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Abstract

Purpose - With the rapid economic development, great changes have happened in the Chinese beer market. The scale of
imported beer is increasing. However, the sales of native Chinese beer decrease in recent years. It is because more
Chinese customers prefer beer with unique attributes than those with lower prices. In order to take an advantage in this
market, practitioners should develop new products to satisfy Chinese customers. Scholars have also focused on beer
characteristics to estimate consumers’ behavior for improving the development of beer industry. However, most studies are
theoretically centered on marketing strategy management or general understanding of the market. It is not enough for us to
explain customers’ consumption patterns. Some empirical research did attempt to find out beer attributes that may influence
their choice behavior. However, they failed to verify what can increase customers’ utility through a new product. More
importantly, few evidences can be found in the literature. Therefore this study explores the major characteristics of imported
beer which may associate with customers’ preferences.

Research design, data, and methodology - With the results of literature review and focus group interview, we found out four
main imported beer attributes and the levels of each factor. A pre-test is constructed to check the problems in the
questionnaire protocol. With the results of pre-test, the revised questionnaire is processed among customers who have
purchased and had imported beer in China regions such as Beijing, Shanghai, Jiangsu, Guangdong and so on. The
choice-based conjoint analysis is applied to analyze the useful data of 205.

Results - Results indicate that choice-based conjoint analysis is the effective method to estimate customers’ choice
behavior. Results also indicate that country of origin, price, taste, and package affect customers’ preference and the
importances of imported beer attributes are significantly different.

Conclusions - Country of origin, price, taste, and package are important for customers to make an imported beer choice
decision. Marketers should consider these determinants and their importance to develop new products. Moreover,
choice-based conjoint analysis should be the useful method for practitioners to develop a new product of imported beer for
sustainable business in the competitive industry.
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oAt SFHQl Feg OjXictn  HESHRICE  Dorado,
Chaya, Tarrega, and Hort(2016)= HEZXALE st 2MZA0
of et Hizeh ZES WRILE = A0 AHAHE2 Foeh o
FE 10 1 Yo S5uE 20T HelH 540
ALt JELt 2H[RF 288 M43t IUSAZE += U= &

Mgt oto|Lt HHRHO| CHOHO] =&okA| MRUCE Loz &
HIXte| 282 NetHQl Aol o5l R¥ez JHSA &
A

M AHXIAFSES o5 = U2 L ofL2t AH|XHS0|
St= o 20| ofE ZAQIX|E metgt o= U MME T =
20| & Zo|ct. Z282HE JiYY = Ue £2 EH F ¢
LI7F AXRQIE EAM(conjoint analysis)O|CHAhn, Seo, & Yang,
2011; Green & Srinivasan, 1978).
HZQE ZME HE MESH0| o5t AH|RS| 28
AESHE ZIE HIECER JHY Mzmdte MEES o=
At sl= 7|®O|CHGreen & Srinivasan, 1978). H
M Z=HE(full profile)2 O|8%t TSXE UXRQUE 2
(traditional conjoint analysis) % MEH™ X0l
choice-based conjoint analysis)2 2 Ltz = QUCt MEH
Z0 242 oEF Z2H0f| ZE £4o| =7t ROMX|H
B &=9l8 ZFshk=0 oggo| eez HEdt 282
= EFEO| QUCh M Oofet 2 LHEES ERHA|
UAs MEdH HARCIE 2MZ LS B2 YoM 28

[m
s
1z
(@)
vs)
oo O 1xrx k1o

;EI _)I\‘ P S = S O
St Atk o€ =0, M| YAEHOLE AF o 24Pl
S AYE iYL ZOrfM ofo| B2 ATt O|ROIM UG

(e.g., Ahn et al., 2011; Kim & Kim, 2015; Lockshin, Jarvis,
d’Hauteville, & Perrouty, 2006). 3= A|ZO|A AH|XIEQ| ¢
SHo| StE AAE Ve Seez ot Rt ATIh UCH
(e.g., Yoo, Sung, & Ko, 2015). O ZX|2t JE2 MEHIH #HAX

CIE 40| ot TESH U=QE FME 0|8t 2H|AE

o 282 JHAZ =+ Us HF MESY U K920 O
5t0] HSOIRALE Ahn et al(2011) S YHE HE27tS9 o
TZD0| ofstH MEtH HAZXQIE EM2 MEH HXRQUE 2
MEL 05 Y97t o202 MHYE W A HS 2 7|
BO[2t3 Z|oigh & QUCh J2fLf MEY HRQIE 24 Y
= W MYE HEo HEstH YTE It 8le Aol A
2OICE HE0 Yoo et al.(2015)= ot= AdE SHSEZ o

2HIASC FHESS FSHAD MA W LA SCh

g2 OX|1 Y= 5= A2 Olslst=t] 23 S %x}0
215ty M-85t=0| oA 'd0| UL
It 2 g7e 53 AHXE YR ZARD H
3 BN o EHEREZ St +guFo
MOl MElL Sl =F0f C{5H0 AHmE X} SHCf S
E EMZ 0|83l &= AH[AEO0| MZ5HAX
U0 T2 0K 2218 YOotEnX} HCIME
3 %(conditional logit model)S S5t ZHESI AL SO}
Elgd ZAXQIE ZMOIM QU= MEH MEO| =gt
Z=go| =& 3744 I 47j¥ezr FEs0 o=
£ H|mstaxt stk oo M2t OB S0 W3 Al
Jheh oo|C|o| W B= M MY HWHo| 8% O E
2 HMAISHX} BiCk

b ot sy

gl

rx 2 Ho

AU ot Jfok O Jjm Hu OF 1M R N

iy

MUl

3

= 0z ox

M=ol CHet %= 71§22 7||7T 5,000 OjA~ZEHD|O} X|
doz H&g| =2H7HX|2E (Cardello et al, 2016; Kiefer,
2001), 19M|7|ZO|0{OF2t0| =0 FYUSHA ZIACE I A
ST0AM HE WFEsIO| FEOR AH|XE0| W0 CH
JHE AKX} HOtEZ|X| RSIYUCE 20M[7] X0 MY 7|YES0|
2ol 53 UWxE MAS YHAZ|HD CHIJAXD AR
M N 2T, 3Y HE 2F S AQALE A LHSIR
CHSo, 2002). 0|01M 20A|7| B +=F2 &ie WxF7|YS0|
HZ=ELA 2L A 2 FHCE 530 S0{UX(E 7t
BRL7t QleEHM B AH|XIE0| FLHAH WO St B
gk st BEME iR QX =7 EFECZ QI5t0 CfEE
Alnfstn 2QCHHeracleous, 2001). O|2{st Sl WFE EX}
G20l FYCE FSIPYEE= W, gF, Bt S AN
H 2,000 ARl ZLfM WEIZEE SN WFE LAY
2hdtAI7|2 T SHRICE 1978 JHEIHR O|F ofiel 7|Y
oo sHRto 2 MT FTPo| M MAT|S0| ZAtEt E|HA
O X Sl B T FHMo| w2t WRAHO| HHSHA E
AUCL &= JUL F=WF, GIFUWFE, 2[00 glgUlE 52
7hdH|7L E0tM AHIXIE £H0|M =EES EUCE E3] 1 A
7101 &30|M QlzH| U A O2|0 YEH § ReBE
WEE O AT = QUR/ATD WM MA 192 ST
T|ACE BHHO| =QUz= HIW 71402 HE QIX|=It &
Of LA HEZ 0]7|X| 238} CHHeracleous, 2001). 21A4|7|
0l S0iQt &= WF AH|F0| HOX|HM AH[XE0| HED}
Aol 7HEE FT5tn 2013 STUHRE =UF0| Cf
ot AHZE LM BWRE ST & o SEXel R2E
QCHChina Industry Information, 2018). S4|XI=20f =X
= IZUAF WRE 2017H0) OHEU2 2016 HELCE 2.3%=

b o

fjo

mjr ofy



Zhihua Gao, Zhangjian Wu, Feng Gao, Jun Zhang / International Journal of Industrial Distribution & Business 9-6 (2018) 57-64 59

PR 202 0.7%7F HASHYCE HdUNoR QU=
20171H0| 7.16Y 2|EHE 7|25t 11 2016 7| CHH| 10.8%
SOl £ Al ME F7|2| 14.8%=2 50.54% 2I0|
QICHChina International Beer, 2018). £=Q!oix= = =9l Oizx
o NEHHREE & 279%E XX[StR20 1912 Eof /AU
Ch. 3 CHS0l= HAIZ(14.7%), #7(0(9.3%), HEZE=
(8.8%), E2E7ZH8.8%), AILQ1(6.9%), $t=(6.6%) =2 =& L}
EbStCHJiu.ifeng.com, 2018).

XIS B UTAFOIN SYUFE G £ A= 0
b AME, 742, S OIR|E S8 XS FF UM
ool Bef Y& 7|H B Aot 12D NS FHoE 4

HIX 282 SHAIZ + Us EYS JE2

N

H&sh=0 =

26917| LH20|CkLiu, 2016; Wang, 2017). 5 Meizye
Ab|xfo| MBE0| YD OIFCHS 20| MBATOIA Aot

g % Qict

Mej20[2r HIBOILE MHIATL FHRID Sl 8 &
Xl EFE BJOIM AH[XO| MzdQet FOfOIAL A}
2198t 2HA|7t = AS 90|t Gardial, Clemons, Woodruff,
Schumann, & Burns, 1994). AH|XIEL WZFO| o EXH
40| TSt 56t ngsE WRO| O MzEIF 1
Q010 ofsto TIPSt FHO| HCh 5 UF Mezye 4
HIXt 281F ZIZst ZAIH UL

Mty 2 SXE2 WFE MEISHZ o2 AH[XE
O] AH|EHQE MYHSI{ D AMES 7|2UCE Z=7| Allison and
Uhi(1964)2 == MEHGHQ(O| &S O|X|= Q9I0| Sto| 7t
X Z=QSICID ZAXESHICE 0= Hogarty and Elzinga(1972)=
7142 SAHOR AHRS0| URE PofSHs BOIS Mot
UL A|EH Y™ B AH|KE| dEsE 42 E Q1510]
74Z0[Lt BF 0|29 CHE K210 Z F5HA 07]7] A%
StA E|RUCL Sester, Dacremont, Deroy, and Valentin (2013)
2 x AHRSO| DOOINY| FHS 0Kl Qolo| et
OfL|z} ZEEEZ OFF ZQlCtn ZHZ3SIQUCE Speece et
al(1994)= SEAFO FYUF AHS HHED BT M
£do| o, &, YIS, JHY, 2R, BE, o[Ofx], A
ME, FM, FH ol FH 107 O|fE SUCt H|xsh 2
Ho|AM Khmelnytska and Swift(2010)= 23 2}0|L} AH|XIE
a2 HAEXASD 2ME At +=guF FojdS0o|
ges OX|z Koo St =Sty ZF, CXRQl, 4K,
BE, FOf 7tsd, = 714 § of] AHR-oM aHg &=
QICt X|MBIRLE %20 &0 Aquilani et al.(2015)= =
o B, Kgel J1H, RSFE, 120 TES FHo=
AH|XFEO| HZ=MEH BHQ|2 FSIACE Dorado et al.(2016)

rir
=)

r
>
o
A
i
o
-
o
Of
kI
>

b ot=
dES B L oot =3I,
o| St BYME QIX|&, O|O|X| 2
SlRILCt Cardello et al.(2016)2 H|zx:
St 40| Us WFE JHUStD AH[XS
I

10 rot ofm Jm o2 r|
OF of
> —
2

2l .
7|E SO IS UF MeimNe FumMozm UMK,
2o, WFO| My, SUC OIX|E, 8]
2 sdfo] U= of
S| TS Mt

= HF0| BARAXE msk=0| A7 ALt = AHIRESS|
282 IUNZ = U= 4ES LotE= A0| HF 325t
Ch= AOICh AEE JHEsh=0 &8 £ U= YEE 30
M AEHA ZARQIE EM0| Hit FRHRISH & 283t UCk
2.3 Metd HRQIE 24

Meys 7ixolE EMe ZOIE 2N J|Y offf 58 3
SILICE HZXOIE 2MS ME £4S HigoR AHXIo| 28
2 OF35ta AHR7 HESIARL S 4ES FEohe WY
O|CHGreen & Srinivasan, 1978; Lee, 2012). & QM=z7J}

JIRID e g JHO| FRS £40| A Jhe] SFOILY
32 I Eith BE MEisN2 Jjuo= Jhy semE

T
i ol o
ZzEs WS 4 U

o

4 FYUzo| T2EHR AH|XIEQ

MBEE ZARSD 2M3 21010 282 EoteE 2od=
XIE 0|&F3sh= 7| "olct.

Mef® ZAZOIE B2 ME 442 HEOER UISOH I

7o ZtA AME mzIg ot MEH M| E(choice set)Z2 AH|X}

SoA SAl0l MAIStD 250 7HY Mzshe AFE Z2ELS

0|=5t= HHHO|CHANhN et al., 2011; Lee, 2012). J12{L} AH|X}
S0| HAJEl Z2LE OfF AL MESIX| @42 4= Yon=2 2¢
MES MEO| MEH OtgHno choice option)2 ZETA|Z == QUCH
(Lee, 2012). [M}2}A MEHY ZAXRQIE EMS McFadden(1974)
O Mot ACIMHE 23 2Ho| o|st0] HA|~F(aggregate
level)OllN FFstn @2 ZAut= 2 Ciotnt ME otetol 28
KoJ(Ui-UMEROrSh o O|X|= FHo R sfjadg 4= QU

ACNE BA 2d2 ZF ME NEo| =3sh Z2Lo| £
‘dotg 0| 8%t7Lt Z2Eo| E41F O|F0f Cisto] Eotst &
Aol E4E2 SAl0| SE¥sE A8stn o] SHXI 242
20| HotAL MEE SES oSse 2@ s
o Ar2ste 2AHEHH0|CHLee, 2012; McFadden, 1974). Bt
oF of" £33t 1Z(i)0] FO{Fl MEH ME(K) 5 E-T ¢
WE D2E()S MEsiCtn 7PEstHE FAe| 2-8(random
utility)off 2lsto] £t T2 LS MEG =HE(p)2 Ctaat &
o| M=g = UCL

~

u

exp(e,5)

-
> exp(ayB)
K=1

bij =

Oof7| A==gk(coefficient) B FFstX} = ==Lt =
7ty U 24Ol £40| SEAS E4o Wl Hatst
= FYWzo| MEH CHote| HIEE o|O|siCt

MEY HXQIE EM2 AH|XISO0| 48 7+ AXEQl Hju
Sot7| 20| FOHAZOILE FARRE A=OM RIRE ==
= AE0| enE ALt YAOA o] 28|
£0], Lockshin et al.(2006)= MEHS HZQIE
AH|IRF MZ 20| @22 0/X|= 2elo| MEH
J|AK|, 7K, O2(0 MH|AZE JACED X[E S
ZIE T|HIC 2 AH|X} 288 IAZ
2 EE5ID O AEERE0 st ZESIRY

=5}A Kim and Kim(2015)2 HZ7|sAlE £M49| AH|
At M= E metst7| 2[sto] MEY ZHXQIE 2ME 2B
Ct. Ahn et al.(2011)2 D22 HAEZ 200 Mt M
By 7AXQIE BAMo| miE2| HAEY JHEsH=0l 207t AU

— \d
R

230
UL

ot

fae)

ol
2y

o
o
r o

Ir o
o
my [N
rlo

o

0X Ix
o
iy

[l

3R P HI e M
0

3
r=
0z

o

=
[>T

ot

mjo g

12



60 Zhihua Gao, Zhangjian Wu, Feng Gao, Jun Zhang / International Journal of Industrial Distribution & Business 9-6 (2018) 57-64

Cto ASSHRUCE
o A7t ULk AF0| HXRQIE
40| CHSt] HESIUX T HE
2 ZIAHSIICt ofF EfMo|Lt AYHE
D MEdH HAXOQI 1

2009). M2t & SfEs O
1 MEHS HXQIE EMZ 282311 =2 AH|XIS0| MBs}
= TYWFo| MERLRMO)| CHSHY] Lot X} BHCH.

12 Hr

= o =
QIE EM2 SHe

201= SN ©S
(o]

e

E BAMoM B &4 B =79 =E Z
Mot= Aol 712 ZQBICHAhN et al., 2011). QYLfstH =M
o Zb =FQ 7t HE oW 2ol = AUt AHX|L
HE Mo 40| Ciet E4E BHESH7|7F 0| 7] WEO|LC}.
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<Table 1> Selection attributes and attribute levels of imported beer

Imported beer .
selection attribute Atiribute levels
COO Netherlands | German Belgium Spain
Price 8-10.9 yuan 11-15.9 | Over 15.9
yuan yuan
Taste Fruit Cool Bitter and
sweet
Package Bottle Can

32. Z2E 74 U X2

= TN T HERE2 4744712 SdF 170,
Hel Hd== 27, 2712 Hd+= 172 LHF0X|7] 2
of 78 7tset Z2E(profile)2] = & 727}(4x3x3x2)0|L}.
M =29l 27t HF Bol SEAL B Z2ES H|
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0 FASo| 2T 12708 FASHSICHANN et al., 2011; Sul,
Kang, & Park, 2007). 2L} 127§°] =2ES SA|0| 2{s}
1 =9 HE Y= A2 fX| YCHGreen & Rao, 1971;
Green & Srinivasan, 1978). [M2tA ZLMHAE B350 2=
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2ot ZEE SILIE MESIete WYeE  TIWSHIICL
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Ol FHE 2=XE Hor2FEYE 0|83l0 =0
M SQUUFE 4HZHO| Y= TUS (|40 RRE X
—
o

SHAILE. =8, ddl, 22, &3 S XYM T 250F 22X

£ HiRSIR D HAsH SEOIK| AL 25K 2o A2
XE HMelst & 2055 (2|+& 82.0%)2 3= CIO|HZE HF
2M2 XIsHSAC)
Lo 1 o AN .

o ARSI 5
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LIEFStO M, 1 ChSolle 7@ 34(16.6%), AMRixt 28%
(13.7%), mZ= E3H WA} 198(9.3%), 7|&Xt 16H(7.8%), 3t
M 15H(7.3%) S =92 LIEIGCEL & HFAES0M 2,000-
4,999.992|0t O|BF HHZFJ} 68F(332%)22 7FA oD,
5,000-7,999.99(0t 0|0t 60%(29.3%), 8,000-9,999.992(¢t 0|
O 38%H(18.5%), 10,0009/9t O|AF 23%(11.2%)2 LIEFSCY.
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2M2 LIMDEP(limited dependent program)

Z2IHS ABSH +UF HESYol B4E FYSIACL

=40 2ot Atz= HCME 23 Z¥o| YAtz HEj=z
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alternative) @ 2 St FHSIEE E|QUCE DHS FHSH| ¢
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-

50 7HE Mzsle D2 MEIXIZEE THUUSE MBI
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SIRACL 2|2l CIO|EHE HEoz MEly AXQIE 24 ZAnt
L <Table 3>1} Z+0| L}EFSICE.
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<Table 2> General characteristics of respondents

X% 371.247*#x
Hit ratio: 37.1%

Item n %
Male 149 72.7
Gender
Female 56 27.3
18-29 52 254
Age 30-39 90 43.8
groups 40-49 59 28.8
Over 50 4 2.0
Less than 2,000 yuan 16 7.8
Salary 2,000-4,999.99 yuan 68 33.2
monthly 5,000-7,999.99 yuan 60 29.3
(RMB) 8,000-9,999.99 yuan 38 18.5
More than 10,000 yuan 23 11.2
High school 29 141
Education University/Collage 126 61.5
Graduate school 50 24.4
Technical post 16 7.8
Salesman 85 41.5
Researcher 34 16.6
» Student 15 7.3
Position Professor/Teacher 19 9.3
Businessman 28 13.7
Household 5 24
Others 3 1.5
<Table 3> Choice-based conjoint analysis results
3 cards 4 cards
Attribute Level Coefficient Importance Coefficient Importance
(%) (%)
Netherlands | -0.494xx -0.230
German -0.652+* -0.373%
COO Belgium 04007 27.975 0.465" 41.602
Spain base base
8-10.9 yuan| 0.003 -0.002
Price 11-15.9 yuan|-1.653** 25,352 -2 147 *%* 17.394
OV;: a1nS.9 base base
Fruit 0.327 0.650% * *
Taste | 0148 | 28301 | 2190 | 33734
B'tst\?vre:tnd base base
Bottle -1.643%** -1.421%%%
Package 18.372 7.270
Can base base
Log Iike:ggood: 474536 Lg 4';’?3';‘1’“:
1 0.358 R? 0.485

X% 523.426% %%
Hit ratio: 28.6%

tp<0.1, *p<0.01, **p<0.05, ***p<0.001

K

MEY ZAXQIE EMZANO|NM 2F ME MEO| s=gux o
2T NS =t FA[SH AL log likelihood ZfO| —
474536, x* 70| 371.247(p<0.001), R? Zt0| 0.3580|22 &
o| Xgtstn MEHO| =Ctn Y 4= QUCE et ZF MER A
Eo| Z2L0| 4744 HojE M 2HOo| Matstn HHZO|
Ot ECH 2 QICKlog likelihood=—438.071; x°=523.426;
p<0.001; R?=0.485).

QUM MEAEYO| Rz FHE A2 S0 A
= = UCh UME Z2Q 7RY HAR I M=o Ht
S 0Kl Q918 QAK|, 7}Z(11-15.9yuan), 2|3 ZXHO|
UCtD & == QUCL +QuUFE Z2EO| 4744 MAIR o 7+
(11-159yuan) % =2 F= 1 Mo J&S O/X| X2t
QIAK|(Netherlands)= ZZ T 374% HASH A9} Ct2H &
Q5K e Aoz LIEtGICE IAX|(German and Belgium)
S SHIIY)2 I MT=O| |opt &2 O/X|l= A= Lt
EFLCY.

B2Yol 05 EfgMEZ 0|5 HZ(hit ratio)E AMESt &
g = UL} o|x d=ees FEAIQ £2IHXE 0|83}0]
O== MEfo| 2t SEHXII ANE Medst Zd1p Aot X
St=7tE Btotste X|HO|CHLee, 2012). & AFOM Z2E
IVIN HAIZ O ol HEEs 37.1%0|1 470401 AHL
28.6%0|22 3744 Z2LEZ KMAISH ZLIt 0|5=0| LS
=Ctn & 4= QlCk

QUM MEiSMO| Z9 HIHO|A Z2EO| 374 XA
ot 40| SBt0| 28.301%2 7I& 523 Ao=Z LiEiLn 1
C2 L QIAX|(27.975%), 7+24(25.352%), ZAH(18.372%)Q ==
O LIEPRCE Z2HO0| 4744 2oE ZAR0s |MX|Tt
41.602%2 7t& Z=Q8t ZHoZ LIEIGD SHe 33.734%2 2
=2|2 LIEFRCE 2|30 7H24(17.394%)0] 3=2{0|0 =L
7270%2 4492 LItCH

M AZCE ZM0M ZCIME 23 2YS 0|83t
1271 A= MEZE =28 7Y B a4 44 T o
YUFo| X A o5E MYHFES FYSIACL 4
MEO z=&E =282 A B CE, Z2T0| 47142 42 D
FI15t BAE|Q{CE O ZAbs <Table 4>Qf Z0| LIEHHT
R OHm A= MEOIM Z2EO| IHMO|Lt 47hM S =
Ao Azgio] =24 B= 22 39.3% U 38.1%Z &
2 ANEHREE St ARE LIEMRCE gLt A
ME} MEO|IM Z2EO0| 374N HMAlg If Z2E B 7Hy 5
WFE M5t O5E AIEERE0| 91.0%2 H=HO
2l ERUCE 2|0 Z2EUO| 474 EoE B0 C 430
M =2 ABEREE81%)Z XSt QUL

ot Z2EO0| /WM B 47N oF HEf MEO| ZFSto
IS8 RrE 053 X0I7F A=K HESH| 2I5H0] GFE Al
FHFRED HAN AIZERE2 Xto| HIES 2830 YHH|
U(paired ttest) HYS HAISIRACL 24 Zno| H=E F
7HR - Y2 XHo|7t Gls A2 = LIEHHTHp>0.05).
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<Table 4> Prediction of market share

) Actual Prediction Difference of
Chs(;ltoe Profile| Market share | market share prediction
3 cards| 4 cards |3cards|4 cards| 3cards |4 cards
A | 0329 | 0244 | 0.25 | 0.048 | 0.079 | 0.196
] B | 0336 | 0254 |0.393| 0.381 | 0.057 | 0.127
C 0.335 | 0.252 | 0.357 | 0.333 | 0.022 | 0.081
D - 0.250 - 0.238 0 0.012
A 0.473 | 0.325 [ 0.143 | 0.095 | 0.33 |0.0230
5 B | 0.035 | 0.337 |0.464 | 0.429 | 0.429 | 0.092
C | 0492 | 0.010 [0.393 | 0.286 | 0.099 | 0.276
D - 0.328 - 0.19 0 0.138
A | 0.060 | 0.143 | 0.06 | 0.143 0 0
B | 0910 | 0.286 | 0.910 | 0.286 0 0
® C | 0.030 | 0.381 |0.030 | 0.381 0 0
D - 0.190 - 0.190 0 0
A 0.478 | 0.331 [ 0.167 | 0.250 | 0.311 | 0.081
10 B 0.486 | 0.009 [0.292 | 0.250 | 0.194 | 0.241
C 0.035 | 0.331 [ 0.542 | 0.300 | 0.507 | 0.031
D - 0.329 - 0.200 0 0.129
A | 0.217 | 0.005 |0.217 | 0.005 0 0
11 B | 0.391 | 0.039 |0.391| 0.039 0 0
C | 0.391 | 0.926 |0.391 | 0.926 0 0
D - 0.029 - 0.029 0 0
A | 0280 | 0.331 |0.280 | 0.263 0 0.068
12 B 0.342 | 0.329 [0.342 | 0.211 0 0.118
C | 0378 | 0.012 |0.378 | 0.368 0 0.356
D - 0.328 - 0.158 0 0.170
Mean 0.090 | 0.133
Paired t-test :;B?:;:;
5 48
5.1. A7AL}

2 oPE Faop UHED Qe B3 +UUF ALS
THUeR TF LHIXES| AHYEESE Ofsist IS0 7+
HBSte R0l He%MHS FolD 2 4HIX 70|
BIEAIZ & Qe MMES JjustaE SHo| ot FF 4
HIXIE CHMCZ o[BS XD MYy #Xols 248
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Aozt s AE HEEHYCE ok Z2 H7En
Khmel'nyts’ka and Swift(2010) 2| F&ut uiA=0|Ct.
W, SYUT Met METE FT AHIKOH Y I 4%Ho
2 HABtRE 49 1S9 d3E0 gdge oiXls dE%d
O] L2 A=z UEIRLE Ol 7|Hez itEsh £49 T2
8 o= Etgdo| xo7k A= 20| Malone and Lusk
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