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on

Sig.
(2-tailed -000 .000 .000 .000 -000
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**) *) ) **)
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**) *) *) **)
on
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Correlati 1] .729(*%)
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269

269

269 269

269 269

** Correlation is significant at the 0.01 level (2-tailed).

4-2
Minimu | Maximu
N m m
# 269 2.07 5.00| 4.1851 .50108
# 269 1.40 5.00| 4.2203 .61453
# 269, 2.40| 5.00] 3.9167 60220
# 269, 1.80| 6.00| 4.8722 . 71285
# 269, 1.50| 5.00| 3.8287 66790
# 269, 1.00| 5.00 3.6327 .80067
Valid N
269
(listwise)
(Model 1)  AMOS 7.0

X *(6)=60.529(6) P=0.000 GFI Goodness of Fit

Index =0.937 NFI

Normed Fit Index =0.912 CFI

29

Comparative




Fit Index =0.919 RMSEA Root Mean Square Error of Approximation
=0.184 IFI Incremental fit index =0.920
AMOS 7.0
AMOS 7.0
(Model 2)
X °(6)=7.521(4) P=0.111 GFl Goodness of Fit Index =0.991
NFI Normed Fit Index =0.989 CFl Comparative Fit Index =0.995

RMSEA Root Mean Square Error of Approximation =0.057 IFlI

Incremental fit index =0.995 X
Model 2 Model 1 Model 2
4-3
Model 1 Model 2
> .239%** L239***
> L2(2%** 2 (2FF*

- .308*** .388***
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> | .261%** 261 %%
> | .375%xx .375%x*
> | .280%** .131
> | .350%x (267 %**
> .388xx*
> L 178%x*
> | .729%%* .626%**
X 2(df)= 60.529(6) 7.521(4)
p .000 .111
GFI .937 .991
NFI .912 .989
CFI .919 .995
RMSEA .184 .057
IFI .920 .995
1 *%()_001 0 .01

*0.05
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