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The Relationships among Gender - Relationship Quality > and Sales Performance

for Salespeople in the Electronic Component Industry

Student: Chun-Han Wu Advisor: Dr. Cherng G. Ding

Degree Program of Business and Management
College of Management

National Chiao. Tung.University

ABSTRACT

The marketing activities of the electronic components industry emphasizes
the ability of salespeople, especially the valuable and the customized products or
services. Customer demand-in the market is unique, and often need to rely on the
provision of specialized vendors, as well-as.communication and coordination by
the salespeople. The marketing activities are more frequent personal contact and
good relationship quality to achieve, so the salespeople play a very important
role in the industrial market.

Prior research indicates that female salespeople are superior to men in a
number of sales qualities. This study is focus on the gender difference of the
salespeople .The result indicate that women on both sales performance and
relationship quality are superior to men and women is more influential to the
relationships  between relationship quality and sales performance.

Keywords: Relationship Quality - Sales Performance > Gender Difference
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1997  Fischer, Gainerand. R~ g = S RHEF ~F B> a5 0 2R
Bristor CRo) N e BE R I g
fesl 1 2 -
1998  Fugate, Decker and g A S FiRad ROk LT
Brewer Ky lcdy Kh#E o e Flet L
Eds N R
1981  Gibson and Swan § B LR L it n
1992  Henthome, LaTour a B PoEH B AR - B %
William J’dﬁﬂWé$°
1998  Jones, Moore, Stanal B> FAHRAFmke o GEGE G ’ﬁ
and Wyatt fauEL R ZdEMEN LR Uk

2 T LR A B b o
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% 2-2 (%)

pE(E &) FF B EE R
1990  Lambert, Marmorste B> R iksp2ail gie i
and Sharm £ o
1995  Min, LaTour and Janes % = fgb2)| = 38 25 w1 B
o .
2000  Moncreif, Babakus, P A4 EEm Bl pELES
Cravens and Johnston BAELF B R - R
AR
1998  McNeilly B> JdMBAR A gy > &4 P27 4
MR L RSB
1992  Schul and Wren > e ZE o RERl R

hs
A
1995  Siguaw and Honeycu I g S - L

R
1998 Smith %—‘s ﬁ_rﬁg fﬁ"__’”ﬁ J;E:L:j#;(']‘iv'ﬂjz‘_}.—_.)q—l- .
1999  Stoddard and Fern . Eh A f Y LR

1978  Swan, Futrelland Tod ~ # g1 {Fp M ehp 1~ 1 0F)

7

&t
@n\y

1984 Swan, Rink, Kiser and B> jlEeiE o AR

Martin { & fite e
2000 Swift and Gruben 5 T ERRE L
AR BAETL 2o
1)

1987  Whipple and Simmons B AEHEAR I AP LR o

L %R ¢ Pullins, E.B.,Reid,D.A. and Plank,R.E .(2004),"Gender Issue in Buyer-Seller
Relationships:Does Gender Matter in Purchasing? " Journal of Supply Chain
Management ,40,(3),40-48.
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231 Hulvs 8 gscvs MRS

REZ % T fg % e | (Salesperson’s Orientation to Customer
Orientation ,SOCO) &4z 44 & * R & RF £ 3 & iR » 0% A £ P &
- Ij‘*l{ﬂ@f?évﬂ'ﬁﬂ%‘%ﬁ? FERH LR EREN IR AR
w sl 8 B F & % Hc(Saxe and Weitz,1982) » A4 B F b o BEE
o™ AR G AHTE 4 8 5 iy 5 (Goff,Bellenger and Stojack, 1994)

- A B R EEBREE T E R EH L AR L e
48 AR He 8 g Mt w (7% (Hoffman and Hardigree,1994) » %
A%t 2 2 (Singh and Ranchhod.,2004)) ¢ €4 & + R 4 ¥ (Sujan et
al.,1994;Donavan et al.,2004) » 2 35 ¥ M 4e i DR ER R e 5 A LA
kF DM L F e fEE Ee BB T 5 £ 2 (Jones,1991;Krell and
Winn,1997) o 4 b A= B e bpn & g o R SRR R AR R
BER T Fer e e B3 ma PR, IRA E R B gt gl &P
L @ * B E 2 e R(Siguaw and Honeycutt ,4995) » e pF > & M4 di
€A% = B 2 (Busch,Paul and Bush,1978) o - H¥ >3k b+ 5 #F hie L
s ¥ RS (Dion et al,1997) » i EEA & 0 F] A W iR 2R
75‘ T F ¥4 8 A ST foE e R (Cook&Corey,1991) -

’

e

BELFE D3R LAY A IR B BT FR R B A
PR d e fa™ > #y % »z3 & 4p B (Boorom,Goolsby and
Ramsey,1998) o 4 |4+ 4 fidF crBeFPIT » ¥ P ER S LWL h B
(Swan,Rink,Kiser&Martin,1984) » fiui $HAE £k % F g o 504 & 1F 8

TRBARLE CBREAEHIRGE LN EE Y Eer @
(Bertrand,1987) > * G iv 4 2 A IL D 7 & E 2 B e f (Siguaw
and Honeycutt ,1995) » 4V & B (3¢ > Fd B R A T 2LF £ & - Tk > F]M

s F®esa —&@_’L‘t{gﬂ"géﬁ%ﬁ:j VE TR o
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7 & 2 (Credibility) & & FpE > RAR L AP LG »eh- BEL &
ma}ﬂ‘“""* aﬁ'ﬂ%‘ﬁ‘*ﬁmﬁ‘«%qﬂ“ 15 %‘as FRESR AT BE
T @ e 51 4 (Jone,Moore,Stanaland and Wyatt,1998) » &3 %= 3
FEZ G A48 e b o B (Hayes and Hartley, 1989) » gt b » B3 &2
A ;gJe P e RIAR G AT B ahk Jh(Feldman-Summers,
Montano,1980) » % ¥ it F] 5 = f i fott®] 2 a3 £ £ (Kenton,
1989) - AT g ¢ & F v § {3 2 E 2# i Z(Pullins ,Reid and

Plank ,2004; Buchan, Croson and Solnick , 2008) -
TR b B Ry 2 B A on )t B FaBded 2-3 ¢

%2-3 BHLHrd TP ENSEadn L

& 7 T H# Fy 2 F R

1984 Swan et al. SR I AR TRl A Rk e IS R
1987 Bertrand S M AR

1991 Cook&Corey R s A S I G R gkl

1992  Schul&Wren L 1 BT 48 BT

1995 Siguaw&Honeycutt AP RIRGFES ~ L © Eo

1997 Dion et al. HEHE ARG PR

2004  Pullins ,Reid and Plank + % § 3 7 #
TR AR AR

Swan(1984) & 4t 1 ¥ 53 B R HFMEF HL P L LR e g d
Py 238 A RET A28 > Tt 15 F NI A
235579 F Ll A 2T+ LR HF U TF LG 40 L30T 4 1L
(hrd 224 JE3) o LA A BRF AL ¥ o LJRAL S X F CBEARG
PRI FIEAEAZ YO UL bEEF RS LA R
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BeAF a M GT AR DR R EE AL LT
g ~ERARE AR AET G o iE .

EFARY A N ARL AP RE REUAGOEE > e PRI #
s o BRREEA R R OR Y FIEER N 4 PR R RE E SR H
RFEApF ER e Bl P EERMEAR P EREN 5 » LHREME
LRAEE R A IFL S M RS o T 1 RS B At

g e e 2 B % 5 A4 2 (Swan, Rink, Kiser and Martin,1984) -

224 HLPFLBL

g >4

g
=

+>9 £ FEEE ¥k E(0.05)

W N

3 % :@1 W

b sy
= ot
4 =
>~

i T S
Y
?m
TR
-
D

E 3
)

N
b 5
Sy TR

ol

=

bis

&

3\
A

6.4vip 4o i@ MEL
748 T ch g

8.4% % u (% 47 HK)

Q.%74 & o 7 endrilh

10. % # A& Sa s

1LE A E A SRITE V
125 1

13.5 # 2 4

14. & 5 v
15,4 5. 11 f2 ehif %
16.7 fERE E R 2L v

V
Vv
V
A\
\Y
A\
\Y
\Y A\
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ey g > +>9 R F &M F-k#(0.05)
18. T #p ¥ j312 Vv

9.7 % dl & 4 &2 v V
20. 4% Bt £ \%
21.5 % RTE v
2R EH \Y; \Y;
23. 7% JEE # F IS B V V

R &R ¢ Swan, John E., Rink, David R., Kiser, G. E ., and Martin, Warren S.(1984),
"Industrial Buyer Image of the Saleswoman," Journal of Marketing,48(1),10-116.

2.4 & 8 5

o A4 M AR z‘;‘ﬂc 5975 5 # 7 &% (Churchill,Ford,Hartley
and Walker,1985) - & & fox iz dhv ph b L 4p 5 £ & hiR A
(Boorom,Goolsby and Ramsey,1998)» &k & & 52 .7 ¥73% ] 7 3 L 47 5 »eh
LFF o RSN 2 WA Mg A T o 48 4 AR S
o s (L RI2-2) > 7 P4 5 & 47 5 »x(extra-roleperformance) # 4
¢ p 4 »z(in-roleperformance) (MacKenzie, Podsakoff& Rich, 2001)- 4 ¢ ¢
Gy TEERPFERF BT RALEMEHE AR £ P ok
thia 1% i 7 5 (MacKenzie, Podsakoff & Fetter,1991) ; & 4 p % »zp] £ 45
AR Reng I s & G prad S e B HRenT 5 (Verbeke, Belschak &
Bagozzi, 2004) » & 35 & M sk (L4 & Fox o dofeifdARA 4B FE
WEESFHERFE) 2 {75 % (Fang, Evans & Zou, 2005) -

Cravens, Ingram, LaForge & Young (1993) R £ sk #-i7 5 S »cit - # %
AR TH SRR R TAMBFEL g M Bk B
ﬁ AR FH L EnpEriER 2 AR HEE e d ¥ A B AR

gﬁ’é’a@}ﬁ 4'61*;::'11,{4%7,.;1%3@%5@ 3):?‘1 zf\ji,{h’f\? =zl
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TOMBET CBIREIC HRRGHRLE AL (e
- B e

PR FTARE) NEARET I E IRV EH L

MR L2 FITHEE R I Nz A B T
N ‘/éf—_

EL- - ¥e
W8 % S

(sales performance)

N A N7 5

A S k(2 FEd 8 k)
2-2 #HEAH

TR kR DN

23



3
Ji
s
gt
o+
By
et

i;%ﬁéﬂﬁﬁ%ﬁ?’%f AET R R
PR TR AF L R RREERR S R TR RS ]

B

L7 WA :ﬁwﬁvﬂf# pi,};“gﬁd ,gﬁ :%§3:7

»/F ]4)\ , éjj’%& ﬁ

51
& Frede= > kAl g
Weng F 50 a2 MG wﬁp"mﬂ—‘"ﬂf" AR R BHE T R s 2 7
|
| ms,

Fos w8367 £802F0 RN TFT % 0 o 3-1 -

IERDHFIRUMGEH TS N R e B
f

z
RIS 2 ¢ % 2 2 St L RS g W
U

Zo I I R A
H2 H1
B 4
= x
. s : | #acpa
R B
K3

24




%Aﬁ%*iifﬁ%ﬁxaﬁ“m%%ﬁ?%ﬁ—\&ﬁﬂ%&ﬁﬂ‘%*’éﬂ%itiﬁ?
ERENE - K gl AL S érdg&ﬁh“%'bk’l%é B B2 B e B 5= v M
GEFHAH LA g B Bte o W B AR n Al ARy
B g ahl a2 20T o § :iz-jy;ﬁ A F o R R D T R

H1: 408 4 B Soaes i g 4o

H2 : 48 4 BBt % (iRt 7 4o

H2-1: 4V 8 A R Ao fre TiiE ) 2 st d o
H2-2: 448 A B M a2 Timdu 2 b fat g o
H2-3: 478 A A e Pokee ) MR g 2o
H3 : M 1 w%’fﬁﬁﬂ%Aﬁ% FHE D B

H3-1: B 2 T2 g a8 A Rsiong Bdcnt v 9258 -
H3-2: Mtz TB (e Rg s BEhr e P28 -
H3-3: Mixm iz I Rag HHEL AR S BFar B
rmzﬁwgﬂﬁwﬁ&?%ﬁ%‘ﬁ%ﬁiﬂv%ﬁ’ﬁ%@*éﬁ**

H4-2: puj g amimie L ) HH 8L Azt B8

HA-3 : fhul ¢ 3 6B (5 5 2. TGk ) $H40 8 4 R 4ok

( N
=
9
g
=g
),
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3.3 A7 M2 4 (TR LA
BB AT AL B RSTS CRARIE  Wk F A

S B RETD 5 o REdod 3-1

%31 A7 2 FJ TP

A T

M Ha AR HARE 2 el Ao i o AR Y

B 5 3 % g ARE Ty
(E s

% & i LR IR R TR RS TR IR A
NE AT o Fhd R Y FE A - RLARR A
L RS R L B e o

K3 AE LM ERR AR DM GLAT 7 % LN

FALKR © AP ] FER
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3.4 X%t HaEs N
3.4.1 B 3K

AT EEAGZIE R NPT LA 2 MRS anTl
P& PN % A& 4% Roberts~Varki 2 Brodie (2003)7= 3 ® “t# E 2. £ % » &
FEHEARBREZ 2Bl G T RFEEAFEIPHEH L7

AEE S EPRIIE o BSE R R R S i 0 T AR B AR B B TR

FHANTEABE o d FAFEE LD LHE AR
EAhEe BN TR o

AREIRGTBRECAHEAR 2R GETORAE > AR AE
do R R AR RN 2 FREI LA REF A
RATRFFFEZ A G L R b L AFRIIEM S R et 53
AR E AT A AR MR ET A e BTk R 43
BORU ST R

PPEfE X Lo fE B 2§ 8 R R 5 2 5.4 (b-point Likert Scale)
TRAEANENIPEITREZAHO LFHEEF IR AR R
LR 2T RRAETHERRmAESES 123454 o B 25

i
BHERZ A e o AUALE R L RFRT PN FE A fedrA 32

T,

ém\y

Ry

=

L
"

%

%32 B&FP %

A BN F
1. 4rg A B e nif3E > €389 4 837 0 fai
2. B HMA LML AR B PRET §E 4 AR
EIE 3. AIMAH B AR AT UGHT Y F A RN DR AL
4AREHE AR ARETAFEERY &
H, AT M REH L AR o TIRE Y R P auEik

7

6. H & 4R § M Al E fein )
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o AP F
T A%t 8 4R i AR P B oo

R 8. A48 AR hi . FHEINEL
9. AL d B A R R BETRG(H L)EHRLL AR DM D
10, AEaes e fafFedas duii

K H.ﬂﬁﬁﬁ BH e ARzl o T AR B AK
12.F15 A Fpap e & A o el Plads b

7R kR - Roberts, K., S. Varki., and R. Brodie,(2003), "Measuring the Quality of
Relationships in Consumer Services: an Empirical Study, " European Journal of Marketing,
37(1/2), 169-196.

3.4.2 = @] (Pre-test)

ANEL ST R EEFE FR R F AP LT R
%ﬁéﬁi’H%%%&¢W€@ Fro b e B 0 ELEPRE P R T
P EATIRAR ~ 1 2 ﬁﬁ PR ST PAFRS 7o fikER R
SPRFLRETAF A RO B FRRE A LB LR

-

3.4.3 > g

AETHTI PRI Rt PR AP (e E &0 AT IASB
C D EBAE2) » 30F 5 540 R30F » 320 P o 2§ 203 &30P
BHAZ 22 BG&ERT  AFLWRHEY ZRFREERE
¥h LIEMEEAE AR o

ﬂﬁ*ﬁ%Tl
- FFBHRNFAE FARNAF R VR RS
Eagﬁzio
S FEBHANFAE O NRAECRAARL L MR FREL
x,l‘\,—rﬁ;frl’;“fa FRLERABZECED PR A LN RE

e (=
PRBCTEREREGLERH LA RN GRT R B K



S RABEETIMAERRBEE L B g B EsmEy
RWHRME S vER S 0 A7 \”ﬁﬁ SRR R EAR -
: éﬁ-%ﬁ»ﬁ%%"“i%"ﬁ FArA R AR fEn] o EEL S JRARE T 4
8 T
AR KT SRR ;‘%}“’& I FEALFRE CRE NEFFE
woTF o MR LI E L 2012.02.01~02.29 A H - B BRI F d
TSR P 2R S AT 400 o w291 o Fé%‘}‘ﬂ]’{ﬁ"é 2% > 3
TERF L EELIE R EIRE s ke i B R LEd -G
"»’I#éﬁzkf%“é 100% -

fi
T"i

‘m\'l\-
s

‘ w

3.0 FOE A AT
AR SAS 9.2 2 PR R T R e B A1
bo T o
1. #eif ph sezt A 45
PRy SR A rFL AT @R g FREF R A
TAHT For P2 65 mEEA R o BTG E S SRIFPRIT R
Fizr BHEPEELIT T BAEAATHE S -
¥

2. WRZ E AR B 291 0 MEFTHRABRELE R~ KFEZ R 2

& > fI* Cronbach’ s a3 & "TpIv- REYEZR > K= f:l";‘_:lii o
3. RIS > MG EADE Y A A A AR E A B AT 2

=4
AR R AR R A B AGRAEIE S B R A KA

4% A A ER N2 3 A 2 b 527

N

—\\
o

P

1

=
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5 A A 0 AR T TR ST ARl o
W HA 0 B R S -

6. 3wl " 2P S TagaER T EE ST EF TR 2 g R
&&aiﬁ%Ti

(1) 27 %3 7 #(A~B~C~D E)> 3l:itw B 1 & % #(dummy variable) -
% % Hdrd 3-3 .

£33 2P AESER o

27w DI D2 D3 D4

A 1 0 0 0
B 0 1 0 0
C 0 0 1 0
D 0 0 0 1
0 0 0 0 <0
FH KR AR

(2) HHFEp A 5o BOD AB(S)A Ak il oE e B 5 1o BIAKS 0

(3) Fdbm 5~ BRFE 125 ™ 26-30 & ~ 31-35 & ~ 36-40 & ~41-45
R4 R F o 51T BomEREC K T N Ardk 34 AT o
F 34 & &5 H5 H BR

# i Fl1 F2 F3 F4 Fb

~25 0 0 0 0 0
26~30 1 0 0 0 0
31~35 0o 1L 0 0 0
36~40 0 0 1 0 0
41~45 0o 0 0 1 0
46~ 0 0 0 0 1

FAL KR © AP ] ER
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(4) B F L Zw BRFER 12 &80T ~3-5 & ~6-10& ~ 11 £+ > 53
PR KT N4k 35T o

# 35 & FUARRER L

P Gl G2 G3
~2 10 0
3~9 0 I 0
6~10 0 0 0
11~ 0 0 1
TR KR AL ER

(5) w4 5 § 423D - =1 pFEs 0
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Yo oE o TR

41 % A %4

FHpTI R PR E2Z 3265 4 84 R ATHEEFE &
w2 G a8 A H 29 L5036 Lo+ b B4k A #c55.4%;
Edr 5 o 12 31~35 K 2 EE A Bk % (33.9%) 0 26~30(27.7%) &
2o A CEFEERE A A B R IR R A R4 31
Lo e B34 L AN E - X A RIEEF kG 0 1 1735
ER LB S A #(385%) 0 B = L PRAFS E 4T (30.8%) 0 B (b
AP ALY S N o AL AATHRAEE 4

204 -1 A FHREEL

| AR = # T oA
it 29 44.6
el i e 36 55.4
25 12T 2 4.6
26~30 18 21.7
31~35 & 22 33.9
& #2 36~40 14 21.5
41~45 & 7 10.8
46 #ora b 1 1.5
W5 HF] A 31 47.7
AR ° 5 34 52.3
PR A% 2(z)#E T 20 30.8
£ 7 3~5 & 25 38.5
6~10 # 16 24.6
11(z )& 2+ 4 6.1

TALKR AT Y IR
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42 R At
EREHKEEA A FR AR E - R AE L

Cronbach’ s «a B:E{7 G B e o

A

4.2.1 Cronbach’ s «a &

Cronbach’ s a & 5 2 2 # % & (Stanford University)Lee J.
Cronbach#c#:>v1951 # #78 E v h#c - £ & #Cronbach’ s a E4% < »
TEAREHAFELF 8- Ko RA N LR LCREGE o AT
B iE %R~ KF= B e gCronbach’ s a @y +300.9° 25 % i -

ME O RFEREAIIE G VAR R c 2425 AL R RBRIES -

% 4-2 Cronbach’ s «a B B P2 %

o 78 NG #& Crombach’ s a &
=& V01-V06 0. 9844
5 R V07~V09 0.9678
K V10~V12 0.9612

FAL KR © AP ] FER
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43 Bk T
431 = jF A4
A7 3 11SAS fcd ¥ PROC GLM 4 4 i i Bkt 20 47 2 7 %)
FEds )~ THdFpR ) ~ TIRBEFT ) S8 S8 L I %k #
THT2ZRBFILHEFIE S BR LML F AT
FA o RFEE LT §REH LY 2435 AN EH L Hox
2_RFenkd o H .,#%png_ %0.0418 > :£0.05%8 ¥ -k % » » &) z_t2 #(R-Square)
BE X 5089 d LEEHLZ B o HueH L IV BEEARM
FERRE W B S M BB T e S HaRt By T oMk
k2 e K Fond oS R A A B R R 1o 8 £ pE % 3317246.97
H¥§ T 5#$:13530401.9 ; & (4 s T ¥afic L 16847648.9 o F)ptH1
> 2o f G A F ARRE 0 R AT F 1 .

RS FHcip it E piE
L 3317246.97 0.0418*
2 PA -1795444.52 0.4648
2 7B 37742254.50 <.0001
29C 2386670.57 0.3485
287D 2218869.71 0.3537
# #£26~30% 3775545.54 0.3070
£ $£31~35% 5825256.34 0.1449
# #£36~40 % 6478393.20 0.1503
£ $£41~45% 4456952.15 0.3985
£ $LAG K 1 4147751.47 0.6126
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54-3 (i)

i fHRF e pit

° 5 -2101899.08 0.2110
£ F2E LT -13222154.02 0.0100
#£ F3~5% -13096991.43 0.0081
# ?}6*«104’5’: -10768057.55 0.0184

p%<0.05; p*k<0.001 TR KR : AETEE

Mk He ¢ 3 i, s TR, 8 TRE ) 40T Buie T

BT E SRR R R BRGRUF O T o gL kg an[aR
2 TN > 2445 BB L E2 FORiEes o d £ 8 Ir'_}ipIE_,J\f;’:\
0.0001:£0.0001%% ¥ -k & » 2% & #ic(R-Square)&) 5 0.6 > d p |+ w2
BEZEGHEFARM

FERME B8 T T G A FARBS 0 RE T L it B8 T 0k
RA TP L oL EARRE SRR AL AL Eac BT 1
L EFEY 54060 § PTG T 0 Bl 221055 LT E AR
25120 FJPH2-1% = o | T2 B G BEEAPR 0 A PR T A Bk Y

ML

244 wpFlekp RS e BREL G E

LS SR E piE
4 M 4.06134046 <.0001**
o~ FA -2.39882778 0.1068
> 7B 2.09367349 0.1764
> C -0.70103812 0.6447
> e D -0.03455993 0.9807

£ #£26~30 % 0.26867801 0.9029
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Z4-4 ()

Iz U pit
# #£31~35%% 1.22001436 0.6070
+# #£36~40 1.97345798 0.4612
£ #£41~455% 3.15355461 0.3194
£ #0468 11 3.74423152 0.4463
° -2.51135259 0.0147
£ FT2&8 T -6.74301041 0.0270
# 73~5+# -4.16140615 0.1502
# 76~10# -2.75667225 0.3027

p*¥<0.05; p**x<0.001 FH kiR @ A7 FE

£ 4 kplugaiz FLEARE %4-5&&%&;‘%:&1%&5&&?
F% - d £ {FHpiE | 350.0001:£0.0001 % 3 -k & > ¢ 2] z_i% H(R-Square)
g 5

58 d Ml R R LG OAT ARR o
BB EEM e o BRI BPa SR Ey T
ﬁt?’c%"lﬁ;ﬁﬂﬁ BE AR Bt BRI AR A B BT
g AFEH 2212 T B3R R A B 51044 5 S HT3ER R
A B 512560 FPH2-2& 2 o | R 2 B B EARM Y SRR A
B I 457 o
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FEES FRNE S SVEN T I T

S FHciEE piE
L 2.12158053 <.0001**
2PA -1.15651314 0.1349
2 7B 1.15393711 0.1531
2PC -0.33430939 0.6729
27D -0.01985731 0.9787
£ #226~30% 0.61470264 0.5928
£ #31~35% 1.23825548 0.3182
£ #:36~40 % 1.60314631 0.2524
& #£41~45% 2.34778185 0.1569
E 446K 1 2.42947700 0:3436
4 -1.18606628 0.0263
EF2E T -2.92897284 0.0632
£ F3~5 -1.75549951 0.2423
& 7 6~104 -1.08350900 0.4358

p*<0.05; p*k<0.001 FH Kk oA 7 A

Bofe > RSB KR B E AR > £4-65 (258 K2 B aue
fFe% o d 2 dpiE 5 0.000120.00014 ¥ -k & - » 2] %k #c(R-Square)
H5053> d pEHBESLEKEZT G EFHY

FEaut W kg By EEARM G BB HE Loy Tis
B K2 Ll?;ﬁ AL CHRELSKIRE > d 246 F T 0 A ARE
A PRI BT A LR 52060 §F T IEKES B 51056 ;
A TSR R A S 12620 FIphH2-3 2 PR EREL B EEAM
B K ERI VA S B - -
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%046 wFS g BRG] REHE K

RS S SHcl e piE
<M 2.06372038 0.0001**
oA -0.72619569 0.3451
AN S 1.05662727 0.1906
>8C -0.09648562 0.9031
> D -0.02270039 0.9757
£ #£26~30 % 0.50505739 0.6606
£ #31~35 % 0.89192059 0.4715
£ #:36~40 % 1.35548644 0.3328
£ #41~45 % 1.91291124 0.2477
£ #0467 11} 2.08813529 0.4156
° 5 -1.15419692 0.0305
£ F2E T -2.56628942 0.1025
# 7 3~5+# -1.57116577 0.2952
# 36~10# -0.79725323 0.5662

p*<0.05; p*k<0.001 FH Kk oA 7 A

d Pk MRBEMGETY » 2H5E  mE o~ BAKE
FEREM O DAY T o
BH3R E g Y F A REH L AR ST 2 THGET 241
LRz Ta g e k@*%ﬁ—mwﬁé’&é GG E SRR ERES Y
F T EEH LG R A EH L KFEEH LT LT AR o
Ry 24T BT 0 G Ee e v FS % 0 pid 50,0005 - i£0.0014F F
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*t4— ~ SAS CODE

proc print data= work.data0307;

title'Raw data’;

run;

proc corr alpha;

var trustl-trusto;

title2'Coefficient alpha for trust’;

run;

proc corr alpha;

var satisfactionl-satisfaction3;

title2'Coefficient alpha for satisfaction’;

run;

proc corr alpha;

var commitmentl-commitment3;

title2'Coefficient alpha for commitment’,

run;

data news;

set data0307,;
Trust=Trust1+Trust2+Trust3+Trust4+TrustS+Trust6;
Satisfaction=Satisfaction1+Satisfaction2+Satisfaction3;
Commitment=Commitment1+Commitment2+Commitment3;
title'RQ NEWS data’;

run;

proc print data=news;

run;

proc glm;

class gender marriage seniority age company;

model performance=company age marriage seniority gender/solution ss3;
Ismeans gender;

title2'performance comparison for gender controlling for marriage, seniority, age, company’;
run;

proc glm;

class gender marriage seniority age company,

model trust=company age marriage seniority gender/solution ss3;
Ismeans gender;

title2'trust comparison for gender controlling for marriage, seniority, age, company’;
run;
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it (H)

proc glm;

class gender marriage seniority age company;

model satisfaction=company age marriage seniority gender/solution ss3;

Ismeans gender;

title2'satisfation comparison for gender controlling for marriage, seniority, age, company’;
run;

proc gim;

class gender marriage seniority age company;

model commitment=company age marriage seniority gender/solution ss3;

Ismeans gender;

title2'commitment comparison for gender controlling for marriage, seniority, age, company’;
run;

proc gim;

class gender marriage seniority age company;

model performance=company age marriage seniority trust/solution ss3;
title2'performance comparison for trust controlling for marriage, seniority, age, company’;
run;

proc glm;

class gender marriage seniority-age company;

model performance=company age marriage seniority satisfaction/solution ss3;

title2'performance comparison for satisfaction-controlling for marriage, seniority, age,
company’;

run;
proc glm;

class gender marriage seniority age company;

model performance=company age marriage seniority commitment/solution ss3;

title2'performance comparison for commitment controlling for marriage, seniority, age,
company’;

run;

proc glm data=news;

class gender marriage seniority age company;

model performance=company age marriage seniority trust gender trust*gender/ss3 solution;
contrast ‘parallel’ trust*gender 1 -1;

contrast 'slope_Female' trust 1 trust*gender 1 0;

contrast 'slope_male' trust 1 trust*gender 0 1;

estimate 'slope_Female' trust 1 trust*gender 1 O;

estimate 'slope_male' trust 1 trust*gender 0 1;
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it (H)

title2'Test for trust*gender and conditional effects, contolling for marriage seniority age
company’;

quit;

proc glm data=news;
class gender marriage seniority age company,

model performance=company age marriage seniority satisfaction gender
satisfaction*gender/ss3 solution;

contrast 'parallel’ satisfaction*gender 1 -1,

contrast 'slope_Female' satisfaction 1 satisfaction*gender 1 0;
contrast 'slope_male' satisfaction 1 satisfaction*gender 0 1;
estimate 'slope_Female' satisfaction 1 satisfaction*gender 1 0;
estimate 'slope_male’ satisfaction 1 satisfaction*gender O 1;

title2'Test for satisfation*gender and conditional effects, contolling for marriage seniority age
company’;

quit;
proc glm data=news;
class gender marriage seniority age company;

model performance=company-age marriage seniority . commitment gender
commitment*gender/ss3 solution;

contrast 'parallel' commitment*gender 1°-1;

contrast 'slope_Female' commitment 1 commitment*gender 1 0;
contrast 'slope_male' commitment 1 commitment*gender 0 1,
estimate 'slope_Female' commitment 1 commitment*gender 1 0;
estimate 'slope_male' commitment 1 commitment*gender 0 1;

title2'Test for commitment*gender and conditional effects, contolling for marriage seniority
age company’;

quit;
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