o + Us 3¢
Ot &S SFol= FAm=tel a0 dEs g
SHHQl ook O Arctd g 4= ULk

]
Il

AI2|WSt0|22 =L EfQlnte| A0 A B (reward)S Z|TH
ot St2{d St H|&(cosh)E Za2ISHY 7t B2 HHES =2
£ 9 MENSICHD 7P ST Homans, 1958). ALS|msto|

rir

el

O olot
mjo

>

m

o
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M, Z7{21t BRI 520l M & E(hedonic benefit)o = o
23} 8l0] MFEICHBatra and Ahtola, 1991).
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(Karagiannaki, 2007).
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o|OjZh ULt OMAE HHOIM FHE H|8at AlZh 3, B,
HE|H HE BT HSAIEHRI0|H S2sIct

25 HAZ2

Crosby et al.(1990)2 TOHX7} THOHLIO| Cifgh BHZ0| £ 2
oot Alzpt Zxse HeE mAENZ Ho| sjyom,

Anderson and Weitz(1989)= &iXje| 0|2t H|-0f CHoll 2HA
OF HIRh= A oo FHIVIH XgHdE HASEE 2O,
ST A&EOl BAZ SX-UHAT|T| s BNl s 4
2te{= QlX|o|n, A9 orddof Cigt XpAMZ = =Hlolgt
1 golstAct

bl

O Z20olA HASZSEZ Aol HMutsel E42 HY5=
Ci@ HHez Mz, BF, dZ|ln 2@ §22 TFHECO
(Garbarino & Johnson, 2002). ZAZZES FMS= D=L Mg
£ ttaxigloz HeE 2H(Crosby et al, 1990), BHEDM AZ|E
S JbR| AHROE Pyl SIS AElo] MY ReloR i B
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XXl ERol MSAIE X2 g™ 3 FLo| gt &elef X|
K& H¥ol= RE0|Ct BME 8, sk YL ofat AE|
= 0| 2otE0l= 0 E= X[AEHHel X|X|of LTS 2HA 7}
QUL Mo d3Hez HAE|7| siMe IRI=E2 XXt &
30| E==HolH|, olzfst X[X|Qt =32 HHo| &&iut H|E0| F
S1el7tol elsh AFECE

ZtEar 2AE X G7NgEE ol A0, H|XPE 200 SAtSHE
XYool 22 tHEHez 3/e 3 X[Yo| 38Hel dats
OX|= ME7t X|X|0f ¥&S 0O|XICHAp and Crompton, 1993).
Gursoy and Rutherford(2004)2| 2{4AE 5! O}O|C}= Q| X|¥Z=0l9|
XX = AFoN, XA seinr 2218 &|Eho] XG0 XK=
o] g2 O|X|l= AR LIEtHOLE, At2A e Ate|H, 23t
H HEE2 S FX| YeChs AS LHSIACH

Lee and Back(2003)2 7ZiX| Z§&o| X|¥ FTIo| O/X|l= &
SO XIXIE AFHOl ZHEOf CHSEXIX|, AFHIHEE FH[Of CHRHK|
X, A FHQt B SiCHs A, AFYXE MERSE 2o ChHst X|
X|, Aol OJ2HE YA siECHs Zof Cist X|X|2 L+0of AF
£ 510, M| X|GFR2 FIX|c JHRE Qs AXMA & et
Ar2|H SEE FPHoRE QAIS i, - QAo E2

E XR7t 52 AS LASIACL
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Moz Ql5te] ¢2l=0| X[Zok= o=t B|E2 RHFar d=|of
BAZES Sot0] X0 et OE Ao|ch d2|0 AlF i
ZHof| chet X|X|= 850 et X[X|2 O[0|= ZO|tt

= AT0ME et MAATE HIE2R XS HSAE A
2 Aol Chet XX S RO ot XX|2 Lhw0f SFEHRACE

2.7. MO

= AToME HEAIZ X ALl Ciet X|X|7F F&ol X|X|
2 Ho| & £ ASS =S, HSAIY K& Arol| theh X|X|
7F ZFel X0 ks njEtts 7tds 2870 Tolof
¢t O|2Y A7t ER3ICt

TO[o| 20l 7k BrO] ATENT 7= 2Tl Chet
A2 ME[HOl= SGMMZE THolE Az[o AXnt 2tAE0f &
T Y= OE SYMMO oESts A2, B oigts M
g o oMZZo deks OiXl= Sy a2, SO HEH
Holol= FOfetd FoIM AHejol flgds 2017] flof Al &
ME 0|83l AH|XIZt OJAFAHE = Zd0|CHStewart, 2003).

Swan et al.(1985)2 MF0f Ciet M2Vt H8El= 49 i
of chet M2I7t 3H SN2 X830 MEFQ| =MLl M2

MZ|7F MOl EICtn SFQILCE Strub and Priest(1976)= 00 7| &)
2 327|180 3 HYAAE SiM 7= MEE MES
S/l FYALROA ME|IZF MO|EICD SRl Ol= & &
I e =22y LM 2= UXE E LT OF E=
W0 A= 427t Ho| E £ QCh= ZAZ O|opY| 3t QUCh

EDE MOl Ol oF HAO|M A El= L, dS, Bl
50| CHE gdo=z 0|sd= A2 20|otCHEdwards et al.,
2000). MO[O|E2 FY 7o Ao s M= O|s E=Ch
ot FAoM ZHR|A| kl= SEE =20l 7|20| CHE FEYolM
SEHQ FYME =Y 7|H, HE oF FAOM ZHX[A &=
288 =Z0|Lt 7|20 CHE gYojM= £-= 0l oMoz o)™
ElCE

mEtM 2 AFoMe PSAIE K& XIX|7t E& XX2 &
Lo, MESAIE X XX|7t & XX2 Ho| 2 = UAS A
O|Ct

A = A0l = <Figure 1>

2 dTEds AESIRALE & 7= AIE 1ol X|ZE

= X A "2

=X, D20 MSAEY X A

XXt F& X|X[of oot Fets FeX| 4SH2E EZASIIX}
St

3. XZE = HEAY X ALY 2AZE X F

Fo| HAZE| A

b

Bolton(1991)2 X|Z2tE &2 1M Tt=o| I OJX|H, A
HIA 7|Qle| MH|A B2 174 ot=o| FeZ O|FICHD StRle
H(Babin, et al., 1994), Gwinner et al.(1998)2 ZAXN HEHS X|
2tot AH|XFE2 BHEO| JIMSHCtD St M, MH|AQ| XSAtZt
2H|XOA M2jHez Hestn oS Z4dE & M, 0
2 UHEE 70k SIQICE O|A2  metof UM FARKEO|
LA e X|ZHE sEio] Z|thEl HIES HOMA T[T FARKE
=2 AEHQ HAE {FXStH= 0| UL 3H Reynolds
and Beatty(1999)2| F2&tuit 2X|St= ZO|Ct.

matN o= Azl A4 £x9| dMpaaz EHESH0{(Berry,
1995), &tA| OtA|EIe| =& A FLHo| |FX|t 420 523 H
=2 E8sitts A Q0[SO Gronroos, 1994).

olzfat EOIM HSAIE X2 A2 7ol FIHAIRCRE
IO R FTE|= ItN07| WH20| CiYst SEE S &=
ofol X|&£HQl HAE /XSt UHAZ|= M2 012 ZQ35CH
Mzt MEAE X AOA &Q10] X2t & &= Ues S
Moot H2o| MEA|E X2 AMY  HELof Chot grEat A
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HI-1 @ XIZE Sfeie HEAR R Al S0l H(+)o| ¥

2 0/& Zo|C}
H1-2 : X|ZEl 52 JSAIE X ALY AE0] FH(+)2o I

- O



Jung-Suk Seo, Jaejang Yang, Yong-Ki Lee / Journal of Distribution Science 12-12 (2014) 43-54

= O/E AHo|ct
H2: X|ZHEl sfE2 GRol 2AFE F(+)2l g2 02 A
O|ct
H2-1 : X|ZtEl & e
H2-2 : X|Ztel et

I'|0 I'|0

PEB STMPA

H7

PEC SPG

PEB: Perceived Benefit, PEC: Perceived Cost, STMP: Satisfaction with
the Traditional Market Program, SG: Satisfaction with the Government,
TTMP: Trust in a Traditional Market Program, TG: Trust in a
Government, STMPA: Support for Traditional Market Program Aid,
SPG: Support for Government

<Figure 1> Proposed Model
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Chhabra and Gursoy(2009)2} Vong(2008)0] 9|8l 7=l s=S
WD =, 2 A4 Aol A £H-oto] ZPEEQn gRol H
SAIZ K[ J0| CHet X|ZHE Si|Ed 5 Atz|E f|Ef2 Chhabra and
Gursoy(2009)0] 2lsf 7HEl dx2 HAst =, 2 A3 420
A =750l BHEUH, FRo| MSA|IE X|2of CHet X|2f
E s F =HEF =2 Vong(2009)0] olsi JHE =S H
oot 5, & A7 oo & #=Fsto] FFEQUCE

ROl MEAIE X|Aof et X|ZE HE & dME HE2
Chhabra and Gursoy(2009)0 o3l 7=l StES HIESH 7, 2
At oo XA +H50] FHERALD FROl MSAIE X0
CHSE X|ZHEl H|& & Al2|A™ H|22 Chhabra and Gursoy(2009)
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ZEE|oH. FRo| MSAIE X0 Cist X[Z4E HIE & 24
X H|2-E Chhabra and Gursoy(2009)2} Amuquandoh(2010)0] Q]
of JHLE 5 Host 5, 2 A7 d"o| A =gt £H

—"1 T

=91,
YRERLA) Ot ST HEAF XY Ao Cfet Bxe

Geysken and Steenkamp(2000)1d} Gassenheimer et al.(1996) 1
2|11 Oliver(1996)0f 2fsf 7=l gt=5g HY =, 2 S o<
A =85t0 FEEUCH, HE(FEEN) gt ME(QF HEA|
2 X8 Ao cigt Al2|= Doney and Cannon(1997)0 2|8l 7§
el geg HAsh £, 2 A7 A" A -t ZHEU
Ch. ot HE(FFEEN) Oigt XX ASAIE X[ Aol Chot
X|X|= Lee and Back(2003)0] 2oldff 7HHE a2 HYst =, &
At 2ol S =g5t0] HEE ALY
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5 d3a4
51. 29| Yty £%

= 7o o|8E 331F2| SEAO THet dE2 HAt 185Y
(56.1%), OiX} 143(43.2%), 12|01 22E0| 2H(0.6%)2 A}
7b OfXfof H|SHO] B2 Ao= LIEHGCE HE2 514-60A O[5}
7b 7bE ke ZioZ LIENHOM, 41-504 O|5t7h 112%H(33.8%),
614 O|AtO| 40TH(12.1%), 31-40A| O|8}7} 34TH(10.3%), 12|10
30M| OI5k7F 4(1.2%)2| =22 LIEFRLLY.

Mz 29 7|7+ 11-1514 0|37} 1943H(39.1%)22 JHEt Qi
Aoz LEfony, 54 0|8t7} 155%(31.3%), 6-10 0517} 134
(27%), 26-30'A O|&t7F 90 (18.1%), 31 O|AH0| 47FH(9.5%),
16-20 0|17} 10H(2%), 12|10 21-25E 0[5t7F 3H(0.6%)2]
TO= LIEPRICt

M@ MXe 51-10E O[5|7} 165H(49.8%)22 Jt&t e 74
O LIE}EOM, 10.1- 20T O|3}7} 78H(23.6%), 5T O|5}t7} 56
H(16.9%), 12|11 20 X7} 27H(8.2%)0| =CF LIEFGLCE

HET OIEAU2 5002 A Osh7t 98FH(29%) 2= 7he B2
Zo2 LIEfem, 501-1,0008t 2 0|5l7F  61%(18.4%),
1001-15008t 2 0|7} 35%(10.6%), 2,0008+ & O|Ato| 30
(9.1%), 12|11 1,501-2,0000 & O|8}7} 28H(8.5%)2 w92 L}
EfstCt.

k=3
—_

XM 59| XEEE(convergent validity) 0f EHHEEHS(discriminant

validity)y2 AE3%H7| 2/5to] 2 2o ZeE 2= GIFHRES A
Of CHzt =™-EH(measurement model) £40| AA|L|QACE

2M ZANb <Table 1>1f 20|, Motz X|$= X2=1,705.599,
df=795(x2/df=2.145), p=0.000, CFI=0.946, NFI=0.905, GFI=0.803,
RMR=0.051, RMSEA=0.0592 X33y £XM0| 22|7} g A
2 LERGTY

<Table 1> Measurement Model by Confirmatory Factor Analysis®

Standardized
Item Factor |CCR®| AVE®
Loadings
Economic Benefit 0.872|0.727

Government support will raise*the market
value of the stores

Government support will be enabled’in
the market to invest in the market

Government support of the market will
provide more business opportunities for 0.825
marketeer

Government support of the market will

increase the income marketeer 0.844

Government support of the market will
improve the quality of life of the 0.873
marketeer

Government support of the market will
be an economic contribution to the 0.839
community

Government support of the market will
create new markets to sell local -
products

Government support of the market will
improve the market economy

Social Benefit 0.838|0.692

Government support of the market will
increase the self-esteem of the 0.847
marketeer

0.881

Government support of the market will
provide more shopping, cultural *and -
leisure space for consumers

Government support of the market is to
improve the quality of the market service

Government of market support will help
us to secure the market

0.840

0.825

Government support of the market will
increase the opportunity for the -
community of people can meet

Government support of the market is to

improve the image of the market 0.814

Overall, government support of the
market will increase the social benefits of -
the marketeer

Environmental Benefit 0.869 | 0.745

Government of market support will
contribute to change to the new and 0.885
improved facilities
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Government of market support will Government support of the market will
increase the environmental awareness of 0.914 make worse the traffic environment 0.965
marketeer surrounding the market
Government support of the market will ) Satisfaction with the traditional market 0.915 | 0.859
make a beautiful market support programs ’ ’
Government support of the market will ) I think good about the government's )
make the clean market market support programs
Government support of the market will My feelings for market support policies 0910
maintain and protect the environment, 0.800 are very good '
facilities of the market Be satisfied with the market support 0.938
Government of market support will be programs to receive support decision '
preserved historic areas within the - Overall, satisfaction on the market 0.933
market support program '
Government of market support will Satisfaction with the government 0.934 | 0.867
contribute to restore the environment of - | think good about the government
the market ; ; 0.928
coming up with market support programs
Overall, government support of the 0.849 Feelings about the for government
i : 0.946
market will help to create a eco-market support programs are very good .
Economic Cost - - Satisfied that the decision to receive 0.932
Government support of the market will market support program '
have a negative effect on the market 0.383 Overall, satisfied market support program
sales 0.919
of government
Government support will increase the ) Trust on traditional market support
market price of the commodity market programs 0.909|0.816
Government support of the market will Government of market support programs
increase the market administrative - can trust 0.892
expenses Government Support Program will give
Government support of the market will the market to maintain the 0.919
increase the indiscriminate consumption - profit(marketeer)
f th
of t e-consumer We believe that the information on the
Social Cost 0.934 | 0.788 government's market support 0.900
Government support in the market will ) programs(marketeer)
cause a fight of marketeer Government of the traditional market
Government support of the market will support is our happiness and 0.902
bring negative thoughts of market - relevant(marketeer)
operations Government of the traditional market
Government support in the market will support is our success and -
) ) 0.870 .
cause an illegal trading of marketeer relevant(marketeer)
Government support of market will Trust in a government 0.862 | 0.814
reduce the saleks commitment of 0.926 We trust the government(marketeer)' -
marketeer We trust that the Government maintain
Government support of market will 0.854 our profit(marketeer)’ B
increase the rate of store closing ’ : - .
We trust the information given by the 0,874
Government support of market will 0.899 Government(marketeer) :
diminish the quality of life of merchants ’ - - -
- We believe that our happiness taken into
Environmental Cost 0.914|0.815 account when determining the market 0.933
Government support of the market will ) support government policy.
destroy the market environment We believe that government are 0.899
Government support of the market will ) interested in the our success '
increase the air_pollution Support for traditional market program 0.962 | 0.915
Goyernment support °_f the market will 0.865 | support the traditional market support 0.951
increase the noise in the market programs :
Governmgnt support of the market will 0.950 Support the market support programs 0.979
increase the waste that will brighten the future :
Gover'nment support of the mgrket will 0.965 Support the market support programs to 0.939
increase the water pollution create a better market :
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I'm proud to sell in this market’ -

Market Support Project was the’ correct
choice for us(marketeer)

Support for government 0.954 | 0.910

| support the government* -

We support that the Government

maintain our profit(marketeer) 0.935
| support the government give us a
0.950
better market place
| am proud to be with the government 0.965
The choice of the government was 0.965

correct
@ x’=1705.599, df=795(x’/df=2.145), p=0.000, CFI=0.946,
GFI=0.803, RMR=0.051, RMSEA=0.059

® Composite Construct Reliability

¢ Average Variance Extracted

" ltems were deleted during confirmatory factor analysis.

NFI1=0.905,

oHH, XN HIE @55 § UHMES| 7IES SFAIFIA
ot @530 A0l 17 =T HAoL), 2 dyel 54

5.4. Q7L AS

= A0 o8& XZE HHBHNY, A=lN, 28H), x|zt

O =
HIE(BHMA, A=l 28H), AT R 8 ASE(US,

ME|), F& X BAZEEE, A2), 2|0 XX|(TSAE X
o, FR)et 22 ARCHRE o] ZEEA ZLf, <Table 3>0]A
9t Zo|, Motz x?=21.286, df=8, p=0.006, X’/df=2.661,
GFI=0.985, AGFI=0.931, NFI=0.988, CFI=0.992, RMSEA=0.071,
RMR=0.048% L}E}SHLCE.

5.5. XAz HEHo] HEAY XY ¥ HAZE(TUSF,
Mz OjXl= S

A, X[ZE HEO] 245 PEAT X2 Mo st A=
0] EO0IE ZAol2ts HI-12 3ot 21, B=27+ g2 0451, t
Y2 88722 X|ZE H2 HSAIY XY Mo st 2H=E0
sAM2z Ropt F(+el SgE DXl A= LIERRCE

(p<0.01). CCt2pA H1-12 X|X|E[RACE

0% ¥
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3.

0z
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rk
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g M=

AT
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™

23, ThxHagol
HESO0| CHSHo] M=ZO A7 o kol
HAEXE LOLEY| [5t0] FREY Z
A S LOLERULE. <Table 2>0f A2t Z O] =
9| A= p<01 =EOM F2HQl Y(+)2| Yoz L}
TR AFIHE0A AR ARERIS 7ol 2 FE
St A2 LtERSCH

7t of

I

2Rt 9oz HESIY 171 S=0[X|2, 240 O8It

=13

<Table 2> Construct Intercorrelations, Mean and Standard Deviation

- = 1

mjn
2reryrr 1o 4o

ot X ZE S™o| 225 HSAIY X[H SHof chet A=

- -0

7t =02 ZA0l2t= H1-28

pA kel

#3502

21}, d=A=

7o
HATD

0.563, t

W2 1168622 X|ZtE B2 MESAIE XMoo Chst AlZ|
7t SAXMLE {olot F+)el IdEE 0Kz ALE LIEHLE
(p<0.01). J8|{22, H1-2= X|X|=|QCH

A, X|ZE §EOl

oA
m="T

O] =0+ Z0|2t= H212 &

2 10320202 X[ZtEl
0| SANCE ROt

szt

gel 3

=3
=

R
St

YRR £H) K| O

A &X) K@ 2AZEO O|

=

21, 4=+ 42 0.505,

(p<0.01). 2t H2-12 X|X|E|RACH

(A FH) XK|of| CHst

Sk

= OXl= A= LIERR

LDiE

PECB PESB PEEB PEEC PESC PEEC STMP SG TTMP TG STMPA SPG
PECB 1
PESB .841 1
PEEB .726 .810 1
PEEC -.31 -.303 -.309 1
PESC -.329 -.396 -.372 495 1
PEEC -.231 -.262 -.279 .368 .663 1
STMP 461 481 491 -.215 -.328 -.303 1
SG 488 .543 .545 -.203 -.387 -.306 782 1
TTMP .541 .548 .569 -.206 -.312 -.254 725 .743 1
TG .529 .546 .533 -.184 -.228 -.165 .588 .665 .836 1
STMPA 374 .397 .389 -178 -.348 -.257 448 446 437 .365 1
SPG 455 498 464 -.196 -.362 -.275 .580 .642 .634 .636 .662 1
Mean 5.210 5.392 5.292 2.284 1.616 1.836 5.539 5.546 5.277 5.034 6.078 5.453
SD 1.252 1.148 1.206 1.106 0.926 1.198 1.239 1.285 1.268 1.354 1.087 1.339

* All correlations were significant at p < .01
PEB: Perceived Benefit, PEC: Perceived Cost, STMP Satisfaction with Traditional Market Program, SG: Satisfaction with Government, TTMP:
Trust in a Traditional Market Program, TG: Trust in a Government, STMPA: Support for Traditional Market Program Aid, SPG: Support for

Government

B
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<Table 3> Standardized Parameter Estimates

51

Path Standar_dlzed t-value p-value
coefficients
HA H1-1 PEB — STMP 0.451 8.872 0.000 Supported
H1-2 PEB — TTMP 0.563 11.686 0.000 Supported
Ho H2-1 PEB — SG 0.505 10.320 0.000 Supported
H2-2 PEB — TG 0.578 11.764 0.000 Supported
H3 H3-1 PEC — STMP -0.156 -3.067 0.002 Supported
H3-2 PEC — TTMP -0.081 -1.692 0.091 Not Supported
Ha H4-1 PEC — SG -0.15 -3.075 0.002 Supported
H4-2 PEC — TG 0.001 0.023 0.982 Not Supported
H5 H5-1 STMP — STMPA 0.277 3.947 0.000 Supported
H5-2 TTMP — STMPA 0.235 3.35 0.000 Supported
HE H6-1 SG — SPG 0.233 5.136 0.000 Supported
H6-2 TG — SPG 0.324 7.25 0.000 Supported
H7 STMPA — SPG 0.444 12.263 0.000 Supported
HEHR)

TTMP 0.360(36.0%)

STMP 0.285(28.5%)

TG 0.334(33.4%)

SG 0.339(33.9%)

STMPA 0.229(22.9%)

SPG 0.641(64.1%)

X’=21.286, df=8, p=0.006, GFI=0.985, AGFI=0.931, NFI=0.988, CFI=0.992, RMSEA=0.071, RMR=0.048

o
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0.02322 X|Z}zl HIE2 FF X0 thet M27t SAHLz &
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c}.
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FH) Ko oist X|IX|7F ZOtE Z0[2ts He-12 AT 2,
BEAT g2 0233, tgh2 513622 YA £X) X|of
oF RHEIF FREA FA) K- e XX|7 A2z Fol
o d(h2l ks OjXl= A2 LIERRCHp<0.01). 2tA HE-1
2 XX E ALt

o YR(EA FX) K- st M7t 2E2E SR E
FH) Ko oist X|X|7F HOtE Z40[2ts HE-22 AT 2,
BEA U2 0324, t3f2 7.2502 FYR(EA FA) X0 it
|9t FR(EA FA) K0 Cist XX|7F SAHLR Folgt 8
()2 FF=E O|X[= A2 LIEHKp<0.01), H6-2= X|X|=|RAC.

511, HEAR Xg MM XXt Y@ 2H) K
ARl DXl o

HSAIE X ZHoi| et XX|7t =25 SFEA FH)
K| 2of thet X|X|7F =0t ZAO0[2k= H7S HBe 2t d=A =+
U2 0444, t3t2 1226322 MSAIT X[ FMof| Chst X|X|<t
ZREA SRR Chet X[X|7F SAHLZ Folgt F(+)el
g2 OXs A2 LIEFRCHp<0.01). d222 H72 X|X|Z|ACt

5. 42

2 o7 MEAIE X Atoll tHstol AlE &QlS0| X3
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