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Abstract 
  

  The study sought to know the effect of pink marketing on the purchasing 

intention of women, and to know the role of perceived value of the brand in 

mediating the relationship between pink marketing and purchasing intention and 

according to its nature this study based on the descriptive method. The 

questionnaire was used to obtain the preliminary data for the study, where 260 

samples were distributed to a sample of (Orifairm) company customers in 

Khartoum state (Khartoum, Bahri, Omdurman) Retrieved (250) with a response 

rate about (95%). A number of descriptive and descriptive statistical methods 

were used to analyze the data collected and to test the validity of the 

hypotheses. The study found that there is a positive relationship between pink 

promotion and purchasing intention. There is a positive relationship between the 

pink promotion and the perceived quality and loyalty of the mark. The results 

also showed a positive relationship between the awareness of the mark and the 

purchasing intention, the existence of a positive relationship between mental 

attachment and purchasing intention. The results also showed that the perceived 

value of the brand does not mediate the positive relationship between pink 

marketing and purchasing intention. In light of these results, a number of 

recommendations have been developed, which are supposed to benefit the 

company in question and researchers in this field, most importantly the 

application to other institutions and companies that work in the field of women's 

needs and the need for personal interviews to obtain more accurate results 

because of the impact in Reading the facial and body expressions. It is also 

necessary to carry out specialized and in-depth studies to understand the nature 

of Sudanese women in order to gain knowledge of how to take the decision to 

buy products. Finally, this study reached many theoretical and applied contents 

and suggestions for future research. 
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اْ اٌّغٛلْٛ ٠ٚؽراض ط٠ٛلا تؼذٖ ذغرّش ٚوزٌه ط٠ًٛ تٛلد اٌفؼٍٝ اٌششاء لثً اٌششاء ػ١ٍّح ذثذأ

تؼذج   ذّش اٌششاء ػ١ٍّح اْ ار فمظ اٌششاء لشاس ػٍٝ اٌرشو١ض ِٓ تذلا وٍٙا اٌششاء ػ١ٍّح ػٍٝ ٠شوضٚا

ٚظّغ اٌثؽس ػ١ٍّح ذؤذٝ تاٌؽاظح اٌشؼٛس ٚتؼذ لاشثاػٙا اٌفشد ٌذٜ ؼاظح تٛظٛد ذثذأ ؼ١س ِشاؼً

 أٚػاِح أٚ ذعاس٠ح أٚ شخظ١ح أوأد عٛاء اٌّخرٍفح اٌّظادس ِٓ ششائٙا اٌّشاد اٌغٍؼح ػٓ اٌّؼٍِٛاخ

 ٠غرخذَ  اٌّغرٍٙه اٌرم١١ُ ٚفٝ ششائٙا اٌّشاد ٌٍغٍؼح اٌّراؼح اٌثذائً ذم١١ُ ِشؼٍح ذثذأ رٌه تؼذ ذعش٠ث١ح

 ٚإٌظاَاٌششائ١ح ٚاٌمذسج ٚاٌذ٠ّغشاف١ح إٌفغ١ح اٌخظائض تبخرلاف ذخرٍف اٌّؼا١٠ش ِٓ ِعّٛػح

 ع١ىْٛ ػاِحٚتظفح اٌششائ١ح ٚإٌٛا٠ا اٌرفض١لاخ ِٓ ِعّٛػح اٌٝ اٌرم١١ُ ِشؼٍح ٚذمٛد اٌفؼاي اٌرغ٠ٛمٝ

 اٌششاء ١ٔح ت١ٓ ػاِلإْ٘اٌه اْ الا ذفض١لا ا٤وصش اٌرعاس٠ح اٌؼلاِح اٌؼلاِح ششاء اٌّغرٍٙه ششاء لشاس

 اٌّفا١١ُ٘ ِٓ اٌششائ١ح ا١ٌٕحٚذؼرثش .اٌّرٛلؼح غ١ش اٌظشف١ح ٚاٌؼٛاًِ الاخش٠ٓ ِٛالف ّ٘ا اٌششاء ٚلشاس

 اٌعذ٠ذج إٌّرعاخ ٌّث١ؼاخ ِئششاتاػرثاس٘ا اٌششاء ١ٔح ذغرخذَ اٌششواخ ِٚؼظُ ، اٌرغ٠ٛك فٝ اٌٙاِح

 افضً ٘ٝ إٌٛا٠ا اْ ذشٜ الاظرّاػٝ إٌفظ ػٍُ فٝ ٚالاتؽازاٌؽا١ٌح ٌٍّٕرعاخ اٌششاء اػادج ٚػ١ٍّاخ

 اٌفؼٍٟ اٌغٍٛن ذئششػٍٝ ٚاٌرٟ اٌظٍح راخ اٌؼٛاًِ وً دِطفشد ٌىً لأٙاذغّػ اٌفشد ٌغٍٛن ِئشش
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Ajzen2002
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Ajzen2002

  ٝ٘ٚ 

ٔظش٠ح اظرّاػ١ح ٔفغ١ح ٚسإ٠ح اظرّاػ١ح ذفغّش اٌرغ١ش ٚالاعرمشاس الاظرّاػٟ وؼ١ٍّح ذثادي ذفاٚض١ح ت١ٓ 

ٚذطشغ ٘زٖ إٌظش٠ح فىشج أْ اٌؼلالاخ الإٔغا١ٔح ذٕشؤ ِٓ ؼغاتاخ غ١ش ِٛضٛػ١ح . ا٤طشاف اٌّخرٍفح

ٚذشظغ ظزٚس ٔظش٠ح اٌرثادي الاظرّاػٟ .  ِٚٓ ِماسٔح اٌثذائcost-benefit analysisًٌٍرىٍفح ٚإٌّفؼح 

 . ٚوص١شاً ِا ذغُرخذَ ٘زٖ إٌظش٠ح ا١ٌَٛ فٟ ػاٌُ ا٤ػّاي. الالرظاد ٚػٍُ إٌفظ ٚػٍُ الاظرّاعاٌٝ 

ظٙشخ ٔظش٠ح اٌرثادي الاظرّاػٟ وبؼذٜ الاذعا٘اخ إٌظش٠ح اٌرٟ ذثٍٛسخ فٟ أٚائً اٌغر١ٕاخ ِٓ اٌمشْ 

, اٌؼشش٠ٓ، ٔر١عح ٌّا ٔشؤ ِٓ سأٞ ؼٛي اخفاق اٌثٕائ١ح اٌٛظ١ف١ح فٟ ذط٠ٛش ٔظش٠ح ذؼىظ اٌٛالغ الإِثش٠مٟ

فعاءخ اٌّؽاٌٚح ا٤ٌٚٝ ٌرؼرّذ ذفغ١ش اٌغٍٛن تٕاء ػٍٝ . ٚذفغش اٌغٍٛن الإٔغأٟ فٟ ِغر٠ٛاذٗ اٌّخرٍفح 

فمذ ؼاٌٚد , أِا اٌّؽاٚلاخ اٌلاؼمح. ذشذثظ فٟ تؼض ِضّٛٔٙا تؼٛاًِ ت١ٌٛٛظ١ح , ػٛاًِ ٔفغ١ح تؽرح

. ذعاٚص اخرضاي اٌغٍٛن الإٔغأٟ تشدٖ ٌٍؼٛاًِ إٌفغ١ح تبدخاي اسذثاط اٌغٍٛن تاٌثٕاء الاظرّاػٟ ٚاٌصماف١ح 

فٟ دساعح , ا٤ٚي: الا أٔٗ ٠ّىٓ الاعرفادج ِٓ اٌعأث١ٓ , ٚتاٌشغُ ِٓ ٘زا اٌرثا٠ٓ ت١ٓ أطؽاب اٌرثاد١ٌح

ٚأِا اٌعأة اٌصأٟ فرشذىض . ِٚا ٠ّىٓ أْ ذرضّٓ ِٓ ذؤش١شاخ ِرثادٌح ت١ٓ طشفٟ اٌرفاػً, ػ١ٍّح اٌرفاػً



35 
 

أ١ّ٘رٗ فٟ اِىا١ٔح الأرماي ِٓ ِغر٠ٛاخ اٌرفاػً ا١ٌٚ٤ح اٌٝ تؽس ِغر٠ٛاخ اٌرٕظ١ّاخ ِؼمذج اٌرشو١ة 

ِٓ , ِٓ ِظادس ِؼشف١ح ِرؼذدج, ٚخاطح فٟ تذا٠رٗ, اعرفاد أطؽاب ٘زا الاذعاٖ. ٚاٌّغرٜٛ اٌّعرّؼٟ 

ٚوراتاخ , تّا فٟ ٘زا ِثذأ إٌفؼ١ح, أّ٘ٙا تؼض أفىاس ٚافرشاض١اخ ِفىشٞ الالرظاد اٌغ١اعٟ اٌىلاع١ىٟ

٠ٚشظغ ظزٚس ٘زا اٌفىش . ٚتشىً خاص الافىاسخ اٌرٟ ظاءخ فٟ اٌّذسعح اٌغٍٛو١ح , الأصشٚتٌٛٛظ١١ٓ

 (  2013ػّش ،). اٌٝ الاذعا٘اخ اٌفىش٠ح فٟ ػٍُ الالرظاد ٚ ػٍُ الإٔغاْ ٚػٍُ إٌفظ 

: الولاهح الأساسية لنظرية التبادل الاجتواعي 

ٔظش٠ح اٌرثادي الاظرّاػٟ ذؼذ اؼّذ إٌظش٠اخ اٌغ١ٛع١ٌٛع١ح اٌّؼاطشج اٌرٟ ظٙشخ وبؼذٜ اٌثذائً إٌظش٠ح 

ٚذشظغ اٌعزٚس اٌفىش٠ح ٌٙزٖ إٌظش٠ح اٌٝ آساء تؼض اٌفلاعفح ٚاٌؼٍّاء اٌز٠ٓ , فٟ ػٍُ الاظرّاع اٌغشتٟ 

فمذ شغٍد ٘زٖ اٌؼ١ٍّح ا٘رّاَ تؼض اٌفلاعفح ا١ٌٛٔاْ . ِٕز اٌمذَ  (ا٤خز ٚاٌؼطاء  )ا٘رّٛا تؼ١ٍّح اٌرثادي 

وّا . فٟ اٌمشْ اٌصآِ ػشش " آدَ ع١ّس " ٚ " آدَ ف١شظغْٛ" ٚاٌف١ٍغٛف ا٤خلالٟ , أسعطٛ: ِٓ أِصاي 

 :  ٟ٘, ذؤششخ ٔظش٠ح اٌرثادي الاظرّاػٟ فٟ ٔشؤذٙا تصلاز ِظادس ٘اِح 

: الاقتصاد الكلاسيكي 

داف١ذ : "اعرفادخ ٔظش٠ح اٌرثادي الاظرّاػٟ ِٓ آساء تؼض الالرظاد اٌىلاع١ىٟ إٌفؼٟ ِٓ أِصاي 

الا أْ ِفَٙٛ اٌّرثادي فٟ الالرظاد اٌىلاع١ىٟ ٠ش١ش اٌٝ " . تٕراَ"ٚ " ظْٛ عر١ٛاسخ ١ًِ"ٚ " س٠ىاسدٚ

ت١ّٕا ٠ٕظش أطؽاب ٔظش٠ح اٌرثادي الاظرّاػٟ اٌٝ ِفَٙٛ ِرثادي ػٍٝ أٔٗ ٠ؼٕٟ ولاّ . اٌرثادي اٌّادٞ فمظ 

 .  ِٓ اٌرثادي اٌّادٞ ٚ اٌرثادي اٌشِضٞ غ١ش اٌّادٞ

: الانثروبولوجيا الوظيفية

ار ذؤششخ ٘زٖ إٌظش٠ح تثؼض . أششخ الأصشٚتٌٛٛظ١ا اٌٛظ١ف١ح فٟ ٔشؤج ٔظش٠ح اٌرثادي الاظرّاػٟ 

ٚاٌرٟ لاَ تٙا تؼض ػٍّاء , اٌذساعاخ ا٤ٔصشٚتٌٛٛظ١ا اٌرٟ أظش٠د فٟ تؼض اٌّعرّؼاخ اٌثذائ١ح 

" ِاسع١ً ِٛط"ٚ " تش١ٔٚغٍِٛاو١ٕٛفغىٟ"ٚ " ع١ش ظ١ّظ فش٠ضس: "ا٤ٔصشٚتٌٛٛظ١ا اٌٛظ١ف١ح ِٓ أِصاي 

"  ولاٚد١ٌفٝ عرشاٚط"ٚ 

: علن النفس السلوكي

" عى١ٕش: "ٔعذ أْ ٔظش٠ح اٌرثادي الاظرّاػٟ لذ ذؤششخ تآساء تؼض ػٍّاء إٌفظ اٌغٍٛو١١ٓ ِٓ أِصاي 

ٚاٌرٟ ٌٙا  (عٍٛن اٌىائٕاخ اٌؼض٠ٛح)اٌزٞ ٔشش تؼض اٌذساعاخ ػٓ اٌغٍٛن الاظرّاػٟ فٟ وراتٗ ػٓ 

 .  ذؤش١ش وث١ش فٟ ٔشؤج ٔظش٠ح اٌرثادي الاظرّاػٟ

: بعض القواعد والأسس التنظيرية في التبادل الاجتواعي

ٚ ِا ٘ٛ غ١ش ِىٍف ٌفشد ِؼ١ٓ لذ لا . ِا ٘ٛ ِىٍف تإٌغثح ٌفشد ِؼ١ٓ لذ لا ٠ىْٛ وزٌه تإٌغثح ٌفشد آخش

.  ٠ىْٛ وزٌه تإٌغثح ٌفشد آخش ِشرشن ِؼٗ فٟ ػلالح ذثاد١ٌح 
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ٚ ِا ٘ٛ ٔافغ ٌفشد ِؼ١ٓ لذ ٠ىْٛ ٔافؼاً ٌفشداً آخش ِشرشن . ِا ٘ٛ ٔافغ ٌفشد لذ ٠ىْٛ غ١ش رٌه ٌفشد آخش 

. لذ ٠ىْٛ إٌشاط اٌرثادٌٟ را وٍفح ِٕٚفؼح ٌفشد ف١ّا ٠ىْٛ أوصش ِٓ رٌه ٌفشد آخش . ِؼٗ فٟ ػلالح ذثاد١ٌح 

ت١ّٕا ٠ىْٛ ألً ِٓ رٌه تإٌغثح ٌفشد آخش ِشرشن , ٚلذ ٠ىْٛ إٌشاط اٌّرثادي را وٍفح ِٕٚفؼح ػا١ٌح ٌفشد

.ِؼٗ فٟ ػلالح ذثاد١ٌح 
 

 (  2010اتشا١ُ٘ ، )

: هفاهين نظرية التبادل الاجتواعي 

  ٟٔ٠خرٍف ػٓ , اٌزٞ ٠رىْٛ ِٓ إٌشاط ٚاٌرفاػً ٚ اٌؼاطفح ٠مَٛ تٙا اٌفشد: اٌغٍٛن الإٔغا ٛ٘ٚ

. اٌغٍٛن اٌؽ١ٛأٟ ٤ٔٗ ٠ٍّه اسشاً اظرّاػ١اً ٚشمافح شاٍِح ٚلذسج ػم١ٍح ػا١ٌح 

  أٞ شّٓ ل١اَ اٌفشد تؼًّ ٠طٍة اٌّعرّغ ِٕٗ اٌم١اَ تٗ فٟٙ ِؽفض تمذس ِاٟ٘ : اٌّىافآخ الاظرّاػ١ح

. ٘ذف ٌٍؽظٛي ػ١ٍٗ 

  أٞ لذسج إٌشاط الإٔغأٟ ػٍٝ ذمذ٠ُ ِٕفؼح ٣ٌخش٠ٓ ٚاِىا١ٔح ذثادٌٗ تٕشاط أغأٟ آخش : إٌّفؼح .

  أٞ و١ّح إٌشاط اٌزٞ ٠غرٛظة ِٓ اٌفشد اٌم١اَ تٗ ٌماء ؼظٌٛٗ ػٍٝ ِٕفؼح : اٌىٍفح الاظرّاػ١ح

. ِشذمثح أٚ ِرٛلؼح 

  اٌرٟ ٠غرٛخٝ اٌفشد ذؽم١مٙا – ِاد٠ح أٚ ِؼ٠ٕٛح – اٌّظاٌػ أٞ اٌطّٛؼاخ اٌزاذ١ح .

  اٌرثادي أٞ ذمذ٠ُ ٔشاط اظرّاػٟ ِٓ لثً اٌطشف ا٤ٚي اٌّشرشن فٟ ػ١ٍّح اٌّثادٌح اٌٝ اٌطشف

. اٌصأٟ ٌماء ؼظٛي ا٤ٚي ػٍٝ ٔشاط عاتك فٟ اٌصأٟ 

  إٌّافغح أٞ اٌرغاتك فٟ اٌؽظٛي ػٍٝ أوثش ػذد ِّىٓ ِٓ إٌشاطاخ الاظرّاػ١ح تؤلً وٍفح

. ٚاػٍٝ ل١ّح فٟ ػ١ٍّح اٌّثادٌح 

  ٟأٞ ذ١ّٕح إٌّاشظ الاظرّاػٟ ٌظاٌػ ِّاسعٙا : الاعرصّاس الاظرّاػ.
( 
 ( 2014طٍؼد ،) 

: طرق البحث في نظرية التبادل 

:  ٕ٘ان شلاز طشق تؽس ٌٙزٖ إٌظش٠ح ٟٚ٘

أٞ ِشالثح عٍٛن أػضاء ػ١ٍّح اٌرثادي الاظرّاػٟ تشىً ِثاشش : اٌّلاؼظح اٌّثاششج : اٌطش٠مح ا٤ٌٚٝ 

.  دْٚ ٚظٛد ٚاعطح ٚذغع١ٍٙا تذلح ؼغة تشٔاِط ِرضّٓ أ٘ذافاً ٚاضؽح ٌٙزٖ ٌّشالح اٌّٛظٛدج 

اٌّرىٛٔح ِٓ أظٙضج اٌىرش١ٔٚح ٚوٙشتائ١ح ٌشطذ عٍٛن أػضاء : اٌّخرثشاخ إٌفغ١ح : اٌطش٠مح اٌصا١ٔح 

.  اٌعّاػح اٌرعش٠ث١ح اٌخاضؼح ٌٍّشالثح اٌّثاششج 

ؼ١س تذأ ترمذ٠ُ ؼثٛب  (ظٛسض ِٕ٘ٛض  )ِلاؼظح عٍٛن ط١ٛس اٌؽّاَ اٌزٞ لاَ تٙا : اٌطش٠مح اٌصاٌصح 

ٚػلالح رٌه  (وّىافؤج  )اٌطؼاَ اٌٝ اٌؽّاَ وّؽفض ٌٍغٍٛن اٌغش٠ضٞ ٌٙا ِٓ أظً ِؼشفح سغثرٙا فٟ اٌطؼاَ 

تأذفاػٙا فٟ ِّاسعح عٍٛن آخش ِٚؼالثرٙا تٛاعطح ؼشِأٙا ِٓ ذمذ٠ُ ٘زٖ اٌؽثٛب ػٕذ ػذَ اعرعاترٙا 

 . فشض١اخ ٔظش٠ح اٌرثادي الاظرّاػٟ  (ِٕ٘ٛض )ِٚٓ ٘زٖ اٌرعشتح عاق . ٌثؼض ِرطٍثاخ ذعشترٗ 
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: القضايا الرئيسية للنظرية التبادلية 

٠رطٍغ اٌثشش فٟ ػلالاذُٙ الاظرّاػ١ح اٌٝ ذعٕة اٌغٍٛن اٌّىٍف اٌزٞ لا ٠ؼٛد تاٌفائذج ػ١ٍُٙ : أٚلاً 

.  ٠ٚرؤعظ اٌرثادي ٚفماً ٌزٌه ػٍٝ أعاط ؼغاب اٌرىٍفح ٚ اٌؼائذ 

اٌغٍٛن اٌثششٞ ٠رُ ِٓ خلاي اٌّماسٔح ت١ٓ اٌثذائً اٌّخرٍفح ذثؼاً ٌّثذأ اٌرىٍفح ٚ اٌؼائذ ِٚٓ شُ اٌؽ١اج : شا١ٔاً 

الاظرّاػ١ح ذؼذ عٍغٍح ِخرٍفح ِٓ الاخر١اساخ ٠ٚفُٙ اٌرفاػً ت١ٓ إٌاط ذثؼاً ٌزٌه ػٍٝ أعاط اٌرثادي اٌزٞ 

.  ٠ىْٛ ِؽذداً فٟ اٌؼلالاخ اٌرعاس٠ح ٚغ١ش ٚاضػ اٌؽذٚد فٟ ػلالاخ اٌظذالح 

اٌرثادي لا ٠مرظش ػٍٝ اٌعأة الالرظادٞ فمظ ٚأّا ٠شذثظ تاٌعٛأة إٌفغ١ح ٚالاظرّاػ١ح فرغ١ش : شاٌصاً 

اٌؽ١اج ٚفك عٍغٍح ِٓ اٌرثادي ذض٠ذ ٚذٕمض ِٓ ِخضْٚ ا٤فشاد أٚ اٌعّاػاخ ِٓ اٌمٛج أٚ اٌظ١د ٚ ٠رُ 

ٚ ذؼٕٟ أْ اٌفشد ػٕذِا ٠مذَ . اٌرثادي ٚفك ل١ُ اٌّعرّغ ٚ ِؼا١٠شٖ ف١ٕرط ػٕٗ ِا ٠طٍك ػ١ٍٗ اٌرثاد١ٌح اٌّؼّّح 

ػٍٝ ِغاػذج ا٢خش٠ٓ ٠ؤًِ فٟ أْ ٠ظً ػٍٝ ِصٍٙا ػٕذِا ٠ؽراظٙا ٟٚ٘ ٔظش٠ح ذمَٛ ػٍٝ ذفغ١ش اٌغٍٛن 

 (2010اتشا١ُ٘ ،). اٌرفاػٍٟ ت١ٓ ا٤فشاد ٚوزٌه ذفغ١ش ػ١ٍّاخ اٌعّاػح 
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0.1.4

a Little's MCAR

Chi-Square = 478.208DF = 458Sig. =. 485

1.1.4
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2.1.4

3.1.4

Frequency PercentValid 
Percent

Cumulative 
Percent 

Valid

18  25 55 23.2 23.2 23.2 

26  35 92 38.8 38.8 62.0 

36  45 18 7.6 7.6 69.6 

46  55 72 30.4 30.4 100.0 

Total 237 100.0 100.0 
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251823.235

2638.845367.65546

30.43526

Frequency PercentValid 
Percent

Cumulative 

Percent 

Valid

 81 34.2 34.2 34.2 

 124 52.3 52.3 86.5 

 32 13.5 13.5 100.0 

Total 237 100.0 100.0  

34.252.3

1302
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Frequency PercentValid 
Percent

Cumulative 

Percent 

Valid

 13 5.5 5.5 5.5 

 91 38.4 38.4 43.9 

 108 45.6 45.6 89.5 

 18 7.6 7.6 97.0 

 7 3.0 3.0 100.0 

Total 237 100.0 100.0  

5.538.4

45.67.63.0

Frequency PercentValid 
Percent

Cumulative 

Percent 

Valid

 30 12.7 12.7 12.7 

 104 43.9 43.9 56.5 

 103 43.5 43.5 100.0 

Total 237 100.0 100.0  

12.743 943.5
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Frequency PercentValid 
Percent

Cumulative 

Percent 

Valid

 1000 102 43.0 43.0 43.0 

 1000  

2000 

104 43.9 43.9 86.9 

 2400  

5000 

31 13.1 13.1 100.0 

Total 237 100.0 100.0  

100043.02000

100043.95000240013.1

20001000 

 

Frequency PercentValid 
Percent

Cumulative 

Percent 

Valid

 118 49.8 49.8 49.8 

 119 50.2 50.2 100.0 

Total 237 100.0 100.0  

49.8

50.2 

 

 

 

 



58 
 

Frequency PercentValid 
Percent

Cumulative 

Percent 

Valid

79 33.3 33.3 33.3

 99 41.8 41.8 75.1 

 45 19.0 19.0 94.1 

3  4  14 5.9 5.9 100.0 

Total 237 100.0 100.0  

41.8

Frequency PercentValid 
Percent

Cumulative 

Percent 

Valid

  48 20.3 20.3 20.3 

   69 29.1 29.1 49.4 

  120 50.6 50.6 100.0 

Total 237 100.0 100.0  
 

50.6

 

Frequency PercentValid 
Percent

Cumulative 

Percent 

Valid

22 9.3 9.3 9.3 

 110 46.4 46.4 55.7 

 90 38.0 38.0 93.7 

3  4  15 6.3 6.3 100.0 

Total  100.0 100.0  
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46.4

 

Frequency PercentValid 
Percent

Cumulative 

Percent 

Valid

   103 43.5 43.5 43.5 

   69 29.1 29.1 72.6 

  52 21.9 21.9 94.5 

3   4  13 5.5 5.5 100.0 

Total 237 100.0 100.0  

 

43.5 

 

 

Frequency PercentValid 
Percent

Cumulative 

Percent 

Valid

   77 32.5 32.5 32.5 

   94 39.7 39.7 72.2 

  43 18.1 18.1 90.3 

  3 4  23 9.7 9.7 100.0 

Total 237 100.0 100.0  

 

39.7
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4.1.4

 

5.1.4
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Kaiser-Meyer-Olkin Measure of Sampling 

Adequacy. 

.824 

Bartlett's Test of 

Sphericity 

Approx. Chi-Square 737.361 

Df 78 

Sig. .000 

   .800 

   .515 

   .740 

  .649  

  .790  

  .668  

 .853   

 .805   

 .778   

.686    

.832    

.719    
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.726    

 

6.1.4

Kaiser-Meyer-Olkin Measure of Sampling 

Adequacy.

.718 

Bartlett's Test of 

Sphericity 

Approx. Chi-Square 279.597 

Df 3 

Sig. .000 

.842 

.879 

.882 

 

7.1.4
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8.1.4

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .780 

Bartlett's Test of 

Sphericity 

Approx. Chi-Square 823.329 

Df 66 

Sig. .000 

.774    

.827    

.755    

.778    

   .853  

   .857 

 

  .807  

 

  .783   

  .829  

 .868   

 .830   

 .746   
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Cronbach’s alpha 

  CR AVE MSV MaxR(H) 

 0.755 0.435 0.403 0.757 

 0.758 0.512 0.382 0.767 

 0.618 0.356 0.347 0.646 

 0.516 0.267 0.403 0.535 

 0.793 0.489 0.396 0.796 

 0.766 0.523 0.185 0.78 

 0.737 0.483 0.311 0.738 

 0.667 0.502 0.366 0.677 

 0.838 0.633 0.382 0.842 

 

9.1.4
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10.1.4

1- 

2- 

3- 

 

4- 
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5- 

6- 

7- 

11.1.4
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12.1.4

Measure Estimate Threshold Interpretation 

CMIN 83.115 -- -- 

DF 59 -- -- 

CMIN/DF 1.409 Between 1 and 3 Excellent 

CFI 0.964 >0.95 Excellent 

SRMR 0.046 <0.08 Excellent 

RMSEA 0.042 <0.06 Excellent 

PClose 0.738 >0.05 Excellent 

Congratulations, your model fit is excellent! 

Cutoff Criteria* 

Cutoff Criteria

Measure Terrible Acceptable Excellent 

CMIN/DF > 5 > 3 > 1 

CFI <0.90 <0.95 >0.95 

SRMR >0.10 >0.08 <0.08 

RMSEA >0.08 >0.06 <0.06 

PClose <0.01 <0.05 >0.05 
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13.1.4
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14.1.4

Measure Estimate Threshold Interpretation 

CMIN 150.502 -- -- 

DF 47 -- -- 

CMIN/DF 1.202 Between 1 and 3 Excellent 

CFI 0.959 >0.95 Excellent 

SRMR 0.079 <0.08 Excellent 

RMSEA 0.086 <0.06 Terrible 

PClose 0.000 >0.05 Terrible 

Unfortunately, your model fit could improve.  

Cutoff Criteria* 

Cutoff Criteria

Measure Terrible Acceptable Excellent 

CMIN/DF > 5 > 3 > 1 

CFI <0.90 <0.95 >0.95 

SRMR >0.10 >0.08 <0.08 

RMSEA >0.08 >0.06 <0.06 

PClose <0.01 <0.05 >0.05 
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15.1.4
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16.1.4

Measure Estimate Threshold Interpretation 

CMIN 71.541 -- -- 

DF 48 -- -- 

CMIN/DF 1.490 Between 1 and 3 Excellent 

CFI 0.970 >0.95 Excellent 

SRMR 0.046 <0.08 Excellent 

RMSEA 0.046 <0.06 Excellent 

PClose 0.609 >0.05 Excellent 

 

Congratulations, your model fit is excellent!

Cutoff Criteria* 

Cutoff Criteria

Measure Terrible Acceptable Excellent 

CMIN/DF > 5 > 3 > 1 

CFI <0.90 <0.95 >0.95 

SRMR >0.10 >0.08 <0.08 

RMSEA >0.08 >0.06 <0.06 

PClose <0.01 <0.05 >0.05 
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17.1.4

CR

MSV, MaxR(H)AVE

  
         

 
0.66                

 
0.581*

**

0.71

6 
             

 
0.538*

**

0.52

6*** 
0.596             

 
0.635*

**

0.61

1*** 

0.589

***
0.516           

 
0.630*

**

0.53

4*** 

0.480

***

0.369

** 
0.699        

 

0.321*

**

0.35

6*** 

0.415

***

0.278

* 

0.379*

** 
0.723       

 
0.388*

**

0.48

9*** 

0.362

***

0.557

*** 

0.450*

** 

0.430**

*
0.695     

 
0.437*

** 

0.37

8*** 

0.307

**

0.605

*** 

0.475*

** 
0.293** 

0.373*

**
0.708   

0.455*

** 

0.61

8*** 

0.438

***

0.566

*** 

0.451*

** 

0.408**

*

0.385*

**

0.516*

** 
0.795 

Significance of Correlations:† p < 0.100* p < 0.050** p < 0.010*** p < 0.001
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18.1.4

   
Estimate 

 <-->  .581 

 <-->  .538 

 <-->  .635 

 <-->  .526 

 <-->  .611 

 <-->  .589 

 <-->  .379 

 <-->  .450 

 <-->  .475 

 <-->  .430 

 <-->  .293 

 <-->  .373 

 <-->  .630 

 <-->  .321 

 <-->  .388 
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Estimate 

 <-->  .437 

 <-->  .455 

 <-->  .534 

 <-->  .356 

 <-->  .489 

 <-->  .378 

 <-->  .618 

 <-->  .480 

 <-->  .415 

 <-->  .362 

 <-->  .307 

 <-->  .438 

 <-->  .369 

 <-->  .278 

 <-->  .557 

 <-->  .605 

 <-->  .566 

 <-->  .451 

 <-->  .408 

 <-->  .385 

 <-->  .516 
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1- 

2- 
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3- 

4- 

5- 

6- 

7- 
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Measure Estimate Threshold Interpretation 

CMIN 154.921 -- -- 

DF 94 -- -- 

CMIN/DF 1.648 Between 1 and 3 Excellent 

CFI 0.943 >0.95 Acceptable 

SRMR 0.046 <0.08 Excellent 

RMSEA 0.052 <0.06 Excellent 

PClose 0.379 >0.05 Excellent 

Congratulations, your model fit is acceptable. 
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Estimate S.E. C.R. P Label 

 <---  .010 .153 .066 .947 par_18 

 <---  .523 .149 3.512 *** par_19 

 <---  .074 .173 .431 .667 par_20 

 <---  .477 .293 1.625 .104 par_21 
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Measure Estimate Threshold Interpretation 

CMIN 125.068 -- -- 

DF 80 -- -- 

CMIN/DF 1.563 Between 1 and 3 Excellent 

CFI 0.961 >0.95 Excellent 

SRMR 0.051 <0.08 Excellent 

RMSEA 0.049 <0.06 Excellent 

PClose 0.528 >0.05 Excellent 

Congratulations, your model fit is excellent! 
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 (Estimate) 

   
Estimate S.E. C.R. P Label 

 <---  .220 .118 1.864 .062 par_11 

 <---  .211 .088 2.391 .017 par_12 

 <---  .135 .120 1.117 .264 par_13 

 <---  .337 .106 3.190 .001 par_14 
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Measure Estimate Threshold Interpretation 

CMIN 361.688 -- -- 

DF 253 -- -- 

CMIN/DF 1.430 Between 1 and 3 Excellent 

CFI 0.933 >0.95 Acceptable 

SRMR 0.055 <0.08 Excellent 

RMSEA 0.043 <0.06 Excellent 

PClose 0.892 >0.05 Excellent 

Congratulations, your model fit is acceptable.
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 (Estimate) 

   
Estimate S.E. C.R. P Label 

<---  .486 .140 3.481 *** par_24 

 <---  .067 .171 .392 .695 par_25 

 <---  -.006 .151 -.041 .967 par_26 

 <---  .249 .167 1.487 .137 par_27 

 <---  .230 .114 2.017 .044 par_28 

 <---  .205 .154 1.332 .183 par_29 

 <---  .270 .135 2.000 .045 par_30 

 <---  .001 .148 .007 .994 par_31 

 <---  .194 .142 1.367 .172 par_32 

 <---  .415 .201 2.063 .039 par_33 

 <---  .073 .165 .444 .657 par_34 

 <---  -.065 .184 -.356 .722 par_35 

 <---  -.064 .207 -.309 .757 par_36 

 <---  .127 .279 .455 .649 par_37 

 <---  .597 .277 2.158 .031 par_38 

 <---  .784 .331 2.373 .018 par_39 
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Measure Estimate Threshold Interpretation 

CMIN 252.890 -- -- 

DF 119 -- -- 

CMIN/DF 2.125 Between 1 and 3 Excellent 

CFI 0.941 >0.95 Acceptable 

SRMR 0.051 <0.08 Excellent 

RMSEA 0.062 <0.06 Acceptable 

PClose 0.034 >0.05 Acceptable 

Congratulations, your model fit is acceptable. 

 (Estimate) 

   
Estimate S.E. C.R. P Label 

 <---  .548 .149 3.683 *** A

 <---  .289 .124 2.326 .020 par_27 

 <---  .242 .155 1.557 .119 par_28 

 <---  -.351 .253 -1.392 .164 par_29 

 <---  -.107 .193 -.553 .580 par_23 

 <---  .467 .159 2.940 .003 par_24 
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Estimate S.E. C.R. P Label 

 <---  .017 .187 .094 .925 par_25 

 <---  .560 .323 1.732 .083 par_26 

 <---  .224 .146 1.533 .125 B 

Indirect Effects (Group number 1 - Default model) 

 
    

.000 .000 .000 .000 

 -.079 .054 .065 .123 
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Measure Estimate Threshold Interpretation 

CMIN 188.753 -- -- 

DF 120 -- -- 

CMIN/DF 1.573 Between 1 and 3 Excellent 

CFI 0.943 >0.95 Acceptable 

SRMR 0.046 <0.08 Excellent 

RMSEA 0.049 <0.06 Excellent 

PClose 0.521 >0.05 Excellent 

Congratulations, your model fit is acceptable. 

 

 (Estimate) 

   
Estimate S.E. C.R. P Label 

 <---  .161 .191 .846 .397 A

 <---  .005 .173 .026 .979 par_25 

 <---  -.159 .216 -.738 .461 par_26 

 <---  .986 .411 2.399 .016 par_27 

 <---  -.034 .148 -.232 .816 par_21 

 <---  .526 .145 3.621 *** par_22 
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Estimate S.E. C.R. P Label 

 <---  .121 .172 .701 .483 par_23 

 <---  .203 .335 .605 .545 par_24 

 <---  .287 .129 2.236 .025 B 

Indirect Effects (Group number 1 - Default model) 

 
   

.000 .000 .000 .000 

 .283 -.046 .001 .046 
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Measure Estimate Threshold Interpretation 

CMIN 224.097 -- -- 

DF 137 -- -- 

CMIN/DF 1.636 Between 1 and 3 Excellent 

CFI 0.933 >0.95 Acceptable 

SRMR 0.050 <0.08 Excellent 

RMSEA 0.052 <0.06 Excellent 

PClose 0.386 >0.05 Excellent 

Congratulations, your model fit is acceptable. 

 



94 
 

 (Estimate) 

   
Estimate S.E. C.R. P Label 

 <---  -.019 .153 -.122 .903 A

 <---  .258 .140 1.842 .066 par_26 

 <---  .003 .170 .020 .984 par_27 

 <---  .625 .307 2.035 .042 par_28 

 <---  .009 .154 .060 .952 par_22 

 <---  .518 .150 3.455 *** par_23 

 <---  .082 .172 .479 .632 par_24 

 <---  .471 .323 1.460 .144 par_25 

 <---  .007 .121 .055 .956 B 

Indirect Effects (Group number 1 - Default model) 

 
   

.000 .000 .000 .000 

 .004 .000 .002 .000 
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Measure Estimate Threshold Interpretation 

CMIN 194.460 -- -- 

DF 137 -- --

CMIN/DF 1.419 Between 1 and 3 Excellent 

CFI 0.955 >0.95 Excellent 

SRMR 0.048 <0.08 Excellent 

RMSEA 0.042 <0.06 Excellent 

PClose 0.830 >0.05 Excellent 

Congratulations, your model fit is excellent! 

 (Estimate) 

   
Estimate S.E. C.R. P Label 

 <---  .128 .177 .722 .471 B

 <---  .231 .162 1.428 .153 par_26 

 <---  .470 .215 2.181 .029 par_27 

 <---  -.146 .320 -.456 .648 par_28 

 <---  -.014 .154 -.088 .930 par_22 

 <---  .479 .148 3.233 .001 par_23 
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Estimate S.E. C.R. P Label 

 <---  -.021 .185 -.111 .911 par_24 

 <---  .512 .298 1.716 .086 par_25 

 <---  .199 .083 2.386 .017 A 

Indirect Effects (Group number 1 - Default model) 

 
   

.000 .000 .000 .000 

 -.029 .093 .046 .025 
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