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CM
WISH EXILE
Dynabook
BMW 3
2-3.
Factorl Factor2 Factor3 Factor4 Factor5 Factor6
x1 0.85421 | -0.06155| -0.17205 -0.1332 0.09389 | -0.01772
X2 0.93098 | -0.02787 | -0.11051| -0.15657 | -0.01936 0.05335
X3 0.47594 0.00433 -0.0435| -0.07167 0.35471 | -0.09059
x4 0.69564 0.09736 | -0.03611| -0.11969 0.2652 | -0.01561
x5 0.54332 | -0.19696 0.10413 | -0.13528 0.07169 0.16491
X6 0.96054 | -0.02957 | -0.17597 | -0.07424 0.01259 0.06239
X7 0.90465 | -0.04453 | -0.05733 -0.0177 | -0.03119 | -0.14992
x8 0.89826 | -0.03501 | -0.05648 | -0.01274 | -0.03951| -0.15468
X9 0.85326 | -0.04584 | -0.06952 0.01543 | -0.01688 | -0.12102
x10 0.82575 0.00437 0.06077 0.0796 | -0.16595 0.02809
x11 0.76854 | -0.06117 0.0954 0.00533 | -0.10291 0.06624
x12 0.64378 | -0.01308 0.22137 0.07875 | -0.09065 0.08032
x13 0.67364 0.05993 0.2117 0.12028 | -0.10241 0.05132
x14 | -0.01415 0.54121 -0.263 0.01547 -0.0437 0.20146
x15| -0.01637 0.53075 | -0.28244 0.01184 | -0.03174 0.20156
x16 0.28699 0.40248 0.00798 0.34713 0.05368 0.11592
x17 0.23363 0.40866 | -0.01001 0.34696 0.07836 0.14689
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x18 0.25013 0.39064 | -0.01629 0.34205 0.08162 0.17961
x19 | -0.05174 0.93674 0.04 | -0.10546 | -0.00763 | -0.07688
x20 | -0.04756 0.93788 0.03819 | -0.12066 | -0.00191 | -0.07227
x21 | -0.04122 0.93777 0.03425 -0.1087 | -0.00633 | -0.09266
x22 | -0.11724| -0.00922 099828 | -0.07782 | -0.06066 0.10173
x23 | -0.12997 -0.0265 09845 | -0.08726 | -0.03051 0.1126
x24 | -0.11377 | -0.02942 0.98697 | -0.08918 | -0.06132 0.12729
X25 0.09436 0.06251 0.78098 0.01441 014219 | -0.22225
X26 0.10702 0.05535 0.7691 0.01653 0.14439 | -0.21628
x27 0.09659 0.06989 0.76828 0.01682 0.14452 | -0.24786
x28 0.19658 0.09692 0.35856 0.45526 | -0.10291 0.11665
X29 0.21761 0.10026 0.35309 0.45831 | -0.12328 0.12181
x30 0.21869 0.07256 0.35194 0.46375 | -0.13291 0.09905
x31| -0.08272| -0.17295| -0.08752 0.90055 0.02979 | -0.06614
x32 | -0.17665 0.08411 | -0.27817 0.62471 0.01879 | -0.27666
x33 | -0.10021| -0.21084 | -0.10297 0.87254 0.06777 0.00232
x34 | -0.00575| -0.00172 0.00602 0.01435 0.9802 0.01436
x35| -0.02442| -0.01478 0.01357 0.01204 0.97511 0.02197
x36 -0.0134 0.00241 0.00315 0.02469 0.98152 0.02065
x37 | -0.01077 -0.0058 0.00529 0.01797 0.97897 0.03481
x38 | -0.01884 | -0.00033 0.00393 0.01734 0.98285 0.01712
x39 | -0.03482| -0.02004 0.00976 | -0.00927 0.04489 0.91017
x40 | -0.01963 | -0.06009 0.02884 | -0.01965 0.00548 0.93707
x41 0.00575 | -0.04063 0.00603 -0.0407 0.0319 0.92905
2-4.
3
3-1.

Maclnnis and Whan 1991

Maclnnis and Whan 1991
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Maclnnis and Park 1991
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3-2-1.

o o SEM: Structural

Equation Modeling
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3-3-2.

o X2
5096.642 2 df 1468 2 df 3.472
AGFI 0.657 GFI AGFI
0.684
o)
GFI

RMSEA 0.078 o

a 5096.642 GFl 0.684
Df 1468 AGFI 0.657
AlIC 5352.642 RMSEM 0.078
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