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     The study aimed to find out the impact of motivating factors on 

impulsive buying behavior in the food market, on a sample of 383 

individual customers of the shopping center (top shop) in Blida, where a 

questionnaire consisting of 87 phrases was distributed, and the data was 

processed and analyzed and descriptive tests were used to detect the levels 

of factors motivating impulsive purchase, and the level of impulsive buying 

behavior according to customer responses and multiple linear regression to 

test the hypotheses of the study, and the study employed the SPSS v 23 

program  

      The study found that there are average levels of impulsive buying 

factors related to personal factors, compromise factors and product-related 

factors, with an average level of impulsive buying behavior among 

customers. When testing the sub-hypotheses, we also found an effect on the 

personal factors motivating impulsive buying related to impulsivity, 

emotional state and ego deficiencies) on the impulsive buying behavior of 

customers, excluding factors that are not affecting the model related to 

(mood, motivation, pleasure and culture factor), with an impact on the 

situational factors motivating impulsive buying related to crowd intensity 

and buying roles) and impulsive buying behavior among customers,, 
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excluding factors that do not affect the model related (the general 

atmosphere within the store related to design and decoration, the social 

environment, the accompanying factor during purchase and the time 

available), and the presence of an impact on the factors associated with the 

product that motivate impulsive purchase (product, distribution and 

promotion) and impulsive buying behavior among customers with the 

exclusion of the non-influencing factor in the price model. 

Finally, the study found an effect of the factors motivating impulsive 

buying (personal, situational and product-related) on impulsive buying 

behavior in the food market among customers of the mall (top shop) in 

Blida. 

Keywords: impulsive buying behavior, personal factors, situational 

factors, product-related factors, food market.



XII 

   

 



XIII 

   

 

 

 

 ................................................................... Erreur ! Signet non défini. 

 ..............................................................................................VII 

 ........................................................................................................ IX 

 ................................................................................................... IX 

 ................................................................................................ XIV 

 ........................................................................................................... 1 

 ................................................. 11 

 ........................................................................................................... 12 

 ............................................................. 13 

 ................................................................... 13 

.......................................................... 15 

 ............................................... 03 

Neuromarketing .................................... 01 

 ........................................................ 03 

 ...................................................... 01 

 ....................................... 02 



XIV 

   

 ..................................................... 02 

 ................................................................... 03 

19 ................................. 04 

 ............................................................................................... 06 

 ......................................................... 13 

 .......................................................................................................... 11 

 ................................................ 13 

 ................................................................. 13 

 ................................................................. 14 

 ........................................ 26 

 ...................................... 42 

........................... 45 

 ........................... 62 

 ......................................................................................... 130 

IBB ....................... 136 

Magali Giraud ............................................ 136 

 Bessouh ..................................................... 103 

 ............................................................................................ 100 

 ...................................................... 101 



XV 

   

 ........................................................................................................ 102 

 .................................... 103 

 ......................... 105 

 .............................................. 113 

 ......................................... 113 

 ................................ 113 

 .................................... 111 

 ............................... 113 

 ........................................................... 115 

 ................................................................... 115 

 ............................................ 116 

2023 ........................................ 123 

 ............................................................................................. 120 

Le 

Grand Top Shop .......................................................................... 121 

 ........................................................................................................ 122 

Le Grand Top Shop ................ 123 

Top Shop Le Grand  ................................... 123 

Le grand top shop ............................ 124 

Le Grand Top Shop .................... 125 



XVI 

   

 ......................................................................... 126 

 ....................................................... 126 

 ......................................................................... 131 

 ........................................................... 131 

 ................................................................ 151 

 ............................... 151 

 ................................................... 150 

 ............................................................ 163 

 ............................................................................................. 333 

 ........................................................................................................ 330 

............................................................................................... 336 

...................................................................................................... 332 

 



XVII 

   

 



IX 

   

1 .................................................................. 03 

2 ............................................... 16 

3 ................................................... 34 

4

2018 ................................................................................................... 36 

5

2015 ................................................................................... 43 

6Erreur ! 

Signet non défini. 

7

2017 ..................................................................................................... 42 

8Daucé RieunierErreur ! 

Signet non défini. 

9 ..................... 106 

10 ........................................................ 111 

11

2017-2007 ...................................................................................... 112 



X 

   

12

2020 ................................................................................................... 113 

13 ........................................................................ 124 

14

…………………………….323

15 ................. 133 

16 .................................... 130 

17 ....................... 130 

18 ............................................. 132 

19 ........................... 133 

20 .................... 133 

21 .............................. 134 

22 ....................... 135 

23 ......................... 136 

24

 136

25

 ....................................................................................... 143 



XI 

   

26

 ......................................................................................... 143 

27 ........................ 140 

28 ....... 140 

29 ....................... 141 

30....................... 142 

31 ............................... 143 

32 ............................... 144 

33 ............................. 144 

34 ............................. 145 

35 ...... 146 

36 ................................................... 153 

37 ......................................................... 151 

38....................................... 153 

39 ......................................... 153 

40 ......................................... 150 

41

 ................................................................................................... 151 



XII 

   

42

 ................................................................................................... 153 

43

 ......................................................................................... 155 

44 ............. 156 

45

top shop

 ............................................................................................................... 161 

46

top shop

 ............................................................................................................... 161 

47

top shop

 ........................................................................................................ 163 

48

top shop ................................................................... 166 



XIII 

   

 



XIV 

   

1 .......................................................................... 10 

2 .............................................................. 16 

3 ..................................................... 31 

4 ............................................................... 13 

5 .................................................... 33 

6 ......................................................... 30 

7 .......................................................... 32 

8 .................................................. 45 

9 Mehrabian et Russell 64 

10 ............................. 66 

11 133 

12........................................................................ 131 

13 .... Erreur ! Signet non défini. 

14Giraud 

Magali .................................................................................................... 103 

15Bessouh ............ 101 

16Dauce et Rieunier ...................................................... 103 



XV 

   

17 ............................... 113 

18Le Grand Top Shop ...................... 125 

19 .................................................................... 131 



XVI 

   

 

 



1 

   

 

  



2 

   

27%67%

  

 

 

   



3 

   

2025

top shop

3 ...5

top shop 

2 ...5

top shop 

3 ...5

top shop 



4 

   

...5

top shop

3 ...5

top shop 

2 ...5

top shop 

3 ...5

top shop 

 

 

 



5 

   

 

 

 

impulsive 

purchase



6 

   

20172023

20212022



7 

   

 v 23 spss 

2017-2018

 

 

 

  

 

 



8 

   

  

S.O.R

2015-2014

 

 

  

 

 

 

 



9 

   

812021

 

 

  

 



10 

   

Meradi Samir 

Les antécédents et les conséquences de l`expérience d`achat

Impulsif2020-2019

 

 

Didit Darmawan John Gatheru 

Understanding Impulsive Buying Behavior in,journal of 

social science studies, vol. 1,No. 1,January  2021.



11 

   

Shoopee Blibli Lazada 

Tokopedia Bukalapak

Shoopee

  

  

 

 

 

  



12 

   

  

Le 

Grand Top Shop



13 

   

1

 

 

 

 

 

 

 الانذفاعي ءالمحفشة للشزالعوامل ا

المحفشة للشزاء الشخصيتلعوامل ا

 الانذفاعي

الموقفيت المحفشة للشزاء لعوامل ا
 الانذفاعي

المزتبطت بالمنتج المحفشة لعوامل ا

 للشزاء الانذفاعي

سلوك الشزاء ال
 الانذفاعي

ق المواد في سو
الغذائيت لذى سبائن 
المزكش التجاري 

(top shop )
 البليذةب



14 

   

 

 



15 

   

 



16 

   

 

                                                           
1

20192

2

ALFET2.332.324849



17 

   

 

 

                                                           
1

32.36
2.3773

2

322.389.
3

2017323



18 

   

 

                                                           
1

2.2.2

2

32015 2016-71



19 

   

 

  

2

2

 

201324

 الشعور بالحاجت  أوالإحساص 

 البحث عن المعلوماث

 تقييم البذائل 

 قزار الشزاء 

 تقييم ما بعذ الشزاء 



20 

   

 

  

 

 

 

                                                           
1

3.32.23
349

2

332014195



21 

   

  

 

 

 

 

 

                                                           
1

29322.35
2435

2

32.3833
3

23362.2.
433



22 

   

 

                                                           
1

SAMSUNG

42.3792



23 

   

 

 

 

                                                           
1

382.38389



24 

   

3

 

 

 

 

3

 



25 

   

     

  

3 Complex decision

 

2 Brand loyalty

 

3 Impulse purchasing

 

                                                           
1

91997113114



26 

   

4  Inertia

 

                                                           
1

2.3326



27 

   

 

I3commuter and i8 car BMW 

DriveNow

                                                           
1

2014116 



28 

   

- 

 

- 

 

- 

 

 

- 

                                                           
167
2

323



29 

   

  

 

- 

  

 

- 

 

                                                           
1

3

20095

2
7 

3

2008-20073



30 

   

- 

 

 

 

  

  

  

                                                           
1

59 



31 

   

 Neuromarketing 

 "

"

"

 

neuroscience cognitive

                                                           
1

""

32.2.3
2

"

33312.3422

33.2



32 

   

1

2

 

 

 

 

 

                                                           
124

2
ClaraLandency, Qu'est-ce que le neuromarketing ? Fonctionnement, exemples et limites 

(hubspot.fr) consulted13/02/2023/,)22:.57(. 



33 

   

 

 

 

1
 

 

2

 

                                                           

1
 Med Amine Kharat, Le neuromarketing : avantages et inconvénients 

(journaldunet.com), consulted 13/02/2023,) 23:44(. 
2
B. Bathelot, https://www.definitions-

marketing.com/definition/neuromarketing/consulted, 02/13/2023, )23:52(. 
3
Gabriel,https://fr.sendinblue.com/blog/neuromarketing/#:~:text=Le%20terme%20%C2

%AB%20neuromarketing%20%C2%BB%20est%20une,le%20parcours%20des%20clie

nts%2Fpro, consulted 13/02/2023,) 00:14(. 



34 

   

  

35..

5....

3.
                                                           

1
 Med Amine Kharat, سبق ذكرهمرجع  , consulted 13/02/2023,) 00:31(. 



35 

   

     

. 

                                                           
1

19

7320218



36 

   

 

1

 

  

 

  

  



37 

   

  

2201834

19

                                                           
1

8 



38 

   

                                                           
1

journal of Economic Grouth and Entrepreneuship JEGE 

Vol4, No 2,2020,P41. 



39 

   

  

 



40 

   



41 

   

 

67-27 

IBB



42 

   

        

7.  

  Kollet and Willet 

                                                           
1

 81202130 

2
 (sotor.com)

2023-16-0313:08



43 

   

 

                                                           
1

232.2.4

2

3842.38956
3

2018-201782



44 

   

DNA

                                                           
1

 13

2014210

2

201466



45 

   

International society for research of impulsivity 

 

                                                           
1

83 

2
210

3

3532.34232



46 

   

 

 

4

99



47 

   

.

purchaseImpulsive

 

 

                                                           
1

642.38
95

2

.024 ص، 2018، 04. 



48 

   

 Giraud

 

 

                                                           
1

2332.23637
2

les cahiers de MECAS3.2.34359 



49 

   

 

 

 

2

1950(Clover, 1950) 

(West, 1951) 

1959-1973(Stern, 1962) 

(Cox, 1964) 

(Kollat & 

Willet, 1967) 

1973-1980(Stern, 1962) 

(Cox, 1964) 

(Kollat & 

Willet, 1967)

1991(Piron, 1991)

1995 (Rook & 

Fisher, 1995) 

1998(Beatty & 

Ferrell, 1998)

2002(Giraud, 

2002)

2004-2006(Bonnefont, 

Giraud, & 

Labbé-Pinlon, 

2005) 

(Parboteeah, 
                                                           

1
91



50 

   

2005) (Park & 

Lennon, 2006)

2006-2009(Vohs & 

Faber, 2007) 

(Giraud & 

Galan, 2009) 

(Virvilaite, 

Saladiene, & 

Bagdonaite, 

2009)

2009-2010(Thuderoz , 

2009)) (Barth 

& Bobot, 

2010) (Barth 

& Antéblian, 

2010)
 les antecedents et les consequences d experience dachas impulsiveMeradi،:رالمصد

Samir,these doctorat, sciences commercials, specialite Marketing, Universite Djillali Liabes, Sidi 

Bel Abbes, 2019-2020, p 42. 

 

stern

 

 

 

                                                           
1

90



51 

   

 

 

 

 

 

                                                           
1
 Mahwish Sindhu, Micheal J.Kloep, Store environment and impulsive buying: The 

changing dynamics of consumer behavior, Journal of southwest Jiao tong University, 

vol.55 No. 4, Aug 2020, p4. 
2
Thanya Aparecida Lehmann, Juliano Krug, Christian Daniel Falaster, consumer 

purchase decision: factors that influence impulsive purchasing, Revista Brasileira 

de marketing, vol.18, num.4, 2019, p201. 



52 

   

 

 

 

                                                           
1
 Mohamed Ali Barakat, a proposed model for factors affecting consumers impulse 

buying tendency in shopping malls, journal of marketing management, 

vol.7,No.1,june 2019, p323. 
2
Rifka Khamassi, L’effet d’expérience en magasin sur l’achat impulsif dabs un 

contexte de supermarché, mémoire présenté comme expérience partielle de la maitrise 

en administration des affaires, Université du Québec à Montréal, Juin 2012, p 36-37. 
3

 131



53 

   

 Weun, Jones et Beatty

  

 Just do i t 

 I see it i do it 

  

  

. 

 

                                                           
1

 133134



54 

   

  

 

                                                           
1

118 
2
Regina  Virvilaité, Violeta Saladiene,Juraté Zvinklyté, The impact of external and 

internal stimuli on impulsive purchasing, Economics  and management , 2011, 

p1329-1330. 



55 

   

 

 

 

  

                                                           

2
V.Bhuvaneswari , Jayasree Krishban ,A review of literature on impulse buying 

behavior of consumers in Brik & Mortar and click only stores, International Journal 

of Management researching social science (I.JMRSS), volume 2, issue3, july-september 

2015, p84. 



56 

   

 

 

 

                                                           



57 

   

Stern

 

 

 

Intissar Abbes

                                                           



58 

   

 

 

  

  

  

                                                           



59 

   

stimulusReponse

Black-Box

Giraud

1

 

                                                           

2
Amel Graa, Amira Aboura, le comportement d’achat impulsif : l’effet d’interaction 

de l’âge, le sexe et le revenu, Dossiers de recherches en Economie et Gestion : Numéro 

6 : Septembre 2017, p 139, 140. 



60 

   

5

125 

2

 

 

 

 

 

 

 

 

 



61 

   

 

  

  

  

  

  

  

  

  

                                                           
1

 



62 

   

  

  

  

  

  

  

  

  

                                                           
1

8



63 

   

 

3

6

Hamid R Hadjali , Exploring main factors affecting on impulsebuying ا

behaviors , journal of American Science , 2012 ,p 245.

                                                           



64 

   

 

 

 

 

 

 

                                                           
1
Hamid R Hadjali p246.



65 

   

 

7

8

 

 

                                                           
1
 Intissar Abbes, Proposition d’une segmentation des acheteurs impulsifs dans le 

cadre du point de vente, Management & avenir, numéro 31, 2010, p385. 



66 

   

 

 

                                                           
s
Samir Meradi, Amel Graa, Mohammed Ouahab, Les antécédents et les conséquences 

de l’expérience  d’achat impulsif : un essai de conceptualisation, Les Cahiers de 

MECAS, V14, N2, Décembre 2018, p59. 
2
Agung UTAMA, Hunik Sri Runing SAWITRI, Budi HARYANTO, Lililk WAHYUDI, 

Impulse Buying: The Influence of impulse buying tendency, urge   to buy and 
gender on impulse buying of the retail consumer, Journal of distribution Science 19-

7, 2021, p103.    



67 

   

3

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

                                                           
133



68 

   

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



69 

   

Bessouh

2018 

4

2018 

https://www.cnbc.com/2018/02/23/consumers-cough-up-5400-a

14:07 Consuled12-12-2022 

                                                           

% 

%71 

%53

%33

%29

%28



70 

   

5400

5

2015

%29,55 

%24,00 
%22,50

 %12,50

%11,50

2030-

                                                           
1

102



71 

   



72 

   

4.

25

 

2.36

                                                           
1
Yang Zhao, Yixuan Li, Ning Wang, Ruoxin Zhou, Xin(Robert) Luo,A meta –analysis 

of online impulsive buying and the moderating effect of economic development , 
Information systems frontiers, published online,11Augest2021,p3. 
2
Rosa Isabel Rodrigues, Paula Lopes ,Miguel Varela, Factors affecting impulse 

buying behavior of consumers, frontiers in psychology, 

volume2021,articleG97080,June2021,p2. 



73 

   

 

                                                           
1
 Mustapha Zahgal, Najla Aouinti, Le rôle des facteurs situationnels et personnels dans 

l’explication de la réalisa tion d’un achat impulsif : Une application du modèle S.O.R, 

La Revue des Sciences de Gestion, Direction et Gestion n° 242 – Marketing, mars-

avril2010, p114. 



74 

   

Md wasiul Karim Mohammad Abdul Matin ChowdhurMed Abdullah Al 

Masud,Analysis of factors influencing impulse buying behavior towards e-tailling sites, 

contemporary management research , vol.17, No.2,2021,p6. 

2017

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 



75 

   

7

2017 

%7.10 

%22.90

%34.90

%18.10

%9.90

%04.10

%03.00

365

52

                                                           
1
 Mustapha Zaghal, Najla Aouinti, , p114.



76 

   

1MahwishSidhue

 

 

 

 

 

                                                           
1
Hamid R Hadjal, , p24. 



77 

   

2 Michel& J.Kloep

  

 

  

 

 

3 Mahawish sindhuMichael J.Kloep 

                                                           

2
Mahwish Sindhu, Micheal J.Kloep, مرجع سبق ذكره, p3. 



78 

   

8

,pp3, 4.,Mahwish Sindhu, Michael J.Kloep

                                                           
1

6798 



79 

   

  

1

                                                           
1
Bessouh Nadira, Benhabib Abdrrezak, les déterminants d’un achat impulsif, revue 

DIRASSAT, université Laghouat, JUIN2012, p 31,32. 
2

100



80 

   

 

 

                                                           
1

97 

2
975



81 

   

2

                                                           



82 

   

Agung 

3     

38

39

                                                           
1
Refka Khamassi, مرجع سبق ذكره  , p35. 

2
Agung Utama and others, p109.

3
Mahwish Sindhu, Michael J.Klo ,مرجع سبق ذكره ,p4. 



83 

   

AmelGraa

 

355.

659.

                                                           
1

101

2
Amel Graa, Amira Boudiba , p151.



84 

   

4

 

5

                                                           
1
Rifka Khamassi, 37مرجع سبق ذكره,.ص  

2
Mohamed Ali Barakat, مرجع سبق ذكره, p123. 

 .101مرهف نبيه إبراهيم1 مرجع سبق ذكره1 ص  3
4
Fernando De Oliveria Santini, Wagner Junior Ladeiria, Valter Afonso Vieira& others, 

Antecedents and consequences of impulse buying: a meta-analytic study, RAUSP 

Management journal, volume: 56, issue2, 2021, p 183.



85 

   

                                                           
1

358 

2
120

3
Muhammad Billal Ahmad & othres, مرجع سبق ذكره, p16. 

4
Mahawish sindhu, Michael J.kloep, مرجع سبق ذكره   ,p4. 



86 

   

                                                           
1
Rosa Isabel Rodrigues & others, مرجع سبق ذكره, p3.

2
118

3
Mohamed Ali Barakat, مرجع سبق ذكره  , ص   ,121- 122. 



87 

   

32

Mihrabian et Rusell PAD

                                                           
1
 Refka Khamessi4,مرجع سبق ذكره. =41.

2
Sesoumi Youn Ronald Faber ,impulse buying :its relation to personality traits cues , 

the association for consumer research ,volume 27,2000,p1. 



88 

   

Pleasure Arousal

Dominance

PAD 

  

  

  

BMISBrief Mood Introspection Scale

introspection L16

6

                                                           
1

124

2
127

3
365 

4
130



89 

   

                                                           
1
Rabie El Badaoui,  مرجع سبق ذكره ,p7. 



90 

   

MeradiSamir

                                                           
1
 Fernando De Oliveria Santini, مرجع سبق ذكره, p 182. 

2
Refka Khamessiمرجع سبق ذكره ,, p 42143.



91 

   

7

                                                           
1
MeradiSamir,  مرجع سبق ذكره,p 64.

2
137



92 

   

 

- 

 

- 

 

-  

                                                           
1
Refka Khamessi, مرجع سبق ذكره   p 43-42. 

2
138139



93 

   

8:

                                                           
1

281307

2

362.2.8 



94 

   

7.6

483

24

                                                                                                                                                                          
1

2732.3333



95 

   

(psychologie environnementale

                                                           
1
Refka Khamassi,مرجع سبق ذكره,p 38-39-4.. 



96 

   

 

43

RusselBelk397.

                                                           
1
Mustapha Zeghal, , p106. 

2
101



97 

   

 

9 Mehrabian et Russell

96

                                                           
1

 Seif beauty clinic

4262.2.83.

 

 

- 

 

ذ

Stimulus 
Organisme 

Réponse 



98 

   

  

  

  

  

 

 

                                                           
1

152
2
Mirela Mihic, Ivana Kursan, assessing the situational factors and impulsive buying 

behavior: market segmentation approach, Management, vol15, 2010, 2, p49. 



99 

   

10

336 Mustapha Zaghal et Najla Aouinti

1

                                                           
1
 Meradi Samir, مرجع سبق ذكره, p90. 



100 

   

19731974

11

  

Bessouh Nadira, l’expérience d’achat impulsif du consommateur algérien, 

unEssai dequantification, thèse doctorat en sciences de gestion option marketing, 

université Abou Bekr Balkaid, Telemcen, 2011-2012, p147. 

19731974

                                                           
194



101 

   

                                                           
1
 Meradi Samir, مرجع سبق ذكره, p 90-91. 

2
8

3
107



102 

   

                                                           
1
Samir Meradi, مرجع سبق ذكره, p59. 



103 

   

 

 

                                                           
1
Refka Khamessi, مرجع سبق ذكره, p 43-44-45 . 



104 

   

12

10

Vinish

 



105 

   

appleubaum1951

1962

 

                                                           

2
Rabi Elbadawi, مرجع سبق ذكره, p3. 



106 

   

                                                           
1
Bessouh Nadira, مرجع سبق ذكره  , p6. 



107 

   

Daucé Rieunier

8Daucé Rieunier

 

 

 

  

 

 

 

 

,p62. Bessouh Nadira, Mir Ahmed

                                                           
1
Rabie El Badawi , Aomar Ibourk, , p4. 



108 

   

MirelaMihicIvanaKursan

 

                                                           
1
Mirela Mihik, Ivana Kursan, ,p50.



109 

   

38

                                                           
1Refka khamassi, مرجع سبق ذكره, p 50-51. 
2
Refka Khamessi, مرجع سبق ذكره, p 46-47. 



110 

   

 



111 

   

13

 

,p62. Meradi Samir,

Bitner

                                                           
1
Samir Meradi, مرجع سبق ذكره  , p  .63  

 

 

 

 

المتغيرات الفردية المعدلة



112 

   

                                                           
1
Regina Virvilaité , Violeta Saladiené , Model investigation of factors affecting 

consumer impulsive purchase behavior in retail environment ,economics and 

management ,17 ;(2),2012,p668. 
2

133



113 

   

2

GilbertrogluSevgin Harrell

Sibéril

                                                           
1
 Rabie El Badaoui, مرجع سبق ذكره  , p4. 



114 

   

                                                           
1

932.36543
2
 Mustapha Zaghal, Najla Aouinti, مرجع سبق ذكره, p115. 



115 

   

                                                           
1
Magali Giraud, l’expérience d’achat impulsif : un essai de modélisation une 

application aux achats impulsif dans la grande distribution, thèse doctorat en 

science de gestion, université des scie, ces de Toulouse I.A.E de Toulouse, 12 

Décembre 2002, p 269,270. 
2
Rabie Elbadaoui, مرجع سبق ذكره  , p 4-5. 



116 

   

3

                                                           
1
Refka Khamessi, مرجع سبق ذكره, p 52-53. 

2
 Renny Riqllani,antecedents and consequences of impulse buying behavior , 

Business and Entrepreneurial Review, Vol 15, p5. 
3
Mustapha Zaghal, Najla Aouitni, مرجع سبق ذكره, p 115. 



117 

   

                                                           
1
 Fernando De Oliveria Santini, & others, مرجع سبق ذكره  , p 184. 

2
Rabie El Badaoui, مرجع سبق ذكره  , p5. 



118 

   

4

1982

                                                           
1

144 
2
Mustapha Zaghal, Najla Aouinti, مرجع سبق ذكره, p 115. 

3
Muhammad Bilal Ahmed , Hafiz Fawad Ali, Maha Sabir Malik,Asad Afzal Humayun , 

Sana Ahmad , factors affecting impulse buying behavior with mediating role of 

positive mood : an empirical study, European online journal of natural and social 

science ,vol.9,No1,2019,p20. 



119 

   

                                                           
1
 Rabie El Badaoui, مرجع سبق ذكره, p6. 



120 

   

1

2

3

 

                                                           
1
Magali Giraud, مرجع سبق ذكره  , pp271-272. 

2
Muhammad Bilal Ahmed, مرجع سبق ذكره  , p21. 

3
Bessouh Nadira,  ذكرهمرجع سبق , pp 161-162. 



121 

   

Beatty et Ferrell

Items

  

  

 

5

                                                           
 .147صالح عياد1 مرجع سبق ذكره1  1

2
Rabi El Badaoui, مرجع سبق ذكره  , p 5-6. 



122 

   

                                                           
1
 Mustapha Zaghal, Najla Aouitni, مرجع سبق ذكره, p 115. 



123 

   

                                                           
1
Magali Giraud, مرجع سبق ذكره, p 275-278. 



124 

   

                                                           
1
Rabie El Badauoi, ,مرجع سبق ذكره p8. 

3
Mirela Mihic, Ivana Kursan, مرجع سبق ذكره, p50.  



125 

   

 

                                                           
1
Refka Khalessi, مرجع سبق ذكره, p55. 

2
Fernando De Oliveira Santini &others, مرجع سبق ذكره, p 184-185. 

3
20



126 

   

                                                           
1
 Besouh Nadira, Mir Ahmed, مرجع سبق ذكره, p7. 

2
120

3
Refka Khamessi, مرجع سبق ذكره  , p 56. 

4
Gopal Krishnan R.Iyer, Markus Blut, Sarah Hong Xiao, Dhurv Grewal,impulse 

buying analytic Review , journal of the academy of marketing science ,2020, p 386. 



127 

   

. 

. 

                                                           
1

127



128 

   

 

  

  

  

 

 

 

 

 

                                                           
1
Shaifali Chauhan, Richa Banerjee, Vishal Dagar, Analysis of impulse buying 

behavior of consumer during covid19: An Empirical study, Millennial Assia 1-22, 

2021, p5. 
2

133



129 

   

IBB 

Magali Giraud 

 



130 

   

14Giraud 

Magali

 

 

 

 

 Magali Giraud.296

 Bessouh

- 

- 

- 

-

 

الحالت العاطفيت

- 

- 

- 

 

الميل نحو 

 الاندفاع

- 

- 

- 

- 

- 

- 



131 

   

15Bessouh 

 

112

Rieunier et Dauce

Rieunier et Dauce

:

- 

- 

- 

- 

- 

- 



132 

   

16Dauce et Rieunier

 

 

110

 

 

 

 

- 

- 

- 

- 

-

-

 

 

- 

- 

- 

- 



133 

   



134 

   



135 

   

 

 

 



136 

   

 

                                                           
1

2006-19952009132

2

11201626



137 

   

" (FAO)

2.399.35

5.4.6

2.5

3.3946

93.

                                                           
1

 

-https://www.aljazeera.net/ebusiness/2022/5/26/%D9%85%D8%A7

-%D8%A3%D8%B4%D8%AF-7%D9%8A%D9%8

-%D9%85%D8%AE%D8%A7%D8%B7%D8%B1

-%D8%A7%D9%84%D8%AD%D8%B1%D8%A8
 

https://www.aljazeera.net/ebusiness/2022/5/26/%D9%85%D8%A7-%D9%87%D9%8A-%D8%A3%D8%B4%D8%AF-%D9%85%D8%AE%D8%A7%D8%B7%D8%B1-%D8%A7%D9%84%D8%AD%D8%B1%D8%A8-%D8%A7%D9%84%D8%B1%D9%88%D8%B3%D9%8A%D8%A9-%D8%B9%D9%84%D9%89-%D8%A7%D9%84%D8%A3%D9%85%D9%86،تمت
https://www.aljazeera.net/ebusiness/2022/5/26/%D9%85%D8%A7-%D9%87%D9%8A-%D8%A3%D8%B4%D8%AF-%D9%85%D8%AE%D8%A7%D8%B7%D8%B1-%D8%A7%D9%84%D8%AD%D8%B1%D8%A8-%D8%A7%D9%84%D8%B1%D9%88%D8%B3%D9%8A%D8%A9-%D8%B9%D9%84%D9%89-%D8%A7%D9%84%D8%A3%D9%85%D9%86،تمت
https://www.aljazeera.net/ebusiness/2022/5/26/%D9%85%D8%A7-%D9%87%D9%8A-%D8%A3%D8%B4%D8%AF-%D9%85%D8%AE%D8%A7%D8%B7%D8%B1-%D8%A7%D9%84%D8%AD%D8%B1%D8%A8-%D8%A7%D9%84%D8%B1%D9%88%D8%B3%D9%8A%D8%A9-%D8%B9%D9%84%D9%89-%D8%A7%D9%84%D8%A3%D9%85%D9%86،تمت
https://www.aljazeera.net/ebusiness/2022/5/26/%D9%85%D8%A7-%D9%87%D9%8A-%D8%A3%D8%B4%D8%AF-%D9%85%D8%AE%D8%A7%D8%B7%D8%B1-%D8%A7%D9%84%D8%AD%D8%B1%D8%A8-%D8%A7%D9%84%D8%B1%D9%88%D8%B3%D9%8A%D8%A9-%D8%B9%D9%84%D9%89-%D8%A7%D9%84%D8%A3%D9%85%D9%86،تمت


138 

   

 

 

19

                                                                                                                                                                          

-%D8%A7%D9%84%D8%B1%D9%88%D8%B3%D9%8A%D8%A9

%D8%A7%D9%84%D8%A3%D9%85%D9%86-%D8%B9%D9%84%D9%89

34.22.23.3:38
1

6

12019 146 

https://www.aljazeera.net/ebusiness/2022/5/26/%D9%85%D8%A7-%D9%87%D9%8A-%D8%A3%D8%B4%D8%AF-%D9%85%D8%AE%D8%A7%D8%B7%D8%B1-%D8%A7%D9%84%D8%AD%D8%B1%D8%A8-%D8%A7%D9%84%D8%B1%D9%88%D8%B3%D9%8A%D8%A9-%D8%B9%D9%84%D9%89-%D8%A7%D9%84%D8%A3%D9%85%D9%86،تمت
https://www.aljazeera.net/ebusiness/2022/5/26/%D9%85%D8%A7-%D9%87%D9%8A-%D8%A3%D8%B4%D8%AF-%D9%85%D8%AE%D8%A7%D8%B7%D8%B1-%D8%A7%D9%84%D8%AD%D8%B1%D8%A8-%D8%A7%D9%84%D8%B1%D9%88%D8%B3%D9%8A%D8%A9-%D8%B9%D9%84%D9%89-%D8%A7%D9%84%D8%A3%D9%85%D9%86،تمت


139 

   

19

2.22

9

1422222322:18

                                                           
1

19

2020112

 2021102



140 

   

 

                                                           
112

https://www.saveatrain.com/blog/ar/best-food-markets-world.22.23
.3:36



141 

   



142 

   

 

17

 

82.37376



143 

   

 

  

  

  

  

  

 

 

 

                                                           
1

29-28



144 

   

 16-87

12016

 

 402-0725

2007 

 65-16

162016

 

 96-132

131996 

10 

2000

2080,00

2507,5

50015,00

2508,50

50017,00

، تمت  (commerce.gov.dz)إحصائيات و حصائل | وزارة التجـارة الجزائرية

 (.22:06، )27-01-2023زيارته، 

https://www.commerce.gov.dz/statistiques/collection/releve-des-prix-des-produits


145 

   

 

2017-2007 

11

2017-2007

2017-2007

17262021 156

2013

2017 2016 2015 2014 2013 2012 2011 2010 2009 2008 

 

2007 

145.3 145.8 135.9 131.6 130.7 129 124 114.9 114 232.7 108.6 

220.9 223.7 213.7 179.8 214.1 207 170 151 155 98.18 92.98  

602.1 490.1 501.3 386.2 324.1 334 250 233 209 245 216  

141.7 139.9 137.2 132.5 124.9 125 122 115.2 115 114 107  

191 189.6 188.7 188.6 186.8 183 177 157.4 156 130.2 113.6 

196.3 189.5 183.7 181.1 183.1 183 181 177.5 172 195 170 

303.6 259.85 195.9 220.4 185.7 180 158.5 197.9 246.3 225.6 211.5 

267.6 215.7 242.2 196.6 196.8 200 155 151 137.6 199.9 186.5 

266.2 171.2 319.4 179.1 143,8 199 167.9 179.8 139.5 119.4 178.8  



146 

   

12

2020

 

98

2020

2019

 

 

2022941260423



147 

   

2022

1.2

403

13

2022

800

1005060

0,035

3

2023

 

                                                           
1

notre métier  –ires les plus consommées en Algérie Les denrées alimenta

(tijaratuna.com)02-03-202300:03

https://tijaratuna.com/%D8%A7%D9%84%D9%85%D9%88%D8%A7%D8%AF-%D8%A7%D9%84%D8%BA%D8%B0%D8%A7%D8%A6%D9%8A%D8%A9-%D8%A7%D9%84%D9%85%D8%B3%D8%AA%D9%87%D9%84%D9%83%D8%A9-%D8%A7%D9%84%D8%AC%D8%B2%D8%A7%D8%A6%D8%B1/
https://tijaratuna.com/%D8%A7%D9%84%D9%85%D9%88%D8%A7%D8%AF-%D8%A7%D9%84%D8%BA%D8%B0%D8%A7%D8%A6%D9%8A%D8%A9-%D8%A7%D9%84%D9%85%D8%B3%D8%AA%D9%87%D9%84%D9%83%D8%A9-%D8%A7%D9%84%D8%AC%D8%B2%D8%A7%D8%A6%D8%B1/
https://tijaratuna.com/%D8%A7%D9%84%D9%85%D9%88%D8%A7%D8%AF-%D8%A7%D9%84%D8%BA%D8%B0%D8%A7%D8%A6%D9%8A%D8%A9-%D8%A7%D9%84%D9%85%D8%B3%D8%AA%D9%87%D9%84%D9%83%D8%A9-%D8%A7%D9%84%D8%AC%D8%B2%D8%A7%D8%A6%D8%B1/


148 

   

International Center for Shopping 

Center

                                                                                                                                                                          
1

Algérie (mawdoo310.com)Produits alimentaires les plus vendus en 

2023-03-0300:07

2

2018266 

3

43

320162488

https://www.mawdoo310.com/2022/07/best-selling-food-products-in-algeria.html


149 

   

3 

 

2 

 

3 

 

                                                           
1

722020170

2
267-266



150 

   

4 

 

5 

 

6 

 

2023 

2008

2009



151 

   

2016

 

6

3200045

7000

                                                           
12223(tijaratuna.com) 

2023-03-0423:44 

2
)(alarab.qa -2023

03-0400:09

3
2023-03-0400;09

https://tijaratuna.com/%D9%82%D8%A7%D8%A6%D9%85%D8%A9-%D9%85%D9%88%D9%84%D8%A7%D8%AA-%D8%A7%D9%84%D8%AC%D8%B2%D8%A7%D8%A6%D8%B1-2022-%D8%A7%D9%87%D9%85-%D9%85%D9%88%D9%84%D8%A7%D8%AA-%D8%A7%D9%84%D8%AA%D8%B3%D9%88%D9%82/
https://m.alarab.qa/article/17/09/2015/658758-%D9%85%D8%B1%D8%A7%D9%83%D8%B2-%D8%A7%D9%84%D8%AA%D8%B3%D9%88%D9%82-%D8%AA%D8%AF%D9%81%D8%B9-%D8%A7%D9%84%D8%AC%D8%B2%D8%A7%D8%A6%D8%B1%D9%8A%D9%8A%D9%86-%D8%A5%D9%84%D9%89-%D8%AA%D8%BA%D9%8A%D9%8A%D8%B1-%D8%B9%D8%A7%D8%AF%D8%A7%D8%AA%D9%87%D9%85


152 

   

750

16518

43.1000

 



153 

   

19

 

 



154 

   

Le Grand Top 

Shop



155 

   

Le Grand Top Shop

Le Grand Top Shop

 



156 

   

Le Grand Top Shop

Le Grand TopShop

Top Shop Le Grand 

Le Grand Top Shop

13

14 2014

2016



157 

   

Le grand top shop

 

2014-09-282015-01-20 

Le Grand Top Shop 

13

1000000

NIS001409010029952 

13

    

  1974-07-17 

  1973-06-14  

                                                           
1

 



158 

   

14

  

500 2
25002 

5110002 

 

Le Grand Top Shop

18Le Grand Top Shop

 

  

 

 

 

 

 

 

Le Grand Top Shop 

مسير المحل 

 



159 

   

 

top shop

top shop



160 

   

 

 Le Grand Top Shop

.

  5  

 100000 

 %95 

383

                                                           
1

spss

200020



161 

   

19

Confidence Level, Confidence Interval, Sample Size,  - Calculatore Size Sampl

Creative Research Systems (surveysystem.com) -Population Size, Relevant Population  تمت ،
(11:22،) 16-05-2021زيارته، 

32

3.

https://www.surveysystem.com/sscalc.htm
https://www.surveysystem.com/sscalc.htm
https://www.surveysystem.com/sscalc.htm


162 

   

37

8

873

15

 

 

 13
 413

 1422
2325
2629
3232

3344

4552

5154
5557
5862
6162
6368
6972
7173



163 

   

7479

8287

16

54321

17

1108
108206
206304
3402
4025



164 

   

 

Spssv 23

...5..95

3Spearman

2 Cronbach's Alpha Coefficient

3Kolmogorov-Smirnov

4(Descriptive statistique) 

5(Descriptive statistique)

6Regression 

383



165 

   

18

2

2

 

 

Spearman

1 

Spearman



166 

   

19

  
 

1 

21 ,804**2 ,0002 

22 ,630**2 ,0002 

23 ,766**2 ,0002 

spss

19

,630**2,804**22025

2

Spearman

20

  
 

1 

4 ,590**2 ,0002 

5 ,724**2 ,0002 

6 ,642**2 ,0002 

7 ,494**2 ,0002 

8 ,523**2 ,0002 

9 ,548**2 ,0002 



167 

   

12 ,423**2 ,0002 

11
 

,494**2 
,0002 

12 ,497**2 ,0002 

13 ,290**2 ,0002 

spss

20

,290**2,724**22025

 

3

Spearman

21

  
 

1 

14 ,548**2 ,0002 

15 ,510**2 ,0002 

16 ,417**2 ,0002 

17 ,599**2 ,0002 

18 ,629**2 ,0002 

19 ,386**2 ,0002 

20 ,406**2 ,0002 

21 ,403**2 ,0002 

22 ,446**2 ,0002 

spss



168 

   

21

,386**2,629**22025

 

4

Spearman

22

  
 

1 

23 ,693**2 ,0002 

24 ,758**2 ,0002 

25 ,652**2 ,0002 

spss

22

,652**2,758**22025

 

5

Spearman



169 

   

23

  
 

1 

26 ,601**2 ,0002 

27
 

,627**2 
,0002 

28
 

,772**2 
,0002 

29 ,679**2 ,0002 

spss

23

,601**2,772**22025

.

6

Spearman

24

  
 

1 

32 ,686**2 ,0002 

31 ,689**2 ,0002 

32
 

,456**2 
,0002 

spss



170 

   

24

,456**2,689**22025

 

 

Spearman

1 

Spearman

25
  

 

1 

33 ,430**2 ,0002 

34 ,501**2 ,0002 

35 ,474**2 ,0002 

36 ,348**2 ,0002 

37
 

,443**2 
,0002 

38,512**2 ,0002 



171 

   

 

39
 

,541**2 ,0002 

42 ,483**2 ,0002 

41 ,585**2 ,0002 

42 ,577**2 ,0002 

43
 

,556**2 ,0002 

44 ,497**2 ,0002 

spss

25

,348**2,577**22025

.

2 

Spearman



172 

   

26

  
 

1 

45
 

,631**2 
,0002 

46 ,801**2 ,0002 

47 ,653**2 ,0002 

48 ,674**2 ,0002 

49
 

,622**2 
,0002 

52 ,621**2 ,0002 

spss

26

,621**2,801**22025

. 

3

Spearman



173 

   

27

  
 

1 

51
 

,639**2 
,0002 

52 ,612**2 ,0002 

53  ,600**2 ,0002 

54 ,633**2 ,0002 

spss

27

,600**2,639**22025

4

Spearman

28

  
 

1 

55 ,710**2 ,0002 

56 ,705**2 ,0002 

57 
 

,796**2 
,0002 

spss



174 

   

28

,705**2,796**22025

5

Spearman

29

  
 

1 

58 ,846**2 ,0002 

59
 

,865**2 
,0002 

62 
 

,781**2 
,0002 

spss

29

,781**2,865**22025

6

Spearman



175 

   

30

  
 

1 

61 ,773**2 ,0002 

62
 

,821**2 
,0002 

spss

30

,773**2,821**22025

 

Spearman

1 

Spearman



176 

   

31

  
 

1 

63
 

,627**2 
,0002 

64 ,635**2 ,0002 

65 ,531**2 ,0002 

66
 

,788**2 
,0002 

67 ,532**2 ,0002 

68 ,681**2 ,0002 

spss

31

,531**2,788**22025

2 

Spearman



177 

   

32

  
 

1 

69
 

,989**2 
,0002 

70,992**2 ,0002 

spss

32

,989**2,992**22025

3 

Spearman

33
  

 

1 

71
,740**2 

,0002 

72 
 

,805**2 
,0002 

73
 

,723**2 
,0002 

spss



178 

   

33

,723**2,805**22025

4 

Spearman

34

  
 

1 

74
 

,728**2 ,0002 

75 
 

,773**2 
,0002 

76 
 

,621**2 
,0002 

77 
 

,753**2 
,0002 

78  ,764**2 ,0002 

79 ,609**2 ,0002 

spss

34

,609**2,773**22025



179 

   

 

Spearman

35

  
 

1 

82
“Just do it“ 

 
,577**2 ,0002 

81.” I see it. I buy it” ,486**2 ,0002 

82” Buy now. think about it later” ,592**2 ,0002 

83
 

,577**2 ,0002 

84
 

,584**2 ,0002 

85 ,656**2 ,0002 

86
 

,705**2 ,0002 

87 ,504**2 ,0002 

spss

35

,486**2,705**22025



180 

   

Cronbach's Alpha 

Coefficient

36

 

 32 ,8032 

 30 ,8812 

 17 ,8952 

 8 ,7442 

Spss

36

,803.

,881.

,895.,744.

60%

 

Kolmogorov-Smirnov

 

https://www.statsoft.fr/concepts-statistiques/glossaire/t/tests-kolmogorov.html
https://www.statsoft.fr/concepts-statistiques/glossaire/t/tests-kolmogorov.html


181 

   

37

  

 ,0802 0,167 

 ,0842 ,1532
 ,0672 ,200*2 

 ,0662 ,200*2 

spss

37

Kolmogorov-Smirnov2025



182 

   

1  

38

spss

3819250,1 %

19149,9%

2

39 

 18  35  176 46% 

 35 55  107 27,9% 

 55  100 26,1% 

383 100% 

spss 

39176 18  35 

% 46107

 35 55 % 27,9100

5526,1%

 

   

50,1% 192  

49,9% 191  

100% 383  



183 

   

3 

40

spss

40148 18000 

% 38,6127

40000 75000 % 33,2108

7500028,2% 

 

   

38,6% 148  18000  

33,2% 127  40000 75000  

28,2% 108 75000  

100% 383  



184 

   

41

    

1 2,69 ,83321  

2 2,62 ,5822 3  

3 2,61 ,5242 4  

42,66 ,7572 2  

52,61 ,7182 4  

62,31 ,6012 5 

2,60 ,3942   

spss

41

 

32,69

top shop

,833.

22,66

top shop

,757.



185 

   

32,62

top shop

,582.

42,61

top shop

,524.

52,61

top shop

,718.

62,32

top shop

,601.

.2,6

top shop

,394. 



186 

   

42

    

12,64 ,5722 4  

22,72 ,7492 1  

32,63 ,6792 5  

42,65 ,8532 3  

52,62 ,9842 6  

62,71 ,9392 2  

2,66 ,5832   

spss

42

 

32,72

top shop

,749. 

22,71

top shop

,939. 



187 

   

3 2,65 

top shop,853.

 

4 2,64

top shop

,572 .

52,63

top shop

,679.

62,62

top shop

,984. 

2,66

top shop

,583.



188 

   

43

    

12,72 ,7842 3  

22,95 ,8452 1  

32,66 ,8552 4  

42,76 ,8042 2  

2,78 ,7052   

spss

43

 

32,95

top shop

,845. 



189 

   

22,76

top shop

,804. 

32,72

top shop

,784. 

4 2,66

top shop

,855 . 

2,78

top shop

,705.

44

 
 

 
 

2,57 ,6782   

spss



190 

   

442,57

top shop,678.

 

 

H0...5

top shop

H1...5

top shop

Multiple linear regression



191 

   

33

45

top shop

 

F 

F

 

  
 

R  

 

,0002 

29,839 ,1852 ,437a2 

T T B  

,0012 3,405 ,1692  

,0012 3,226 ,2312  

,0002 3,807 ,2032  

Spss 

45

R ,4372

  ,1852

1805%

8105%



192 

   

B 0,169

2025T3,405,0012

B 0,231

2025T3,226,0012

B0,203

2025T3,807,0002

F29,839,0002

2025. 

2025

top shop



193 

   

 

0,231+ 0,203 Y= 1,045 + 

0,169

 

H0...5

top shop

H1...5

top shop

Multiple linear regression

35



194 

   

46

top shop

 

F 

F

 

  
 

R  

 

,0002 

55,212 ,2212 ,475a2 

T T B  

,0002 7,380 ,3592  

,0002 4,172 ,1472  

Spss 

46

R ,4752

  ,2212

22.1%

7709%

B 0,359



195 

   

2025T7,380,0002

B 0,147

2025T4,172,0002

F55,212,0002

2025. 

2025

top shop

 

+ 0,147 Y= 1,231 + 0,259 

 



196 

   

H0...5

top shop

H1...5

top shop

Multiple linear regression

37

47

top shop

 

F 

F

 

  
 

R  

 

,0002 

54,046 ,2942 ,547a2 

T T B  

,0002 4,606 ,2402  

,0002 4,925 ,2652  

,0002 8,688 ,4712  

Spss 



197 

   

47

R ,5472

  ,2942

29.4%

70.6 %

B 0,240

2025T4,606,0002

B 0,265

2025

T4,925,0002

B0,471



198 

   

2025

T8,688,0002

F54,046,0002

2025. 

2025

top shop

 

0,471+ 0,265 Y= 1,324 + 0,240 

 

H0...5

top shop



199 

   

H1...5

top shop

Multiple linear regression

48

top shop

 

F 

F

 

  
 

R  

 

,0002 

53,008 ,2902 ,544a2
T T B  

,0002 5,469 ,3592  

,0002 4,356 ,2472 
 

,0062 2,760 ,1492  

Spss 

48

R ,5442



200 

     ,2902

71%

70.6 %

B0,395

2025T5,469

,0002 

B 0,247

2025T4,365

,0002

B 0,149

2025T2,760,0062

F53,008,0002

2025. 



201 

   

2025

top shop

 

0,149 + 0,247 

Y= 0,596 + 0,395 

 

 



202 

   

 

top shop

3

top shop 

2 

top shop. 

3

top shop

 

4top shop

 



203 

   

 

...5

top 

shop

 

 

...5

top shop



204 

   

 

...5

top 

shop

 

...5

top shop

 



205 

   

 

 

 

 

 

 

top shop

 

 

top shop

 



206 

   

 

top shop 

 

top shop 

 

 

 

 

 

 



207 

   

 

 

 

 



208 

   

 

 

 

 CRM 

 

 

  

  

 



209 

   

 

 

 

 



210 

   

 

. 1

1.1

3 

spss2000 

2 

2.2. 

2.1

3 

32015 2016-

2 

2008-2007

3 

2014 



211 

   

4 

2014-06-26 

5 

2013 

6 

S.O.R

2015

7 

2.33

8 

2018-2017

9 

ALFET

2.332.32 

 



212 

   

 3.1

3 

 812021 

2 

232.2. 

3 

322.38

4 

3.32.23

5 

38

42.38

6 

2018 



213 

   

7 

3

82.38 

8 

832.39

9 

-2007

201717262021 

3. 

4332016

33 

33

2014

32 

SAMSUNG

42.37 



214 

   

33 

23

32.23 

34 

3

2.38

35 

932.36 

36 

402018

37 

Seif beauty clinic  

4262.2.

38 ResaercgGate

.2020



215 

   

39 

2

2019

2. 

35

32.34 

23 

2812.37

22 

19

20201122021  

23 

 132014 

24 

2732.33

25 

642.3895



216 

   

26 

29322.35

27 

362.2. 

28 

2019

29 

2.2.

3.  

82.37376 

33 

112016 

32 

3332.34 



217 

   

33 

19

732021 

34 

1995-2006

2009

35 

les cahiers de MECAS3.

2.34 

36 

612019 

37 

722020 

38 "

"3

2.2.

39 

32009 



218 

   

4. 

journal of 

Economic Grouth and Entrepreneuship JEGE Vol42020. No 2, 

43 

9

1997 

42 

22018 

43 

712021

44 

23362.2.

45 

2017 



219 

   

2 

2.1 Thesis: 
1. Bessouh Nadira, l’expérience d’achat impulsif du consommateur 

algérien, un essai de quantification, thèse doctorat en sciences de 

gestion option marketing, université Abou Bekr Balkaid, Tlemcen, 

2011-2012. 

2. Magali Giraud, l’expérience d’achat impulsif : un essai de 

modélisation une application aux achats impulsif dans la grande 

distribution, thèse doctorat en science de gestion, université des 

scie, ces de Toulouse I.A.E de Toulouse, 12 Décembre 2002. 

3. Meradi Samir, les antécédents et les conséquences d’expérience 
dachas impulsive1 thèse doctorat, sciences commerciales, spécialité 

Marketing, Université Djilali Liabes, Sidi Bel Abbes, 2019-2020. 

4. Rifka Khamassi, L’effet d’expérience en magasin sur l’achat 
impulsif dans un contexte de supermarché, mémoire présenté 

comme expérience partielle de la maitrise en administration des 

affaires, Université du Québec à Montréal, Juin 2012 

2.2 Publications: 
1. Agung UTAMA, Hunik Sri Running SAWITRI, Budi 

HARYANTO, Lililk WAHYUDI, Impulse Buying: The 

Influence of impulse buying tendency, urge   to buy and 

gender on impulse buying of the retail consumer, Journal of 

distribution Science 19-7, 2021.   

2. Amel Graa, Amira Aboura, le comportement d’achat impulsif : 
l’effet d’interaction de l’âge, le sexe et le revenu, Dossiers de 

recherches en Economie et Gestion : Numéro 6 : Septembre 2017. 



220 

   

3. Bessouh Nadira, Benhabib Abdrrezak, les déterminants d’un 
achat impulsif, revue DIRASSAT, université Laghouat, 

JUIN2012. 

4. Fernando De Oliveria Santini, Wagner Junior Ladeiria, Valter 

Afonso Vieira& others, Antecedents and consequences of 

impulse buying: a meta-analytic study, RAUSP Management 

journal, volume: 56, issue2, 2021. 

5. Gopal Krishnan R.Iyer, Markus Blut, Sarah Hong Xiao, Dhurv 

Grewal,impulse buying analytic Review , journal of the 

academy of marketing science ,2020. 

6. Hamid R Hadjali, Exploring main factors affecting on impulse 

buying behaviors, journal of American Science, 2012.  

7. Intissar Abbes, Proposition d’une segmentation des acheteurs 
impulsifs dans le cadre du point de vente, Management & 

avenir, numéro 31, 2010. 

8. Mahwish Sindhu, Micheal J.Kloep, Store environment and 

impulsive buying: The changing dynamics of consumer 

behavior, Journal of southwest Jiao tong University, vol.55 No. 

4, Aug 2020. 

9. Mirela Mihic, Ivana Kursan, assessing the situational factors 

and impulsive buying behavior: market segmentation approach, 

Management, vol15, 2010. 

10. Mohamed Ali Barat،a proposed model for factors affecting 

consumers impulse buying tendency in shopping malls1 

journal of marketing management1 vol.7, No.1, june 2019. 

11. Muhammad Bilal Ahmed, Hafiz Fawad Ali, Maha Sabir Malik, 

Asad Afzal Humayun, Sana Ahmad, factors affecting impulse 

buying behavior with mediating role of positive mood: an 



221 

   

empirical study, European online journal of natural and social 

science, vol.9, No1, 2019. 

12.      Mustapha Zahgal, Najla Aouinti, Le rôle des facteurs 

situationnels et personnels dans l’explication de la réalisa tion 
d’un achat impulsif : Une application du modèle S.O.R, La 

Revue des Sciences de Gestion, Direction et Gestion n° 242 – 

Marketing, mars-avril 2010. 

 

13. Rabie El Badauoi, Aomar Ibourk, L’expérience d’achat 

impulsif en hypermarché – L’influence des variables 
situationnelles, individuelles et celles liées au produit, Revue 

Marocaine de Recherche en Management et Marketing, n. 6-

7, oct  2012. 

14. Regina Virvilaité , Violeta Saladiené , Model investigation of 

factors affecting consumer impulsive purchase behavior in 

retail environment ,economics and management ,17 ;(2),2012. 

15. Renny Riqllani,antecedents and consequences of impulse 

buying behavior , Business and Entrepreneurial Review, Vol 

15,2014. 

16. Rosa Isabel Rodrigues, Paula Lopes ,Miguel Varela, Factors 

affecting impulse buying behavior of consumers, frontiers in 

psychology, volume2021,articleG97080,June2021. 

17. Samir Meradi, Amel Graa, Mohammed Ouahab, Les antécédents 

et les conséquences de l’expérience  d’achat impulsif : un essai 

de conceptualisation, Les Cahiers de MECAS, V14, N2, 

Décembre 2018. 

18. Sesoumi Youn Ronald Faber, impulse buying: its relation to 

personality traits cues, the association for consumer research, 

volume 27, 2000. 



222 

   

19. Shaifali Chauhan, Richa Banerjee, Vishal Dagar, Analysis of 

impulse buying behavior of consumer during covid19: An 

Empirical study, Millennial Assia 1-22, 2021. 

20. Thanya Aparecida Lehmann1 Juliano Krug1 Christian Daniel 

Falaster1consumer purchase decision: factors that influence 

impulsive purchasing1 Revista Brasileira de marketing1 vol.18, 

num.4, 2019. 

21. V.Bhuvaneswari , Jayasree Krishban ,A review of literature on 

impulse buying behavior of consumers in Brik & Mortar and 

click only stores, International Journal of Management 

researching social science (I.JMRSS), volume 2, issue3, july-

september 2015. 

22. wasiul Karim, Mohammad Abdul Matin Chowdhur-Med 

Abdullah Al Masud, Analysis of factors influencing impulse 

buying behavior towards e-tailing sites, contemporary 

management research , vol.17, No.2,2021. 

23. Yang Zhao, Yixuan Li, Ning Wang, Ruoxin Zhou, Xin (Robert) 

Luo, A Meta –analysis of online impulsive buying and the 

moderating effect of economic development, Information 

systems frontiers, published online, 11Augest2021. 

3.1Web sites: 
، تمت زيارته، (commerce.gov.dz) وزارة التجـارة الجزائرية وحصائلصائيات إح 3

2023-01-27( ،22:06.)

2 3.

world-markets-food-.com/blog/ar/besthttps://www.saveatrain

.22.23.3:36

https://www.saveatrain.com/blog/ar/best-food-markets-world/


223 

   

3 Produits alimentaires les plus vendus en Algérie 

(mawdoo310.com)03-03-202300:07

40 

(sotor.com) 03-16-202313:08 

50 

-https://www.aljazeera.net/ebusiness/2022/5/26/%D9%85%D8%A7

-%D8%A3%D8%B4%D8%AF-%D9%87%D9%8A

-1%D9%85%D8%AE%D8%A7%D8%B7%D8%B

-%D8%A7%D9%84%D8%AD%D8%B1%D8%A8

%D8%A7%D9%84%D8%B1%D9%88%D8%B3%D9%8A%D8%A

-%D8%B9%D9%84%D9%89-9

%D8%A7%D9%84%D8%A3%D9%85%D9%8634

.22.23.3:38 

6  

(alarab.qa)04-03-202300:09

7 Les denrées alimentaires les plus consommées en Algérie 

notre métier (tijaratuna.com) –02-03-202300:03

8 2.23 

(tijaratuna.com)04-03-202323:44

10 B. Bathelot-https://www.definitions, 

02/13/2023,  ,consulted,marketing.com/definition/neuromarketing/)23:52(. 
2. ce que le neuromarketing ? Fonctionnement, exemples et -Qu'est,ClaraLandency

13/02/2023/,d consultelimites (hubspot.fr)):.5722 (. 

https://www.mawdoo310.com/2022/07/best-selling-food-products-in-algeria.html
https://www.mawdoo310.com/2022/07/best-selling-food-products-in-algeria.html
https://www.mawdoo310.com/2022/07/best-selling-food-products-in-algeria.html
https://sotor.com/%D9%85%D8%B9%D9%84%D9%88%D9%85%D8%A7%D8%AA-%D8%B9%D9%86-%D8%A7%D9%84%D8%B3%D9%84%D9%88%D9%83-%D8%A7%D9%84%D8%A5%D9%86%D8%B3%D8%A7%D9%86%D9%8A/
https://sotor.com/%D9%85%D8%B9%D9%84%D9%88%D9%85%D8%A7%D8%AA-%D8%B9%D9%86-%D8%A7%D9%84%D8%B3%D9%84%D9%88%D9%83-%D8%A7%D9%84%D8%A5%D9%86%D8%B3%D8%A7%D9%86%D9%8A/
https://www.aljazeera.net/ebusiness/2022/5/26/%D9%85%D8%A7-%D9%87%D9%8A-%D8%A3%D8%B4%D8%AF-%D9%85%D8%AE%D8%A7%D8%B7%D8%B1-%D8%A7%D9%84%D8%AD%D8%B1%D8%A8-%D8%A7%D9%84%D8%B1%D9%88%D8%B3%D9%8A%D8%A9-%D8%B9%D9%84%D9%89-%D8%A7%D9%84%D8%A3%D9%85%D9%86
https://www.aljazeera.net/ebusiness/2022/5/26/%D9%85%D8%A7-%D9%87%D9%8A-%D8%A3%D8%B4%D8%AF-%D9%85%D8%AE%D8%A7%D8%B7%D8%B1-%D8%A7%D9%84%D8%AD%D8%B1%D8%A8-%D8%A7%D9%84%D8%B1%D9%88%D8%B3%D9%8A%D8%A9-%D8%B9%D9%84%D9%89-%D8%A7%D9%84%D8%A3%D9%85%D9%86
https://www.aljazeera.net/ebusiness/2022/5/26/%D9%85%D8%A7-%D9%87%D9%8A-%D8%A3%D8%B4%D8%AF-%D9%85%D8%AE%D8%A7%D8%B7%D8%B1-%D8%A7%D9%84%D8%AD%D8%B1%D8%A8-%D8%A7%D9%84%D8%B1%D9%88%D8%B3%D9%8A%D8%A9-%D8%B9%D9%84%D9%89-%D8%A7%D9%84%D8%A3%D9%85%D9%86
https://www.aljazeera.net/ebusiness/2022/5/26/%D9%85%D8%A7-%D9%87%D9%8A-%D8%A3%D8%B4%D8%AF-%D9%85%D8%AE%D8%A7%D8%B7%D8%B1-%D8%A7%D9%84%D8%AD%D8%B1%D8%A8-%D8%A7%D9%84%D8%B1%D9%88%D8%B3%D9%8A%D8%A9-%D8%B9%D9%84%D9%89-%D8%A7%D9%84%D8%A3%D9%85%D9%86
https://www.aljazeera.net/ebusiness/2022/5/26/%D9%85%D8%A7-%D9%87%D9%8A-%D8%A3%D8%B4%D8%AF-%D9%85%D8%AE%D8%A7%D8%B7%D8%B1-%D8%A7%D9%84%D8%AD%D8%B1%D8%A8-%D8%A7%D9%84%D8%B1%D9%88%D8%B3%D9%8A%D8%A9-%D8%B9%D9%84%D9%89-%D8%A7%D9%84%D8%A3%D9%85%D9%86
https://www.aljazeera.net/ebusiness/2022/5/26/%D9%85%D8%A7-%D9%87%D9%8A-%D8%A3%D8%B4%D8%AF-%D9%85%D8%AE%D8%A7%D8%B7%D8%B1-%D8%A7%D9%84%D8%AD%D8%B1%D8%A8-%D8%A7%D9%84%D8%B1%D9%88%D8%B3%D9%8A%D8%A9-%D8%B9%D9%84%D9%89-%D8%A7%D9%84%D8%A3%D9%85%D9%86
https://www.aljazeera.net/ebusiness/2022/5/26/%D9%85%D8%A7-%D9%87%D9%8A-%D8%A3%D8%B4%D8%AF-%D9%85%D8%AE%D8%A7%D8%B7%D8%B1-%D8%A7%D9%84%D8%AD%D8%B1%D8%A8-%D8%A7%D9%84%D8%B1%D9%88%D8%B3%D9%8A%D8%A9-%D8%B9%D9%84%D9%89-%D8%A7%D9%84%D8%A3%D9%85%D9%86
https://www.aljazeera.net/ebusiness/2022/5/26/%D9%85%D8%A7-%D9%87%D9%8A-%D8%A3%D8%B4%D8%AF-%D9%85%D8%AE%D8%A7%D8%B7%D8%B1-%D8%A7%D9%84%D8%AD%D8%B1%D8%A8-%D8%A7%D9%84%D8%B1%D9%88%D8%B3%D9%8A%D8%A9-%D8%B9%D9%84%D9%89-%D8%A7%D9%84%D8%A3%D9%85%D9%86
https://m.alarab.qa/article/17/09/2015/658758-%D9%85%D8%B1%D8%A7%D9%83%D8%B2-%D8%A7%D9%84%D8%AA%D8%B3%D9%88%D9%82-%D8%AA%D8%AF%D9%81%D8%B9-%D8%A7%D9%84%D8%AC%D8%B2%D8%A7%D8%A6%D8%B1%D9%8A%D9%8A%D9%86-%D8%A5%D9%84%D9%89-%D8%AA%D8%BA%D9%8A%D9%8A%D8%B1-%D8%B9%D8%A7%D8%AF%D8%A7%D8%AA%D9%87%D9%85
https://m.alarab.qa/article/17/09/2015/658758-%D9%85%D8%B1%D8%A7%D9%83%D8%B2-%D8%A7%D9%84%D8%AA%D8%B3%D9%88%D9%82-%D8%AA%D8%AF%D9%81%D8%B9-%D8%A7%D9%84%D8%AC%D8%B2%D8%A7%D8%A6%D8%B1%D9%8A%D9%8A%D9%86-%D8%A5%D9%84%D9%89-%D8%AA%D8%BA%D9%8A%D9%8A%D8%B1-%D8%B9%D8%A7%D8%AF%D8%A7%D8%AA%D9%87%D9%85
https://tijaratuna.com/%D8%A7%D9%84%D9%85%D9%88%D8%A7%D8%AF-%D8%A7%D9%84%D8%BA%D8%B0%D8%A7%D8%A6%D9%8A%D8%A9-%D8%A7%D9%84%D9%85%D8%B3%D8%AA%D9%87%D9%84%D9%83%D8%A9-%D8%A7%D9%84%D8%AC%D8%B2%D8%A7%D8%A6%D8%B1/
https://tijaratuna.com/%D8%A7%D9%84%D9%85%D9%88%D8%A7%D8%AF-%D8%A7%D9%84%D8%BA%D8%B0%D8%A7%D8%A6%D9%8A%D8%A9-%D8%A7%D9%84%D9%85%D8%B3%D8%AA%D9%87%D9%84%D9%83%D8%A9-%D8%A7%D9%84%D8%AC%D8%B2%D8%A7%D8%A6%D8%B1/
https://tijaratuna.com/%D8%A7%D9%84%D9%85%D9%88%D8%A7%D8%AF-%D8%A7%D9%84%D8%BA%D8%B0%D8%A7%D8%A6%D9%8A%D8%A9-%D8%A7%D9%84%D9%85%D8%B3%D8%AA%D9%87%D9%84%D9%83%D8%A9-%D8%A7%D9%84%D8%AC%D8%B2%D8%A7%D8%A6%D8%B1/
https://tijaratuna.com/%D9%82%D8%A7%D8%A6%D9%85%D8%A9-%D9%85%D9%88%D9%84%D8%A7%D8%AA-%D8%A7%D9%84%D8%AC%D8%B2%D8%A7%D8%A6%D8%B1-2022-%D8%A7%D9%87%D9%85-%D9%85%D9%88%D9%84%D8%A7%D8%AA-%D8%A7%D9%84%D8%AA%D8%B3%D9%88%D9%82/
https://tijaratuna.com/%D9%82%D8%A7%D8%A6%D9%85%D8%A9-%D9%85%D9%88%D9%84%D8%A7%D8%AA-%D8%A7%D9%84%D8%AC%D8%B2%D8%A7%D8%A6%D8%B1-2022-%D8%A7%D9%87%D9%85-%D9%85%D9%88%D9%84%D8%A7%D8%AA-%D8%A7%D9%84%D8%AA%D8%B3%D9%88%D9%82/
https://www.definitions-marketing.com/auteur/
https://www.definitions-marketing.com/auteur/
https://www.definitions-marketing.com/definition/neuromarketing/
https://www.definitions-marketing.com/definition/neuromarketing/
https://blog.hubspot.fr/marketing/neuromarketing
https://blog.hubspot.fr/marketing/neuromarketing


224 

   

3 =Le%20termehttps://fr.sendinblue.com/blog/neuromarketing/#:~:text,Gabriel

%20%C2%AB%20neuromarketing%20%C2%BB%20est%20une,le%20parcours%

, consulted 13/02/2023,20des%20clients%2Fpro00:14.

4. : avantages et inconvénients  Le neuromarketingMed Amine Kharat,

13/02/2023, , consulted(journaldunet.com))23:44 (. 

5 Confidence Level, Confidence Interval, Sample Size,  -Sample Size Calculator 

Creative Research Systems  -, Relevant Population Population Size

(surveysystem.com), 16-05-2021,consulted  )11:22(.
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2

 

Corrélations 

 1 2 3 1 

Spearman's rho 

1 

Corrélation Coefficient 1,000 ,321** ,468** ,804** 

Sig. (2-tailed) . ,000 ,000 ,000 

N 383 383 383 383 

2 

Corrélation Coefficient ,321** 1,000 ,194** ,630** 

Sig. (2-tailed) ,000 . ,000 ,000 

N 383 383 383 383 

3 

Corrélation Coefficient ,468** ,194** 1,000 ,766** 

Sig. (2-tailed) ,000 ,000 . ,000 

N 383 383 383 383 

1 

Correlation Coefficient ,804** ,630** ,766** 1,000 

Sig. (2-tailed) ,000 ,000 ,000 . 

N 383 383 383 383 

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

 

 

Correlations 

 

4 5 6 7 8 9 10 11 12 13 

2 

Spearman

's rho 

4 

Correlation 

Coefficient 

1,00

0 

,472*

* 

,352*

* 

,277*

* 

,310*

* 

,227*

* 

,131*

* 

,332*

* 
,003 ,101* 

,590*

* 

Sig. (2-

tailed) 
. ,000 ,000 ,000 ,000 ,000 ,010 ,000 ,960 ,048 ,000 

N 383 383 383 383 383 383 383 383 383 383 383 

5 

Correlation 

Coefficient 

,472*

* 
1,000 

,566*

* 

,428*

* 

,429*

* 

,188*

* 
,088 

,326*

* 

,240*

* 
,075 

,724*

* 

Sig. (2-

tailed) 
,000 . ,000 ,000 ,000 ,000 ,084 ,000 ,000 ,144 ,000 

N 383 383 383 383 383 383 383 383 383 383 383 

6 

Correlation 

Coefficient 

,352*

* 

,566*

* 
1,000 

,401*

* 

,194*

* 

,257*

* 

,201*

* 

,301*

* 

,167*

* 
,065 

,642*

* 

Sig. (2-

tailed) 
,000 ,000 . ,000 ,000 ,000 ,000 ,000 ,001 ,202 ,000 

N 383 383 383 383 383 383 383 383 383 383 383 
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7 

Correlation 

Coefficient 

,277*

* 

,428*

* 

,401*

* 
1,000 

,285*

* 

,188*

* 
,063 

,252*

* 
,017 

-

,156*

* 

,494*

* 

Sig. (2-

tailed) 
,000 ,000 ,000 . ,000 ,000 ,217 ,000 ,733 ,002 ,000 

N 383 383 383 383 383 383 383 383 383 383 383 

8 

Correlation 

Coefficient 

,310*

* 

,429*

* 

,194*

* 

,285*

* 
1,000 

,139*

* 

,139*

* 

,233*

* 

,186*

* 
-,030 

,523*

* 

Sig. (2-

tailed) 
,000 ,000 ,000 ,000 . ,007 ,006 ,000 ,000 ,562 ,000 

N 383 383 383 383 383 383 383 383 383 383 383 

9 

Correlation 

Coefficient 

,227*

* 

,188*

* 

,257*

* 

,188*

* 

,139*

* 
1,000 

,268*

* 
,105* 

,417*

* 
,082 

,548*

* 

Sig. (2-

tailed) 
,000 ,000 ,000 ,000 ,007 . ,000 ,040 ,000 ,111 ,000 

N 383 383 383 383 383 383 383 383 383 383 383 

10 

Correlation 

Coefficient 

,131*

* 
,088 

,201*

* 
,063 

,139*

* 

,268*

* 
1,000 

,184*

* 

,255*

* 

,146*

* 

,423*

* 

Sig. (2-

tailed) 
,010 ,084 ,000 ,217 ,006 ,000 . ,000 ,000 ,004 ,000 

N 383 383 383 383 383 383 383 383 383 383 383 

11 

Correlation 

Coefficient 

,332*

* 

,326*

* 

,301*

* 

,252*

* 

,233*

* 
,105* 

,184*

* 
1,000 ,014 -,023 

,494*

* 

Sig. (2-

tailed) 
,000 ,000 ,000 ,000 ,000 ,040 ,000 . ,791 ,648 ,000 

N 383 383 383 383 383 383 383 383 383 383 383 

12 

Correlation 

Coefficient 
,003 

,240*

* 

,167*

* 
,017 

,186*

* 

,417*

* 

,255*

* 
,014 1,000 

,404*

* 

,497*

* 

Sig. (2-

tailed) 
,960 ,000 ,001 ,733 ,000 ,000 ,000 ,791 . ,000 ,000 

N 383 383 383 383 383 383 383 383 383 383 383 

13 

Correlation 

Coefficient 
,101* ,075 ,065 

-

,156*

* 

-,030 ,082 
,146*

* 
-,023 

,404*

* 
1,000 

,290*

* 

Sig. (2-

tailed) 
,048 ,144 ,202 ,002 ,562 ,111 ,004 ,648 ,000 . ,000 

N 383 383 383 383 383 383 383 383 383 383 383 

2 

Correlation 

Coefficient 

,590*

* 

,724*

* 

,642*

* 

,494*

* 

,523*

* 

,548*

* 

,423*

* 

,494*

* 

,497*

* 

,290*

* 

1,00

0 

Sig. (2-

tailed) 
,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 . 

N 383 383 383 383 383 383 383 383 383 383 383 

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

*. Correlation is significant at the 0.05 level (2-tailed). 
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Correlations 

 

14 15 16 17 18 19 20 21 22 

3 

Spearman'

s rho 

14 

Correlation 

Coefficient 
1,000 ,289** -,010 ,170** ,301** ,221** ,133** ,031 ,262** ,548** 

Sig. (2-tailed) . ,000 ,843 ,001 ,000 ,000 ,009 ,548 ,000 ,000 

N 383 383 383 383 383 383 383 383 383 383 

15 

Correlation 

Coefficient 
,289** 1,000 ,152** ,084 ,216** ,211** ,150** ,045 ,163** ,510** 

Sig. (2-tailed) ,000 . ,003 ,100 ,000 ,000 ,003 ,376 ,001 ,000 

N 383 383 383 383 383 383 383 383 383 383 

16 

Correlation 

Coefficient 
-,010 ,152** 1,000 ,254** ,058 ,004 ,033 ,403** ,165** ,417** 

Sig. (2-tailed) ,843 ,003 . ,000 ,256 ,943 ,514 ,000 ,001 ,000 

N 383 383 383 383 383 383 383 383 383 383 

17 

Correlation 

Coefficient 
,170** ,084 ,254** 1,000 ,396** ,142** ,284** ,233** ,094 ,599** 

Sig. (2-tailed) ,001 ,100 ,000 . ,000 ,005 ,000 ,000 ,067 ,000 

N 383 383 383 383 383 383 383 383 383 383 

18 

Correlation 

Coefficient 
,301** ,216** ,058 ,396** 1,000 ,491** ,212** ,073 ,027 ,629** 

Sig. (2-tailed) ,000 ,000 ,256 ,000 . ,000 ,000 ,156 ,603 ,000 

N 383 383 383 383 383 383 383 383 383 383 

19 

Correlation 

Coefficient 
,221** ,211** ,004 ,142** ,491** 1,000 -,033 -,128* -,055 ,386** 

Sig. (2-tailed) ,000 ,000 ,943 ,005 ,000 . ,521 ,012 ,287 ,000 

N 383 383 383 383 383 383 383 383 383 383 

20 

Correlation 

Coefficient 
,133** ,150** ,033 ,284** ,212** -,033 1,000 ,095 ,090 ,406** 

Sig. (2-tailed) ,009 ,003 ,514 ,000 ,000 ,521 . ,063 ,079 ,000 

N 383 383 383 383 383 383 383 383 383 383 

21 

Correlation 

Coefficient 
,031 ,045 ,403** ,233** ,073 -,128* ,095 1,000 ,094 ,403** 

Sig. (2-tailed) ,548 ,376 ,000 ,000 ,156 ,012 ,063 . ,067 ,000 

N 383 383 383 383 383 383 383 383 383 383 

22 

Correlation 

Coefficient 
,262** ,163** ,165** ,094 ,027 -,055 ,090 ,094 1,000 ,446** 

Sig. (2-tailed) ,000 ,001 ,001 ,067 ,603 ,287 ,079 ,067 . ,000 

N 383 383 383 383 383 383 383 383 383 383 
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3 

Correlation 

Coefficient 
,548** ,510** ,417** ,599** ,629** ,386** ,406** ,403** ,446** 1,000 

Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 . 

N 383 383 383 383 383 383 383 383 383 383 

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

*. Correlation is significant at the 0.05 level (2-tailed). 

 

Correlations 

 23 24 25 4 

Spearman's rho 

23 

Correlation Coefficient 1,000 ,377** ,181** ,693** 

Sig. (2-tailed) . ,000 ,000 ,000 

N 383 383 383 383 

24 

Correlation Coefficient ,377** 1,000 ,227** ,758** 

Sig. (2-tailed) ,000 . ,000 ,000 

N 383 383 383 383 

25 

Correlation Coefficient ,181** ,227** 1,000 ,652** 

Sig. (2-tailed) ,000 ,000 . ,000 

N 383 383 383 383 

4 

Correlation Coefficient ,693** ,758** ,652** 1,000 

Sig. (2-tailed) ,000 ,000 ,000 . 

N 383 383 383 383 

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

Correlations 

 26 27 28 29 5 

Spearman's rho 

26 
Correlation Coefficient 1,000 ,303** ,315** ,152** ,601** 

Sig. (2-tailed) . ,000 ,000 ,003 ,000 

N 383 383 383 383 383 

27 
Correlation Coefficient ,303** 1,000 ,313** ,159** ,627** 

Sig. (2-tailed) ,000 . ,000 ,002 ,000 

N 383 383 383 383 383 

28 
Correlation Coefficient ,315** ,313** 1,000 ,522** ,772** 

Sig. (2-tailed) ,000 ,000 . ,000 ,000 

N 383 383 383 383 383 

29 
Correlation Coefficient ,152** ,159** ,522** 1,000 ,679** 

Sig. (2-tailed) ,003 ,002 ,000 . ,000 

N 383 383 383 383 383 

5 
Correlation Coefficient ,601** ,627** ,772** ,679** 1,000 

Sig. (2-tailed) ,000 ,000 ,000 ,000 . 

N 383 383 383 383 383 

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

 30 31 32 6 

Spearman's rho 

30 

Correlation Coefficient 1,000 ,267** -,061 ,686** 

Sig. (2-tailed) . ,000 ,237 ,000 

N 383 383 383 383 

31 

Correlation Coefficient ,267** 1,000 ,081 ,689** 

Sig. (2-tailed) ,000 . ,114 ,000 

N 383 383 383 383 

32 

Correlation Coefficient -,061 ,081 1,000 ,456** 

Sig. (2-tailed) ,237 ,114 . ,000 

N 383 383 383 383 

6 

Correlation Coefficient ,686** ,689** ,456** 1,000 

Sig. (2-tailed) ,000 ,000 ,000 . 

N 383 383 383 383 

**. Correlation is significant at the 0.01 level (2-tailed). 
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3

Correlations 

 
33 34 35 36 37 38 39 40 41 42 43 44 

7 

Spearm

an's rho 

33 

Correlation 

Coefficient 

1,00

0 

,111

* 

,181

** 

-

,033 

-

,153

** 

-

,046 

,321

** 
,020 

,406

** 

,344

** 

,315

** 

,152

** 

,430

** 

Sig. (2-

tailed) 
. ,030 ,000 ,517 ,003 ,367 ,000 ,701 ,000 ,000 ,000 ,003 ,000 

N 383 383 383 383 383 383 383 383 383 383 383 383 383 

34 

Correlation 

Coefficient 

,111

* 

1,00

0 

,217

** 
,031 ,041 

,210

** 

,327

** 

,137

** 

,327

** 

,212

** 

,141

** 

,275

** 

,501

** 

Sig. (2-

tailed) 
,030 . ,000 ,543 ,423 ,000 ,000 ,007 ,000 ,000 ,006 ,000 ,000 

N 383 383 383 383 383 383 383 383 383 383 383 383 383 

35 

Correlation 

Coefficient 

,181

** 

,217

** 

1,00

0 

,200

** 

,165

** 
,099 

,178

** 

,581

** 

,110

* 

,117

* 

,406

** 

,172

** 

,474

** 

Sig. (2-

tailed) 
,000 ,000 . ,000 ,001 ,054 ,000 ,000 ,031 ,023 ,000 ,001 ,000 

N 383 383 383 383 383 383 383 383 383 383 383 383 383 

36 

Correlation 

Coefficient 

-

,033 
,031 

,200

** 

1,00

0 

,312

** 

,255

** 

,208

** 

,238

** 

,200

** 

,119

* 

-

,123

* 

-

,087 

,348

** 

Sig. (2-

tailed) 
,517 ,543 ,000 . ,000 ,000 ,000 ,000 ,000 ,020 ,016 ,089 ,000 

N 383 383 383 383 383 383 383 383 383 383 383 383 383 

37 

Correlation 

Coefficient 

-

,153

** 

,041 
,165

** 

,312

** 

1,00

0 

,296

** 

,247

** 

,185

** 
,053 

,421

** 

,183

** 
,098 

,443

** 

Sig. (2-

tailed) 
,003 ,423 ,001 ,000 . ,000 ,000 ,000 ,300 ,000 ,000 ,056 ,000 

N 383 383 383 383 383 383 383 383 383 383 383 383 383 

38 

Correlation 

Coefficient 

-

,046 

,210

** 
,099 

,255

** 

,296

** 

1,00

0 
,087 

,172

** 

,289

** 

,291

** 

,154

** 

,310

** 

,512

** 

Sig. (2-

tailed) 
,367 ,000 ,054 ,000 ,000 . ,088 ,001 ,000 ,000 ,002 ,000 ,000 

N 383 383 383 383 383 383 383 383 383 383 383 383 383 
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39

Correlation 

Coefficient 

,321

** 

,327

** 

,178

** 

,208

** 

,247

** 
,087 

1,00

0 

,148

** 

,328

** 
,089 

,183

** 

,168

** 

,541

** 

Sig. (2-

tailed) 
,000 ,000 ,000 ,000 ,000 ,088 . ,004 ,000 ,081 ,000 ,001 ,000 

N 383 383 383 383 383 383 383 383 383 383 383 383 383 

40 

Correlation 

Coefficient 
,020 

,137

** 

,581

** 

,238

** 

,185

** 

,172

** 

,148

** 

1,00

0 

,285

** 

,192

** 

,215

** 
,097 

,483

** 

Sig. (2-

tailed) 
,701 ,007 ,000 ,000 ,000 ,001 ,004 . ,000 ,000 ,000 ,059 ,000 

N 383 383 383 383 383 383 383 383 383 383 383 383 383 

41 

Correlation 

Coefficient 

,406

** 

,327

** 

,110

* 

,200

** 
,053 

,289

** 

,328

** 

,285

** 

1,00

0 

,244

** 
,076 

,133

** 

,585

** 

Sig. (2-

tailed) 
,000 ,000 ,031 ,000 ,300 ,000 ,000 ,000 . ,000 ,135 ,009 ,000 

N 383 383 383 383 383 383 383 383 383 383 383 383 383 

42 

Correlation 

Coefficient 

,344

** 

,212

** 

,117

* 

,119

* 

,421

** 

,291

** 
,089 

,192

** 

,244

** 

1,00

0 

,381

** 

,257

** 

,577

** 

Sig. (2-

tailed) 
,000 ,000 ,023 ,020 ,000 ,000 ,081 ,000 ,000 . ,000 ,000 ,000 

N 383 383 383 383 383 383 383 383 383 383 383 383 383 

43 

Correlation 

Coefficient 

,315

** 

,141

** 

,406

** 

-

,123

* 

,183

** 

,154

** 

,183

** 

,215

** 
,076 

,381

** 

1,00

0 

,528

** 

,556

** 

Sig. (2-

tailed) 
,000 ,006 ,000 ,016 ,000 ,002 ,000 ,000 ,135 ,000 . ,000 ,000 

N 383 383 383 383 383 383 383 383 383 383 383 383 383 

44 

Correlation 

Coefficient 

,152

** 

,275

** 

,172

** 

-

,087 
,098 

,310

** 

,168

** 
,097 

,133

** 

,257

** 

,528

** 

1,00

0 

,497

** 

Sig. (2-

tailed) 
,003 ,000 ,001 ,089 ,056 ,000 ,001 ,059 ,009 ,000 ,000 . ,000 

N 383 383 383 383 383 383 383 383 383 383 383 383 383 

7 

Correlation 

Coefficient 

,430

** 

,501

** 

,474

** 

,348

** 

,443

** 

,512

** 

,541

** 

,483

** 

,585

** 

,577

** 

,556

** 

,497

** 

1,00

0 

Sig. (2-

tailed) 
,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 . 

N 383 383 383 383 383 383 383 383 383 383 383 383 383 

*. Correlation is significant at the 0.05 level (2-tailed). 

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

 45 46 47 48 49 50 8 

Spearman's 

rho 

45 

Correlation 

Coefficient 
1,000 ,487** ,532** ,144** ,199** ,339** ,631** 

Sig. (2-tailed) . ,000 ,000 ,005 ,000 ,000 ,000 

N 383 383 383 383 383 383 383 

46 

Correlation 

Coefficient 
,487** 1,000 ,488** ,539** ,348** ,298** ,801** 

Sig. (2-tailed) ,000 . ,000 ,000 ,000 ,000 ,000 

N 383 383 383 383 383 383 383 

47 

Correlation 

Coefficient 
,532** ,488** 1,000 ,238** ,229** ,247** ,653** 

Sig. (2-tailed) ,000 ,000 . ,000 ,000 ,000 ,000 

N 383 383 383 383 383 383 383 

48 

Correlation 

Coefficient 
,144** ,539** ,238** 1,000 ,394** ,350** ,674** 

Sig. (2-tailed) ,005 ,000 ,000 . ,000 ,000 ,000 

N 383 383 383 383 383 383 383 

49 

Correlation 

Coefficient 
,199** ,348** ,229** ,394** 1,000 ,482** ,622** 

Sig. (2-tailed) ,000 ,000 ,000 ,000 . ,000 ,000 

N 383 383 383 383 383 383 383 

50 

Correlation 

Coefficient 
,339** ,298** ,247** ,350** ,482** 1,000 ,621** 

Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 . ,000 

N 383 383 383 383 383 383 383 

8 

Correlation 

Coefficient 
,631** ,801** ,653** ,674** ,622** ,621** 1,000 

Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,000 . 

N 383 383 383 383 383 383 383 

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

 51 52 53 54 9 

Spearman's rho 

51 

Correlation Coefficient 1,000 ,192** ,183** ,153** ,639** 

Sig. (2-tailed) . ,000 ,000 ,003 ,000 

N 383 383 383 383 383 

52 

Correlation Coefficient ,192** 1,000 ,116* ,312** ,612** 

Sig. (2-tailed) ,000 . ,023 ,000 ,000 

N 383 383 383 383 383 

53 

Correlation Coefficient ,183** ,116* 1,000 ,255** ,600** 

Sig. (2-tailed) ,000 ,023 . ,000 ,000 

N 383 383 383 383 383 

54 

Correlation Coefficient ,153** ,312** ,255** 1,000 ,633** 

Sig. (2-tailed) ,003 ,000 ,000 . ,000 

N 383 383 383 383 383 

9 

Correlation Coefficient ,639** ,612** ,600** ,633** 1,000 

Sig. (2-tailed) ,000 ,000 ,000 ,000 . 

N 383 383 383 383 383 

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

*. Correlation is significant at the 0.05 level (2-tailed). 

 

 

Correlations 

 55 56 57 3. 

Spearman's rho 

55 

Correlation Coefficient 1,000 ,332** ,404** ,710** 

Sig. (2-tailed) . ,000 ,000 ,000 

N 383 383 383 383 

56 

Correlation Coefficient ,332** 1,000 ,334** ,705** 

Sig. (2-tailed) ,000 . ,000 ,000 

N 383 383 383 383 

57 

Correlation Coefficient ,404** ,334** 1,000 ,796** 

Sig. (2-tailed) ,000 ,000 . ,000 

N 383 383 383 383 

3. 

Correlation Coefficient ,710** ,705** ,796** 1,000 

Sig. (2-tailed) ,000 ,000 ,000 . 

N 383 383 383 383 

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

 58 59 60 33 

Spearman's rho 

58 

Correlation Coefficient 1,000 ,678** ,463** ,846** 

Sig. (2-tailed) . ,000 ,000 ,000 

N 383 383 383 383 

59 

Correlation Coefficient ,678** 1,000 ,475** ,865** 

Sig. (2-tailed) ,000 . ,000 ,000 

N 383 383 383 383 

60 

Correlation Coefficient ,463** ,475** 1,000 ,781** 

Sig. (2-tailed) ,000 ,000 . ,000 

N 383 383 383 383 

33 

Correlation Coefficient ,846** ,865** ,781** 1,000 

Sig. (2-tailed) ,000 ,000 ,000 . 

N 383 383 383 383 

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

 

 

Correlations 

 61 62 32 

Spearman's rho 

61 

Correlation Coefficient 1,000 ,307** ,773** 

Sig. (2-tailed) . ,000 ,000 

N 383 383 383 

62 

Correlation Coefficient ,307** 1,000 ,821** 

Sig. (2-tailed) ,000 . ,000 

N 383 383 383 

32 

Correlation Coefficient ,773** ,821** 1,000 

Sig. (2-tailed) ,000 ,000 . 

N 383 383 383 

**. Correlation is significant at the 0.01 level (2-tailed). 
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4

 

Correlations 

 63 64 65 66 67 68 33 

Spearman's 

rho 

63 

Correlation 

Coefficient 
1,000 ,387

**
 ,109

*
 ,425

**
 ,097 ,354

**
 ,627

**
 

Sig. (2-tailed) . ,000 ,033 ,000 ,059 ,000 ,000 

N 383 383 383 383 383 383 383 

64 

Correlation 

Coefficient 
,387

**
 1,000 ,253

**
 ,347

**
 ,497

**
 ,237

**
 ,635

**
 

Sig. (2-tailed) ,000 . ,000 ,000 ,000 ,000 ,000 

N 383 383 383 383 383 383 383 

65 

Correlation 

Coefficient 
,109

*
 ,253

**
 1,000 ,423

**
 ,078 ,225

**
 ,531

**
 

Sig. (2-tailed) ,033 ,000 . ,000 ,128 ,000 ,000 

N 383 383 383 383 383 383 383 

66 

Correlation 

Coefficient 
,425

**
 ,347

**
 ,423

**
 1,000 ,413

**
 ,450

**
 ,788

**
 

Sig. (2-tailed) ,000 ,000 ,000 . ,000 ,000 ,000 

N 383 383 383 383 383 383 383 

67 

Correlation 

Coefficient 
,097 ,497

**
 ,078 ,413

**
 1,000 ,412

**
 ,532

**
 

Sig. (2-tailed) ,059 ,000 ,128 ,000 . ,000 ,000 

N 383 383 383 383 383 383 383 

68 

Correlation 

Coefficient 
,354

**
 ,237

**
 ,225

**
 ,450

**
 ,412

**
 1,000 ,681

**
 

Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 . ,000 

N 383 383 383 383 383 383 383 

31 

Correlation 

Coefficient 
,627

**
 ,635

**
 ,531

**
 ,788

**
 ,532

**
 ,681

**
 1,000 

Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,000 . 

N 383 383 383 383 383 383 383 

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

*. Correlation is significant at the 0.05 level (2-tailed). 
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Correlations 

 69 70 30 

Spearman's rho 

69 

Correlation Coefficient 1,000 ,965
**

 ,989
**

 

Sig. (2-tailed) . ,000 ,000 

N 383 383 383 

70 

Correlation Coefficient ,965
**

 1,000 ,992
**

 

Sig. (2-tailed) ,000 . ,000 

N 383 383 383 

30 

Correlation Coefficient ,989
**

 ,992
**

 1,000 

Sig. (2-tailed) ,000 ,000 . 

N 383 383 383 

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

Correlations 

 71 72 73 34 

Spearman's rho 

71 

Correlation Coefficient 1,000 ,399
**

 ,254
**

 ,740
**

 

Sig. (2-tailed) . ,000 ,000 ,000 

N 383 383 383 383 

72 

Correlation Coefficient ,399
**

 1,000 ,484
**

 ,805
**

 

Sig. (2-tailed) ,000 . ,000 ,000 

N 383 383 383 383 

73 

Correlation Coefficient ,254
**

 ,484
**

 1,000 ,723
**

 

Sig. (2-tailed) ,000 ,000 . ,000 

N 383 383 383 383 

34 

Correlation Coefficient ,740
**

 ,805
**

 ,723
**

 1,000 

Sig. (2-tailed) ,000 ,000 ,000 . 

N 383 383 383 383 

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

 74 75 76 77 78 79 31 

Spearman's 

rho 

74 

Correlation 

Coefficient 
1,000 ,617

**
 ,357

**
 ,505

**
 ,481

**
 ,252

**
 ,728

**
 

Sig. (2-tailed) . ,000 ,000 ,000 ,000 ,000 ,000 

N 383 383 383 383 383 383 383 

75 

Correlation 

Coefficient 
,617

**
 1,000 ,375

**
 ,540

**
 ,473

**
 ,483

**
 ,773

**
 

Sig. (2-tailed) ,000 . ,000 ,000 ,000 ,000 ,000 

N 383 383 383 383 383 383 383 

76 

Correlation 

Coefficient 
,357

**
 ,375

**
 1,000 ,486

**
 ,287

**
 ,338

**
 ,621

**
 

Sig. (2-tailed) ,000 ,000 . ,000 ,000 ,000 ,000 

N 383 383 383 383 383 383 383 

77 

Correlation 

Coefficient 
,505

**
 ,540

**
 ,486

**
 1,000 ,557

**
 ,187

**
 ,753

**
 

Sig. (2-tailed) ,000 ,000 ,000 . ,000 ,000 ,000 

N 383 383 383 383 383 383 383 

78 

Correlation 

Coefficient 
,481

**
 ,473

**
 ,287

**
 ,557

**
 1,000 ,402

**
 ,764

**
 

Sig. (2-tailed) ,000 ,000 ,000 ,000 . ,000 ,000 

N 383 383 383 383 383 383 383 

79 

Correlation 

Coefficient 
,252

**
 ,483

**
 ,338

**
 ,187

**
 ,402

**
 1,000 ,609

**
 

Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 . ,000 

N 383 383 383 383 383 383 383 

31 

Correlation 

Coefficient 
,728

**
 ,773

**
 ,621

**
 ,753

**
 ,764

**
 ,609

**
 1,000 

Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,000 . 

N 383 383 383 383 383 383 383 

**. Correlation is significant at the 0.01 level (2-tailed). 
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5

.

 

Correlations 

 

80 81 82 83 84 85 86 87 4 

Spearman

's rho 

80 

Correlation 

Coefficient 
1,000 ,209

**
 ,143

**
 ,216

**
 ,322

**
 ,211

**
 ,306

**
 ,264

**
 ,577

**
 

Sig. (2-tailed) . ,000 ,005 ,000 ,000 ,000 ,000 ,000 ,000 

N 383 383 383 383 383 383 383 383 383 

81 

Correlation 

Coefficient 
,209

**
 1,000 ,093 ,018 ,343

**
 ,377

**
 ,297

**
 ,113

*
 ,486

**
 

Sig. (2-tailed) ,000 . ,068 ,726 ,000 ,000 ,000 ,027 ,000 

N 383 383 383 383 383 383 383 383 383 

82 

Correlation 

Coefficient 
,143

**
 ,093 1,000 ,522

**
 ,252

**
 ,474

**
 ,331

**
 ,044 ,592

**
 

Sig. (2-tailed) ,005 ,068 . ,000 ,000 ,000 ,000 ,396 ,000 

N 383 383 383 383 383 383 383 383 383 

83 

Correlation 

Coefficient 
,216

**
 ,018 ,522

**
 1,000 ,139

**
 ,284

**
 ,456

**
 ,260

**
 ,577

**
 

Sig. (2-tailed) ,000 ,726 ,000 . ,007 ,000 ,000 ,000 ,000 

N 383 383 383 383 383 383 383 383 383 

84 

Correlation 

Coefficient 
,322

**
 ,343

**
 ,252

**
 ,139

**
 1,000 ,429

**
 ,261

**
 ,247

**
 ,584

**
 

Sig. (2-tailed) ,000 ,000 ,000 ,007 . ,000 ,000 ,000 ,000 

N 383 383 383 383 383 383 383 383 383 

85 

Correlation 

Coefficient 
,211

**
 ,377

**
 ,474

**
 ,284

**
 ,429

**
 1,000 ,208

**
 ,266

**
 ,656

**
 

Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 . ,000 ,000 ,000 

N 383 383 383 383 383 383 383 383 383 

86 

Correlation 

Coefficient 
,306

**
 ,297

**
 ,331

**
 ,456

**
 ,261

**
 ,208

**
 1,000 ,381

**
 ,705

**
 

Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,000 . ,000 ,000 

N 383 383 383 383 383 383 383 383 383 

87 

Correlation 

Coefficient 
,264

**
 ,113

*
 ,044 ,260

**
 ,247

**
 ,266

**
 ,381

**
 1,000 ,504

**
 

Sig. (2-tailed) ,000 ,027 ,396 ,000 ,000 ,000 ,000 . ,000 
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N 383 383 383 383 383 383 383 383 383 

4 

Correlation 

Coefficient 
,577

**
 ,486

**
 ,592

**
 ,577

**
 ,584

**
 ,656

**
 ,705

**
 ,504

**
 1,000 

Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 . 

N 383 383 383 383 383 383 383 383 383 

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

*. Correlation is significant at the 0.05 level (2-tailed). 
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6

 

Reliability Statistics 

Cronbach's 

Alpha 

N of Items 

,803 32 

 

Reliability Statistics 

Cronbach's 

Alpha 

N of Items 

,881 30 

 

Reliability Statistics 

Cronbach's 

Alpha 

N of Items 

,895 17 

 

Reliability Statistics 

Cronbach's 

Alpha 

N of Items 

,744 8 

 

 



252 

   

7

 

Tests of Normality 

 Kolmogorov-Smirnov
a

 Shapiro-Wilk 

Statistic df Sig. Statistic df Sig. 

1 ,080 383 ,167 ,980 383 ,222 

2 ,084 383 ,153 ,978 383 ,124 

3 ,067 383 ,200
*

 ,985 383 ,404 

4 ,066 383 ,200
*

 ,984 383 ,405 

a. Lilliefors Significance Correction 
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8

 

 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

 192 50,1 50,1 50,1 

 191 49,9 49,9 100,0 

Total 383 100,0 100,0  

 

 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

 18  35  176 46,0 46,0 46,0 

 35 55  107 27,9 27,9 73,9 

55  100 26,1 26,1 100,0 

Total 383 100,0 100,0  

 

 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

 18000  148 38,6 38,6 38,6 

 40000 75000 

 
127 33,2 33,2 71,8 

75000  108 28,2 28,2 100,0 

Total 383 100,0 100,0  
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9

 

One-Sample Statistics 

 N Mean Std. Deviation Std. Error Mean 

1 383 2,6954 ,83310 ,04257 

2 383 2,6232 ,58207 ,02974 

3 383 2,6176 ,52426 ,02679 

4 383 2,6684 ,75735 ,03870 

5 383 2,6181 ,71898 ,03674 

6 383 2,3185 ,60111 ,03072 

1 383 2,5902 ,39443 ,02015 
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12

 

One-Sample Statistics 

 N Mean Std. Deviation Std. Error Mean 

7 383 2,6406 ,57239 ,02925 

8 383 2,7163 ,74993 ,03832 

9 383 2,6364 ,67961 ,03473 

34 383 2,6527 ,85399 ,04364 

33 383 2,6240 ,98457 ,05031 

32 383 2,7102 ,93971 ,04802 

2 383 2,6634 ,58308 ,02979 
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11

 

One-Sample Statistics 

 N Mean Std. Deviation Std. Error Mean 

31 383 2,7237 ,78435 ,04008 

30 383 2,9569 ,84501 ,05462 

34 383 2,6606 ,85561 ,04372 

31 383 2,7650 ,80414 ,04109 

3 383 2,7765 ,70567 ,03606 
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12

 

One-Sample Statistics 

 N Mean Std. Deviation Std. Error Mean 

4 383 2,5751 ,67895 ,03469 
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13

top shop

 

Model Summary 

Model R R Square Adjusted R 

Square 

Std. Error of the 

Estimate 

1 ,453
a

 ,205 ,192 ,61013 

a. Predictors: (Constant), , , , , 

,  

 

ANOVA
a

 

Model Sum of Squares df Mean Square F Sig. 

1 

Regression 36,121 6 6,020 16,172 ,000
b

 

Residual 139,971 376 ,372   

Total 176,092 382    

a. Dependent Variable: 4 

b. Predictors: (Constant), , , , , ,  

 

Coefficients
a

 

Model Unstandardized Coefficients Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 

(Constant) ,840 ,215  3,899 ,000 

 ,193 ,051 ,237 3,789 ,000 

 ,205 ,075 ,175 2,740 ,006 

 -,028 ,069 -,022 -,410 ,682 

 ,072 ,045 ,080 1,599 ,111 

 ,079 ,055 ,083 1,427 ,154 

 ,152 ,060 ,135 2,540 ,011 

a. Dependent Variable: 4 
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14

top shop 

 

Model Summary 

Model R R Square Adjusted R 

Square 

Std. Error of the 

Estimate 

1 ,437
a

 ,191 ,185 ,61307 

a. Predictors: (Constant), , ,  

 

ANOVA
a

 

Model Sum of Squares df Mean Square F Sig. 

1 

Regression 33,645 3 11,215 29,839 ,000
b

 

Residual 142,447 379 ,376   

Total 176,092 382    

a. Dependent Variable: 4 

b. Predictors: (Constant), , ,  

 

Coefficients
a

 

Model Unstandardized Coefficients Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 

(Constant) 1,045 ,174  6,013 ,000 

 ,169 ,050 ,207 3,405 ,001 

 ,231 ,072 ,198 3,226 ,001 

 ,203 ,053 ,179 3,807 ,000 

a. Dependent Variable: 4 
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15

top shop

 

Model Summary 

Model R R Square Adjusted R 

Square 

Std. Error of the 

Estimate 

1 ,490
a

 ,240 ,228 ,59653 

a. Predictors: (Constant),  (), 

,  (), 

, ,  

 

ANOVA
a

 

Model Sum of Squares df Mean Square F Sig. 

1 

Regression 42,292 6 7,049 19,808 ,000
b

 

Residual 133,800 376 ,356   

Total 176,092 382    

a. Dependent Variable:  

b. Predictors: (Constant),  (), ,  

(), , ,  

Coefficients
a

 

Model Unstandardized Coefficients Standardized 
Coefficients 

t Sig. 

B Std. Error Beta 

1 

(Constant) 1,269 ,161  7,897 ,000 

 
,000 ,065 ,000 ,004 ,997 

 
-,058 ,054 -,064 -1,065 ,288 

 ,286 ,071 ,287 4,054 ,000 

 ,102 ,054 ,128 1,898 ,058 

 () ,035 ,041 ,051 ,858 ,391 

 () ,128 ,042 ,177 3,055 ,002 

a. Dependent Variable:  
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16

top shop 

 

Model Summary 

Model R R Square Adjusted R 

Square 

Std. Error of the 

Estimate 

1 ,475
a

 ,225 ,221 ,59922 

a. Predictors: (Constant),  (),  

 

ANOVA
a

 

Model Sum of Squares df Mean Square F Sig. 

1 

Regression 39,649 2 19,824 55,212 ,000
b

 

Residual 136,443 380 ,359   

Total 176,092 382    

a. Dependent Variable:  

b. Predictors: (Constant),  (),  

 

Coefficients
a

 

Model Unstandardized Coefficients Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 

(Constant) 1,231 ,132  9,350 ,000 

 ,359 ,049 ,359 7,380 ,000 

 () ,147 ,035 ,203 4,172 ,000 

a. Dependent Variable:  
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17

top shop

 

Model Summary 

Model R R Square Adjusted R 

Square 

Std. Error of the 

Estimate 

1 ,548
a

 ,300 ,293 ,57098 

a. Predictors: (Constant), , , ,  

 

 

ANOVA
a

 

Model Sum of Squares df Mean Square F Sig. 

1 

Regression 52,856 4 13,214 40,531 ,000
b

 

Residual 123,236 378 ,326   

Total 176,092 382    

a. Dependent Variable:  

b. Predictors: (Constant), , , ,  

 

Coefficients
a

 

Model Unstandardized Coefficients Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 

(Constant) 1,342 ,120  11,141 ,000 

 ,242 ,052 ,279 4,624 ,000 

 -,017 ,032 -,027 -,538 ,591 

 -,265 ,054 -,333 -4,903 ,000 

 ,481 ,057 ,569 8,418 ,000 

a. Dependent Variable:  



263 

   

18

top shop 

 

Model Summary 

Model R R Square Adjusted R 

Square 

Std. Error of the 

Estimate 

1 ,547
a

 ,300 ,294 ,57045 

a. Predictors: (Constant), , ,  

 

ANOVA
a

 

Model Sum of Squares df Mean Square F Sig. 

1 

Regression 52,761 3 17,587 54,046 ,000
b

 

Residual 123,330 379 ,325   

Total 176,092 382    

a. Dependent Variable:  

b. Predictors: (Constant), , ,  

 

Coefficients
a

 

Model Unstandardized Coefficients Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 

(Constant) 1,324 ,116  11,423 ,000 

 ,240 ,052 ,278 4,606 ,000 

 ,265 ,054 ,335 4,925 ,000 

 ,471 ,054 ,558 8,688 ,000 

a. Dependent Variable:  
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19

top shop

Model Summary 

Model R R Square Adjusted R 

Square 

Std. Error of the 

Estimate 

1 ,544
a

 ,296 ,290 ,57210 

a. Predictors: (Constant), 

, , 

 

 

ANOVA
a

 

Model Sum of Squares df Mean Square F Sig. 

1 

Regression 52,047 3 17,349 53,008 ,000
b

 

Residual 124,045 379 ,327   

Total 176,092 382    

a. Dependent Variable:  

b. Predictors: (Constant), , , 
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Coefficients
a

 

Model Unstandardized Coefficients Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 

(Constant) ,596 ,164  3,641 ,000 

 
,359 ,066 ,267 5,469 ,000 

 
,247 ,057 ,246 4,356 ,000 

 
,149 ,054 ,158 2,760 ,006 

a. Dependent Variable:  
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