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Abstract

Purpose: As the untact culture has spread due to the recent COVID-19, the service industry as well as the beauty salon is shrinking. In
order to overcome such a crisis in beauty salons, the lower dimension of beauty salon service quality is divided into servicescape,
technical service, and employee service, and actions are taken with the ‘perceived value of the customer' as a parameter. In this study, S-
O-R(Stimulus-Organism-Response) theory was applied for customer-centered analysis, and gender and regularity were selected as
moderator variables to add practical implications. Research design, data, and methodology: All constructs were measured using items
developed and used in the previous study. A total of 261 questionnaires were collected online using NaverForm. The data were analyzed
using factor analysis, correlation analysis, and measurement model analysis with SPSS 22.0 and AMOS 22.0. After testing the research
model and hypothesis for the entire group, a multi-group analysis was conducted by dividing into male and female groups, regular
customers, and non-regular customers. Results: First, this study showed that the service environment of beauty salon customers had a
negative (-) effect on perceived utilitarian value, and the technical service and perceived hedonic value had a positive (+) effect on the
customer's behavioral intention. Technical service and employee service had a positive (+) effect on perceived hedonic value, but
perceived hedonic value did not affect customer's behavioral intention. Second, there is no statistically significant difference in each path
between male and female groups. Third, there was a statistically significant difference between regular customers and non-regular
customers, only the path that the servicescape influences the perceived hedonic value. Conclusion: According to the results of this study,
technical service and utilitarian value should be considered in order to induce behavioral intention of customers, and technical service
quality should be considered first. Also, operating a beauty salon requires a differentiated approach to the salon servicescape according to
the ratio of non-regular and regular customers. The beauty salon servicescape generally showed negative practical value for non-regular
customers, but positive for the Hedinic value for servicescape such as comfortable service and clean interior for regular customers.

Keywords: Service Quality, Servicescape, Technical Service, Employee Service, Utilitarian Value, Hedonic Value

JEL Classification Code: M21, M31, M51

1. ME

(=

1 First Author’s Affiliation: Doctoral Candidate, School of Business,

2018 & SAIH Xt=0j| =™ =L o - 0|42 11 Bt 8000 Of
Sejong University, Seoul, South Korea. 7t @ Fo|m, ojE 1 gk 2000 Of ol O -O|2AEZ

=
Email: 4genhwang@naver.com *OI&L |0 = smo =L oo i AIRQIC L

2 Second Author’s Affiliation: Doctoral Candidate, School of ARSI O] T 40%7t 3 H Lo 22 T &HEo|CE I
Business, Sejong University, Seoul, South Korea. O0Ye 2014~2017 ENK| 143%2] MEMNE HOQCH,
Email: selal13@naver.com o o ol L -

3 Corresponding Author’s Affiliation: Assistant Professor of Digital 1990 Eof = 1~2 Q0] 2Ydl= =EFZOIM 1990 HLH
Business, Open Cyber University of Korea, Department of Digital Z=HIo| = L OlAR Q Jb RIS=SIHA  maikto|=
Business, South Korea. Email: hopiti011@ocu.ac.kr SWol= =L DISUAC A=A DESHEM TR0

© Copyright: The Author(s) DI‘CEDLAEIE 7|0|=|4§|' El?iEl' (Woo et aI., 201 3). JOEXHE IEHS E‘E‘
This is an Open Access article distributed under the terms of the Creative Commons Attribution _ o o _
Non-Commercial License (https:/creativecommons.org/licenses/by-nc/4.0/) which permits DX0|= D|EA9| =t 2hy, 2018 WEEH HEY H£ES

unrestricted non-commercial use, distribution, and reproduction in any medium, provided the
original work is properly cited.



18 The effect of beauty salon service quality on behavioral intention through perceived value : Gender, Regularity control effect

RISV LIRS

HEZYAE, oA 22 IUSH ZUROI=I S

084 BYS ALY Jjel E= =KX YN F
SIS

=
MESSEA & 2oLt 2019 E A At=R0ll= ZMX0|=
= 718 8 O Loteel 292 71

of HIsK oF 20% Old $E80| =55 E0F1 Ut

N

0%
ofp me =
e« S}

084 fd Z2F 0|2 HYXES MHA HHEHOM FH0A
SHE 2ot MH|A EEDF 0AOES 20|z HWoks noISHA
2 Zio|ct

0|84 AMH[A ZH0| 2hot M= MH|A ZX0F aA40kE
B So|=7tol Fek=of 2ot A (Park, 2010; Choi et al, 2017;
Kim, 2014; Jeon & Pak, 2018 Kim & lJin, 20187t F2E 0|21
UM, 0] AFEE MHA EXHE SEHES$E St nADE
L= ZHEE TEHSE 510, ot 22 Q0l0| Mol ok
Ee THEEE O £ Ues7tE H5Xcz ZYst ZO|ULE
ol J4E A E § FSASE 5 AT (Kim & Yoo, 2007;

ojpfst MHATEL OIS FYRF YRUM BHE &2 1Y
20| FHS FALL TUEIE 710610 7| ATOIA SHEHA
WHAZI HORA A2 910l FFO| AAFHo=E MyED
U= FAIS O Dol AIZUN HHIAE ATSs AE7t
Zasim W2feict

7K' Of7i#s=2 6}0 S-O-R (Stimulus - Organism - Response)
O|2E H&SIRUCL MHA HF AF0|M S-OR O|2E X8%H
MAATE MH|A - AN S8 HYRE T ZX (Han &
Lee, 2019; Lee, 2019; Park & Ha, 2020) SHX|2F 0|84 MH|A HA
AToMe  Hoter| @Sch olof, O/8H AMHA

SHRIXHRIS MH|AAHO|Z (Servicescape), 712 AlH|A (Technical

=22

Service) Q1M AH|A(Employee Senice)2 TESID,  O|2{st
QPIS0| Aol X|ZtE ZHKE Oi7HE XBHCZE ASZ0
0X|= geS AL

Z2 A2LE19 o FEe R QHE Zopt gtk =EHQs
XES &0l A2l 29717t FEEHEAM MH|A 40| =51
ALt 23 6 E SAH LEO QfStH HEH7|0f2F of 14 TF FHO|
AEYAE0| HYHD, 7MUARE 2 JIYWERE 720 X0

1 oith OJ8d& Ofel= OfL|Ct matA, ol2ish Afs|H

dside n%2 F o

o= 2MotD, MH|A FEO| oS /i = st

o

F=517|

=

rot
4T 0% rr of

=

ofof, o AFoM= JEut EHE 14 OFRE Z=FE=
MESIY] AFHO AAEE Coiin, Ol AR 21F2
OEASA & O MEstel 2 SE4= Mot oA
FHE XEY MHI2 FES Hototed =80] 2 AO|Ck

2.1. 0|84 MHA EF

Bitner (1990)= AMH|A FES MH|20| Cheh TEHA Q! Ef=9t

EHopetn MBI OO|, Parasuraman A et al. (1988)2 AfH|A
32 Hoi® J4Eo| ot ol X|Zof olsf ZEEE
ACiEQl Ziez AR X[Zfhb Z|CHe| Xjo|Qt  Higko|
FEEtn HOISHHM MH|A EFH ARE IS 5 JHX| SHIXHA
@Ry, |fEd SEY, 3 =Mool ot 22 e
RS it SERVQUAL O|2H= 'MH|A S8 SHEEH'S
KASHACE.

O 84 MH|A EZ(beauty salon service quality)2| SHIXHO
gt o= CHiA&oz O|RY =], Park (20102 1FYA
SN Z0Y BHE TR, Choi et al. (20112 22|15 24,
MY, 0 SO, 4=8A, MEM & 5 7HXE HESR2H,
2 AF0ME MHAAAO|Z, 7k MH|A, 7|& MH|A, oIF
MH|AT 2 FESIALL (Choi et al, 2019).

2 AFoME QoM AT SERVQUAL SHEHE ARSI
Q10 14 LeBlanc and Nguyen (1997)0| Z=%&tst 'SERVPERFO)
ZEoiM D84 2B HEF EHE CEUCEMN
ABHOZ MH[AAHO|Z (Servicescape), 7|& AlH|A (Technical

Service), Q1A AMH|A (Employee Service) 2 SHIXHRIS T=5HRALCH.

2.1.1. MH[AAFHO|Z (Servicescape)

Bitner (19920  AMH|AAAO|Z  (servicescape)Oll  CH3H
- AlSd  gEnt HnEEs ez 7|Y¥o| EXItst
Mol olfAel  EF2ld Yol ST -4
@Kz - 3 E & 25 - S2H 2ot IFotE F2|F 20l0|2t
FOISHQULE. EEBL SERVQUAL O MH|A EXFE FHESHE H2
JHEO|RtH, AMHAAAHO|ZE  MH[AQ|  A[MEOF 2HEZS
FYst= F2 7igolzt sheict

Kim and Moon (20092 A{H|AAA|O|Z (E2|H) 242 HEHY,
Hold, 018N, 4oz FEsi0], 222 1740l FOiolAt



Jin-Young HWANG, Sel-A LIM, Pil-Tae HONG /Korean Journal of Franchise Management 11-4 (2020) 17-29 19

28 MEo| =2 FYE FO, 1ol MH|AAFAO|Zo Cit
St Cto StY2, Jung et al.
nZMol XYEHE . FHO|EZQL Z2
o
=

OiXl= geloj2z ojof gt

ol n
02 0
bl

0

>

lo

=
1M

H
2

|.|'|
08

ok
jo
a
[

o0 7Y E2 3

Mol FX7t ERSICH SIACE Jung (20182 DIEHS|

Crafet MHIAS MSEe2M D52 0] SZHo|M DI84

=

o

2

2

2|

BO| O|ROIX|= S22 Fa:7t 0fe A, &0 Alg H
&

9I7|1E mefsti njg4of et HHHQ =HEE 2Pttt
e/}
AA

2.1.2. 7|1 MH|A
An (2011)2 OI8H MH| A (technical  servicey= 1ZH0|
8|0] AEIYUS TSl MESTO|H, AHA T
YoM 2o 0| w2 NFE AMu|AZtn HYystna QUCt
F, 7|& MHlaE 8o ClXio|H, 0|84 AR & FEE9 30|
23tMoz oA HEYEE ZHSZ, Doh and Jin (20182
- St 7|nE AtETHo &HO9|
2= mY o2 52 2EYe=EMN QRE OlEEA Foe
AMH|AEFT HOlSHRALE,

018 MHlAE& 3A 02|08, Djf&e2], Ho|3Yy & 37
O EFT & Utk SFWH A4l H 28 =& 0|8
HHHAE, He|7tet 27|, Me7tet Xt27|, H2|o)s
He|Zi2t gM oe|y|, 25aF Y ofF, O/20/g, 3t

A2 FAETICL
ol Aol FHQ ofz|ojg82 oLt 224, 717l &9
50|=2t0[0], B|EZ, HO{AEIH S9
Az 2Hol AR HASHH 7hE

SIE[Of AN AAHFO0| 7HE @2 O|8AMH|A ZOFO|Tt (Kim,

N
>

st
X

R =
= 4o Ho
o UM omn g

oA
A

og 7I7IE

2016)
21.3. QI MH|A
oA nZoA HMIEE AMbla CREE20| YA
Mgst 22M4E JIX|D QUCE 023 2EAEES s
SiME 7l MH|AQt EO 1Ag THEEAIZ|1 E7|HoR
M| Zah ofEt S @ Mshe 21 A{H|Aemployee service)?t OH?
85I} (Jo et al, 2004)

Km et al. 2007)2 MH|ZE HMEdt= 7| LHOM ZHA2
AH0| F5t= 0| £S5+ LAo| WFo|= TK|= 0]F0{d
= QU= ZH™AQ EXEtn SRS, Lljander and Mattson
(0022 Q1M O|ERIt &2 MH|A AQOIM= R0 AMH[A
HE Al o= &3 X Ei=7t 2240 AFo| 3 - 28 Fde2S
O|X|7| W20 IXE2|7t SRSICIN SHALE Hart (1990)2F Piercy
(199%5)= @ uxo FadE8 ZX5H, WsE Sdi MH|IA
HEOM nap wls= 2452 EY 4 AUCHD SIRUCE

2.2. X|ZHE 7HA|

HOlSRIA, 7190l MH|Aet D2 Zho| JeiE Sef wAECtD
SIQICE Olafst XI2tel Jhxls mo| FEaol Btolnt 02 -

=2t W AlZto] 2t CHEA| B7HEICH (Sanchezet al, 2006).
et al. 20072 Ol8Y A2 A¥™ 7HK0| 5FS 4 =W,

S
Ol 70| MH|A &5t 7ls= 7tol Ao mE&dit

v}

ennis

0

ZEXj0  oigt  MdAREE
HPx2 OIRM RAH, 7HY HEHQ Zeithaml (1988)2]
AfolMe XETt HHRtEel 83 %2 7HF, Wit dHstke
F=ZO| ME, Azt
Qeloz S, Holbrook (1999 SFAICHH
H0Y, 22 &2 MAISHCL

a Qo= X[ZtE  ZHX|Ql xR Cret Hfe=z
TEE[QUCE Sheth (1991)= AIRIH, 78H, BME, &48H, XX
7HX| & 5 7FK| X, Parasuraman and Grewall (2000)2 £Q7HX],
A2l 7K, AHB7HA|, EATEK] S 4 7HX| XHR, Sweeney and Soutar
@oone X, FME, A, MRH ZH § 4 JHK| XY,
Jd2|3 Chen and Hu (010 &% 7HIt 718X 7HK &
27HK| XL FESIRUCE

X
=
=

oHH, O|84nt 22 Srjatoiel X|2HEl ZEX[of Cfet ¢
=2 WA JHX|0| SHES FHLE (Son & Joo, 2008; Lee & Seo,

2011) S0 KXt 20 FME, AlRlH Z0o| HIgTHe
7HXIE | HT(Lee & Lee 2011; Cho & Ko, 2011)8IH =M, Ot
AT M= Babin et al. (1994)1F Shin and Kang (2004)0] A{H|A
0f Ao AHETH H8X ZHK| (Utilitarian Value)2t FH2HA 71K
XZHEl JEKel SRRtz &5t

(Hedonic  Value)S 24

=oAL,



20 The effect of beauty salon service quality on behavioral intention through perceived value : Gender, Regularity control effect

Babin et al. (1994)2 AH|XH @S O|20|M AH|XZE = 7HK|=
Hol HoM= 28H 7HK, AN HoME Y 7=
o, HE8H 7HKl= Y7ot A odHy Z2ofz 2F
flet =75 IHX|of siEsta, EY Jkk= o),

PH @A, SMH 7HKIE Stk SHRAC

-1, O —

o
Ral

M
ro

-1
0x HIr
3Q
o)

T

4 omo O g
ne
N

0
lot
ro
I
0x
=
ot

Boulding (19932 ®SOITS 4H|RIS0| £ Ciyol Chet
B Mom we WSS Uepfas Al

Fojgt = ojmt

bl
1o
o
39
_IT|_
[
M
rlo
° o
3
0
Hu
am
0%
:
o
™ Ho

njo
om
2
il
et
10
rx
et o

=2
)

Jot
>
0x
o
[e]
i
0

=
el
oy 12

Fofo wE

ro
Rl
ol
Sl

>
NN
N
4o
el4

on -4
o &
0%t
ofn
mo o
ox
on
Lo_|.
Ot
M
—

oo A

mo do
>

>
=
lo

gzl-
d0
N

o

&
Che AT0M 22 MR WS es S, HLE, 0 2|,
7igolztn
HYSICE (Hyun & Han, 2009; Jeong & Cho, 2005; Kandampully &
Suhartanto, 2001; Zeithaml, 1998). Fridgen (1991)= {704 2|&=2|
AR MH|A SHOIM MR o= 2 sfMsta, 70 W&ol oM
CHAZM AEHQ FHE [t WO, FHozs= FH

ARISOIA =8| 2lof 78 2lgs L= Z=2ta SHACt

OII
Ao

H
2
bl
-1
gl
ot
1o
ikl
ot
rat
e}
H
=o}
on
mjo
H

o
S
[
30
rir

2.4.S-O-R 0|2

S-O-R (Stimuli-Organism-Response Model) O|22 A 2|3Ho]|A
faiEl Aoz X= Stimulus) - /718 (Organism) - 2HS
(Response)2| 1IPgE A& =N 20| Hot= K= dl2|™
ks aPgel '[RIIME AN K=ol CHet 822 LIEHHCH=
Z40|C} (Mehrabian & Russeell, 1974).

A= (Stimulus)2 QIF2HA ol CHfst Xt=0] ZHQ1o| LHA] AFEHO|
@S O/X|= ZHO|1 (Eroglu et al, 2001), |7IH (Organism)y=
felel =2, 24 12| QXN dE &2 LA AEfO|H (Belk,
1975), Bt (Response)2 2IFetd X=F1t |7|MQ LiF ZEQ
Zut2 UojLt= dE - M2[A HRSO|CH (Sherman et al, 1997).
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Table 1 : Demographic Profile of Respondents (n = 261)

Category Frequency| %
(n)
Male 118 45.2
Gender

Female 143 54.8
<19 years 0 0.0
20 ~ 29 years 17 6.5
30 ~ 39 years 53 20.3

Age
40 ~ 49 years 104 39.8
50 ~ 59 years 62 23.8
60 = years 25 9.6
0 19 7.3
Under 2 Million Won 26 10.0
2 ~ 3 Million Won 38 14.6

Monthly Income

3 ~ 4 Million Won 51 195
4 ~ 5 Million Won 23 8.8
Upper 5 Million Won 104 39.8
1~ 2 per half month 8 3.1
1 ~ 2 per month 121 46.4
Visiting Count 1 per two months 81 31.0
1 per quarter 26 10.0
1 per half year 25 9.6
Under 10,000 won 8 3.1
Spending 10,000~50,000won 123 | 47.1

Amount
(per a visit) 50,000~100,000won 63 24.1
100,000~200,000won 46 17.6

Upper 200,000 won 21 8.0
Famous or 40 15.3
recommended
Close to home or work 84 32.2
Visit Criteria R bl |
(Up to 2 can be easonable or low 39 14.9
selected) price
Reliable regular beauty 168 64.4
salon
Reliable as a franchise 12 4.6

A0 AFREl SBHEE (n = 261)2 YEE EME Table 1 1t
ot ®BEo| MY¥He UXt (118 H, 452%)7F OGIXF (143 B,
548%)ELCt Cia MAoM, AH2 40 CH7t 7+

40 1, 30 CHOIA
50 CH7t 80%0letS AHX[SHRICE BE2HEE HEIgiez FFotH
t

5 WEkolgel @ ASAH ¥ 1~2 3 YR 1~5 A
FECE OHOM AHSHE o2 LIERICL o 0/84d
de7|FezEs NS O 17 OigES e AM”Ol
apekE EACE
43. 5% 2¥o| 24
2 97E= AVOs £ At%@ S8RYRNHS HABIo, 538
g0l IE N HEEGYS B FE 299 Mk
|+ CMIN / DF = 165962 / 89 (p = .000), RVMR = .04, GFI = 927,
AGFI = 888, NFI = 935, RFl = 912, IFl = 969, TLI = 957, CFl = 968,

RMSEA = 058 2N FZEHZA0| Mol o= LERTE 2}
#H==9| Standard Factor loading (FL), Composite reliability (CR),
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Figure 2 : Estimates of the Structural Model
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Appendixes
Appendixesl: Measurement Iltems and Validity Assessment
Category LF:;cti(i)r:gs AVE C.R a
Servicescape .723 .886 .848
Clean and comfortable .802
Modern Facilities and Equipment .825
Hairdresser Uniform .793
Technical Service Quality .739 .849 .785
The technology is superior to the others 779
To understand my hair condition and work .828
Employee Service Quality .720 .837 .758
Good manner and polite .805
Prompt service .759
Utilitarian Value 722 .886 .871
| felt the price was reasonable. .814
| felt the price was low. .825
| felt the price was fair .861
Hedonic Value 748 .898 .848
| felt healing in my heart. 870
| felt comfortable and peaceful .892
| felt happy .671
Behavior Intention .823 .933 .899
| want to visit next time .909
| will recommend this beauty salon. .815
| prefer to use this beauty salon continuously .887
CMIN/DF =165.962/89 (p=.000), RMR=.044, GFI=.927, AGFI=.888, NFI=.935, RFI=.912, IFI=.969, TLI=.957, CFI=.968,
RMSEA=.058
*Items were deleted during confirmatory factor analysis
Appendixes2: Mean, Standard Deviation and Correlations of the Constructs
1 2 3 4 5 6 Mean SD
1. Servicescape .850 3.783 .718
2. Technical Service Quality 513%** .860 3.910 .650
3. Employee Service Quality . 709*** 691 x** .848 4.073 .614
4. Utilitarian Value -.054 .259%** 125 .850 3.138 .875
5. Hedonic Value AB5T7*** .502%** .546*** .336*** .865 3.521 714
6. Behavior Intention 427 748%** .608*** .500%** .501*** .907 3.922 .663

***p<.00, - bold numbers indicate the square root of AVE
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Appendixes3: Structural Estimates(Amos)

Paths Estimate t-value p-value Hy&?:&ij
H1-1 Servicescape — Utilitarian Value -.301 -2.525 .012** Rejected
H2-1 Servicescape — Hedonic Value 129 1.238 .216 Rejected
H3-1 Servicescape — Behavior Intention .065 774 439 Rejected
H1-2 Technical Service Quality — Utilitarian Value .343 -.606 .545 Rejected
H2-2 Technical Service Quality — Hedonic Value .232 2.819 .005** Accepted
H3-2 Technical Service Quality — Behavior Intention .505 2.182 .029** Accepted
H1-3 Employee Service Quality — Utilitarian Value .101 .630 .528 Rejected
H2-3 Employee Service Quality — Hedonic Value .294 2.046 .041** Accepted
H3-3 Employee Service Quality — Behavior Intention .163 1.431 .152 Rejected
H4 Utilitarian Value — Behavior Intention .348 5.971 .000*** Accepted
H5 Hedonic Value — Behavior Intention .012 .188 .851 Rejected
SMC (R?)
Utilitarian Value .188(18.8%)
Hedonic Value .336(33.6%)
Behavior Intention .685(68.5%)
Appendixes4: Analyzing Multiple Group(gender) Confirming Factors
X2 df TLI CFI RMSEA Ax?/df
Modell : Unconstrained 261.748 178 .953 .965 .043
Model 2 : Measurement weights(A constrained) 271.536 188 .956 .966 .041 9.789/10
Model 3 : Structural covariances(A, @ constrained) 295.788 209 .958 .964 .041 31.287/27
Model 4 : Measurement residuals(A, ®, 6 constrained) 327.144 225 .955 .958 .042 65.397/47
0=.05 ; df=10, x=18.31/ df=27, x?=40.11/ df=47, x*=69.83
Appendixes5: Structural Estimates(Amos): Man vs. Women
Man (n=118) Women (n=143)
Paths Axe/df
Estimate C.R. p-value Estimate C.R. p-value
SS —» UV -.494/1 -.162 -.997 .319 -.241 -1.238 .216
SS — HV 1.198/1 -.007 -.041 .967 .253 1.586 113
SS — Bl .352/1 .055 467 .640 .107 .811 417
TSQ — UV .827/1 .405 2.725 .006 .552 2.450 .014
TSQ — HV .289/1 .183 1.317 .188 .245 1.402 161
TSQ — Bl -.042/1 .508 4.191 .000 AT72 2.894 .004
ESQ — UV -.502/1 .030 .146 .884 -137 -.505 .614
ESQ — HV -532/1 .365 1.769 .077 .209 .946 .344
ESQ — Bl 119/1 .146 917 .359 .170 .934 .350
UV — Bl .025/1 .314 3.282 .001 .358 4.452 .000
HV — BI -.337/1 .029 .294 769 -.017 -.181 .856
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Appendixes6: Analyzing Multiple Group (Regular customer) Confirming Factors
X2 df TLI CFlI RMSEA Ax3/df
Model 1 : Unconstrained 286.931 178 .941 .956 .049
Model 2 : Measurement weights(A constrained) 295.960 188 .944 .956 .047 9.029/10
Model 3 : Structural covariances(A, ® constrained) 339.326 205 .937 .946 .050 52.395/27
Model 4 : Measurement residuals(A, @, 8 constrained) 386.131 225 931 .935 .053 99.200/47
0=.05; df=10, x3=18.31/ df=27, x>=40.11/ df=47, x*=69.83
Appendixes7: Structural Estimates(Amos): Regular vs. Irregular
Regular customer (n=160) Irregular customer (n=101)
Paths Ax3/df
Estimate C.R. p-value Estimate C.R. p-value
SS —» UV .069/1 -.297 -1.550 21 -.268 -1.793 .073
SS —» HV -3.935/1 .587 3.390 .000 -.205 -1.570 116
SS — Bl -1.113/1 .218 1.244 .213 -.016 -.142 .887
TSQ — UV -1.390/1 .555 2.421 .015 .188 1.234 .217
TSQ — HV .031/1 .219 1171 .241 .240 1.794 .073
TSQ — BI -.569/1 .623 3.266 .001 513 4.267 .000
ESQ — UV 771 -.035 -.115 .908 .027 152 .880
ESQ — HV 2.004/1 -.071 -.269 .788 .543 3.261 .001
ESQ — BI 1.870/1 -141 -.602 .547 .369 2.410 .016
uv — BI 0.609/1 341 3.762 .000 413 4.466 .000
HV — Bl -1.141/1 .040 .358 .720 -.141 -1.241 214




