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Abstract:

The present study aims to shed light on the attitudes of the Algerian consumers towards
the country of origin of the product and its brand as a general concept, and how they use it in the
process of evaluating local and foreign products, using a set of behavioral variables represented
in their perception of the brand value and the product quality and value, and also their attitudes
toward the studied brands and products in addition to the core behavioral variable represented in
the intention of purchasing.

Accordingly, and in order to achieve this objective this study conducted a field work on the
electronic products represented in the Algerian TV branded by Condor and the Japanese TV
branded by Sony and a Chinese TV branded by Sony, and it used also another product category
represented in the beverage using the Algerian drink branded by Hamoud Boualem and the U.S.
drink branded by Coca-Cola., using a convenient sample of 1500 persons from the whole country
by applying an Online Questionnaire and obtained the responses to form an Online Data Base.
This questionnaire has been developed to measure Algerian consumers attitudes towards the
country of origin and tested through a pilot study, which results in a measurement tool of a great
degree of reliability ranged between 86% and 96% and is attributed more than an excellent
accordance with previous studies, and through a number of statistical analysis methods of the
collected data the current study concluded that the Algerian consumers’ attitudes towards country
of origin have an effect on their evaluation of the local and foreign product, and that the
predictive degree of the proposed model about the intention of purchasing is around 89.5%. also
it concluded that the impact of the attitudes toward the country of brand is stronger than their
attitudes toward the country of product.

And finally, the obtained results show that the consumers’ product evaluation also affects their
attitudes toward the country of origin, which is compatible with many previous models such as

Han, Lampert and Jaffe models.
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(Yaprak, 1978; Roth & Romeo, 1992; Levin et al, 1993; Tse et al, 1996; Yi et al, 2004;
. Ming, 2004)
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(COP: Country of Production)

(COB: Country of Brand)

129



N

I

130

:(1-4)




Zanna Fazio

(1993) Heslop  Papadopoulos

(Schooler, 1965,

1971; Reierson, 1966, 1967; Batra et al, 2000; Nagashima, 1970; Banister & Saunders, 1977)

(Guerrero et al, 2000)
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(1995) Rubbin  Kenneth .(Arvidson, 2006)

(Keller, 1998; Laroche et al, 2001; Mc Ewen, 2006;

.Sicilia et al, 2006)

(166. 2008 )

(1-4)
COP
( ) /
(Parameswaran & Pisharodi, 1992,
1994; Kaynak & Orsay, 1997)
(13) (Samiee, 1994, p.581)
(1) :
(5)

132




(COB: Country of Brand)
(Ulgado & Lee, 1993, p.
.5)

(Burner, James

and Hensel

,2001)

(Kotler, 2003, p.86)

(Zikmund et al, 2001)

(Keller, 1993)
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-3
(Dongdae, 1999; Lee et al, 2004)

(Kotler and

Armstrong, 1993; Keller, 1998;
Vardis, 1998)

(Olson & .
Peter, 1996)
(Mitchell
.& Olson, 1981)
-3
(1) -
(5) .
-1 | (Lovelock et al, Undated)
/ -2
-3
-4
(Insch & McBride, 2004; Chao, 2005) .
(Insch & McBride, 2004)
: -4

(5) (1)
-1
-2
-3
(2004 )

(Zeithaml,1988; Holbrook, 1994;
Woodruf, 1997)
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(1)

(5)
-1
-2
-3
-4

(Alden et al, 1993) ;(2004 )

(2004 2000

(Kotler & Keller,

1996 )

2006, p. 194)

()

(Chandon, 1998; Burner, James and
Hensel, 2001; Hair et al, 2002, p. 430)

(2002 ).

(Chandon, 1998)
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(Hong et al, 1989)

(Al-hammad, 1988)

136



(Johansson et al, 1985 ; Ulgado & Lee, 1993 ; Samiee, 1994 ; Ahmed & d’Astous, 1995)

O | Al AS ) dal
4 el

LA P (+)

X | Laidal

o) Ladlal) gad clalasyl

TEPEN]
WAl P +)
X Ladal) aly

(0) CL'M&SJ-\A\ 33 gl

W p )

X Ladal) aly
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(§) MZ\SJM\ Zm:\ﬁ\

LAl P *)

X Ladal) aly

o fiiall sad clalady)

W p )

[0) iiall Ayl 4l

G p )
X Ladal) aly
(Hong
et al, 1989; Erickson et al, 1984; Maheswaran, 1994; Mittal et al, 1995; Gurhan-Canli et al, 2000;

Chao, 2005)

138



(Stobart ,1994)

.(Rajeev et al, 2000)

©) 0| cdip
G p )
X Ladal) aly
Fazio Lampert & Jaff

Zanna

(1993) Heslop  Papadopoulos

139



.(Yin, 2003)

(COP)
(COB/COD)
(Parameswaran &
1994 1992 Pisharodi)
Pilot Study
35
Pilot Study
35

High Involvement Product

(284. 2000 )

140



Sony
Sony

Condor

141



(Hair et al, 2002, p. 334)

Shopping Goods

.(Ahmed et al, 2002)

(Thakor et al, 1996)
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18 : -

(2010 / ) 35,7

.2010 ) -

(Lancaster & Reynolds, 1998, p. 109)

Convenient Sample

Quota Sampling
18

18
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(106 .

Standard

2008

Snowballing

Level of Precision
162 . 1989 )
Level of confidence
Deviation of the population

.(Hair et al, 2002)

144



Open Population

1994

1500

Malhotra

1992

(35)

1500

.(Malhotra, 2004, p. 353) (2007

(Parameswaran & Pisharodi)

145



.
(3)
(3)
(4)
(3)
(4)
(2-4)
:(2-4)

13-1 13
1614 3
19 - 17 3
23-20 4
26— 24 3
30-27 4

31 1

32 1 _

33 1 -

34 1 -

35 1 / -

35
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147

Likert

(Andreasen, 2002; Hair et al, 2002)

(5)



Pilot Study

148



Principal

.Cranbach Alfa

3

4

ANOVA One Way 5

ANOVA .6

t A

F .8

Factor Analysis 9
.Component Analysis

10

149



Simple Regression

Multiple Regression

150

A1

A2
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30

1500

: -1
565 %62.3 935
%37.7
(1-3)
:(1-5)
%62.3 | 935
%37.7 | 565
% 100 | 1500
18 : -2
.45 45 31
% 49 735 30 18
%26.1 391 45 31
(2-5) %24.9 374 45

153



1(2-5)

%49.0 | 735 30- 18
%26.1 | 391 45 - 31
%249 | 374 45
%100 | 1500
-3
435 30.000
15.000 429 %29 15.000
30.000 %28.6 30.000
.(3-3) %42.4 636
1(3-5)
%29.0 | 435 15.000
%28.6 | 428 30.000- 15.000
%424 | 636 30.000
%100 | 1500
-4
( ) :
410 %59.7 895
%13 195 %27.3

(4-5)
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:(4-5)

% 13.0 195
%27.3 410
% 59.7 895

% 100 1500

% 59.7
30 18
62.3 935 % 49
% 37.7 565 %
%28.6 15.000 %29 30.000
45.000 30.000 15.000
0424 .4
(5-5)
:(5-5)
% %
29.0 | 435 15.000 49.0 | 735 | 30-18
28.6 | 428 | 30.000- 15.000| 26.1 | 391 | 45-31
424 | 636 30.000 249 | 374 | 45
% %
13.0 | 195 62.3 | 935
273 | 410 37.7 | 565
100 | 1500 100 | 1500

155



.(Hair et al, 2002, p. 280)

.(Hair et al, 2002, p. 327)

Item-total

0.60
0.80

(416 .

(142 .

156

2005

2002

).

)

Cronbach

(140 .

(423 .

2005

correlation

2007

).



(SPSSY)

(6-5)
:(6-5)
0.83 | 0.84 | 0.84 | 0.85 | 0.85
0.76 | 0.75 | 0.67 | 0.86 | 0.90
0.94 [ 0.97 | 0.66 | 0.95 | 0.85
0.97 [ 0.98 | 0.97 | 0.96 | 0.94
092091 [ 097 | 093 | 091
0.96 | 0.89 | 0.85 | 0.96 | 0.92
0.82 | 0.81 | 0.94 | 0.71 | 0.92

0.6

" Statistical Package for Social Sciences

157




:(7-5)

0.88

2002, p. 303)

0.8710.96 | 0.87 | 0.87
(Hair et al,
Face Validity
(128 . 2007 )
(Hair et al, 2002, p. 398)
((2) )

158



(Hair et al,

Construct Validity

2002, p. 380)

(8-5)
:(8-5)
0.000 "0.777 | 16 0.000 70795 | 1
0.000 "0.961 | 17 0.000 70.843| 2
0.000 "0.971| 18 0.000 "0.585| 3
0.000 "0.952 | 19 0.000 "0.864 | 4
0.000 "0.861 | 20 0.000 "0.755| 5
0.000 "0.960 | 21 0.000 "0.759 | 6
0.000 "0.959 | 22 0.000 "0.837| 7
0.000 "0.890 | 23 0.000 "0.551| 8
0.000 "0.957 | 24 0.000 "0.884| 9
0.000 "0.960 | 25 0.000 "0.777| 10
0.000 "0.906 | 26 0.000 "0.896 | 11
0.000 "0.933 | 27 0.000 70915 12
0.000 "0.937 | 28 0.000 "0.838| 13
0.000 "0.922 | 29 0.000 "0.909 | 14
0.000 "0.962 | 15

159

.0.01

**
.



(0.01)

(9-5)
(0.01)
6-1

(3)

1(9-5)

0.000 "0.602 | 16 0.000 “0.116| 1
0.000 "0.883 | 17 0.000 70.183 | 2
0.000 "0.807 | 18 0.000 "0.162 | 3
0.000 "0.812 | 19 0.000 "0.184 | 4
0.000 "0.783 | 20 0.000 "0.105| 5
0.000 "0.863 | 21 0.000 "0.098| 6
0.000 "0.856 | 22 0.000 "0.644 | 7
0.000 "0.787 | 23 0.000 70484 | 8
0.000 "0.898 | 24 0.000 "0.711] 9
0.000 "0.870 | 25 0.000 "0.416| 10
0.000 "0.797 | 26 0.000 "0.586 | 11
0.000 "0.764 | 27 0.000 "0.618 | 12
0.000 "0.766 | 28 0.000 "0.529 | 13

160



0.000 "0.890 | 29 0.000 "0.841| 14
0.000 "0.865| 15
.0.01
).
((10-5)
:(10-5)
/

-.383 0.749 -.102

-.202 0.826 -5.333E-02

-.459 0.535 4.626E-02
-6.726E-02 0.881 -1.726E-02

426 0.775 -.260

448 0.804 -9.682E-02
-9.107E-02 | 8.290E-02 0.863

424 7.024E-02 0.750

.350 115 0.835

-.194 -.104 0.836
-9.389E-02 | 2.402E-02 0.918
-3.813E-02 | 7.073E-02 0.927

-.145 225 0.854
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(11-5)
t '(11-5)
t

0.000 55.90- 1.24- 0.86 1.76 1
0.000 54.19- 1.11- 0.79 1.89 2
0.000 81.34- 1.36- 0.65 1.64 3
0.000 77.27- 1.37- 0.69 1.63 4
0.000 90.67- 1.59- 0.68 1.41 5
0.000 111.00- 1.64- 0.57 1.36 6
0.000 98.34- 1.39- 0.55 1.61

162



) (11-5)

(
(0.86) (1.89)
(1.11-) (3.00)
(54.19-) t
(0.000)
(1.36)
¢ (1.64) (0.57)
(0.000) (111.00-)
.0.000 t
-2
t :(12-5)
t
0.000 267.64 1.93 0.28 493 1
0.000 233.79 1.92 0.32 4.92 2
0.000 53.43 1.00 0.73 4.00 3
0.000 268.30 1.94 0.28 4.94 4
0.000 237.60 1.92 0.31 4.92 5
0.000 268.60 1.94 0.28 4.94 6
0.000 228.84 1.78 0.30 4.78

163



(12-5)

(0.73) (4.00)
(0.000) (53.43)
(4.94)
(268.60)  t (0.28)
(0.000)
(0.000)
t -3
(13-5)
t :(13-5)
t
0.000 71.26 1.11 0.61 4.11 1
0.000 74.06 0.85 0.44 3.85 2
0.000 62.48- 0.76- 0.47 2.24 3
0.000 74.06 1.20 0.63 4.20 4
0.000 97.32 1.43 0.57 4.43 5
0.000 94.50 1.41 0.58 441 6
0.000 81.37 0.88 0.42 3.88
(13-5)
(0.76-) (0.47) (2.24)

(62.48-) :
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(0.000)

165

(0.000) ,
t
(0.000)
-4
(14-5)
" (14-5)
t
0.000 79.62 1.39 0.68 4.39 1
0.000 160.66 1.84 0.44 4.84 2
0.000 81.85 1.46 0.69 4.46 3
0.000 205.99 1.88 0.35 4.88 4
0.000 201.06 1.88 0.36 4.88 5
0.000 220.28 1.88 0.33 4.88 6
0.000 179.86 1.72 0.37 4.72
(4.46)
, (1.46) (0.69)
(0.000) (81.85)



(0.000)

166

(1.72)
.(0.000) t
6
5 _ _
4 B N ] H oY
3 % E oL
2 \\"': M M Oeal)
N 0
L &E O 3as3al) Y 5l
o - | | | | Sy e
> A SN G
"vf f ’j y X f
:(1-5)
(1-5)



(2-5)
.(0.000)

o5 el ok )

:(2-5)

Sony Condor

167



(15-5)

¢ :(15-5)
t
0.000 99.85 1.66 0.64 4.66 1
0.000 5.46- 0.13- 0.92 2.87 2
0.000 47.90 1.03 0.84 4.03 3
0.000 9591 1.70 0.68 4.70 4
0.000 61.41 1.40 0.88 4.40 5
0.000 73.88 1.44 0.76 4.44 6
0.000 84.44 1.46 0.67 4.46 7
0.000 76.06 1.22 0.62 422
)
(2.87) (
(5.46-) « (0.13-)
.(0.000)
)
(0.68) (
(

168




.(0.000)

-2
t :(16-5)
t
0.000 0.582- 0.01- 0.98 2.99 1
0.000 221.57 1.91 0.33 491 2
0.000 184.48 1.89 0.40 4.89 3
0.000 121.18 1.83 0.58 4.83 4
0.000 1.84- 0.05- 0.99 2.95 5
0.000 97.59 1.73 0.69 4.73 6
0.000 6.49- 0.19- 1.12 2.81 7
0.000 89.20 1.02 0.44 4.02
(16-5)
(2.81)
(6.49-) t (0.19-)
(0.000)
(0.05-) (2.95)

(0.01-) (2.99)

169



(
(0.000)
t
(17-5)
" (17-5)
t
0.000 145.05 1.84 0.49 4.84 1
0.000 61.45- 0.98- 0.62 2.02 2
0.000 15.44 1.35 0.88 3.35 3
0.000 87.78- 1.08- 0.48 1.92 4
0.000 67.20- 0.97- 0.56 2.03 5
0.000 95.91- 1.11- 0.45 1.89 6
0.000 51.94- 0.92- 0.68 2.08 7
0.000 40.57- 041- 0.39 2.59
(17-5)
(0.49) (4.84)
(145.05) t (1.84)

170



(0.35)

(0.000)

(0.000)

(0.000)

(3.35)

(15.44)

B i s A i)
Fa Asll Ay i)
—‘ —‘ —‘ “ 0 tn &
/ T / T / T / T
Jand S B Al il sl J 3
4 gina sl J sl el Olael 5 i
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1(3-5)

t



(4-5)

BEN

(Parameswaran & Pisharodi,

172

:(4-5)

1992, 1994)



.(Scott et al, 2005, p 87)

(18-5)
:(18-5)
3.88 | 478 | 1.61
259 | 4.02 | 4.22
3.24 | 440 | 2.92

173



Sony Sony Condor

COopP
.COB/COD
Sony Sony Condor
:(19-5)
Sony Sony Condor /
4.50 -—- 4.50 3.75
4.81 -—- 4.81 3.80
2.94 2.94 4.77 4.20
2.87 2.87 4.33 4.32
2.88 2.88 4.76 4.43
2.74 2.74 4.66 4.22
3.10 2.84 4.64 4.09

Sony
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(5-5)

O 8l s 8l 052 Al sl

Condor U4 Sony  wall Sony
all

:(5-5)

175




(20-5)
" (20-5)
t
0.000 117.54 1.70 0.54 4.70 1
0.000 28.90 0.77 1.04 3.77 2
0.000 45.15 1.04 0.89 4.04 3
0.000 110.20 1.70 0.60 4.70 4
0.000 79.53 1.54 0.75 4.54 5
0.000 81.99 1.35 0.64 4.35
) (3.00)
) (
(1.70) (4.70)
(110.20) (117.54)
(0.000)
(1.54)
( ) (1.04)

(0.77)

176



(0.000)

(4.35)
(81.99) t (1.35)
.(0.000)
-2
t :(21-5)
t
0.000 1.51- 0.04- 091 2.96 1
0.000 154.02 1.83 0.46 4.83 2
0.000 150.82 1.83 0.47 4.83 3
0.000 58.92 1.27 0.83 4.27 4
0.000 84.27 1.57 0.72 4.57 5
0.000 99.08 1.29 0.50 4.29
)
(2.96) (
(1.51-) t (0.04-)
(0.000)

(0.000)

177



(4.29)
(99.08) t (1.29)
(0.000)

(6-5)

(7-5)

m sl
a3l

Sy iall
S Y

7R 7B
U sina 3 Sise RIS [ k P POV | Y1 sl
Jsall

:(6-5)

178




3l syl 351 il g

:(7-5)
(22-5)
:(22-5)
/
4.72 1.61
4.29 4.35
4.50 2.99

179




(0.01)

(23-5)
:(23-5)

4.23 3.99
4.31 4.04
4.38 4.24
3.87 4.34
4.27 4.25
4.07 4.18
4.18 4.19

180



(0.01)

(22-5)
(1.19)  (3.00)
(1.18)
t-test
ANOVA
ANOVA One-way
.Multiple Regression
ANOVA One-way

(24-5) : -1

181



(25-5)

(26-5)
:(24-5)
( )
F
o
0.003 | 8.57 1.46
0.17
0.000 | 15.75 2.64
0.17
0.000 | 8.90 150
0.17
0.000 | 65.30 10.26
0.16
(24-5)
)
F

(0.003)  (0.000)
(0.05)  (0.01)

182



(23-5)

(0.11) (0.93)
(0.000)
:(25-5)
. F
0.943 | 0.005 0.001
0.11
0232 | 1.46 0.17
0.11
0.476 | 0.74 0.09
0.11
0.000 | 822 0.93
0.11

183




(26-5)

(0.08) (0.77)
(0.000)
:(26-5)
. F
0.204 | 1.61 1.14
0.09
0.000 | 9.14 0.77
0.08
0321 | 1.14 0.096
0.085
0.969 | 0.03 0.03

0.09

184




(28-5) (27-5)
(27-5)
)
:(27-5)
(
. F
0.000 | 35.24 6.57
0.19
0.000 | 14.68 275
0.19
0.000 | 9.82 L.85
0.19
0.000 |31.33 >.74
0.18

185

(28-5)



(0.912)

1(28-5)

F
o
0.000 | 14.74 1.51
0.10
0.000 | 8.48 0.87
0.10
0912 | 0.09 0.01
0.10
0.005 | 5.30 0.5
0.10

186




Sony

(29-5)
(107.80-) t
Sony
Sony
() :(29-5)
(t
0.000 1499 107.80-
(30-5)
(030) (017) Sony
Condor

(0.45) (0.40)

(0.01)

187



Y=a+b X

Yg.v. conpor)= 1.41 + 0.79 X coo (aLc)
YB.v. sony) = 1.92 + 0.60 X coo (3ar)

YB.V.( )= 3.18 + 0.31 X coo (ALG)
YB.v.( y=-1.65 + 1.30 X coo usa)
-Xcoo
ANOVA
(19.47) (6.60) ¢ (378.94) (43.64) F
0.01
:(30-5)
ANOVA
F
/
t F a b R2 R
0.000 | 17.01 | 0.000 | 289.22 | 1.41 | 0.79 0.16 0.40 Condor
Sony
0.000 | 12.03 | 0.000 | 144.70 | 1.92 | 0.60 0.09 0.30
0.000 | 6.60 | 0.000 43.64 3.18 | 0.31 0.03 0.17
0.000 | 19.47 | 0.000 | 378.94 | 1.65-| 1.30 0.20 0.45

188




R2
(0.09) (0.03)
(%9)  (%3)

(%20) Condor (% 1 6)
(%20)
(31-5)
(0.32) (0.14) Sony
Condor
(0.44) (0.40)
(0.01)

YB.att. (conpor) = 1.55 + 0.75 X coo (aLg)
YBAtt. (sony) = 2.41 + 0.55 X coo ap)

YgAtt. ( )= 3.38 + 0.24 X coo (ALG)
YB.Att.( y= -1.52 +1.29 X coo (USA)

.YBAtt

.Xcoo

189



ANOVA

(19.02) (5.26) ¢ (361.70) (27.61) F
0.01
(31-5)
ANOVA
F
/
. P a b R’ R
0.000 | 17.11 | 0.000 | 292.65 | 1.55 | 0.75 0.16 0.40 Condor
Sony
0.000 | 13.28 | 0.000 | 176.25 | 2.41 | 0.55 0.11 0.32
0.000 | 5.26 | 0.000 27.61 3.38 | 0.24 0.02 0.14
0.000 | 19.02 | 0.000 | 361.70 |1.52-| 1.29 0.20 0.44

(0.20)

% 20

190




(32-5)

(0.10)
(03 8) Sony
(0.40)
( Condor )
Yp.q. (conpor) = 1.58 + 0.87 X coo (aLc)
Yp.q. (sony) = 2.21 + 0.59 X coo ar)
Yp,Q,( )= 3.90 + 0.13 X coo (ALG)
Yro.( y=0.21 + 0.92 X coo usa)
ANOVA
t (619.15) (12.33)
0.01

191

(0.54)
(0.01)

(24.88)

Condor

.Xcoo

(3.51)



1(32-5)

ANOVA
t F
¢ F y b R’ R /
0.000 | 24.88 | 0.000 | 619.15 | 1.58 | 0.87 0.30 0.54 C
ondor
Sony
0.000 | 15.77 | 0.000 | 248.79 | 2.21 | 0.59 0.14 0.38
0.000 | 3.51 | 0.000 12.33 3.90 | 0.13 0.01 0.10
0.000 | 17.00 | 0.000 | 289.10 | 0.21 | 0.92 0.16 0.40
R2
(0.01)
(%1)
(0.16) (0.14)
R’ (%16) (%14)
(0.30)
(%30)
( Condor )
(33-5)

192




(0.25) (022) Sony
(0.33)
(050) Condor

(0.01)

1(33-5)

ANOVA

0.000 | 22.23 | 0.000 | 42498 | 1.85 | 0.82 | 0.25 0.50 Condor

Sony
0.000 | 9.79 | 0.000 95.75 1.99 | 0.54 0.10 0.25

0.000 | 8.67 | 0.000 | 75.24 | 3.46 | 031 | 0.05 0.22

0.000 | 13.56 | 0.000 | 183.86 |0.36-| 094 | 0.11 0.33

Yp.v. (conpor) = 1.85 + 0.82 X coo (aLg)
Ye.v. (sony)= 1.99 + 0.54 X coo ap)

Yp.v. ( y=3.46 + 0.31 X coo (aLG)
Yev.( y=-0.36 + 0.94 X coo usa)

193




(8.67) t

(%11)

(0.51)
(0.38)

(0.01)

-Ypuv.

:Xcoo
(424.98) (75.24) P
0.01 (22.23)
Sony
(0.11)
(025) Condor
(%25)
( Condor )
(34-5)
Sony Condor
(0.35)
(0.10)

194



Yp.att. (conpbor) = 2.16 + 0.75 X coo (aLg)
YAt (sony) = 2.00 + 0.63 X coo (3ap)

Yp.Aatt y=3.89 + 0.13 X coo (aLG)
Yp.att. ( y=-0.40 + 0.86 X coo (usa)
-YpAtt.
-Xcoo
(34-5)
ANOVA
F
/
. P a b R’ R
0.000 | 22.70 | 0.000 | 515.40 | 2.16 | 0.75 0.26 0.51 Condor
Sony
0.000 | 1593 | 0.000 | 253.67 | 2.00 | 0.63 0.15 0.38
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Model Summary

Condor
Model R R Square Adjusted R |Std. Error of the
Square Estimate
1 932 .869 .869 .30680

Predictors: <las¥) s sl clalas¥) e aly Lasall) clalad¥) gas dadlall, 33 52 il dad piiall, dad dedlal)
Dependent Variable: 4l 41,40

ANOVA
Model Sum of df |Mean Square F Sig.
Squares
1 Regression 935.140 6 155.857 1655.844 .000
Residual 140.529 1493 .094
Total 1075.669 1499
Coefficients
Unstandardiz Standardized t Sig.
ed Coefficients
Coefficients
Model B Std. Error Beta
1 (Constant) -1.462 .068 -21.352 .000
a3 Sy 181 .023 .088 7.815 .000
Laidl aly

Ladall A 392 .036 374 10.846 .000
a3 alalasy) -.208 .038 -.187 -5.505 .000

)
il 3 | 5.806E-03 .029 .005 .199 .842
iiall da8 172 .040 138 4315 .000
a3 Gy .835 .033 .605 25.511 .000

gisall

a Dependent Variable: 4l 40/ il
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Sony

Model Summary

Model R R Square Adjusted R | Std. Error of the
Square Estimate
1 .946 .895 .894 23044

a Predictors: (Constant), Glalady) i G_"\.'\.A]\, Slalasy) s aly m\, Al A< aall G_"\.'\.Aﬂ’ Al A< aall LM, 33 gall

A8 50l inall] Clalad¥) sai dadlal

ANOVA

Model Sum of df Mean F Sig.
Squares Square
1 Regression | 674.882 6 112.480 | 2118.091 .000
Residual 79.285 1493 .053
Total 754.167 1499

a Predictors: (Constant), Sladyl s aiiall cilalasy) s aly L&SAS\’ Al A8 a0l iiall] dagal) A Haall Aadlall) 5 gal)

AS Hadll @.\Au, CGlalaiyl s dadlall
b Dependent Variable: 4l 43 )&l

Coefficients
Unstandardize Standardized t Sig.
d Coefficients Coefficients
Model B Std. Error Beta
1 (Constant) -.925 .084 -11.019 .000
ssialalayll 1.304E-02 .019 .006 671 .502
Ll aly
A<l Al | -9.981E-02 .021 -.097 -4.719 .000
Ladlall
s alalasy) 142 .030 115 4.726 .000
Lkl
A8 )aall 3asal) -.166 .028 -.123 -6.028 .000
A )l dadll | 6.547E-02 015 .068 4.385 .000
il
s Alalasy) 1.229 .034 971 36.272 .000
G:.;AS\

a Dependent Variable: 4l 43 )4l
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Model Summary

Model R R Square Adjusted R Std. Error of the
Square Estimate
1 .909 .825 .825 .33790

a Predictors: (Constant), Glalaty) i G."\.'\.d\’ Slalasy) g aly Lﬂud\, Qagd LM" Qagd G:\..\AM’ Glalasy) e :&AM\,

BJ‘PG:\AAM

ANOVA
Model Sum of df Mean F Sig.
Squares Square
1 Regression | 805.763 6 134.294 1176.210 .000
Residual 170.463 1493 114
Total 976.226 1499

a Predictors: (Constant), Slaladyl s aisall culalasy) s aly m\’ Aol Aadlall, Ao miiall) ALY a3 AaDlall,

EAREN é\.\.d\
b Dependent Variable: 4l 4l 3l
Coefficients
Unstandardi Standardize t Sig.
zed d
Coefficients Coefficients
Model B Std. Error Beta
1 (Constant) -.844 .082 -10.300 .000
s Glalaiyl| -4.867E-02 .021 -.026 -2.314 .021
Liiall aly
dadlal) dad .305 .027 .301 11.489 .000
s Glalasyl -.204 .028 -.195 -7.222 .000
Lkl
il 33 | -3.601E-02 .037 -.027 -.984 325
el dad 231 .025 .179 9.229 .000
s Alalay) .929 .029 720 31.741 .000
il

a Dependent Variable: 4l 43 )4l
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Model Summary

Model R R Square Adjusted R Std. Error of the
Square Estimate
1 .932 .869 .868 40340

a Predictors: (Constant), Glalady) gad G_ﬁ.«.\\, Clalasy) e aly i..."n.'\.d\, Aol 4S Haal) G_mﬂ, dad Al 3 gal) A8 Haall G_ﬁ.dl,

Glalas¥) sas dedlall

ANOVA
Model Sum of df Mean F Sig.
Squares Square
1 Regression | 1609.952 6 268.325 1648.858 .000
Residual 242.962 1493 .163
Total 1852.914 1499

a Predictors: (Constant), Glalady) gad G_ﬁ.«.\\, Clalasy) e aly i..."n.'\.d\, Aol 4S Haal) G_mﬂ, Aad Al 3 gall A8 Haall G_ﬁ.dl,

Glalai¥l i dadlall

b Dependent Variable: 4l 431,40

Coefficients
Unstandardi Standardize t Sig.
zed d
Coefficients Coefficients
Model B Std. Error Beta
1 (Constant) -172 .152 -1.130 .259
Ay i Clalasy -.269 .037 -.078 -7.247 .000
L)
AaDlall Ao -.128 .047 -.108 -2.738 .006
s dlalasy) 297 .048 .251 6.217 .000
Al
A8l sasal) -.296 .033 -.196 -8.875 .000
38 5ol Al | 4.355E-03 .017 .004 .263 .793
s Glalasy) 1.407 .032 1.000 43.371 .000
i)

a Dependent Variable: 4l 441,40
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Condor
Model Summary
Model R R Square Adjusted R Std. Error of the
Square Estimate
1 .540 292 291 34777
a Predictors: (Constant), 4l 43 il
ANOVA
Model Sum of df Mean F Sig.
Squares Square
1 Regression | 74.661 1 74.661 617.317 .000
Residual 181.176 1498 121
Total 255.837 1499
a Predictors: (Constant), &l 4 .l
b Dependent Variable: clalai¥) s ol Lisdl)
Coefficients
Unstandardi Standardize t Sig.
zed d
Coefficients Coefficients
Model B Std. Error Beta
1 (Constant) 1.900 .046 41.425 .000
Al ) ) .263 .011 .540 24.846 .000
a Dependent Variable: calas¥) s b, Liidl)
Sony
Model Summary
Model R R Square Adjusted R Std. Error of the
Square Estimate
1 .355 126 125 .31558
a Predictors: (Constant), 4l 4 il
ANOVA
Model Sum of df Mean F Sig.
Squares Square
1 Regression 21.505 1 21.505 215.939 .000
Residual 149.186 1498 100
Total 170.692 1499
a Predictors: (Constant), &l 4 .l
b Dependent Variable: clalas¥l s b, Liidl)
Coefficients
Unstandardi Standardize t Sig.
zed d
Coefficients Coefficients
Model B Std. Error Beta
1 (Constant) 3.573 .055 65.346 .000
aall 40,4l .169 .011 .355 14.695 .000

a Dependent Variable: calai¥l s by Liidl)
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Model Summary

Model R R Square Adjusted R [Std. Error of the
Square Estimate
1 101 .010 .010 43447
a Predictors: (Constant), 4all 4/
ANOVA
Model Sum of df Mean F Sig.
Squares Square
1 Regression 2.910 1 2.910 15.418 .000
Residual 282.773 1498 .189
Total 285.683 1499
a Predictors: (Constant), 4l 43 il
b Dependent Variable: cialsiyl s Al Liiall
Coefficients
Unstandardiz Standardized t Sig.
ed Coefficients
Coefficients
Model B Std. Error Beta
1 (Constant) 2.625 .060 43.685 .000
aallan a4l | 5.460E-02 .014 101 3.927 .000
a Dependent Variable: cilalasy) sai ol Laidl)
Model Summary
Model R R Square Adjusted R [Std. Error of the
Square Estimate
1 .256 .065 .065 31144
a Predictors: (Constant), 4all 4/ )
ANOVA
Model Sum of df Mean Square F Sig.
Squares
1 Regression 10.155 1 10.155 104.701 .000
Residual 145.295 1498 .097
Total 155.450 1499
a Predictors: (Constant), &l 4 .l
b Dependent Variable: clalaiy) s ol Lisdl)
Coefficients
Unstandardiz Standardized t Sig.
ed Coefficients
Coefficients
Model B Std. Error Beta
1 (Constant) 4.224 .031 138.004 .000
Al a5 ) 7.403E-02 .007 .256 10.232 .000

a Dependent Variable: clalasyl s Al Lisdl)
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