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APPENDIX A

Questionnaire (English Translation)

Dear Respondents

18 November 2005

The questionnaire you are going to answer right now is a part of the survey
research embedded in the dissertation of Mr. Pisuth Lertvilai. The objectives
of this study is to wunderstand the influences of marketing and non-
marketing activities on the attitude toward the slimming dietary
supplements CLA (in this regard, the inclusion is CLA 600 and CLA Advance)
The data collected from this study will be treated in the most professional
manner and will be used for academic purpose only. Please keep in mind
that there is no right or wrong answer(s). Your true feelings and opinions

about your job are what we are interested in.

In the first section: Ifyou feel that your answer is very closely related to
one end of the scale (i.e.,strongly agreeor strongly disagree), you should

place your check mark as follows:

Strongly disagree | X1 1 1 | | Il strongly agree
OR
Strongly disagree 1___ | 1 1 I | I_X_I strongly agree

If you feel that your response is quite closely related to one end or the
other of the scale but not extremely (i.e., agree or disagree), you should

place your check as follows:

Strongly disagree I_|_X | 1 | | | strongly agree
OR

Strongly disagree | | I | I I X | Strongly agree
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If you feel that your response seems only slightly related to one end or
the other of the scale but not really neutral (i.e., slightly agree or slightly

disagree), you should place your check mark as follows:

Strongly disagree I___| X 11 I___1I___ 1 strongly agree
OR
Strongly disagree 1__ | | 1 X 11 I strongly agree

In the second part, similarly to the first part, please place your check mark
to one end or the other of the scale concurring to your opinion toward the

context on the left hand side.

In the third part, this is the general information and you other comment if

any.

IMPORTANT: Please make each scale a separate and independent judgment.
Work at fairly high speed through this questionnaire. Do not worry or
puzzle over individual scales. It is your first impressions, the immediate

feelings about the scales that we are interested.

Should you have any question to this questionnaire, please feel free to
contact Mr. Pisuth Lertvilai at the telephone number 02-2649888 and O01-
8137426.

We would like to say many thanks for your support to this research work.
When you finish answering the questionnaire please return them back in the

supplied envelop within December 8, 2005.

Mr. Pisuth Lertvilai

Faculty of Pharmaceutical Sciences, Chulalongkorn University
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Section 1 Knowledge, wunderstanding, general information and
consumption of CLA 600 and CLA Advance
Please mark J the box n in front of the choice that

mostly match your experience

1. How do you rate your body as of now (please mark m at the section on

the line that mostly match you feeling)

Too thin Appropriate Too fat

2. How do your friends and colleagues that are important to you rate

your body as of now

Too thin Appropriate Too fat
3. How do you use CLA dietary supplement
ml. first time n2. experienced the
product already
4. Normal dosage of CLA dietary supplement you are now taking
(more than one answer is allowed)
O 1. CLA 600 capsule/day
0 2. CLA AdVancCe....ccooeeeiiiimiiiiieeeeeeees capsule/day

5. How do you use CLA dietary supplement

O 1 Continuously(such as daily consumption up to

0O 2. Not continuously (such as periodical consumption) and the last

consumption was fOr ......cccoooeviiviiiiiiinieeiei e months
6. Expenditure for CLA iS QVErage ....cccccoreiiiiiimmriiiieeiennieeeerennaeeeees baht/month
7. Do you also use other slimming measures as well as CLA for weight
management (You can choose more than one answer)
nl. Diet

Never 1 1 1 1 1 1 1 1 Alwavs
0O 2. Slimming belt

Never 1 1 1 1 1 1 1 1 Alwavs
O 3. Exercise

Never 1 1 1 1 1 1 1 1 Alwavs

O 4. Acupuncture



Never I___ I 1 1 111 TAlways
O 5. Massage
Never I I 1 1 1 11 TAlways
0 6. Other weight controlling

Dietary supplement
Never | | | | | | I I Always

Never | I I | | | | I Always

8. Other types of dietary supplements that you are now using
together with CLA (answer could be more than one)

O 1. Vitamin category €.g...ccceeeeeeeeennn.

Neverl | 1 1 | I Always

0O 2. Weight Controlling category e.g...

0O 3. Skin & Beauty category e.g..........

Neverl__ 1 11 1 1 1 IAlways

9. Where doyou buy CLA 600 and CLA Advance dietary supplement
(answer could be more than one)

0O 1. Modern drug store (near your home or office)

Neverl LI 111 1 | Always

0O 2. Modern drug store in the shopping complex
(Watsons, Boots, GNC, P&F, Siam Drug)

Neverl__ 11111 1 1 Always

0 3. Telephone or Fax , then delivered by the company

Neverl__ I L1 1L 1 1 Always

O 4. Internet

Neverl 1 1 1 1 1 1 1 Always

O 5. Mail order

Neverl 1 1 1 1 1 1 1 Always

O 6. Direct sales

Neverl 1 1 1 1 1 1 1 Alwavs

0O 7. Others (please specify)

Neverl 1 1 1 1 1 1 1 Always

10. Are you exposed to (to see/ to hear/ to read) any media on CLA 600 and
CLA Advance

O 1. Yes 0 2. No (Skip to item number 12)
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11.From the media that you exposed to (to see/to hear/to read) Please mark
in the box O in front of the selected media that you know (could be more
than one) and how much influence your selected media have upon the decision
making process to buy CLA600 and CLA Advance-Please mark / in the box

that suit your decision on the influence box

Oo1. TV

No influence atall I | 1 | 1 I highest influence
0O 2. Radio

No influence atall I | 1 | 1 I highest influence

0O 3. Magazine

No influence atall I | | | | | | I highest influence

O4. News paper

No influence atall I | | | | | | I highest influence

O05. Brochure/Poster

No influence at alll | | | | | | lhighest influence

O6. Internet

No influence at alll | | | | | | lhighest influence

O7. Others (please specify)

No influence at alll | | | | | | lhighest influence

12. Did you know that there are various promotional campaigns for CLA 600
and CLA Advance dietary supplement

ST YES n2. No (skip to number 14)

13. From the promotional campaigns for CLA 600 and CLA Advance dietary
supplement that you know, please mark V in the box O in front f the
campaign that you knew (answer could be more than one) and how much
you like those that you preferred campaign (please mark V' in the space
that suit your preference

0O 1. Discount

Don't like at alll | | | | | | ILike it most

0 2. Duo or Trio pack

Don't like at alll | 1 | | | | ILike it most

0O 3. Free gift as CLA product
Don't like at alll | | | | | | ILike it most

0O 4. Other free gifts
Don't like at alll | | | | | | ILike it most

O 5. Lucky Draw
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Don't like at alll | | | | | | | Like it most

0 6. Mail on pack leaflet for gift exchange

Don't like at alll | | | | | | I Like it most

0O 5. Others (please specify)...
Don't like at alll | | | | | | | Like it most

14.How high of the influence the people shown below has upon you for
decision making of CLA 600 and CLA Advance(answer them all) Please mark

in the space that match your opinion on the influencing line

1. Physician

No influence at all | |, 1 highest influence
2. Pharmacist

No influence atall 1 1 1 1 1 ) , highest influence
3. Parents

No influence atall 1 1 1 1 1 | , highest influence
4. Friends

No influence atall 1 1 1 1 1. . ) , highest influence
5. Relatives

No influence atall 1 1 1 1 1_ , ;  highest influence
6. Nutritionist

No influence atall 1 1 1 1 1 ) , highest influence
7. Celebrity that you like

No influence at all 1 L I ! , highest influence
8. Lover/Husband

No influence atall 1 1 1 1 1 ) , highest influence
9. Your offspring

No influence at all 1 1 | .| 1 ., highest influence
10. Product consultant

No influence at all 1 1 1 1 1 . ! ; highest influence
11. Others (please specify)...

No influence at all 1 i 1 1 1 1 ., highest influence
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Secion 2 Please mark = in the box that suit your opinion on CLA 600

/ CLA Advance in various aspects that shown in the left hand side

row of the table

Opinion on CLA 600

/ CLA Advance that

you are now using

1

2)

3)

4)

5)

6)

7)

This product is
very safe

This product is
very convenient to
consume

This product is
highly effective for
weight controlling
or reducing

This product has
very good image
The packaging of
this product is
very attractive

The packaging of
this product is
very good so to
deliver a good
quality product

| am highly
confident to use
the product since
the composition
are from natural

sources

Strongly Agree Neutral Disagree Strongly

Agree Disagree



Opinion on CLA 600

/ CLA Advance that

you are now using

8) I am highly
confident to use
the product since
the product is
certified by
reliable institute
such as Thai FDA

9) |1 am highly
confident to wuse
the product since
it is available for
long time in the
market

10)1 am highly
confident to use
the product since
the sales of this
product is the

highest among the
weight controlling

dietary supplement

I1)The selling price is

reasonable when
compare to my

income

Strongly Agree
Agree

Neutral

Disagree

115

Strongly

Disagree



Opinion on CLA 600

/ CLA Advance that

you are now using

12)The selling price is
reasonable  when
compare to  the
price. of  other
weight controlling
dietary
supplements

13)The selling price is
reasonable  when
compare to the
money spent

14)The selling price is
reasonable  when
compare to the
efficacy delivered

15)This  product s
easily to buy

16)This  product s
broadly available

17)There are so many
outlets  for  this
product

18)The advertisement
for this product is
very attractive

19)1 have seen/listen
to the
advertisement  of
this  product  so
often

20)1 have
seen/listened to
the advertisement
of this  product
reqularly

Strongly

Agree

Agree

Neutral

Disagree

116

Strongly

Disagree



Opinion on CLA 600
/ CLA Advance that
you are now using
21)The offered text of
the advertisement
is easily to

understand
22)1 can easily
remember the

advertisement  of
this product

23)There are
attractive
promotional
campaigns

24)There are so many
types of
promotional
campaign

25) There are
campaigns that
suit my
requirement

26)From your
experience of

using this product,
you can control
your weight as
required

27)1 like this product
more when
compare to other
weight controlling
dietary supplement
such as Chintosan,
Garcenia, LCH,
Chromium etc

Strongly

Agree

Agree

Neutral

Disagree

117

Strongly

Disagree



Opinion on CLA 600
/ CLA Advance that
you are now using
28)1  am  satisfied
using this product
when compare to
other weight
controlling
measures such as
massage, diet,
acupuncture
exercise that you
have experienced
29)The overall
attitude toward
this  product  is
very positive
30)The overall
attitude toward
this ~ product s
very good
31)0verall, 1 like this
product very much

32) | think that | will
continue to use
this product

33)When | want to

use weight
controlling
product, | intend

to continue to huy
this product

34)It is highly likely
that | will continue
to buy this product
in the future

Strongly

Agree

Agree

Neutral

Disagree

118

Strongly

Disagree
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Section 3 General information of the respondant

Please mark / in the box N of your most correct

information
1. Gender ml. Female 1 2. Male
2. AL e Year
3. Education n Below Bachelor degree 7 Bachelor degree
n Master degree 1 Ph.
4. Marital status ml. Single 1 2. Married
1 3. Divorce 74, Widow
5. Lover status  ml.Yes 7 2. No
6. Occupation ml.Housewife 7 2.Student, undergrad
7 3. Company staff 7 4. Private business
7 5.Government/State n6.0thers(please
enterprise officer SPECTTY) s
7. Your monthly inCOmMe . Baht
8. Your household monthly inCOME s Baht
B T 1V cm
L0, W TGN s kg

Any other comments towards CLA 600 / CLA Advance, weight controlling
dietary supplement

Thank You very much for your participation and good cooperation
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APPENDIX C
FACTOR ANALYSIS

Communalities

Initial Extraction
Q1 1.000 367
Q2 1.000 426
Q3 1.000 503
Q4 1.000 556
Q5 1.000 684
Q6 1.000 .603
Q7 1.000 .658
Q8 1.000 542
Q9 1.000 678
Q10 1.000 581

Extraction Method: Principal Component Analysis.

Total Variance Explained

Initial Eigenvalues Extraction Sums of Squared Loadings Rotation Sums of Squared Loadings
Component Total % of Variance  Cumulative % Total % of Variance  Cumulative % Total % of Variance  Cumulative %
1 4.348 43.477 43.477 4.348 43477 43.477 2.998 29.982 29.982
2 1.250 12.500 55.977 1.250 12.500 55.977 2.599 25.995 55.977
3 .941 9.410 65.388
4 732 7.315 72.703
5 .619 6.193 78.896
6 .557 5.570 84.466
7 483 4.835 89.301
8 436 4.363 93.665
9 .357 3.570 97.234
10 277 2.766 100.000

Extraction Method: Principal Component Analysis.

Component Matrixl

Component
1 2
Q7 774
Q8 711
Q3 .689
Q9 .669
Q6 661
Q4 644
Q5 644 518
Q10 624
Q1 .605
Q2 546

Extraction Method: Principal Component Analysis.
a- 2 components extracted.
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Rotated Component Matrix

Component
1 2

Q9 820

Q10 758

Q7 742

Q8 661

Q3 .628

Q1

Q5 815
Q6 743
Q4 708
Q2 629

Extraction Method: Principal Component Analysis.
Rotation Method: Varimax with Kaiser Normalization.

a- Rotation converged in 3 iterations.

Component Transformation Matrix

Component 1 2
1 751 .660
2 -.660 751

Extraction Method: Principal Component Analysis.
Rotation Method: Varimax with Kaiser Normalization.

Factor Analysis

Communalities

Initial Extraction
Pl 1.000 .683
P2 1.000 .730
P3 1.000 71
P4 1.000 .650

Extraction Method: Principal Component Analysis.

Total Variance Explained

Initial Eigenvalues Extraction Sums of Squared Loadings
Component Total % of Variance  Cumulative % Total % of Variance  Cumulative %
1 2.833 70.827 70.827 2.833 70.827 70.827
2 .613 15.323 86.150
3 .292 7.288 93.438
4 .262 6.562 100.000

Extraction Method: Principal Component Analysis.
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Component Matrixl

Compone

nt

1
P3 .878
P2 .854
P1 .826
P4 .806

Extraction Method: Principal Component Analysis,
a. 1 components extracted.
Rotated Component Matrix

a- Only one component was extracted.
The solution cannot be rotated.

Factor Analysis

Communalities

Initial Extraction
D1 1.000 .828
D2 1.000 .889
D3 1.000 .882

Extraction Method: Principal Component Analysis.

Total Variance Explained

Initial Eigenvalues Extraction Sums of Squared Loadings
Component Total % of Variance ~ Cumulative % Total % of Variance  Cumulative %
1 2.599 86.640 86.640 2.599 86.640 86.640
2 .252 8.405 95.045
3 .149 4.955 100.000

Extraction Method: Principal Component Analysis.

Component Matrixl

Compone

nt

1
D2 .943
D3 .939
D1 .910

Extraction Method: Principal Component Analysis,
a. 1 components extracted.
Rotated Component Matrix

a. Only one component was extracted.
The solution cannot be rotated.

Factor Analysis
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Communalities

Initial Extraction
AD1 1.000 579
AD2 1.000 .647
AD3 1.000 .663
AD4 1.000 .530
AD5 1.000 674

Extraction Method: Principal Component Analysis.

Total Variance Explained

Initial Eigenvalues Extraction Sums of Squared Loadings
Component Total % of Variance  Cumulative % Total % of Variance  Cumulative %
1 3.092 61.842 61.842 3.092 61.842 61.842
2 .719 14.383 76.225
3 .486 9.714 85.939
4 .369 7.381 93.320
5 334 6.680 100.000

Extraction Method: Principal Component Analysis.

Component Matrix!

Compone

nt

1
AD5 .821
AD3 .814
AD2 .804
AD1 761
AD4 728

Extraction Method: Principal Component Analysis.
a' 1 components extracted.
Rotated Component Matrix

a- Only one component was extracted.
The solution cannot be rotated.

Factor Analysis

Communalities

Initial Extraction
SP1 1.000 .831
SP2 1.000 .850
SP3 1.000 .782

Extraction Method: Principal Component Analysis.



Total Variance Explained

Initial Eigenvalues

Component Total % of Variance
1 2.463 82.111
2 .322 10.719
3 .215 7.170

Cumulative %
82.111

92.830
100.000

Extraction Method: Principal Component Analysis.

Component Matrixl

Compone

nt

1
SP2 922
SP1 912
SP3 .884

Extraction Method: Principal Component Analysis.

a- 1 components extracted.

Rotated Component Matrix

a- Only one component was extracted.
The solution cannot be rotated.

Factor Analysis

Communalities

Initial Extraction
E2 1.000 .736
E3 1.000 715
E4 1.000 .683

Extraction Method: Principal Component Analysis.
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Extraction Sums of Squared Loadings

Total
2.463

Total Variance Explained

Initial Eigenvalues

Component Total % of Variance
1 2.134 71.139
2 469 15.642
3 397 13.219

Cumulative %
71.139

86.781
100.000

Extraction Method: Principal Component Analysis.

Component Matrix1

Compone

nt

1
E2 .858
E3 .845
E4 .827

Extraction Method: Principal Component Analysis.

a- 1 components extracted.

% of Variance
82.111

Cumulative %
82.111

Extraction Sums of Squared Loadings

Total
2.134

% of Variance
71.139

Cumulative %
71.139
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Rotated Component Matrix

a- Only one component was extracted.
The solution cannot be rotated.

Factor Analysis

Communalities

Initial Extraction
Y1 1.000 876

Y2 1.000 896
Y3 1.000 823
Y4 1.000 880
Y5 1.000 912
Y6 1.000 936

Extraction Method: Principal Component Analysis.

Total Variance Explained

Initial Eigenvalues Extraction Sums of Squared Loadings Rotation Sums of Squared Loadings
Component Total % of Variance  Cumulative % Total % of Variance  Cumulative % Total % of Variance  Cumulative %
1 4,719 78.645 78.645 4.719 78.645 78.645 2.702 45.034 45.034
2 .605 10.076 88.721 .605 10.076 88.721 2.621 43.687 88.721
3 .251 4.187 92.908
4 178 2.969 95.877
5 154 2.563 98.440
6 .094 1.560 100.000

Extraction Method: Principal Component Analysis.

Rotated Component Matrix3

Component
1 2
Y1 .856
Y2 .866
Y3 .796
Y4 .836
Y5 .850
Y6 .895

Extraction Method: Principal Component Analysis.
Rotation Method: Varimax with Kaiser Normalization,

a. Rotation converged in 3 iterations.

T xtokhtei



APPENDIX D
PATH DIAGRAM

136

Path Diagramfor Mode! /
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Path Diagramfor Model I
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Path Diagram for Model HI
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Path Diagram for Model IV
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Path Diagram for Model I Standardized
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Path Diagram for Model Il standardized
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11l standardized
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Path Diagram for Model IV Standardized
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APPENDIX E
LISREL OUTPUT

Output Model |
DATE: 2/10/2006
TIME: 10:37

LISREL 8.54
BY

Karl G. Joreskog & Dag Sorbom

This program is published exclusively by
Scientific Software International, Inc.
7383 N. Lincoln Avenue, Suite 100
Lincolnwood, IL 60712, SAL
Phone: (800)247-6113, (847)675-0720, Fax: (847)675-2140
Copyright by Scientific Software International, Inc., 1981-2002
Use of this program is subject to the terms specified in the
Universal Copyright Convention,
Website: www.ssicentral.com

The following lines were read from file C:\pisuthlanalysis\model_I.LS8:

Factors Affecting Consumer Attitude toward CLA

Observed variables: Q1 Q2 Q3 Q4 Q5 Q6 Q7 Q8 Q9 Q10 PI P2 P3 P4 D1 D2 D3
ADI AD2 AD3 AD4 AD5 AD6 SPL SP2 SP3 EIl E2 E3 E4 YL Y2 Y3 Y4 Y5 Y6
Covariance matrix from file C:\PISUTHVANALYSIS\FINAL_SEM.COV

Sample size 200

Latent variables: Confi Extri Price Place Adver Promo Exper Attitude Intent
Relationships :

Q9=1*Confi

Q10 Q7 Q8 Q3 Ql=Confi
Q5=I1*Extri

Q6 Q4 Q2=Extri
Pl=I1*Price

P2 P3 P4=Price
DI=I*Place

D2 D3=Place
ADI=I1*Adver

AD2 AD3 AD4 AD5=Adver
SPI=I*Promo

SP2 SP3=Promo
E2=1*Exper

E3 E4=Exper
YI=1*Attitude

Y2 Y3=Attitude
Y4=I|*Intent

Y5 Y6=Intent

Attitude=Confi Extri Price Place Adver Promo Exper
Intent=Attitude

Path Diagram
Admissibility check=off
End of problem

Sample size = 200

Factors Affecting Consumer Attitude toward CLA


http://www.ssicentral.com
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Matrix

Covariance

Y6

Y5

Y4

Y3

Y2

Y1

0.49
0.40
0.40
0.39
0.42
0.40
0.09
0.13
0.40
0.14
0.12
0.15
0.19
0.14
0.16
0.14
0.24
0.22
0.33
0.40
0.00
0.03
0.03
0.06
0.07
0.09
0.10
0.08
0.20
0.15
0.19
0.46
0.34
0.38

Y1

0.48
0.41
0.39
0.40
0.41
0.11
0.10
0.39
0.14
0.13
0.16
0.19
0.13
0.18
0.16
0.19
0.21
0.30
0.33
-0.04

0.55
0.43
0.44
0.43
0.08
0.10
0.38
0.15
0.14
0.15
0.21
0.15
0.20
0.17
0.23
0.21
0.32
0.38
0. 02
0.06
0.03
0. 10
0.12
0.15
0.16
0.15
0.20
0.20
0.20
0.45
0.37
0.42

0.71
0.60
0.64
0.18
0.17
0.42
0.14
0.11
0.12
0.23
0.14
0.23
0.15
0.21
0.19
0.36
0.41
0.03
0.06
0.02
0.11
0.10
0.11
0.13
0.08
0.19
0.18
0.19
0.49
0.35
0.42

0.75
0.70
0.14
0.16
0.47
0.13
0.11
0.17

0.77
0.15
0.16
0.46
0.14
0.12
0.12
0.23
0.18
0.23
0.16
0.23
0.22
0.41
0.44
0.01
0.04
0.01
0.13
0.11
0.16
0.16
0.12
0.17
0.15
0.18
0.52
0.40
0.43

0.22
0.18
0.24
0.16
0.20
0.20
0.38
0.42
0.02
0.05
0.02
0.12
0.10
0.12
0.14
0.11
0.19
0.16
0.20
0.54
0.40
0.42

0.02
0.02
0.10
0.10
0.11
0.13
0.14
0.16
0.14
0.21
0.41
0.32
0.37

E4

Matrix

Covariance

Q6

Q5

Q4

Q3

Q2

Q1
0.44
0.22
0.19
0.09
0.07
0.13
0.16
0.09
0.12
0.09
0.19
0.10
0.12
0.08
0.05
0.06
0.05
0.03
0.03
0.02
0.06
0.01
0.12
0.11
0.15

0.54
0.16
0.15
0.16
0.14
0.14
0.09
0.08
0.07
0.16
0.13
0.13
0.06
0.08
0.06
0.07
0.10
0.08
0.07
0.09
0.01
0.16
0.16
0.18

0 69
0 16
0 18
020
0 25
020
0 23
0 21
0 24
0 22
0 38
0 45
0 00
0 02
0 02
0 12
0 10
0 12
0 13
0 12
0 21
0 16
0 18

0.33
0.18
0.18
0.11
0.08
0.08
0.10
0.15
0.13
0.13
0.16
0.06
0.05
0.02
0.11
0.16
0.12
0.12
0.09
0.12
0.11
0.10

0.43
0.28
0.14
0.11
0.10
0.09
0.16
0.14
0.10
0.13
0.03
0.05
0.03
0.17
0.14
0.12
0.13
0.15
0.17
0.17
0.14

0.57
0.16
0.18
0.12
0.14
0.11
0.09
0.08
0.15
0.06
0.08
0.08
0.14
0.08
0.08
0.09
0.12
0.18
0.18
0.15
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SP3 E2 E3 E4
SP3 0.64
E2 0.24 1.00
E3 0.14 0.47 0.61
E4 0.16 0.49 0.37 0.73

Factors Affecting Consumer Attitude toward CLA
Number of Iterations = 26
LISREL Estimates (Maximum Likelihood)

Measurement Equations

Y1 = 1.00*Attitude, Errorvar.= 0.100 , R2 = 0.80

(0.013)
7.48
Y2 = 0.99*Attitude, Errorvar.= 0.094 , R2 0.80
(0.053) (0.013)
18.83 7.38

Y3 = 1.04*Attitude, Errorvar.= 0.13 , R2 0.76
(0.059) (0.017)
17.72 7.97

Y4 = 1.00*Intent, Errorvar.= 0.14 , R2 =0.80

(0.017)
8.49
Y5 = 1.09*Intent, Errorvar.= 0.081 , R2 0.89
(0.049) (0.013)
22.39 6.36
Y6 = 1.13*Intent, Errorvar.= 0.048 , R2 = 0.94
(0.048) (0.011)
23.79 4.24
Q1 = 0.69*Confi, Errorvar.= 0.36 0.19
(0.13) (0.037)
5.50 9.63
02 = 0.67*Extri, Errorvar.= 042  r2 021
(0.12) (0.046)
5.77 9.31
Q3 = 1.52*Confi, Errorvar.= 0.29 , R2 = 0.58
(0.17) (0.036)
8.90 7.87
Q4 = 0.74*Extri, Errorvar.= 0.20 0.41
(0.093) (0.024)
7.90 8.19

Q5 1.00*Extri, Errorvar.= 0.18 R2 = 0.58
(0.028)
6.41



Q6

Q7

Q8

Q9

Q10

Pl

P2

P3

P4

D1

D3

ADI

AD2

AD3

AD4

1.04*Extri,
(0.12)
8.36

1.08*Confi,
0.12)
8.78

. 0.89*Confi,

©.11)
7.85

1.00*Confi,

0.90*Confi,
(0.13)
6.73

1.00*Price,

0.94*Price,

(0.11)
§.37

1.23*Price,

(0.12)
10.10

1.20*Price,
(0.12)
9.71

1.00*Place,

c1.13*Place,

(0.069)
16.45

c1.07*Place,

(0.064)
16.77

1.00*Adver,

c1.35*%Adver,

(0.15)
9.01

1. 47*Adver,

(0.16)
9.44

0.90*Adver,
(0.11)

Errorvar.=

Errorvar.=

Errorvar.=

0.30

(0.039)
7.67

0.16

(0.020)
8.05

0.18

0.021)
8.88

Errorvar.=

Errorvar.=

Errorvar.=

Errorvar.=

Errorvar.=

Errorvar.=

Errorvar.=

Errorvar.=

Errorvar.=

Errorvar.=

Errorvar.=

Errorvar.=

Errorvar.=

0.24
(0.027)
8.90

0.33

(0.035)
9.36

0.51
(0.055)
9.13

0.36
(0.041)
8.93

0.15
(0.027)
5.40

0.24
(0.033)
7.16

0.10
(0.013)
7.89

0.073

(0.013)

5.82

0.052

(0.010)

4.98

0.27
(0.031)
8.70

0.30

(0.038)
7.86

0.26
(0.036)
7.07

0.21
(0.025)

R2

R2

R2

R2

R2

R2

R2

R2

R2

R2

R2

R2

R2

AT

56

A3

A2

30

A2

AT

19

69

11

.82

.85

A5

57

64

45

148



8.18 8.68

AD5 = 1.25*Adver, Errorvar.= 0.25 . R2 = 0.57
(0.14) (0.032)
9.03 7.84

SP1 = 1.00*Promo, Errorvar.

0.16 , R2 = 0.73
(0.024)
6.41

SP2 = 1.03*Promo, Errorvar.= 0.13 , R2 = 0.78
(0.070) (0.024)
14.72 5.52

SP3 = 0.98*Promo, Errorvar.= 0.22 . R2 = 0.65
(0.074) (0.029)
13.32 7.67

E2 = 1.00*Exper, Errorvar.= 0.39 , R2 = 0.61

(0.048)
8.16
E3 = 0.73*Exper, Errorvar.= 0.28 , R2 = 0.54
(0.067) (0.032)
10.91 §.71

E4 = 0.82*Exper, Evrrorvar.= 0.32 , R2 = 0.56
(0.073) (0.037)
11.22 8.54

Structural Equations

Attitude = 0.074*Confi + 0.017*Extri - 0.053*Price - 0.11*Place
0.013*Adver + 0.051*Promo + 0.74*Exper, Errorvar 0.044

44 (0.21) (0.11) (0.11) (0.064)
(0.059) (0.15) (0.017)
17) 0.35 0.16 -0.49 -1.78
0.85 4.92 2.5 R2

R2 = 0.89

Intent = 0.97*Attitude, Errorvar.= 0.20 , R2 =0.65
(0.074) (0.028)
13.14 7.07

Reduced Form Equations

Attitude = 0.074*Confi + 0.017*Extri - 0.053*Price - 0.11*Place
0.013*Adver + 0.051*Promo + 0.74*Exper

44, R2 (0.21) (0.11) (0.11) (0.064)
(0.059) (0.15)

0.35 0.16 -0.49 178
0.85 4.92

, Errorvar.= 0.044, R2 = 0.89

Intent = 0.072*Confi + 0.016*Extri - 0.052*Price - 0.11*Place
0.012*Adver + 0.049*Promo + 0.72*Exper

0.082)

(0.082)

149
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4, R2 (0.21) (0.10) (0.11) (0.062) (0.080)
(0.058) (0.15)

0.35 0.16 -0.49 177 -0.15
0.85 4.75

., Errorvar.= 0.24, R2 = 0.58

Covariance Matrix of Independent Variables

Confi Extri Price Place Adver Promo
Confi 0.17
(0.04)
4.85
Extri 0.13 0.25
(0.02) (0.04)
5.36 5.60
Price 0.15 0.12 0.37
(0.03) (0.03) (0.07)
5.04 3.89 4.92
Place 0.05 0.05 0.01 0.26
(0.02) (0.02) (0.02) (0.04)
2.58 2.43 0.45 7.22
Adver 0.06 0.10 0.08 0.07 0.22
(0.02) (0.02) (0.03) (0.02) (0.04)
3.49 4.37 3.26 3.26 5.01
Promo 0.13 0.17 0.14 0.10 0.12 0.43
(0.03) (0.03) (0.04) (0.03) (0.03) (0.06)
4.88 5.07 4.00 3.50 4.23 7.22
Exper 0.26 0.19 0.36 0.06 0.12 0.22
(0.04) (0.04) (0.06) (0.03) (0.03) (0.05)
6.17 4.66 6.14 1.67 3.62 4.51

Covariance Matrix of Independent Variables
Exper
Exper 0.61

(0.10)
6.35

Covariance Matrix of Latent Variables

Attitude Intent Confi Extri Price Place
Attitude 0.39
Intent 0.38 0.57
Confi 0.20 0.19 0.17
Extri 0.15 0.14 0.13 0.25
Price 0.27 0.26 0.15 0.12 0.37
Place 0.02 0.02 0.05 0.05 0.01 0.26
Adver 0.09 0.09 0.06 0.10 0.08 0.07
Promo 0.17 0.17 0.13 0.17 0.14 0.10



Exper 0.46 0.45 0.26 0.19

Covariance Matrix of Latent Variables

Adver Promo Exper
Adver 0.22
Promo 0.12 0.43
Exper 0.12 0.22 0.61

Goodness of Fit Statistics

Degrees of Freedom = 498
Minimum Fit Function Chi-Square = 1038.67 (p

90 Percent Confidence Interval for NCP = (401.49

Minimum Fit Function Value = 5.22
Population Discrepancy Function Value (F0) =
90 Percent Confidence Interval for FO = (2.02
Root Mean Square Error of Approximation (RMSEA)
90 Percent Confidence Interval for RMSEA = (0.06
P-Value for Test of Close Fit (RMSEA < 0.05)

Expected Cross-Validation Index (ECVI) =5
90 Percent Confidence Interval for ECVI = (5.49
ECVI for Saturated Model = 5.98
ECVI for Independence Model = 64.62

Chi-Square for Independence Model with 561 Degrees of Freedom

4

= 0.0)

Normal Theory Weighted Least Squares Chi-Square = 984.87
Estimated Non-centrality Parameter (NCP) = 486.87

; 580.03)

2.45
L 2.91)
= 0.070

.92

© 6.39)

12791.33
Independence AIC = 12859.33
Model AIC = 1178.87
Saturated AIC = 1190.00
Independence CAIC = 13005.47
Model CAIC = 1595.81
Saturated CAIC = 3747.50
Normed Fit Index (NFI) = 0.92
Non-Normed Fit Index (NNFI) = 0.95
Parsimony Normed Fit Index (PNFI) = 0.82
Comparative Fit Index (CFI) = 0.96
Incremental Fit Index (IFI) = 0.96
Relative Fit Index (RFI) = 0.91
Critical N (CN) = 111.04
Root Mean Square Residual (RMR) = 0.039
Standardized RMR = 0.067
Goodness of Fit Index (GFI) = 0.77
Adjusted Goodness of Fit Index (AGFI) = 0.73
Parsimony Goodness of Fit Index (PGFI) = 0.65
The Modification Indices Suggest to Add the
Path to from Decrease in Chi-Square New Estimate
Y6 Attitude 10.8 -0.27
Q3 Price 37.7 0.65
Q3 Place 13.1 -0.34
Q3 Exper 80.4 1.15
Q8 Exper 11.1 -0.30
Pl Exper 9.7 -0.40
P2 Confi 8.7 -0.46
P2 Exper 12.1 - s

0.

0.0)
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P4 Confi 11.8 0.51
P4 Exper 31.7 0.62
ADI Extri 7.9 0.29
E2 Price 8.1 0.51
Attitude Intent 9.3 0.22
Intent Exper 9.2 0.67
The Modification Indices Suggest to Add an Error Covariance
Between and Decrease in Chi-Square New Estimate
Intent Attitude 9.3 -0.04
Y5 Y4 10.8 -0.05
Q2 Q1 25.9 0.15
Q7 Q3 9.3 -0.06
Q8 Q6 10.2 0.06
Q8 Q7 19.1 0.07
Q10 Q9 42.2 0.14
Pl Q1 14.5 0.12
P2 Pl 43.1 0.22
P4 Q2 10.6 -0.09
P4 Q3 8.3 0.07
P4 PI 9.6 -0.10
D1 Y2 14.1 -0.03
AD4 AD2 11.0 -0.08
AD5 Q2 8.3 -0.08
AD5 AD4 11.8 0.07
SP1 P4 12.1 0.06
SP2 Y3 8.0 0.04
SP2 Q7 12.0 0.05
SP3 Y2 13.4 0.05
SP3 P4 9.1 -0.06
E2 Q3 17.6 0.12
E2 Q9 10.2 -0.08
E3 AD?2 18.5 -0.10

Time used: 0.688 Seconds
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QOutput Modl |

DATE: 2/10/2006
TIME: 13:31

LISREL 8.54
BY

Karl G. Joreskog & Dag Sorborn

This program is published exclusively by
Scientific Software International, Inc.
7383 N. Lincoln Avenue, Suite 100

Lincolnwood, IL 60712, .S.A.

Phone: (800)247-6113, (847)675-0720, Fax: (847)675-2140
Copyright by Scientific Software International, Inc., 1981-2002
Use of this program is subject to the terms specified in the
Universal Copyright Convention.

Website: www.ssicentral.com

The following lines were read from file C:\pisuthlanalysis\model_2.LS8:

Factors Affecting Consumer Attitude toward CLA

Observed variables: Q1 Q2 Q3 Q4 Q5 Q6 Q7 Q8 Q9 Q10 PI P2 P3 P4 D1 D2 D3

ADI AD2 AD3 AD4 AD5 AD6 SP1 SP2 SP3 EI E2 E3 E4 Y1 Y2 Y3 Y4 Y5 Y6
Covariance matrix from file C:\PISUTH\ANALYSIS\FINAL SEM.COV

Sample size 200

Latent variables: Confi Extri Price Place Adver Promo Exper Attitude Intent
Relationships :

Q9=I*Confi
Q10=Confi
Q5=I*Extri
Q6=Extri
P3=I1*Price
P4=Price
DI=I*Place
D2 D3=Place
ADI=I1*Adver

AD2 AD3 AD5=Adver
SPI=I*Promo

SP2 SP3=Promo
E2=1*Exper

E3 Ed4=Exper
YI=1*Attitude

Y2 Y3=Attitude
Y4=|*Intent

Y5 Y6=Intent

Attitude=Confi Extri Price Place Adver Promo Exper
Intent=Attitude

Path Diagram

Admissibility check=off

End of problem

Sample Size = 200

Factors Affecting Consumer Attitude toward CLA

Covariance Matrix
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Y6

Y5

Y4

Y3

Y2

Y1

0.77
0.12
0.12
0.23
0.16
0.41
0.44
0.01
0.04
0.01
0.13
0.11
0.16
0.12
0.17
0.15
0.18
0.52
0.40
0.43

0.75
0.70
0.11
0.17
0.24
0.16
0.38
0.42
0.02
0.05
0.02
0.12
0.10
0.12
0.11
0.19
0.16
0.20
0.54
0.40
0.42

0.71
0.60
0.64
0.11
0.12
0.23
0.15
0.36
0.41
0.03
0.06
0.02
0.11
0.10
0.11
0.08
0.19
0.18
0.19
0.49
0.35
0.42

0.55
0.43
0.44
0.43
0.14
0.15
0.20
0.17
0.32
0.38
0.02
0.06
0.03
0.10
0.12
0.15
0.15
0.20
0.20
0.20
0.45
0.37
0.42

0.48
0.41
0.39
0.40
0.41
0.13
0.16
0.18
0.16
0.30
0.33
1 0.04

0.49
0.40
0.40
0.39
0.42
0.40
0.12
0.15
0.16
0.14
0.33
0.40
0.00
0.03
0.03
0.06
0.07
0.09
0.08
0.20
0.15
0.19
0.46
0.34
0.38

Y1
Y2
Y3
Y4
Y5
Y6
Q5
QS
Q9

Q10
P3
P4
D1

0.02
0.02
0.10
0.10
0.11
0.14
0.16
0.14
0.21
0.41
0.32
0.37

D3
ADI
AD2
AD3
AD5
SP1
SP2
SP3

E2

E3

E4

Matrix

Covariance

P4

P3

010

Q9

Q6

Q5
0.43
0.28
0.10
0.09
0.10
0.13
0.03
0.05
0.03
0.17
0.14
0.12
0.15
0.17
0.17
0.14
0.17
0.09
0.14

0.77
0.02
0.04
0.01
0.08
0.11
0.18
0.09
0.21
0.12
0.13
0.57
0.36
0.41

0.70
0.54
-0.02
0.02
0.00
0.09
0.12
0.15
0.06
0.18
0.16
0.20
0.50
0.30
0.33

0.47
0.16
0.17
0.04
0.10
0.08
0.11
0.08
0.07
0.12
0.10
0.09
0.10
0.14
0.09
0.17

0.41
0.27
0.17
0.18
0.03
0.08
0.07
0.07
0.09
0.10
0.11
0.15
0.14
0.17
0.18
0.12
0.24

0.57
0.12
0.14
0.08
0.15
0.06
0.08
0.08
0.14
0.08
0.08
0.12
0.18
0.18
0.15
0.15
0.14
0.18

Q5
Q6
Q9
Q10
P3
P4
D1
D2
D3
ADI
AD2
AD3
AD5
SP1
SP2
sP3
E2
E3
E4

Matrix

Covariance

AD3

AD2

ADI

D3

D2

D1

0.72
0.40
0.17
0.15
0.13
0.12
0.13

0.69
0.45
0.34
0.19
0.17
0.18
0.14
0.01

0.48
0.33
0.30
0.26
0.19
0.15
0.14
0.14
0.10

0.34
0.10
0.11
0.07
0.08
0.09
0.10
0.10
0.04
0.07

0.40
0.31
0.11
0.15
0.09
0.11
0.11
0.15
0.13
0.07
0.07

0.36
0.29
0.28
0.08
0.10
0.05
0.08
0.07
0.08
0.06
0.03
0.05

D1
D2
D3
ADI
AD2
AD3
AD5
SP1
SP2
SP3
E2
E3



E4 0.02

Covariance Matrix

AD5

AD5 0.59
SP1 0.12
SP2 0.09
SP3 0.14
E2 0.15
E3 0.13
E4 0.17

Covariance Matrix

E4

E4 0.73

SP2

Factors Affecting Consumer Attitude toward

Number of Iterations =

12

LISREL Estimates (Maximum Likelihood)

Measurement Equations

Y1 = 1.00*Attitude,

Y2 = 0.99*Attitude,

(0.053)
18.73

Y3 = 1.04*Attitude!ls Errorva

(0.058)
17.82

Y4 = 1.00*Intent

Y5 = 1.09*Intent
(0.049)
22.40

Y6 = 1.13*Intent,
(0.048)
23.77

Q5 = 1.00*Extri,

Q6 = 1.04*Extri,
(0.16)
6.37

Errorvar.

Errorvar

Errorvar

Errorvar.=

Errorvar.=

Errorvar. 0.10

CLA

(0.013)

7.46

Errorvar.= 0.095

(0.013)

7.40

r.= 0.13

(0.017)

7.90

= 0.14 |

(0.017)
8.48

0.
(0.013)
6

= 0.049
(0.0il)
£.26

0.16
(0.042)
3.86

0.28
(0.050)
5.54

R2

R2

R2

R2

R2

SP3

=0.80

E2
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0.14

E3
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Q9 = 1.00*Confi, Errorvar. 0.11 , R2 0.74

(0.038)
2.80
Q10 = 0.89*Confi, Errorvar.= 0.23 , R2 0.52
(0.12) (0.037)
7.23 6.15
P3 = 1.00*Price, Errorvar.= 0.23 , R2 0.67
(0.034)
6.84
P4 = 1.16*Price, Errorvar.= 0.14 , R2 0.82
(0.089) (0.036)
13.01 3.86
DI = 1.00*Place, Errorvar.= 0.10 , R2 0.71
(0.013)
7.93

D2 = 1.14*Place, Errorvar.= 0.073 , R2 0.82

(0.069) (0.013)
16.40 5.82
D3 = 1.07*Place, Errorvar.= 0.051 , R2 0.85
(0.064) (0.010)
16.73 4.93
ADI = 1.00*Adver, Errorvar.. 0.25 , R2 0.49
(0.030)
8.24
AD2 = 1.36*Adver, Errorvar.= 0.26 , R2 0.63
(0.14) (0.037)
9.57 6.84
AD3 = 1.38*Adver, Errorvar.= 0.27 v R2 0.62
(0.14) (0.039)
9.54 6.93
AD5 = 1.13*Adver, Errorvar.= 0.28 , R2 0.52
(0.13) (0.035)
8.86 8§.03
SP1 = 1.00*Promo, Errorvar.= 0.16 , R2 0.73
(0.025)
6.38
SP2 = 1.03*Promo, Errorvar.= 0.13 , R2 0.78
(0.070) (0.024)
14.70 5.51
SP3 = 0.98*Promo, Errorvar.= 0.22 , R2 0.65
(0.074) (0.029)
13.31 7.67
E2 = 1.00*Exper, Errorvar.= 0.38 |, R2 0.62
(0.047)
8.14

E3 :0.73*Exper, Errorvar.= 0.28 , R2 0.55
(0.066) (0.032)
11.08 8.70
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E4 = 0.81*Exper, Errorvar.= 0.33 . R2 = 0.55
(0.072) (0.038)
11.18 8.66

Structural Equations

Attitude = 0.16*Confi + 0.012*Extri - 0.16*Price - 0.14*Place 0.022*Adver
+ 0.031*Promo + 0.81*Exper, Errorvar.= 0.037

, (0.079) (0.088) (0.14) (0.069) (0.080)
(0.063) (0.15) (0.019)
) 2 08 0.14 1.12 -2.05 0,27
050 5.47 1.94 R
R2 = 0.91

Intent = 0.97*Attitude, Errorvar.= 0.20 , R2 = 0.65
(0.074) (0.028)
13.10 7.07

Reduced Form Equations

Attitude = 0.16*Confi + 0.012*Extri - 0.16*Price - 0.14*Place - 0.022*Adver
+ 0.031*Promo + 0.81*Exper

. R2 (0.079) (0.088) (0.14) (0.069) (0.080)
(0.063) (0.15)

2.08 014 112 -2.05 0,27
0.50 5.47

, Errorvar.= 0.037, R2 = 0.91

Intent = 0.16*Confi + 0.012*Extri 0.15*Price 0.14*Place 0.021*Adver
+ 0.030*Promo + 0.78*Exper

R2 = (0.077) (0.085) (0.14) (0.067) (0.077)
(0.061) (0.15)

2.07 0.14 WM 2,04 0.27
0.50 5.24

, Errorvar.= 0.23, R2 = 0.59

Covariance Matrix of Independent Variables

Confi Extri Price Place Adver Promo
Confi 0.31
(0.05)
5.64
Extri 0.11 0.27
(0.03) (0.06)
3.84 4.90
Price 0.16 0.11 0.47
(0.04) (0.03) (0.07)

4.57 3.19 6.60
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Place 0.07 0.05 0.01 0.25
(0.02) (0.02) (0.03) (0.04)
2.15 2.10 0.45 7.20
Adver 0.08 0.10 0.08 0.07 0.23
(0.02) (0.03) (0.03) (0.02) (0.04)
3.12 3.89 2.88 3.43 5.25
Promo 0.14 0.16 0.15 0.10 0.12 0.43
(0.03) (0.03) (0.04) (0.03) (0.03) (0.06)
4.19 4.75 3.72 3.50 4.18 7.22
Exper 0.20 0.16 0.45 0.06 0.12 0.22
(0.04) (0.04) (0.06) (0.03) (0.04) (0.05)
4,71 3.93 7.04 1.68 3.32 4.51

Covariance Matrix of Independent Variables
Exper
Exper 0.62

.10y
6.40

Covariance Matrix of Latent Variables

Attitude Intent Confi Extri Price Place
Attitude 0.39

Intent 0.38 0.57
Confi 0.18 0.18 0.31
Extri 0.13 0.13 0.11 0.27
Price 0.32 0.31 0.16 0.11 0.47
Place 0.02 0.02 0.07 0.05 0.01 0.25
Adver 0.08 0.08 0.08 0.10 0.08 0.07
Promo 0.17 0.17 0.14 0.16 0.15 0.10
Exper 0.46 0.45 0.20 0.16 0.45 0.06

Covariance Matrix of Latent Variables

Adver Promo Exper
Adver 0.23
Promo 0.12 0.43
Exper 0.12 0.22 0.62

Goodness of Fit Statistics

Degrees of Freedom = 246
Minimum Fit Function Chi-Square = 423.07 (p = 0.00)
Normal Theory Weighted Least Squares Chi-Square = 388.86 (p = 0.00)
Estimated Non-centrality Parameter (NCP) = 142.86
90 Percent Confidence Interval for NCP = (93.15 ; 200.51)

Minimum Fit Function Value = 2.13
Population Discrepancy Function Value (F0) = 0.72
90 Percent Confidence Interval for FO = (0.47 ; 1.01)
Root Mean Square Error of Approximation (RMSEA) = 0.054
90 Percent Confidence Interval for RMSEA = (0.044 ; 0.064)
P-Value for Test of Close Fit (RMSEA < 0.05) = 0.25
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Expected Cross-Validation Index (ECVI) = 2.75
90 Percent Confidence Interval for ECVI = (2.50 ; 3.04)
ECVI for Saturated Model = 3.27
ECVI for Independence Model = 39.90

Chi-Square for Independence Model with 300 Degrees of Freedom = 7890.10
Independence AIC = 7940.10
Model AIC = 546.86
Saturated AIC = 650.00
Independence CAIC = 8047.55
Model CAIC = 886743
Saturated CAIC = 2046.95

Normed Fit Index (NFI) = 0.95
Non-Normed Fit Index (NNFI) = 0.97
Parsimony Normed Fit Index (PNFI) = 0.78
Comparative Fit Index (CFI) = 0.98
Incremental Fit Index (IFI) = 0.98
Relative Fit Index (RFI) = 0.93

Critical N (CN) = 142.36

Root Mean Square Residual (RMR) = 0.026
Standardized RMR = 0.044

Goodness of Fit Index (GFI) =

Adjusted Goodness of Fit Index (AGFI) = 0.8

Parsimony Goodness of Fit Index (PGFI) = 0.6

0.86
2
5

The Modification Indices Suggest to Add the

Path to from Decrease in Chi-Square New Estimate
Y6 Attitude 11.3 -0.27
ADI Extri 10.6 0.32
E2 Price 8.0 0.57
E4 Confi 1=l==3 0.39
Attitude Intent 7.9 -0.21

The Modification Indices Suggest to Add an Error Covariance

Between and Decrease in Chi-Square New Estimate
Intent Attitude 7.9 -0.04
Y5 Y4 11.3 -0.05
D1 Y2 13.7 -0.03
SP1 P4 13.6 0.07
SP2 Y3 8.1 0.04
SP3 Y2 13.4 0.05
SP3 P4 9.2 -0.06
E3 AD2 20.2 -0.10
E4 Q9 10.0 0.07

Time used: 0.297 Seconds
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Qutput Model 11 Standardized Solution

Factors Affecting Consumer Attitude toward CLA
Completely standardized Solution
LAMBDA-Y
Attitude Intent
Y1 0.89
Y2 0.89
Y3 0.87 - -
Y4 - - 0.89
Y5 - - 0.95
Y6 - - 0.97
LAMBDA-X

Confi Extri Price Place Adver Promo

O
~
o
[¥=)
o

(w)
o
oo o
©w ©
o

LAMBDA-X

Exper

SP1
SP2
SP3 - -
E2 0.79
E3 0.74

BETA

Attitude Intent



Attitude
Intent

Attitude
Intent

Attitude
Intent

Attitude
Intent
Conf
Extri
Price
Place
Adver
Promo
Exper

Adver
Promo
Exper

0.81
GAMMA
Confi Extri Price
0.14 0.01 -0.17
GAMMA
Exper
1.02

Correlation Matrix of ETA and KSI

Attitude Intent Confi
1.00
0.81 1.00
0.53 0.42 1.00
0.41 0.33 0.39
0.75 0.61 0.43
0.06 0.05 0.23
0.28 0.22 0.29
0.42 0.34 0.38
0.94 0.76 0.46

Correlation Matrix of ETA and KSI

Adver Promo Exper
1.00
0.39 1.00
0.31 0.42 1.00
PSI
Mote: This matrix is diagonal.
Attitude Intent
0.09 0.35
THETA-EPS
Y1 Y2 Y3
0.20 0.20 0.24
THETA-DELTA
Q5 Q6 Q9
0.37 0.48 0.26
THETA-DELTA
D1 D2 D3
0.29 0.18 0.15
THETA-DELTA
AD5 SP1 SP2

Place

-0.11

Extri

Y4

SP3

Adver

Price

OO O O -
oW O o
OO~ O

Y5

E2

161

Promo

Place

Y6

E3



0.48 0.27 0.22 0.35
THETA-DELTA
E4
0.45

Regression Matrix ETA on KSI (standardized)

Confi Extri Price Place
Attitude 0.14 0.01 -0.17 -0.11
Intent 0.12 0.01 -0.14 -0.09

Regression Matrix ETA on KSI (Standardized)

Exper
Attitude 1.02
Intent 0.82

Time used: 0.266 Seconds
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Qutput Mocel |11

DATE: 2/10/2006
TIME: 13:38

LISREL 8.54
BY

Karl G. Jbreskog & Dag Sorborn

This program is published exclusively by
Scientific Software International, Inc.
7383 N. Lincoln Avenue, Suite 100
Lincolnwood, IL 60712, .S.A.
Phone: (800)247-6113, (847)675-0720, Fax: (847)675-2140
Copyright by Scientific Software International, Inc., 1981-2002
Use of this program is subject to the terms specified in the
Universal Copyright Convention.
Website: www.ssicentral.com

The following lines were read from file C:\pisuthlanalysis\model_3.LS8:

Factors Affecting Consumer Attitude toward CLA

Observed variables: QL Q2 Q3 Q4 Q5 Q6 Q7 Q8 Q9 Q10 PI P2 P3 P4 DI D2 D3
ADI AD2 AD3 AD4 AD5 AD6 SPL1 SP2 SP3 EIl E2 E3 E4 Y1 Y2 Y3 Y4 Y5 Y6
Covariance matrix from file C:\PISUTHVANALYSIS\FINAL_SEM.COV

Sample size 200

Latent variables: Confi Extri Price Place Adver Promo Exper Attitude Intent
Relationships :

Q9=1*Confi
Ql10=Confi
Q5=I*Extri
Q6=Extri
P3=1*Price
P4=Price
DI=I*Place
D2 D3=Place
ADI=I*Adver

AD2 AD3 AD5=Adver
SPI=I*Promo

SP2 SP3=Promo
YI=I*Attitude

Y2 Y3=Attitude
Y4=1*Intent

Y5 Y6=Intent

Attitude=Confi Extri Price Place Adver Promo
Intent=Attitude

Path Diagram

Admissibility check=off

End of problem

Sample size = 200

Factors Affecting Consumer Attitude toward CLA

Covariance Matrix

Y1 Y2 Y3 Y4 Y5 Y6


http://www.ssicentral.com

164

M~ O A<t <t D O I~ LO O
F—rAA N AT <t O OO A A A

OO O OO OO OO OO OODOO

LOO A<t oo ANILOAON AN O N —SHhowo
M~r—A AN A M <t O OO A A A —d—d—I

OO OO OO OO OO OO OODOOoOO

TAO<FTAANIMLOW—TAMONI IO 10O SHOOD
OO AAN TN <TOOO AA A D i

OO OO O OO OO OO ODODDOOO

LOM<ITFM<ITLOON - AONOON WO MONLOLO OO O
LO<tT<tT<TvAc— 1N MO OO c—dcdc—d—IaNANA

OO OO OO OO OO OO OO OO ODOO

81901368603%220014641
44344111133&001111112

OO OO IODOOOOO OO ODOOOOO
—

SOOI NOANLNDNO<TFMMNOOONDMOIT—SHCOOLOS
TN I A A A M T OO OO OOONI i

Covariance Matrix

P4

P3

010

[l NS op ooy loalarioplaNles]
OO OOATO NI

OO O OO IODODODOOO

O<TANION OO AILNWOO WO
M~LIOOOO OO AT I

OO DD OO ODODODODOOO
]

Mr—~—Or~—<t OO0 ~ANO OO
T A O A A OO A—TAOD

OO OO ODDOODOODOOO

A= —CO MO Ir~—r— OO O ~—HLO <t~
N AN AA OO OO O Ac—d~A—i

SO O OO OO OO OOO

N~ N <3 OO LO O 0O 0O < 0O 0O CO COLO
LA 1O 10O O A O A —dvi—

OO OO OO OODOODIOODODODOO

N0 OO OO MLOMM—<tAONILOMP——<t
< ANAOOAAOCO OO AAcA A

Covariance Matrix

AD3

AD2

ADI

D3
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D1
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Covariance Matrix

SP3

SP2

SP1

AD5

0.64



Factors Affecting Consumer Attitude toward CLA

Number of Iterations = 12

LISREL Estimates (Maximum Likelihood)
Measurement Equations

Y1 = 1.00*Attitude, Errorvar.= 0.098 , R2 = 0.80

(0.014)
7.08
Y2 = 1.00*Attitude, Errorvar.= 0.088 , R2 = 0.82
(0.052 (0 01 )
18.96 6.7
Y3 = 1.03*Attitude, Errorvar.= 0.13 , R2 = 0.76
(0.059 (0.017)
17.52 7.74
Y4 = 1.00*Intent, Errorvar.= 0.14 , R2 = 0.80
(0 017)
8.49
Y5 = 1.09*Intent, Errorvar.= 0.081 1 R2 = 0.89
(0.04 (0.013)
22.35 6.36
Yo = 1.13*Intent, Errorvar.= 0.047 1 R2 =10.94
(0.048) (0 011)
23.79 4.14
Q5 = 1.00*Extri, Errorvar.= 0.16 = 0.63
(0.042)
3.82
Q6 = 1.04*Extri, Errorvar.= 0.28 = 0.51
(0.16) (0.050)
6.35 5.55
Q9 = 1.00*Confi, Errorvar.= 0.10 = 0.76
(0.039)
2.56
Q10 = 0.88*Confi, Errorvar.= 0.23 = (.51
(0.12) (0.037)
7.12 6.25
P3 = 1.00*Price, Errorvar.= 0.23 = (.68
(0.037)
6.12
P4 = 1.14*Price, Errorvar.= 0.15 = (.80
(0.094) (0.041)
12.14 3.70
Pl = 1.00*Place, Errorvar.= 0.11 0.71

(0.013)
7.93
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(0.086)

D2 = 1.14*Place, Errorva 0.073 , R2 = 0.82
(0.069) 0.013)
16.39 5.79
D3 = 1.07*Place, Errorvar.= 0.051 1R2 = 0.85
(0.064) 0.010)
16.71 4,93
ADI = 1.00*Adver, Errorvar.= 0.25 R2 = 0.49
0.030
8.25
AD2 = 1.36*Adver, Errorvar.= 0.25 0.63
0.14) 037)
9.58 81
AD3 = 1.38*Adver, Errorvar.= 0.27 R2 0.62
0.14) 0.039
9.53 6.92
AD5 = 1.13*Adver, Errorvar.= 0.28 R2 = 0.51
0.13) go .035)
8.84 04
SP1 = 1.00*Promo, Errorvar.= 0.16 R2 = 0.74
(0 025)
6.37
SP2 = 1.03*Promo, Errorvar.= 0.13 R2 0.78
(0.070) (0 024)
14.70 5.54
SP3 = 0.98*Promo, Errorvar.= 0.22 R2 = 0.65
(0.073) 0.029)
13.33 7.65
Structural Equations
Attitude = 0.21*Confi + 0.13*Extri + 0.54*Price - 0.072*Place
0.0032*Adver + 0.11*Promo, Errorvar.= 0.14 1 R2 = (.64
(0.085) (0.093) (0.068) (0.073)
(0.067) 0 .022,
2.49 1.39 8.04 -0.99
1.72 6.32
Intent = 0.95*Attitude, Errorvar.= 0.21 1R2 = 0.63
(0.074 (/0.029)
12.81 07
Reduced Form Equations
Attitude = 0.21*Confi + 0.13*Extri + 0.54*Price - 0.072*Place -
0.0032*Adver + 0.11*Promo, Errorvar.= 0.14, R2 =
(0.085) 0.093 (0.068) (0.073)
(0.067)
2.49 1.39 8.04 -0.99
1.72

-0.037
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Intent = 0.20*Confi + 0.12*Extri + 0.52*Price - 0068*Place
0.0031*Adver + 0.11*Promo, Errorvar. 0.34, R2 = 0
0.064) (0.082) (0.089) (0.071) (o 069) (0.082)
' 247 1.38 7.31 -0.98 -0.037
1.71
Covariance Matrix of Independent Variables
Confi Extri Price Place Adver Promo
Confi 0.31
(0.06)
5.65
Extri 0.11 0.27
(0.03) (0.06)
3.84 4 .90
Price 0.17 0.11 0.48
(0.04) (0.03) (0.07)
4.58 3.17 6.54
Place 0.07 0.05 0.01 0.25
(0.02) (0.02) (0.03) (0.04)
2.74 2.09 0.43 7.19
Adver 0.08 0.10 0.09 0.07 0.23
(0.02) (0.03) (0.03) (0.02) (0.04)
3.12 3.89 2.89 3.43 5.24
Promo 0.14 0.16 0.15 0.10 0.12 0.43
(0.03) (0.03) (0.04) (0.03) (0.03) (0.06)
4.21 4.75 3.74 3.50 4.18 7.22
Covariance Matrix of Latent Variables
Attitude Intent Confi Extri Price Place
Attitude 0.39
Intent 0.38 0.56
Confi 0.18 0.17 0.31
Extri 0.13 0.13 0.11 0.27
Price 0.33 0.31 0.17 0.11 0.48
Place 0.02 0.02 0.07 0.05 0.01 0.25
Adver 0.08 0.08 0.08 0.10 0.09 0.07
Promo 0.17 0.17 0.14 0.16 0.15 0.10
Covariance Matrix of Latent Variables
Adver Promo
Adver 0.23
Promo 0.12 0.43

Goodness of Fit Statistics
De?rees of Freedom = 187

Minimum Fit Funcfion Chi-Square = 315.60 (g = 0.00
Normal Theory Weighted Least Squares Chi- Square ='295.56 (p = 0.00)
Estimated Non-centrality Parameter (NCP) = 108.56
90 Percent Confidence Interval for NCP = (65.72 ; 159.33)
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_Minimum Fit Function Value = 1.59

Population Discrepancy Function Value FOJ = 0.55
90 Percent Confidence Interval for FO = (0.33 0.80%
Root Mean Square Error of Approximation ( MSEAZ = 0.094
90 Percent Confidence Interval for RMSEA = (0.042 ; 0.065)
P-Value for Test of Close Fit (RMSEA < 0.05) = 0.28

Expected Cross-Validation Index (ECVI) = 2.15
90 Percent Confidence Interval for ECVI = (1.93 . 2.40)
ECVI for Saturated Model = 2.54
ECVI for Independence Model = 28.58

Chi-Square for Independence Model with 2
Independence AIC

odel AIC = 4

Saturated AIC =

Independence CAIC

odel CAIC =

Saturated CAIC

Normed Fit [nde
Non-Normed Fit In
Parsimony Normed Fit
Comparative Fit II

d

Degrees of Freedom = 5642.64
5686.64

.56

06.00
5781.20

9
593.47

— 1l
——= o1—g
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—
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o
0000 ——I
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Incremental Fit
Relative Fit In

O II—||'Lo

Critical N (CN) = 149.12

Root Mean Square Residual (RMRZ = 0.
Standardized RMR = 0.0
~ Goodness of Fit Index d(GFI)
Adjusted Goodness of Fit Index (AGFI)
Parsimony Goodness of Fit Index

The Modification Indices Suggest to Add the

Path to from Decrease in Chi-Square New
Attitude 10.5

Extri 10.5

o
o
I~

The Modification Indices Suggest to Add an Error Covariance

Between and Decrease 'in Chi-Square New Estimate
Y5 Y4 10.5 -0.05

Y1 8.8 0.04

Y2 10.8 -0.05

Y2 14.0 -0.03

P4 14.1 0.07

Y3 9.4 0.04

Y2 12.3 0.05

P4 11.7 -0.07

Time used: 0.156 Second
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Output Model 111, standardized solution
Factors Affecting Consumer Attitude toward CLA

Completely standardized Solution

LAMBDA-Y
Attitude Intent
Y1 0.89 .
Y2 0.90 o
Y3 0.87 o
Y4 - - 0.89
Y5 0.94
Y6 0.97
LAMBDA-X
Confi Extri Price Place Adver Promo
0.79 7 - - - - -
0.72 - - - - - - -
9 0.87 - - - - - -
QL0 0.71 - - - - - -
P3 0.82 - - - -
P4 0.90 - - - -
D1 - - 0.84 - -
D2 0.91 - -
D3 0.92 - -
AD] - - 0.70 -
AD2 0.79 -
AD3 0.79 -
AD5 0.72 -
SP1 - 0.86
SP? 0.88
SP3 0.81
BETA
Attitude Intent
Attitude - -
Intent 0.80
GAMMVA
Confi Extri Price Place Adver Promo
Attitude 0.19 0.11 0.60 -0.06 0.00 0.12
[ntent - - - - - - - - - - - -
Correlation Matrix of ETA and KSI
Attitude Intent Confi Extri Price Place
Attitude 1.00
Intent 0.80 1.00
Confi 0.52 0.42 1.00
Extri 0.41 0.32 0.38 1.00
Price 0.75 0.60 0.43 0.30 1.00
Place 0.06 0.05 0.23 0.18 0.03 1.00
Adver 0.28 0.22 0.29 0.40 0.26 0.30
Promo 0.42 0.34 0.38 0.47 0.33 0.29
Correlation Matrix of ETA and KSI

Adver Promo



Adver
Promo

Attitude
Intent

(1)88 1.00
Kl%lte: This matrix is diagonal.
Attitude Intent
0.36 0.37
THETA-EPS
Y1 Y2 Y3 Y4
0.20 0.18 0.24 0.20
THETA-DELTA
% % QI Q10
0.37 0.49 0.24 0.49
THETA-DELTA
DL D2 D3 ADI
0.29 0.18 0.15 0.51
THETA-DELTA
AD5 SP1 SP2 SP3
0.49 0.26 0.22 0.35
Regression Matrix ETA on KSI (standardized)
Confi Extri Price Place
ods ot of A

Time used:

0.156 Seconds

Y5
0.11

P3
0.32

AD?
0.37

Adver

0.00
0.00

170

Y6
0.06

P4
0.20

AD3
0.38

Promo

0.12
0.10
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Output Model IV

DATE: _ 2/10

[10/2006
TIME: 13:40

LISREL 854
BY
Karl G. Joreskog e Dag Sorborn

This program is published exclusively by
Scientific Software International, Inc.
7383 N, meoln Avenue, Suite 100
Lincolnwood, 1L 60712, .S.A.
(800)247-6113, F847)675 0720, Fax: (847)675-2140
by Scientific Software International, Inc., 1981-2002
1S pr%gram is subject to the terms specified in the
mversal Copynght Convention.
Website: www.Ssicentral.com

conyrl
opyri
l[J]sye gf th

The following lines were read from file C:\pisuth\analysis\model 4.LS8:

Factors Affectmg Consumer Att|tude toward CLA

Observed variab 9 Q10 Pl P2 P3 P4 D1 D2 D3
ADI AD2 AD3 AD4 AD5 2D6 SP1 884 8P3QEIQE2QESQE4QY1 Y2 Y3 Y4 Y5 Y6

(Siovalrlance mZaOtOrIX from file C:\PISUTH\ANALYSIS\FINAL_SEM.COV

ample size

Latepnt variables: Confi Extri Price Place Adver Promo Exper Attitude Intent
Relationships

Attitude=Confi Price Promo
Intent Attitude

Path Diagram

Adm|33|b|I|ty check=off

End of problém

Sample Size = 200

Factors Affecting Consumer Attitude toward CLA

Covariance Matrix

Y1 Y2 Y3 Y4 Y5
Y1 0.49
Y2 0.40 0.48
Y3 0.40 0.41 0.55
Y4 0.39 0.39 0.43 0.71
Y5 0.42 0.40 0.44 0.60 0.75
Y6 0.40 0.41 0.43 0.64 0.70


http://www.ssicentral.com

Covariance Matrix

Q9
Q10
P3
P4
SP1
SP2
SP3

Covariance Matrix

SP3

ocoocoocoo
RO W
OCUIOOW R~

Q9

.41
.27
.17
.18
.15
.14
.17

O O O O O o o

SP3
0.64

o O O o o o

ocoocooooOo
RO = QOO =
— oo oy

.47
.16
17
.10
.09
.10

Factors Affecting Consumer Attitude toward CLA

Number of Iterations = 10

LISREL Estimates (Maximum Likelihood)

Measurement Equations

Yl =

Y4 =

Y5 =
(

® -

1.00*Attitude

J99*Attitude,

= 1.03*Attitude, Errorvar.
(0 059)
17.55

1.00*Intent,

.09*Intent,

RO
oo
=
o
~

[ntent,

1.00*Confi, Errorvar.

Errorvar.=

Errorvar.=

Errorvar.

Errorvar.

Errorvar.

0.20 0.23
017 0.15
0.32 0.36
0.38 0.41
0.20 019
0.20 018
0.20 0.19

P3 P4
0.70
0.54 0.77
0.18 0.21
0.16 0.12
0.20 0.13
0.097 , R2 = 0.80
0.014
7.03
0.090 R2 0.1
0.013)
6.83
=013 R2=0.76
0.017
172

= 0.14_ , R2 = 0.80

0.017

§.48

= 0.081 , R2 = 0.89

(0.013)

6.35

= 0.048 , R2 = 0.94

(0.011)

415
072, R2 = 0.8

047)

'53

ODOOODOOO
NP RO
OO OO~

SP1

0.59
0.45
0.42

172

coococooo
el et s N SN )
[o=Td, ENE YT Ye  YIT)

SP2

0.59
0.44
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Q10 = 0.80*Confi, Errorvar.= 0.25 R2 = 0.46
0.13) g0.039)
6.38 A1
P3 = 1.00*Price, Errorvar.= 0.23 R2 0.67
0.037)
6.18
P4 = 1.14*Price, Errorvar.= 0.15 R2 0.81
(0.095) 0.041)
12.08 3.56
SP1 = 1.00*Promo, Errorvar.= ﬁ.égm R2=10.73
SP2 = 1.03*Promo, Errorvar.= 0.13 R2 0.78
(0.071) 0.024)
14.41 5.42
SP3 = 0.99*Promo, Errorvar.= 0.22 R2 0.66
(0.074) 0.029)
13.28 49

Structural Equations

OAGtStitUde = 0.21*Confi + 0.57*Price + 0.14*Promo, Errorvar.= 0.15 , R2 =

0.078 0.067 0.059 0.023

(2.65 ) (8.41 ) (2.38 ) (6.38 )
Intent = 0.95*Attitude, Errorvar.= 0.21 1 R2 = 0.64

(0.074 (/_0 029)

12.85 06

Reduced Form Equations

Attitude = 0.21*Confi + 0.57*Price + 0.14*Promo, Errorvar.= 0.15, R2 = 0.63
(0.078) (0.067) (0.059)
2.65 2.38
Intent = 0.20*Confi + 0.54*Price + 0.13*Promo, Errorvar.= 0.34, R2 = 0.40
(0.076) 0071) (0.057)
2.62 7.59 2.36

Covariance Matrix of Independent Variables

Confi Price Promo
Confi (O%Ei

5.4
Price (0?0%1)] (000471%

4.5 6.5

Promo 0.14 0.15 0.43



174

O O 08

Covariance Matrix of Latent Variables

Attitude Intent Confi Price Promo
Attitude 0.39
Intent 0.38 0.57
Confi 0.19 0.18 0.34
Price 0.32 0.31 0.17 0.47
Promo 0.17 0.17 0.14 0.15 0.43

Goodness of Fit Statistics

De?rees of Freedom = 58
Minimum Fit Function Chi- Square = 129.59 ({i
Normal Theory Weighted Least Squares Ch |Square =12
Estimated Non-centrality Parameter (NCP) = 64.59
90 Percent Confidence Interval for NCP = (36.57 ;

Minimum Fit Function Value = 0.65

Po pulat|0n Discrepancy Function Value FO} =032

90 Percent Confidence Interval for FO = (0 ; 050
Root Mean Square Error of Apprommatmn (

90 Percent Confidence Interval for RMSEA = (0.0

P-Value for Test of Close Fit (RMSEA <0, 5)

Expected Cross-Validation Index (ECVI) = 0.95
90 Percent Confidence Interval for ECVI =°(0.81 ; 1.13)
ECV] for Saturated Model = 0,91
ECVI for Independence Model = 18.85

Chi-Square for Independence Model 78 De%re s of Freedom = 3725.28
Independence AIC = 3751.2
odel AIC 188 59
Saturated AIC = 182.00
Independence CAIC = 3807.16
odel CAIC = 330.43
Saturated CAIC = 573.15
Normed Fit Index (NFIN: 0.97
Non-Normed Fit Index (N l&l = 0.97
Parsimony Normed Fit Index éP FI) = 0.72
Comparative Fit Index (CFl) = 0.98
Incremental Fit Index (IFI) = 0.98
Relative Fit Index (RFI) = 0.95

Critical N (CN) = 132.99

Root Mean Square Residual (RMR% = 0.024
Standardized RVMR =_0.039
~ Goodness of Fit Index d(GFI) = 0,91
Adjusted Goodness of Fit AGFl) =
Parsimony Goodness of Fit Index PGFI) =

The Modification Indices Suggest to Add the .
Path to from Decrease 1In Ch| -Square New Estimate
Y6 Attitude 10.7 -0.26

The Modification Indices Suggest to Add an Error Covariance
Between and Decreasé “in Chi-Square New Estimate
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Time used:
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0.047 Seconds
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QOutput Model IV, standardized solution

Factors Affecting Consumer Attitude toward CLA

Completely standardized Solution

LAMBDA-Y
Attitude Intent
Y1 0.90
Y2 0.90
Y3 0.87 -
Y4 - - 0.89
Y5 - - 0.94
Y6 - - 0.97
LAMBDA-X
Confi Price Promo
Q9 0.91
Q10 0.68 -
P3 - - 0.82
P4 - - 0.90 =
SP1 - - - - 0.86
SP2 - - - - 0.88
SP3 - - - - 0.81
BETA
Attitude Intent
Attitude _ o e
Intent 0.80 ;o-
GAMMA
Confi Price Promo
Attitude 0.19 0.62 0.15
Intent - .- -

Correlation Matrix of ETA and KSI

Attitude Intent Confi Price Promo
Attitude 1.00
Intent 0.80 1.00
Confi 0.51 0.41 1.00
Price 0.75 0.60 0.42 1.00
Promo 0.42 0.34 0.38 0.32 1.00
PSI
Note: This matrix is diagonal.
Attitude Intent
0.37 0.36
THETA-EPS
Y1 Y2 Y3 Y4 Y5
0.20 0.19 0.24 0.20 0.11

THETA-DELTA

176
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Q9 Q10 P3 P4 sP1
0.18 0.54 0.33 0.19 0.27
THETA-DELTA
$P3
0.34

Regression Matrix ETA KSI (Standardized)

Confi Price Promo
Attitude 0.19 0.62 0.15
Intent 0.15 0.50 0.12

Time used: 0.078 Seconds

177

sP2
0.22
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