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Lol 315 20l o pmite My uiliyle Jalos pbmil 5l any g 0 SPSS 15.0 158 55 5)l5 o oaly cdalidiusyy 30+ bl 3 oy
(ol 005 28,5 L3 3> 0.05) 3,8

Between-Subjects Factors

N
grouping  1.00 31
2.00 | 119
¥ojled Jyr
Descriptive Statistics
Std.
Deviatio

grouping | Mean n N
varl  1.00 2.5484 | 1.12068 [ 31

2.00 2.6807 |, 2.18986 | 119

dplaadagienny
{ 1
i : 200 8165

2.00 3.0084 .81818 | 119

Total 2.8000 91226 | 150
vard  1.00 2.3871 | 212411 31

2.00 1.9916 .81818 | 119

Total 2.0733 | 121012 | 150
vard  1.00 2.3871| 1.28264| 31

2.00 2.3193 | 1.24827 | 119

Total 2.3333 | 1.25140| 150
vars  1.00 2.5161 .50800 [ 31

2.00 3.5042 .50210 | 119

Total 3.3000 .64246 | 150

B o)led Jpin

(V) ol 5 1) Ol o €-CRM gt )8 5ué g )5 (sl Stislad (giiumg S ylatos SPSS 15.0 )13 p i )0
BBl (0 2 g (il dud)d g sho 40l (IS BU ol (slioe 2 3L (o0 cllne ol Sty F o)led Jpsa 585 il

Hg : 1\11: Mg

HA:M2>M1
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Mlond il ¥ o F ojlod Johts

Multivariate Tests(b)
Hypothesis
Effect Value F df Error df | Sig.
Intercept Pillai's Trace 983 | 1654.765(a) 5.000 | 144.000 | .000
Wilks' Lambda 017 | 1654.765(a) 5.000 | 144.000 | .000
Hoftelling's Trace 57.457 | 1654.765(2) 5000 | 144.000 | .000
Roy's Largest Root | 57 457 | 1654.765(a) 5.000 | 144.000 | .000
grouping  Pillai's Trace 503 | 29.140(a) 5.000 | 144.000 | .000
Wilks' Lambda 497 | 29.140(a) 5.000 | 144.000 | .000
Hotelling's Trace 1.012 | 29.140(a) 5.000 | 144.000 | .000
Roy's Largest Root 1.012 29.140(a) 5.000 | 144.000 | .000
a Exact statistic
b Design: Intercept+grouping
5 ol iz,
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Tests of Between-Subjects Effects

m

Type IIT
Dependent Sum of Mean
Source Variable Squares df Square F Sig.
Corrected Model  wvarl 430(a) 1 430 106 | 746
var2 25.008(b) 1 25.008 37.389 .000
var3 3.847(c) 1 3.847 2.656 .105
vard .113(d) 1 113 072 789
var5 24.010(e) 1 24.010 54.786 .000
Intercept varl 672.457 1 672.457 164.899 .000
var2 616.902 1 616.902 $22.315 .000
var3 471.527 1 471.527 325.576 .000
vard 544.753 1 544.753 345.696 .000
var$ 891.370 1 891.370 | 3518.895 .000
"grouping varl i “az | 1] 430 106 | 746
var2 25.008 1 25.008 37.389 .000
var3 3.847 1 3.847 2.656 .105
13 1 A3 072 .789
vars 24.010 1 24.010 | - 94.786 | .000
= dalapCaaeMmyllr
b | T AEANE 680 F
3 214346 | 148
vard 233220 | 148 1.576
var5 37.490 | 148 253
Total varl 1660.000 | 150
var2 1300.000 | 150
var3 863.000 | 150
vard 1050.000 | 150
var5 1695.000 | 150
Corrected Total  varl 603.973 | 149
var2 124.000 | 149
var3 218.193 | 149
vard 233.333 | 149
var5 61.500 | 149
a R Squared = 001 (Adjusted R Squared = - 006)
b R Squared = 202 (Adjusted R Squared = 196)
¢ R Squared = 018 (Adjusted R Squared = 011)
d R Squared = 000 (Adjusted R Squared = - 006)
e R Squared = 390 (Adjusted R Squared = 386)
Yool Jpio

S1g. 5 Kiaadd CoiS j (oite blaw®  ix pad juiie 4 bgiye SIG. «Canl Hadule 3o ¥ ojled Jodo ;3 &5 jshilea
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