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=3 BROUBAREES BERESTY ZE€ 244 24 34¢ 2= 4% s+ 2
o] 5= FHAME (research design)o] 4| 8] kEEe] fZM (interpretation)e] o] 277}
9’7 WwAsl 25 WREE) ek P2 ok

o] A2 RETEHAENA *}%QE HatE 2 Wyle #Y HEe 2 Fid TR
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cess), fRFUFIMZ:(linear programming), JE#EFIZ-Ezk (nonlinear programming), BiRYs+HEl
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AYAor o)AY MGl BMY AF BEY T SeAE RAXBN BEHRL
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3t vhe Ao FAd 2 RAKE $Fk2 donH, ARE Hike BRY RBEEZY

oA 3] A 2 gkel TRA BRe) A3 gz un dEaAE Wk
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whobol Y BAREHS) MBLRVAHE Mfle] AolAS 2. AnHG A7 A%
o A E S AZE $AE w2 gloh vl YREETS A M WA R
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HRAL £ohE AE4 WUGAE 20 A2Y Yoo MAAAMOE Y9 FRe
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ENE A4 29 24 ¢ b ¥ AL 495 AE2AE AA%T ARE ¥
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%S 012 A%2E A%e SHES 9FSH: HMEAHEM (ree response questions)o]
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HEH ALY RME dold AToT ol ATYY AN Eakkel Aol
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ot AR WMEANL MRS B 02 sebATSEAt dFA) g 2R
AT WEEED AL A fd PE HATED BRTe AFsRd AFANE 2
A%l Frhe FANE B4 A4 ok oR $Hoz AW WA HHS WK
#HES MHEBREEY) 2424 49 B o KEKT 397 2. webd
S8 FEES @Y MES ANAE BREZVH SMY FAR (Consumer-originated
questions)] AH§317) Azsgich o) A ABe AWE Aols MEATBHMER) A




Z A45E gsee 2= ¥l &2 E (repertory grid test) v} 4] A (group interviewj o}
Ag 2z & 5 Ak
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FHES BHBEAA BREREHSIA 444 £4¢ 5 98 239 P94 A
Ag 22 94 @ohe otk o Juleld Axd Aze ATh4cl MEERY RE
(problem-solving researchyolch, o WAl AL WEKEAA WA AEFL AFA 2
So] 4ot & MERS FAU/E AMAT. o AT EEE SRR B
FRR MERES FRY FLC AL F dE A

© S8 B4 AR (radeoff andlysis)o] ot MEHES HEMRS W7
Mo el BEY SIS Mumes A TUssl YEAT o9 K Y55
A 984 GE od BHE ZAE ¢ 9edE 44 23 £ doke BETAA o H
®o) 91§92 9ok A Bl LE MEHEES WeAT Gl AL BEEE 194 7
o REfkel EAslE 9EAW, ‘9% @i B A4 2009 EESGE 2AE
4 QeAE A4 99T & dednt Aot TREAAVR % BEHKIRE
B34 LBtk (paired comparison scaling) 3 fAHEASE AdA oz F A8 WAL 24N A
2 g& Rtk |
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E s Aty 2GR Al

HaAAE BEARFHES 9 PI EBENE, o Edd WREATE HER
W A WEES ANED oS BANE RIBME Robleld T HeCeld Ay
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$AE AL 9 = 8R4 44 4oz FHAY $474 Uk
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3.4.1. MR SiE S (multivariate technique): 5712 o] 4o 7ty HEME
E FA RAR A shie AHEMEAY Btk W GEW EEt Asda
t}. Regression Analysis, Discriminant Analysis, Canonical Correlations 9] Multivariate
Techniqued A4 go] 4252 ok o5 7P Mo SUAFY 25U54F HUE
T8 BEEHEY oiTel FAo] AL 4 Avke A 22 Yol E—we] o Ese
HEHRY 2/E FEE £ 21‘:}. 2B ol F Bk A AT BfrzA BEEEAT
of ol WEHEBMEES AEAHE A 2 ¥A7 ARz 9. _

Regression Analysis, Discriminant Analysis, Canonical Correlationss} & EA45 7w
< BBl AT #5ER Bk (compensatory technique)ol etz Eelfoh. 24 HJd 4] A
B MEEE FoAA AXT DEEBEES 30 B—o AREECT ERAE0 2 EE
HEE AA7 48 BAR B 7HESdE A oz YT SRBHY 2fAE=R
Uebd 71 deh ol AR o] Hikel 2& Hikify fikd 7dghe Aoz HRT Biw
Bl g2 o] HWEL T AZE MTY F A= 7187 95 A Fejct

ol fme IRAZ METH BHE S8 A AN IS £33 Regression Model
€ &% dE Sl HEHMCE EMEK RSN BuEnEES, B, SREaR
KD Aol RAE ofF WAt 28 AREBEY ol $¢4F 2 BEREE WEE
7t 4 154l Erhstad s of WAL EAS BWETH oS HHT Hike 5 2@
A& AT Biko] BEo = st R oz ARelst YH ) WA Asburo) gt
RER ez vehr] dfolgt. 2 BE B HT A5+ SWENEETS BERS
seagel otvle Wrgke]l obd MEE AAME A9 ARG E AHEge

3.4.2. AW EHME (automatic interaction detection; AID)2} MBS #7% (cluster
analysis): o] 52 3.4.1.0]4 HHA 97 Z4 A= HEH Bikolth. AIDdA e
A BEES WEEFE Y K ¢ S5 ol Hebd Mokt FEET SEE
22 SEES o WA 53 @AM MECL obd WREEAL 249 @9z 4xd

R e e R i e e U SR T T e g




— 96 —

£ A5 434 WEBREES 4 LF54¢ BT 2Poler foke ol Qo] wetd HE
M350 ohitH(E A, B ®¥ C7t oz A, B 283 CE Zaejof g,

AID: —fe] RMiuWm=ie ERENE 223 S8 AggE P WA
‘Cluster ‘Analysist= {£MESS0 WM o] Aol 2-8-5& F %71 gr}. Closter Analysists —H9
FEAHY BeEkS) FY 024 WRHEE Ao E WMLz sAme = BRY o AL vk
Moz A#Eltd. FEGL BRELES Y4t A o WAl ARy fAd JF
AME A3}t Cluster Analysise] g wby£ Htigtay B (sequential clustering) 9] c}.
“Sequential Clustering®] 353 Ao+ AIDEiko| Aol &M= FLY ML JEE
HAQHE, ot e R4S Ao veEiA gert

AERN o2 PREE Y THEIEE dY 44 HREES SEREEE A
A Hen MY AALIAE BEE AL WREEAS LR A 3
S, »

3.4.3. WS MR FHRENXRE Fre 42 44 2 A ERmge 9499 A48
= 2AA H5ch AN BWRTBHFERANE LA o, ielME BRE Y ADHK
B EERE] 1R AT FHLUEA o) Ee] BHRENTEHY BB B¥E F£ Ao
2 e adA el ATAEL M A o2 AR WK (demographic variables)
E 4, 835t |

23 AOKIH BERE v & $8% 8407 YL HRETHY 4e $4
KHEHS 84 X Ao AN ZHY BRAAE THRBNeE ¥ 9 39 &

gde BEEYN AAA B oA ich RAEIE A2¢ #MEc 4832 g wdA
22 7t @] 294X e A28 8 M4 (psychographic variables)o) o},
1950648 o192 A E= 2ot 2UAQ WRAHIHE o) $75e] S, Koponen
. #] LBRBEME ¥ Mtk 8] ~ E (standardized personality inventories) 3} -Dichtere] 4] u] %31 BjlEH
St (motivation research) & 1960%Re] Eois) HAS He ANAA Az AF9Y
BT SS9t 19705 R el A Y8l dF(life style analysis), 778 - # L -
Rk (activity interest opinion analysis; AIQ), =& A}o]lz )2 ¥4 4 (psychographic
_ -amalysis) 2}z 49‘1‘3}4 X dT4Ee] R 27, o] F AT 4 2L B
W7t Aol m e o] o
[Paychographicss] B L THo] W.#7 vt $.o1} Demographiossi sh 2 & A4l
o S MIE, & T8, WO, ER, TR, VKK BE, AKE IRz PUAL W
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BE 2dstoz HEE 2E T8 dv 292 EAR 32444 33, £33 R
7}53le}. Psychographicsol A& =% 7 27l =9l dhz & 4 9l Motivation Research
Sz 98 iR FEACE ERAE BRE AE3EE2 HES S e, 32
2 ool A e BEE £ 5 dde AL E=2 I

Ao BRETHHANS Jehvde = dE A2ZE A FE REERituational
variables) o] Al-8-olvh. WHESl Atz g Rl AF 4L HRETEE ¥iE
U 8% 947 Az 2oRch REBES MRS Hz dt @A BEEE TR
T A4S #AS 24 Adsz gon, g REEge BRe 34 Fa
Ae ZA- 2 Ao d &=

2 s ERE FHRTER(ecision process)o] ¥ L MEEEE (focus group
interview) WrA] & RF (HWEE THY XM= Mo HEEJ AW IBEW HEEe ol
HEREEAS d79 2492 4=

L)

1 BRETRFRS W

HBRETHREE UMY 043 2= F FEE ol s AAA e T
s FA 2F A FEol Atk Aol R - Sitdte FAS Az mAs w glek

Anadita s ot At S RN L ik R S Tl i e

Nicosias] o) A 4L Kk HRTBHHFAL 22 H4514 ML fMEcl stz Bedn

s, = WA 1930448 o] & Aol ol 2o\7tAS] BRABWES KRS MEfel &
F 7 E EdE shel et B B A1X Kol B .

4.1, NS BE

1970610 SMESWEEY EAtss 2294 Axe LE ATAEC] SWBHH
spol BSagom, TEHG. A RHHB} £ E o (oftware) & o] A€ IEAAR
b AEE SHEHES o Eol BE BK Fol 3¥3 AETA GoA F HEFE A4
S g $5d BAESZ A% FEANT FEMT HEE BESLD. 280 o) A,
Aot B BRM BACZZE ¥ 5 e HEM KA, | EES EAIE Fedd
BHY R, EERES I8 AR B A3E A48 o9 T HAISS 8%
e AT HHEEAY) AAAAL Agsiel nej At

AR BRABFRANAL B A, A8, $47 406 ¢ EFES BES A4
Aold, Aol AAW FHEK W, HIEE HAY BRATD =2do BRI
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4.2, WS W
JoT0fERS A BE 2 Mot A BRFHHES 24 EEEAAS Rk
2AH% 2% 2404 BED Aelth st 348 HRAAL 9% o BERE
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