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(Likert) 

1 2 3 4 5 6 7
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104 09 18 104 11 28 450 450

100

50.7 49.3 51 31.7

41~50 22.4% 43.9 ( ) 21.9%

28.7 20.6% 50,001

27.4% 20,000 21.9%

4.2 

Cuieford (1965) 0.7 0.35 0.7 0.35



0.943 0.918 0.945

0.908 0.975 0.7

4.3 

4.3.1 

4-1 Pearson

4-1

0.455*** 0.411*** 0.486***

0.631*** 0.657*** 0.680***

0.557*** 0.556*** 0.690***

0.691*** 0.677*** 0.709***

0.646*** 0.652*** 0.720***

:* p <0.05  ** p <0.01  *** p <0.001

4.3.2 

4-2 Pearson

4-2

0.459*** 0.551*** 0.479***

0.626*** 0.696*** 0.619***

0.625*** 0.697*** 0.685***

0.682*** 0.691*** 0.644***

0.668*** 0.709*** 0.675***
:* p <0.05  ** p <0.01  *** p <0.001

4.3.3 

4-3 Pearson

4-3

0.519*** 0.475*** 0.479*** 0.444***

0.474*** 0.575*** 0.605*** 0.627***

0.529*** 0.626*** 0.665*** 0.664***

0.520*** 0.614*** 0.628*** 0.638***

0.471*** 0.609*** 0.653*** 0.695***

:* p <0.05  ** p <0.01  *** p <0.001
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4-4 Pearson

4-4

0.512*** 0.586*** 0.524*** 0.532***

0.470*** 0.588*** 0.561*** 0.605***

0.622*** 0.715*** 0.717*** 0.718***

:* p <0.05  ** p <0.01  *** p <0.001

4.3.5 

4-5 Pearson

4-5

0.590*** 0.661*** 0.654*** 0.656***

0.602*** 0.676*** 0.697*** 0.688***

0.613*** 0.659*** 0.686*** 0.681***

:* p <0.05  ** p <0.01  *** p <0.001
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4.4.1.1 

4-6 VIF 10 F=96.932

p=0.000 0.05 Adj-R2=0.522

H1-1

4-6

t p VIF
B

( ) 1.963 9.470 0.000
0.027 0.695 0.487 1.728
0.172** 3.093 0.002 3.211
-0.073 -1.757 0.080 3.100

0.347*** 6.460 0.000 3.489
0.210*** 4.866 0.000 3.002

Adj-R2=0.522      F=96.932     p=0.000
1. :
2.* p<0.05  ** p<0.01  *** p<0.001

4.4.1.2 
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p=0.000 0.05 Adj-R2=0.530
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t p VIF
B

( ) 2.183 10.552 0.000

-0.058 -1.476 0.141 1.728

0.299*** 5.379 0.000 3.211

-0.076 -1.845 0.066 3.100

0.276*** 5.141 0.000 3.489
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t p VIF
B

( ) 0.769 3.340 0.001

-0.002 -0.051 0.959 1.728

0.209*** 3.379 0.001 3.211

0.147** 3.188 0.002 3.100

0.226*** 3.785 0.000 3.489

0.281*** 5.871 0.000 3.002

Adj-R2=0.604     F=135.365      p=0.000
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H2-1
4-9

t p VIF
B

( ) 1.586 7.043 0.000

0.019 0.448 0.654 1.728

0.127* 2.097 0.037 3.211

0.071 1.571 0.117 3.100

0.283*** 4.838 0.000 3.489
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Adj-R2=0.525    F=98.370      p=0.000
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4-10 VIF 10 F=136.919

p=0.000 0.05 Adj-R2=0.607

H2-2

4-10

t p VIF
B

( ) 0.671 3.073 0.002

0.107** 2.584 0.010 1.728

0.226*** 3.858 0.000 3.211

0.155*** 3.556 0.000 3.100

0.128* 2.255 0.025 3.489

0.241*** 5.294 0.000 3.002

Adj-R2=0.607    F=136.919      p=0.000

1.
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H2-1 H2-3 H2-2 H2

4-11

t p VIF
B

( ) 1.007 3.982 0.000

0.049 1.010 0.313 1.728

0.113 1.657 0.098 3.211

0.262*** 5.172 0.000 3.100

0.132* 2.014 0.045 3.489

0.250*** 4.759 0.000 3.002

Adj-R2=0.537    F=102.920      p=0.000

1.
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H3-1
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B

( ) 1.369 4.366 0.000

0.352*** 5.913 0.000 1.728

-0.070 -0.828 0.408 3.211

0.213*** 3.392 0.001 3.100

0.242** 2.973 0.003 3.489

0.021 0.327 0.744 3.002

Adj-R2=0.360     F=50.588     p=0.000
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t p VIF
B

( ) 1.338 4.920 0.000

0.107* 2.074 0.039 1.728

0.067 0.920 0.358 3.211

0.213*** 3.907 0.000 3.100

0.206** 2.927 0.004 3.489

0.176** 3.104 0.002 3.002

Adj-R2=0.457     F=75.001     p=0.000
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H3-3
4-14

t p VIF
B

( ) 0.150 0.473 0.636

0.086 1.431 0.153 1.728

0.134 1.573 0.116 3.211

0.301*** 4.739 0.000 3.100

0.162* 1.966 0.050 3.489

0.282*** 4.267 0.000 3.002
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t p VIF

B

( ) 0.575 1.985 0.048

-0.023 -0.410 0.682 1.728

0.213** 2.743 0.006 3.211

0.222*** 3.826 0.000 3.100

0.110 1.459 0.145 3.489

0.387*** 6.421 0.000 3.002

Adj-R2=0.539     F=103.694     p=0.000

1.
2.* p<0.05  ** p<0.01  *** p<0.001 

4.4.4 

4.4.4.1 

4-16 VIF 10 F=100.406

p=0.000 0.05 Adj-R2=0.403

H4-1

4-16

t p VIF
B

( ) 1.350 4.298 0.000

0.281*** 3.848 0.000 2.304

-0.096 -1.211 0.226 2.753

0.571*** 9.617 0.000 2.280

Adj-R2=0.403   F=100.406    p=0.000

1.
2.* p<0.05  ** p<0.01  *** p<0.001  

4.4.4.2 

4-17 VIF 10 F=168.527

p=0.000 0.05 Adj-R2=0.533

H4-2



4-17 

 t p VIF
B

( ) 0.786 2.999 0.003

0.224*** 3.687 0.000 2.304

0.061 0.917 0.359 2.753

0.564*** 11.377 0.000 2.280

Adj-R2=0.533   F=168.527    p=0.000

1.
2.* p<0.05  ** p<0.01  *** p<0.001  

4.4.4.3 

4-18 VIF 10 F=157.808

p=0.000 0.05 Adj-R2=0.516

H4-3

4-18

t p VIF
B

( ) 0.062 0.189 0.850

0.107 1.415 0.158 2.304

0.074 0.902 0.367 2.753

0.782*** 12.675 0.000 2.280

Adj-R2=0.516   F=157.808    p=0.000

1.
2.* p<0.05  ** p<0.01  *** p<0.001  

4.4.4.4 

4-19 VIF 10 F=165.060

p=0.000 0.05 Adj-R2=0.527

H4-4

H4-1 H4-2 H4-3 H4-4 H4



4-19 

t p VIF
B

( ) 0.209 0.687 0.492

0.049 0.695 0.487 2.304

0.225** 2.937 0.003 2.753

0.675*** 11.722 0.000 2.280

Adj-R2=0.527   F=165.060    p=0.000

1.
2.* p<0.05  ** p<0.01  *** p<0.001  

4.4.5 

4.4.5.1 

4-20 VIF 10 F=105.297

p=0.000 0.05 Adj-R2=0.415

H5-1

4-20

t p VIF
B

( ) 1.299 5.027 0.000

0.304*** 4.005 0.000 3.023

0.132 1.423 0.155 5.147

0.341*** 4.500 0.000 3.902

Adj-R2=0.415  F=105.297     p=0.000

1.
2.* p<0.05  ** p<0.01  *** p<0.001

4.4.5.2 

4-21 VIF 10 F=151.442

p=0.000 0.05 Adj-R2=0.506

H5-2
4-21   

t p VIF
B

( ) 1.094 4.884 0.000

0.334*** 5.071 0.000 3.023

0.238** 2.952 0.003 5.147

0.245*** 3.730 0.000 3.902

Adj-R2=0.506  F=151.442     p=0.000

1.



2.* p<0.05  ** p<0.01  *** p<0.001

4.4.5.3 

4-22 VIF 10 F=165.215

p=0.000 0.05 Adj-R2=0.528

H5-3

4-22

t p VIF
B

( ) -0.049 -0.183 0.855

0.300*** 3.807 0.000 3.023

0.348*** 3.608 0.000 5.147

0.358*** 4.563 0.000 3.902

Adj-R2=0.528  F=165.215     p=0.000

1.
2.* p<0.05  ** p<0.01  *** p<0.001

4.4.5.4 

4-23 VIF 10 F=160.965

p=0.000 0.05 Adj-R2=0.521

H5-4

H5-1 H5-2 H5-3 H5-4 H5

4-23

t p VIF
B

( ) 0.389 1.529 0.127

0.322*** 4.299 0.000 3.023

0.278** 3.034 0.003 5.147

0.348*** 4.661 0.000 3.902

Adj-R2=0.521  F=160.965     p=0.000

1.
2.* p<0.05  ** p<0.01  *** p<0.001
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Baron and Kenny (1986) 4-24 4-1 Baron and 

Kenny (1986) 4-25

0.759 0.426 0.333

H6

4-24

0.802*** 0.759*** 0.426***

0.415***

Adj-R2 0.643 0.575 0.636
F 792.994*** 596.634*** 384.980***
P 0.000 0.000 0.000

* p<0.05   ** p<0.01   *** p<0.001

4- 1

4-25

0.759 0.426 0.333
=0.759-0.426
=0.802*0.415

4.5.2 

Baron and Kenny (1986) 4-26 4-2 Baron and 

Kenny (1986) 4-27

0.759 0.353 0.406

H7

0.759*** /  0.426***

0.415**
*

0.802***



4-26

0.793*** 0.759*** 0.353***

0.512***

Adj-R2 0.628 0.575 0.672

F 742.310*** 596.634*** 452.077***

P 0.000 0.000 0.000

* p<0.05   ** p<0.01   *** p<0.001

4- 2
4-27 

0.759 0.353 0.406
=0.759-0.353
=0.793*0.512
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*
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