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Carman(1973)
Gist
Schewe  Smith(1983) Gist
El-Ansary(1988) Carman
2) 3) 4
(1990)
Berman&Evans(1992)
( )

(2000)

24

(1984)

(1996)

(Architectural Motif)
Stern
(1)
7



83)

(International Franchise

Association)
75
2-1
Carman&Ke
1973
nneth
Schewe
1983
Smith
1984
Stern (1 @) 3)
1988
El-Ansary 4)
1990
Berman&Eva
1992
ns (
83
1996
7
2000




3S
( )3S
3S
1. (Simplification)

(1)
2)

2. (Specialization)

3. (Standardization)

(1)

2)

() 3C
3C TC DC PC

1.TC Transfer Center

2.DC Distribution Center

DC TC
DC
3.PC Pricess Center)

PC DC
)

3C

PC

DC

3C

(TC)

TC

TC



—_ o~

(1)
2)
€)

N N

(

)

Vertical Marketing System VMS

McCammon

voluntary chains

79

franchise organization

McCammon
Corporate VMS
Administered VMS
Contractual VMS 2-1

retailer cooperative

McCammon

manufacturer sponsored retailer franchise system

manufacturer sponsored wholesaler franchise system

service-firm sponsored retailer franchise system

€)

84

(4)

(1)

Wholesaler sponsored

2)



(4)

(1)
2)

2-1
Louis W.Stern and Adel I.EI-Ansary, Marketing Channels, 3ED.
New Jersey Prentice-Hall Inc., 1988, P.546.



1993

2-2

1979

(1953)
(1960)
(1967)
(1971)

(1974)
(1975)

(1976)

(1976)

(1978)

1980-1983

7-11

ATT

31

(1979)
(1980)
(1980)
(1981)
(1982)
(1982)
(1983)
(1983)
(1983)
(1983)

1984-1990

1988

7-11

(1984)
(1985)
(1985)
(1985)

(1985)
(1986)
(1986)
(1987)

(1987)
(1989)

1991

(1991)
(1991)

(1991)

(1991)
(1991)
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)

)
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(1995

1979 1980~1983
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1980~1983
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(Know-How)
1984~1990
1984
1991

1984~1990



83
)

10



21

100%

11

Know-How



«C ) «C )
Corporate Chain . . . . Voluntary Cooperative
Regular Chain Franchise Chain| Franchise Chain Chain Chain

(IFA)
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(

)

(Private
Brand)

13
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83

327 348

14 18

(

)

14

94

84

2

10

84
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Daniel 1961
Hofer&
1978
Schendle
Davis 1979
Rockart 1979
Munro&
1980
Wheeler
Thompson& Strickland | 1981
Martin 1982
Fergson&
1982
Dickson
Boynton&
1984
Zmud
Gluek 1984
Ansoff 1984
Leidecker&Bruno 1984
Boseman 1986 SWOT
1987
Rue& Holland 1987
Byars 1987
Aaker 1988
Thomas 1988
1988
Bamberger 1989
Grag&Grant 1993
1994
1998

15




2000

Daniel, 1961 ; Rockart,1979 ; Ferguson and
Dickison, 1982 ; Boynton and Zmud,1984 ; Aaker, 1988 ; Hofer and Schendle,1987 ;

77
1.
2.
3.
4.
5.
6.
7.
77
1.
2. 5~7
3.
4.
5.
Rockart
2-6
2-6 Rockart

16



Rockart, Jonh F.,” Chief Executives Define Their Own Date Needs”, Harvard
Business Review, Mar-Apr., 1979, p86-87

( 8%

IBM
IBM

P&G

17



10.

11.

12.

1991

1996
33 1996

18



) Hofer&Schendel(1978)

(

1

2
3.
4,
5.
() Rockart(1979) (KSF)
1

(CEO)

) (1982)
(1)
2)

€)
(4)

() (1988)
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() Leidecker&Bruno(1984) (CSF) 2-7

2-7 Leidecker & Bruno(1984) (CSF)
1 1.
2 2
3. | CSF’s
/
Poter CSF’s
CSF’s
/
/
/
1.
2.
CSF’s
CSF’s

20




2-7 L eidecker & Bruno(1984) (CSF) ()

(Strength and
Weakness
Assessment)
(Resource CSF
Profiles)

(Strategic Audits)
(Strategic
Capabilities)

CSF’s

CSF’s

PIMS 1. 2.
PIMS

Leidecker Joel K. and Albert V. Bruno, “Indetifying and Using Critical Success
Factors”, Long Range Planning , Vol.17, 1984, p.26

21



Martineau

(Store Personality or Image)

Martineau 1958
(Functional Qualities)
(Aura of Psychological Attributes)
(Characterize)
Arons 1961 (Meanings) (Relationships)
(Complex)

Kunkel&

1968
Berry
Lindquist 1974

1974~ (Combination)
Oxenfeldt

1975
James
Durand& 1976
Dreves
Hirschman 1981

(Cognitive Framework)

Engel
Blackwell& 1990
Miniard
Berman&

1992
Evans

22




~

RN S R o e

) Martineau(1958)

(Layout and Architecture)
(Symbols & Colors)

)Fisk(1961~1962)

) Lindquist(1974)

)Engel et al.(1990)

23

2-9



2-9 Lindquist(1974)

Jay D. Lindquist (1974-1975),” Meaning of Image,” 50,4,33-35.

2-10

2-10

24




2-11

Nelson 1970
Nelson

Darby&

1973
Karni
Alba&

1987
Hutchinson

Letkoft-hagius &

1993
Mason
2000 (Strahilevitz and Myers,1998)
(Hirschman and Holbrook,1982)
(symbolic attributes) Park (1986)
Lefkoft-hagius & Mason
2.
3.

25
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(Kotler,1997)

90)

~~ ~~

< O~ Nt — &

27



NSk

Kotler (1997)
(Measurability)

(Accessibility)

(Substantiality)

(Actionability)

Kotler(1997)
(Survey Stage)

28

Kotler(1997)

Plummer(1974)



(1)

2) 3) 4
)
2. (Analysis Stage)
(Factor Analysis)
(Cluster Analysis)

3. (Profiling Stage)

C )

Wind(1978)
1. (Priori Segmentation Design)
2. (Post Hoc Segmentation Design)
(Cluster-Based Segmentation)
3. (Flexible Segmentation)
(Conjoint Analysis)
(Alternative Segments)
(Test Product)

4.

(Cluster-Based Segmentation)

29



(lifestyle) GeorgeKelly

1975
1960

Kelly 1995

Capabilities

Theory of Personal Constructs
William Lazer 1963

Eisenhardt and Martin 2000 Dynamic

Hawkins et al, 1995

Wells 1975 24 32

Engel Blackwell and Kollat 1978

1999

AIO

2000

30



2-12

Laser

William

1963
Lazer
Andreasen 1967
Plummer 1974
Wind&

1974
Green
Reynold&

1974
Darden
Engel
Blackwell 1978
&Kollat
Berkman&

1986
Gilson
Kotler 1991
Hawkins et

1995
al.

31




personality internalized social

values

A 4

D
—
~N 7

2-2



Engel, James F.,R.D. Blackwell and D.T. Kollat, Consumer Behavior, 4/e. New
York Dryden Press, 1982 ,p189.

Wind Green 1974

1.
2. (activities) (interests) (opinions) AIO
3.
4.
5.
A.L.O. Well and Tigert 1971
300 AIO Reynold and Darden 1974
Well and Tigert A.L.O.

() activities A
() interest |
() opinion O

Wind  Green 1974
()
()
1.

(benefit)

(Engle et al,1993)

Engel, Blackwell and Kollat, 1978

33



Hustad and Pessemier 1974

AlIO Plummer 1974 AlIO Plummer
(A) (D O)

Plummer

2-13

Plummer J.T. ”The Concept and Application of Life Style Segmentation” Journal

of Marketing,Jan.1974,p.35
)
)

(Likert)
)
)
(factor analysis) (hierachical grouping method)

34
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)

60

Well 1974

Plummer 1974

70

35
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2-14

2-14

Glock&

1963
Nicosia
(C.G. Waters & 1970
G.W. Paul)
Webster 1974
Coudon&

1979
Bitta

Resell

(Francesco 1979
M.Nicsia)
Engel&
Backwell& 1982
Kollat
Mowen 1990
Hawkins

1995
Best & Coney
Engel,Miniard

1995
&Blackwell
Kotler 1997

86

Solomon 1999
Zaltman 2000
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(

)

Fisk(1962)

Monroe and Guiltinan(1975)

vy

2-3

A 4

A\ 4

A 4

A 4

2-3

Monroe & Guiltinan(1975)

38



Sheth(1983)

A 4

A 4

2-4

A 4

2-4

Sheth,J.N(1983)

Spiggle & Sewall(1987)
(Retail Selection)

l. (Retail Selection)

2. (Retail Patronage)
(Pattern)

3. (Retail Preference)

39

A\ 4

(




(

)

v

2-5

Spiggle, Susan & Murphy A. Sewell(1987)

Jan-Benedict M. Steenkamp, Michael Wedel(1991)

(1997)
where (1)
6)
(how)
...... ()
(what)
€] ( )(2)

(

)

@

3) (

(1)

4



)
4 . (how often)

5. (when)

6 . (how much)

where how what how often when how much

1994
SOGO

1995 1994

(1995)

(1998)

70 80
Monr oe Guiltinan(1975)
Jan-Benedict M. St e
Mi chael Wedel

(
) ( IKEA HOLA)

41



( )EKGB.

EKB Engel Blackwell Kollat  1982(1968/1979)
1. (Problem recognition)
2. (Search information)
3. (Alternative evaluation)
(1) ,
2)
3)
4)
)
4. (Choice)
5. (Post-Consumption Evaluation)
(1)
2)
EKB

42

EKB



R

) Fishbein
Fishbein Fishbein 1963
Fishbein —( — —
( 86)

(Multi-attribute Purchase Decision)

Berman Evans 1982

Engel Kollat and Blackwell

( 22

43

E.K.B.
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(

M e

)

)

)

Hawkins et al.(1992)

Berkman and Gilson(1986) ( 89

Martineau(1985) Fish(1961~1962) Lindquist(1972)

10

10

45

(90

Engel et al.(1990)

(



()

AlIO
(Activity) (Interest) (Opinion)
Evans(1978) Plummer(1974)
( 89 ( 89

()

()

3-1

Kolter

Berman

33

(1) 500
(2) 501~1,500
(3) 1,501~2,500
(4) 2,501

(M
2
3)
“)
)
(6)

(1
3. 2

3)

46



(D
2
€)
(4)
)
(6)

(1
2)
3)
“4)
)
(6)

(1
2)
)

(1
2)
3)
“4)
)
(6)

(1
2
3)
“4)
)
(6)
(7

DM
DM

(1
2)
3)
“4)
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(

3-2

10.

)

(

3-3

10.
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)

(

3-4

3-4

10.
11.
12.
13.
14.
15.

16.
17.

18.
19.
20.

21.

22.

23.

24,
25.

26.

27.

28.

29.

30.

49



(

)

(M
2

()17
)18 ~24
(3)25 ~29
(4)30 ~34
(5)35

M
2
3)
“)
)

M ()
2

3) ()
“) C )

M
2

(1) 15,000
(2) 15,001~30,000
(3) 30,001~45,000
(4) 45,000

(1) 1~3
) 4~6
37 ()

()
@)
€)

(1
@)
(€)
4)
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350

345 28
317 92 %
()
(
)
350 345
28 317 92%
()
1.
3-6
3-6
(%) (%)
60 18.93
100
257 81.07
17 74 23.34
18~24 169 5331 100
25-29 35 11.04
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(%) (%)
30~34 22 6.94
35 17 5.36
10 3.15
11 3.47
55 17.35 100
225 70.98
16 5.05
() 8 2.52
25 7.89
100
() 64 20.19
« ) 220 69.40
285 89.91
100
32 10.09
15,000 222 70.03
15,000~30,000 58 18.30
30,001~45,000 26 8.20 100
45,000 11 3.47
1-3 37 11.67
4~6 255 80.44 100
7 () 25 7.89
209 65.93
96 30.28 100
12 3.79
232 73.19
64 20.19
100
11 3.47
10 3.15
81.07%
18~24 ( 53.31%) 17 ( 23.34%)
( 70.98%) ( 17.35%)
( 69.40%) () 20.19%
89.91% 15,000 70.03%
4~6 80.44%
65.93% 73.19%
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3-7

3-7
(%) (%)
B2
500 215 67.82
501~1500 84 26.50
100
1501~2500 11 3.47
2501 7 221
B3
13 4.10
35 11.04
109 34.38
100
57 17.98
32 10.09
71 22.40
B4
18 5.58
90 28.39 100
209 65.93
B7
48 15.14
~ 217 68.45 100
52 16.40
3-8
(%) (%)
BS
250 43
113 19
111 19
100
102 17
6 1
4 1
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(%) (%)
B6
227 59
73 19
33 9
2 o 100
17 4
4 1
B8
213 33
139 21
131 20
9 o 100
57 9
56 8
B9
110 21
109 20
98 18
DM 94 18 100
68 13
DM 46 8
10 2
B10
( ) 265 72
57 15
39 11 100
6 2
3-7
500 67.82%
501~1500 26.50% 1500 3.47%
( 34.38%) (
28.39%  5.58%
() ( 68.45%)
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Cronbach’s a

Guilford(1965) Cronbach’s a 0.70 0.7 0.35
0.35
K
T
T
P<0.05
(ANOVA)
(ANOVA)

P<0.05 Duncan
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3-2

ANOVA

(D (L)

3-2
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Principal Components Analysis Varimax

Orhogonal Rotation

Zalteman&Burger(1975) 1
0.3 40% Joseph, Rolph&Ronald(1987)
0.3 0.4
0.5 1
0.6
59.290%
4-1
4-1
1 2 3 4 5 6 7 8 9
L16 0.76 0.05 0.14 0.10 -0.02 -0.02 0.07 0.09 0.12
L14 0.68 0.17 0.02 0.05 0.22 0.16 0.05 -0.01 0.14
L4 0.68 0.08 0.10 0.10 0.14 0.04 0.05 0.25 -0.03
L31 0.12 0.69 0.18 -0.08 0.06 0.14 -0.11 0.14 0.09
L32 -0.11 0.56 0.22 0.28 -0.06 -0.06 0.10 0.26 0.16
L33 0.09 0.55 0.08 0.20 -0.02 0.02 0.12 0.06 0.03
L30 0.19 0.55 0.08 0.05 0.29 0.23 0.08 0.11 0.02
L21 0.15 0.48 0.16 -0.03 0.02 -0.32 0.33 -0.18 0.02
L22 0.16 0.14 0.67 0.19 -0.04 -0.09 0.14 -0.04 0.05
L20 0.43 0.17 0.60 0.07 0.03 -0.01 0.05 -0.01 -0.04
L24 -0.19 0.02 0.60 0.03 0.06 0.04 0.25 0.35 0.17
L25 0.04 0.27 0.55 0.15 0.25 0.18 -0.04 0.11 0.24
L11 0.27 0.24 0.40 -0.14 0.01 0.17 0.21 0.38 -0.26
L18 0.36 0.36 0.37 0.07 -0.04 0.14 0.11 0.09 -0.07
L27 0.10 0.05 0.19 0.78 0.05 -0.04 -0.06 0.17 0.08
L29 0.09 0.03 0.02 0.75 0.07 0.02 0.11 0.09 0.03
L7 0.25 0.11 -0.05 0.05 0.79 -0.03 0.12 -0.06 -0.04
L8 -0.07 -0.01 0.15 0.06 0.75 0.14 -0.16 0.15 0.13
L2 0.01 0.16 0.05 -0.05 0.08 0.78 0.07 -0.02 0.05
L28 0.23 -0.22 0.19 0.44 0.07 0.44 0.11 -0.13 -0.15
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1 2 3 4 5 6 7 8 9
L3 0.25 037 | -0.08 | 0.11 0.15 0.43 0.02 023 | -0.07
L6 0.30 0.34 0.03 0.21 027 | -039 | 0.12 | -0.05 | -0.26
L10 0.02 0.02 0.04 0.18 | -0.06 | -0.12 | 075 0.22 0.09
L26 0.05 0.10 030 | -0.01 | -0.05 | 028 0.62 0.02 0.12
L13 0.32 0.24 0.07 | -023 | 022 0.12 045 | -0.03 | 0.10
L5 0.06 0.17 0.03 0.20 0.05 | -0.02 | 020 0.67 0.07
L12 0.40 0.14 0.15 0.06 0.10 0.06 | -0.05 | 066 0.05
L15 0.39 0.14 | -0.04 | 0.09 | -0.01 0.20 0.07 | -0.05 | 070
L17 -0.01 0.06 0.23 0.01 0.12 | -0.12 | 021 0.15 0.64
6.18 2.01 1.58 1.46 1.36 1.19 1.15 1.07 1.00
) 21.32 | 2824 | 33.66 | 38.69 | 4339 | 47.50 | 5146 | 55.15 | 58.61
Alpha 070 | 063 | 064 | 058 | 056 | 045 | 042 | 048 | 0.38
Al pha 0.
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L2

L10
L26

L5
L12
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()

4-3
4-3
‘17 162.000
P 155.000
317.000
.000
()
4-4
44 -
F
0.48 -0.50 98.48**
-0.15 0.16 8.00*
0.05 -0.05 0.89
-0.40 0.42 64.29%*
0.09 -0.09 2.56
0.20 -0.21 13.70%*
-0.29 -0.30 30.65%*
0.10 -0.10 3.25+
-0.22 0.23 17.35%*
+P<0.1 *P<0.05 **P<0.01
2 2 7’ANOVA”
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Principal Components Analysis

Varimax Orhogonal Rotation

Zalteman&Burger(1975)

0.3 40% Joseph,
Rolph&Ronald(1987) 0.3
0.4 0.5
1 0.6
58.920%
4-5
4-5
1 2
S11 0.78 0.16
S10 0.75 0.08
S7 0.73 0.13
S8 0.72 0.25
S9 0.70 0.26
S2 0.02 0.85
S3 0.15 0.82
S4 0.34 0.64
S1 0.18 0.62
S6 0.32 0.55
4.08 1.56
(%) 40.84 56.42
Alpha 0.81 0.50
1.
2.Alpha 0.6
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4-6

S11
S10
S7
S8
S9

S2
S3
sS4
S1
S6
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Principal Components Analysis

Varimax Orhogonal Rotation
Zalteman&Burger(1975) 1
0.3 40% Joseph,
Rolph&Ronald(1987) 0.3
0.4 0.5
1 0.6
62.679%
4-7
4-7
1 2 3
P2 0.82 0.01 0.09
P3 0.74 0.21 0.11
P4 0.74 0.24 0.12
P6 0.67 0.21 0.26
P8 0.18 0.81 0.14
P9 0.09 0.78 0.12
P7 0.47 0.55 0.28
P10 0.11 0.08 0.80
PS5 0.07 0.31 0.71
P1 0.48 0.05 0.65
4.11 1.22 1.01
(%) 41.07 53.23 63.35
Alpha 0.79 0.70 0.65
1.
2.Alpha 0.6

64



4-8

P2
P3
P4
P6

P8
P9
P7

P10
P5
Pl
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ANOVA

ANOVA 4-9
4-9
500 501~ 1,501~ 2,501 F Duncan
1,500 2,500
-0.12 0.22 0.49 0.48 3.86%* -
-0.01 -0.01 0.11 0.30 0.27 -
+P<0.1 *P<0.05 **P<0.01
ANOVA 4-10
4-10
F Duncan
(45163)
-0.06 | 0.39 0.09 -0.32 -0.14 | 0.01 | 2.61%*
(51632)
-0.04 | 0.10 0.14 -0.00 0.00 | -0.26 1.47
+P<0.1 *P<0.05 **P<0.01
4-10
o
(F=2.61 P<0.05)
ANOVA 4-11
4-11
F Duncan
-0.05 0.07 -0.03 0.29 -
-0.12 0.12 -0.04 0.88 -
+P<0.1 *P<0.05 **P<0.01
4-11
o

(F=2.89 P<0.1)

66

(F=2.81 P<0.1)




ANOVA 4-12
4-12
500 501~ 1,501~ 2,501 F Duncan
1,500 2,500
0.07 -0.19 0.00 0.16 1.43 -
-0.01 -0.01 0.11 0.30 0.27 -
-0.13 0.22 0.31 0.74 4.35*% | (123)(234)
+P<0.1 *P<0.05 **P<0.01
4 -172
o 2,501
(F=4.35 P<0.05)
ANOVA 4-13
4-13
F Duncan
0.08 0.17 -0.04 0.03 -0.13 0.00 0.35 -
-0.09 0.26 0.08 -0.24 0.17 -0.12 1.76 -
0.28 0.25 0.04 -0.03 -0.20 -0.11 1.12 -
+P<0.1 *P<0.05 **P<0.01
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ANOVA 4-14
4-14

F Duncan
0.03 0.07 -0.03 0.35
-0.48 0.16 -0.03 3.44%* (1)(32)
-0.10 0.08 -0.02 0.41 -
+P<0.1 *P<0.05 **P<0.01
4-114
o
(F=3.44 P<0.05)
ANOVA 4-15
4-15
~ F Duncan
-0.10 -0.05 0.30 2.81+ (12)(3)
-0.32 0.05 0.10 2.89+ (DH(23)
+P<0.1 *P<0.05 **P<0.01
4-15
o

(F=2.81 P<0.1)

(F=2.89 P<0.1)
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4-16

4-16

00 111 104 216
(51.6%) (48.4%) (100.0%)
(68.5%) (67.1%) (67.81%)

oL 47 37 83
oo (56.0%) (44.0%) (100.0%)
: (29.0%) (23.9%) (26.2%)

2 9 1
B2 ;é%%b (18.2%) (81.8%) (100.0%)

: (1.2%) (5.8%) (3.5%)

2501 2 S !
: (28.6%) (71.4%) (100.0%)

(1.2%) (3.2%) (2.2%)

162 155 317
(51.1%) (48.9%) (100.0%)
(100.0%) (100.0%) (100.0%)

B2-- ] 2

=7.007 +P=0.072
4-16
°
500 ( ~7.007
P<0.1)
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4-17

4-17
5 8 13
(38.5%) (61.5%) (100.0%)
(3.1%) (5.2 %) (4.1%)
16 19 35
(45.7%) (54.3 %) (100.0%)
(9.9%) (12.3%) (11.0%)
56 53 109
(51.4%) (48.6%) (100.0%)
B3 (34.6%) (34.2%) (34.4%)
31 26 57
(54.4%) (45.6%) (100.0%)
(19.1%) (16.8%) (18.0%)
20 12 32
(62.5%) (37.5%) (100.0%)
(12.3%) (7.7%) (10.1%)
34 37 71
(47.9%) (52.1%) (100.0%)
(21.0%) (23.9%) (22.4%)
162 155 317
(51.1%) (48.9%) (100.0%)
(100.0%) (100.0%) (100.0%)
B3-- -- 1 2
=3.444 P=0.632
4-18
4-18
11 7 18
(61.1%) (38.9%) (100.0%)
(6.8%) (4.5%) (5.7%)
46 44 %0
B4 (51.1%) (48.9%) (100.0%)
(28.4%) (28.4%) (28.4%)
105 104 209
(50.2%) (49.8%) (100.0%)
(64.8%) (67.1%) (65.9%)
162 155 317
(51.1%) (48.9%) (100.0%)
(100.0%) (100.0%) (100.0%)
B4-- - 1
=0.784 P=0.676
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4-19

4-19
22 26 48
(45.8%) (54.2%) (100.0%)
(13.6%) (16.8%) (15.1%)
112 105 217
B7 (51.6%) (48.4%) (100.0%)
(69.1%) (67.7%) (68.5%)
28 24 52
(53.8%) (46.2%) (100.0%)
(17.3%) (15.5%) (16.4%)
162 155 317
(51.1%) (48.9%) (100.0%)
(100.0%) (100.0%) (100.0%)
B7-- - 1
=0.713 P=0.700
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T 4-20
4-20
T
0.09 0.09 0.26
0.08 0.09 -0.30
0.08 0.10 0.307
0.08 0.09 -0.90
0.08 0.09 0.93
4-20
0.05
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4-21

4-21
2
17 1824 | 520 | 3034 %
o0 58 125 19 9 2 215
@7.0%) | (581%) | (88%) | (42%) | (L9%) | (100.0%)
(784%) | (740%) | (543%) | (40.9%) | (235%) | (67.8%)
oL 14 25 16 11 9 84
o (167%) | (405%) | (19.0%) | (15.9%) | (10.7%) | (100.0%)
o L5 (189%) | (201%) | (45.7%) | (556%) | (52.9%) | (26.5%)
oL 2 4 2 3 11
By (182%) | (36.4%) (182%) | (27.3%) | (100.0%)
: Q7%) | (2.4%) ©1%) | (176%) | (35%)
6 1 7
2,501 (85.7%) (143%) | (100.0%)
(3.6%) G9%) | (2.2%)
74 169 35 22 17 317
233%) | (533%) | (11.0%) | (69%) | (54%) | (100.0%)
(100.0%) | (100.0%) | (100.0%) | (100.0%) | (100.0%) | (100.0%)
B2 12—
=47.610 **P=0.000
4-21
o 29
500 ( =47.610 P<0.01) 30
501~1,500 (

=47.610 P<0.01)
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4-22
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4-22
3
00 3 4 3 169 6 215
1.4% 1.9% 153% | 786% 28% 100.0%
30.0% 36.4% 600% | 751% 37.5% 67.8%
oL 6 5 19 48 6 84
Lo 7.1% 6.0% 226% | 57.1% 7.1% 100.0%
B2 ! 60.0% 455% 5% | 213% 37.5% 26.5%
i~ 1 L 4 3 1
o 9.1% 9.1% 36.4% 27.3% | 100.0%
: 10.0% 1.8% 1.8% 18.8% 35%
2 4 1 7
2,501 286% | 571% | (143%) | 100.0%
3.6% 1.8% (6.3%) 229%)
10 11 55 225 16 317
3.2% 3.5% 174% | 7L0% 5.0% 100.0%
1000% | 1000% | 1000% | 1000% | 1000% | 100.0%
B2 13—
=41.698 **P=0.000
4 - 22
°
501~1,500 ( =41.698 P<0.01)
500
( =41.698 P<0.01)
4-23
4-23
i5
c00 201 14 215
(93.5%) (6.5%) (100.0%)
(70.5%) (43.8%) (67.8%)
cor 72 12 84
Lo (85.7%) (14.3%) (100.0%)
- : (25.3%) (37.5%) (26.5%)
6 5 11
Zlé‘r(’)%P (54.5%) (45.5%) (100.0%)
: (2.1%) (15.6%) (3.5%)
6 1 7
2,501 (85.7%) (14.3%) (100.0%)
(2.1%) (3.1%) (2.2%)
285 2 317
(89.9%) (10.1%) (100.0%)
(100.0%) (100.0%) (100.0%)
B2 |5
=19.957 **P=0.000




4 - 23

°
500 ~19.957 P<0.01)
4-24
4-24
6
15.000 15.001 30,001~ 45,001
30,000 45,000
00 172 35 6 2 215
(80.0%) (16.3%) (2.8%) 0.9%) | (100.0%)
(77.5%) (60.3%) (23.1%) (182%) | (67.8%)
oL 43 19 16 6 84
o (51.2%) (22.6%) (19.0%) (71%) | (100.0%)
o : (19.4%) (32.8%) (61.5%) (545%) | (265%)
oL 5 3 3 1
By, (45.5%) (27.3%) (27.3%) | (100.0%)
: (2.3%) (11.5%) 273%) | (35%)
2,501 2 4 L /
: (28.6%) (57.1%) (14.3%) (100.0%)
(0.9%) (6.9%) (3.8%) (2.2%)
222 58 26 11 317
(70.0%) (18.3%) (8.2%) (35%) | (100.0%)
(100.0%) (100.0%) (100.0%) (100.0%) | (100.0%)
B2 16—
=69.479 **P=0.000
4 - 214
(] 30,000
500 ( —69.479 p<0.05)
30,000 501~1,500
( —69.479 p<0.05)
1,500
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4-25

4-25
18
500 129 75 11 215
(60.0%) (34.9%) (5.1%) (100.0%)
(61.7%) (78.1%) (91.7%) (67.8%)
501~ 64 19 1 84
1,500 (76.2%) (22.6%) (1.2%) (100.0%)
82 (30.6%) (19.8%) (8.3%) (26.5%)
1,501~ 10 1 11
2,500 (90.9%) (9.1%) (100.0%)
(4.8%) (1.0%) (3.5%)
2,501 6 1 7
(85.7%) (14.3%) (100.0%)
(2.9%) (1.0%) (2.2%)
209 % 12 317
(65.9%) (30.3%) (3.8%) (100.0%)
(100.0%) (100.0%) (100.0%) (100.0%)
B2--- 8---
+P =0.052
4 - 25
°
( =12.481 p<0.1)
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4-26

4-26
14
() ()
1 1 2 9 13
(7.7%) (7.7%) (15.4%) (69.2%) | (100.0%)
(12.5%) (4.0%) (3.1%) (4.1%) (4.1%)
5 6 11 13 35
(14.3%) (17.1%) (31.4%) (37.1%) | (100.0%)
(62.5%) (24.0%) (17.2%) (5.9%) (11.0%)
2 4 18 85 109
(1.8%) (3.7%) (16.5%) (78.0%) | (100.0%)
83 (25.0%) (16.0%) (28.1%) (38.6%) (34.4%)
5 10 42 57
(8.8%) (17.5%) (73.7%) | (100.0%)
(20.0%) (15.6%) (19.1%) (18.0%)
3 5 24 32
(9.4%) (15.6%) (75.0%) | (100.0%)
(12.0%) (7.8%) (10.9%) (10.1%)
6 18 47 71
(8.5%) (25.4%) (66.2%) | (100.0%)
(24.0%) (28.1%) (21.4%) (22.4%)
8 25 64 220 317
(2.5%) (7.9%) (20.2%) (69.4%) | (100.0%)
(100.0%) | (100.0%) | (100.0%) | (100.0%) | (100.0%)
B3--- | 4---
=42.579 **P =0.000
4 - 26
°
( =42.579 p<0.01)
(

=42.579 p<0.01)
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4-27

4-27
12
17 18~24 25~29 30~34 35
3 9 1 2 3 18
(16.7%) (50.0%) (5.6%) (11.1%) (16.7%) | (100.0%)
(4.1%) (5.3%) (2.9%) (9.1%) (17.6%) (5.7%)
35 40 8 3 4 %
B4 (38.9%) (44.4%) (8.9%) (3.3%) (4.4%) (100.0%)
(47.3%) (23.7%) (22.9%) (13.6%) (23.5%) (28.4%)
36 120 26 17 10 209
(17.2%) (57.4%) (12.4%) (8.1%) (4.8%) (100.0%)
(48.6%) (71.0%) (74.3%) (77.3%) (58.8%) (65.9%)
74 169 35 22 17 317
(23.3%) (53.3%) (11.0%) (6.9%) (5.4%) (100.0%)
(100.0%) | (100.0%) | (100.0%) | (100.0%) | (100.0%) | (100.0%)
B4--- | 2---
**P =0.003
4 - 27
°
=23.404 p<0.01)
4-28
4-28
13
2 6 10 18
(11.1%) (33.3%) (55.6%) (100.0%)
(18.2%) (10.9%) (4.4%) (5.7%)
3 8 74 5 %
B4 (3.3%) (8.9%) (82.2%) (5.6%) (100.0%)
(30.0%) (14.5%) (32.9%) (31.1%) (28.4%)
7 9 a1 141 11 209
(3.3%) (4.3%) (15.6%) (67.5%) (5.3%) (100.0%)
(70.0%) (81.1%) (75.0%) (62.7%) (68.8%) (65.9%)
10 11 36 225 16 317
(3.2%) (3.5%) (13.4%) (71.0%) (5.0%) (100.0%)
(100.0%) | (100.0%) | (100.0%) | (100.0%) | (100.0%) | (100.0%)
B4--- | 3---
*P =0.024
4 - 28
°

=17.702 p<0.05)
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4-29

4-29
15
14 4 18
(77.8%) (22.2%) (100.0%)
(4.9%) (12.5%) (5.7%)
85 5 %
B4 (94.4%) (5.6%) (100.0%)
(29.8%) (15.6%) (28.4%)
186 23 209
(89.0%) (11.0%) (100.0%)
(65.3%) (71.9%) (65.9%)
285 32 317
(89.9%) (10.1%) (100.0%)
(100.0%) (100.0%) (100.0%)
B4--- | 5---
=5.151 +P=0.076
4-29
°
( =5.151 p<0.1)
4-30
4-30
16
15,000 15,001~ 30,001~ 45,001
30,000 45,000
11 2 5 18
(61.1%) (11.1%) (27.8%) (100.0%)
(5.0%) (3.4%) (19.2%) (5.7%)
71 11 5 3 90
B4 (78.9%) (12.2%) (5.6%) (3.3%) (100.0%)
(32.0%) (19.0%) (19.2%) (27.3%) (28.4%)
140 45 16 8 209
(67.0%) (21.5%) (7.7%) (3.8%) (100.0%)
(63.1%) (77.6%) (61.5%) (72.7%) (65.9%)
222 58 26 11 317
(70.0%) (18.3%) (8.2%) (3.5%) (100.0%)
(100.0%) (100.0%) (100.0%) (100.0%) | (100.0%)
B4--- | 6---
=14.969 *P=0.021
4 - 30

=14.969 p<0.05)
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4-31
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4-31
14
() ()

2 7 7 32 48
(4.2%) (14.6%) (14.6%) (66.7%) | (100.0%)
(25.0%) (28.0%) (10.9%) (14.5%) (15.1%)

_ 6 9 46 156 217
B7 (2.8%) (4.1%) (21.2%) (71.9%) | (100.0%)
(75.0%) (36.0%) (71.9%) (70.9%) (68.5%)

9 11 32 52
(17.3%) (21.2%) (615%) | (100.0%)
(36.0%) (17.2%) (14.5%) (16.4%)

8 25 64 220 317
(2.5%) (7.9%) (20.2%) (69.4%) | (100.0%)
(100.0%) | (100.0%) | (100.0%) | (100.0%) | (100.0%)

B7--- | 4---
=15.894 *P=0.014
4 - 31
~ ( =15.894 P<0.05)
( ~15.894 P<0.05)




ANOVA T

T 4-32
4-32
T
0.14 0.06 0.095+
0.15 0.06 -0.951
0.13 0.06 -0.315
0.15 0.06 -0.221+
0.14 0.06 -0.113
+P<0.1 * P<0.05 ** P<0.01
4-32
o
(T=0.095 P<0.1)
o
(T=-0.221 P<0.1)
T 4-33
4-33
T
0.06 0.17 -2.841
0.06 0.20 0.703
0.06 0.15 0.821+
0.06 0.12 -0.161*
0.06 0.13 -1.226+
+P<0.1 * P<0.05 ** P<0.01
4- 33
o
(T=-0.161 P<0.05)
o
(T=0.821 P<0.1) (T=-1226 P<0.1)
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T 4-34
4-34
17 1824 2520 [30-34 | F Duncan
(23) (314)
1.06 0.98 0.79 1.00 0.77 5.19 (145)
1.06 0.99 1.01 0.84 0.89 2.24+  |(4532) (5321)
1.26 0.89 0.95 0.84 0.63 3.98% |(4352) (521)
1.09 1.03 1.03 0.62 0.47 0.66
0.96 1.06 0.87 0.87 0.66 3.28
+ P<0.1 * P<0.05 ** P<0.01
4 - 34
o 17 30-34
(F=5.19)
] 17
(F=2.24,P<0.1)
] 17
(F=3.98,P<0.05)
T 4-35
4-35
F Duncan
0.66 1.04 1.00 1.00 1.11 1.59
0.79 0.92 1.00 1.00 1.15 0.64
0.55 1.00 0.93 1.03 0.71 3.04*
0.67 0.74 0.98 1.05 0.48 1.13
0.99 0.58 0.95 1.04 0.76 1.28
+ P<0.1 * P<0.05 ** P<0.01
T 4-36
4-36
() ) ( F Duncan
1.20 1.23 0.85 0.95 9.143** 1(43) (32)(21)
0.82 0.95 1.23 0.92 3.13*% |(342) (421)
0.76 0.89 1.23 0.92 4.30*%* |(431) (312)
1.32 1.09 0.95 0.99 1.31
0.78 1.00 0.94 0.99 5.58** 1(432) (321)

+ P<0.1 * P<0.05 ** P<0.01
4- 36
[ ]

(F=9.143,P<0.01)

82




® )
(F=3.13,P<0.05)
® C )
(F=4.30,P<0.01)
® C )
(F=5.58,P<0.01)
T 4-37
4-37
15,000 15,001~30{30001~45,| 45,001 F Duncan
,000 000
1.02 0.96 0.85 1.05 0.91
1.02 0.91 0.91 1.16 2.33+
1.02 0.95 0.87 0.72 3.61%  [(432) (231)
1.04 0.89 1.02 0.59 0.62
1.06 0.77 0.92 0.95 1.89
+ P<0.1 * P<0.05 ** P<0.01
4 - 37
° 15,000
(F=3.61,P<0.05)
T 4-38
4-38
()
13 46 7 ) F Duncan
1.07 0.98 1.10 1.88
0.72 1.03 1.05 0.25
0.85 1.02 0.98 0.44
0.85 1.03 0.90 0.70
0.91 1.00 1.11 1.12

+ P<0.1 * P<0.05 ** P<0.01
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T 4-39
4-39
F Duncan
1.01 0.88 1.05 9.74** 1(23) (31)
1.04 0.95 0.68 0.24
1.04 091 1.08 0.84
0.97 1.10 0.78 0.31
0.93 1.05 1.09 9.79%**
+ P<0.1 * P<0.05 ** P<0.01
4 -39
o
(F=9.74,P<0.01)
T 4-40
4-40
F Duncan
1.00 0.97 1.11 0.83 1.95
1.03 0.88 0.97 0.96 1.04
1.00 1.02 0.80 1.06 0.31
1.01 0.88 1.19 1.11 1.32
1.04 0.84 1.25 0.77 0.69

+ P<0.1 * P<0.05 ** P<0.01
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