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Coefficient) (

2.1

X1

, 2540 : 125)

1- ZS|2

(Arithmetic Mean) (

115

(Cronbach’s Alpha

,2533)



2.2 (Variance) ( , 2530)
( )2 =
var(X) = 2 = 1 X (X - X)2
-1 1
2 var(X) =
X X - X2 =
1
2.3 (t-test) ( 12533 : 68)
t = X, - X2 =V
Vvar(x, -x2)
X, X2 = 12
var(X,-X2) = X, -X2)
var (X, - X2)
1
var (X1-X2) = 1+1 (1-1) 2+ (2 1) 22
2 , + 2-2
v = + 2-2
1+ = 1,2
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117

2, 22 = 1,2
var (X, - x2) = 12 + 22
n, n,
\Y = 2 + 2
n, n, « 2
2 2
1 S, + 1 S,
1+ 1 2+1 2
(ANOVA)
3
df MS=SS/df F
k-1 MS, MST/MSe
n-1 33, MSe
==L 1 -
(sum of square of difference from mean, sum of
square)
= (total)
= (treatment)

(error)

I

(9]
1

=



SSe
df

(degree of freedom)

(F-test)

SS
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df

365
367

365
367

365
367

365
367

365
367

365
367

365
367

365
367

MS
2.188 1.094
51.938 .142
54.126
2496 1.248
91.702 251
94.198
.650 .325
110.064 .302
110.715
5.508 2.754
147.722 405
153.230
2693 1.347
67.798 .186
70.492
2.667 1.334
65.096 .178
67.763
5.130 2.565
103.505 .284
108.635
1.820 .910
43.981 .120
45.801

7.687*

4.966*

1.078

6.805*

7.250*

7.478*

9.045*

7.551*
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(Eta)
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Eta

016
135
.130
119

A N g <

.015

T}

.063

.064
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(HA)

( =192)

(HA)

62

( =121)

100

20

( =59)

18



23

5,001 -10,000
10,001-15,000
15,001-20,000

20,000

HA
NON - HA :

,000

39

57

HA

18
3.5
15.8
10.5
68.4

100

43

38
42
104

311

NON-HA

13.8
27
12.2
13.5

335

100
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