21

(physcd vauecdhan)
(virtud vaue chain) (Rayport
and Sviokla,1995)
Davidow & Maong(1992)
(Resource base theory) (Penrose,1959;
Wernerfdt,1984)
(Davidow & Maone,1992) Kim & Mauborgne
(1998) (vaue
innovation) (technology innovation) (value creation)
supply
chain
(Extranet)
(virtual mar keting)
(Williamson, 1975)
Quinn(1998)
Davenport & Prusak(1999)
Teece
1995

Davidow & Maone(1992)

1997



(Rayport and Sviokla,1995)

Davidow & Mdong(1992)

Window

(customized)
(Chai,Stahl ,and Whington,1996)
(Davidow and Maone,1992)



(Strategic moves)

3 (vaue chain, vaue shop, vaue
network) (high, low)2 6
(framework)






(value chain) (value shop)
(vduenetwork)

( EC project)

(Supply Chain Management)

Extranjl BZ2B

1
I
1
I
I
I
I
: (Enter prise Resour ce Planning)
1
I
I
I
I
I
I

I ntranet

J

(Customer Rdationship M anagement)
I nternet B2C
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(value activity)
(Porter,1980)
(Quinn,1999)
(valuematrix) (Rayport and Sviokla,1995)

(business scope redefine)(Verkatrman,1990)

(Davidow & Maone1992)

Kim & Mauborgne(1998) ” Strategy, Vaue Innovation , and the Knowledge
Economy”

(valueinnovation) (technology innovation) (vaue

credtion

Davidow & Mdone

Venkatraman & Henderson(1998) ” Red Strategiesfor Virtud Organizing”

(customer interaction) (asset
sourcing) (knowledgelever age) .
IT (grong I T platform)
(the strategy and structure of a business moddl) Davidow & Mdone

1) 2 3)






211

(Davidow & Mdone1992)
ROl ROA ROE
EVA(Economic ValueAdded) MVA(Market Value Added)

(Venkatraman & Hender son,1998)

1998

(disntermediation) Tapscott (1996)

Garcia(1995) I nternet

(information search agent)

Steinfed(1995)



(internet)

(Chellappa, 1996 1998)
(Intranet)
(Extranet)
(Virtud Marketing)
211
211
E-mall/M1Sflow
I ntranet management/ERP
Supply Chain
M anagement/E
Extranet DI/QR/ECRN CRM
MI/CRP/
(B2B)
internet (B2C)

10



2.1.2

1995  Penrose(1959)

(organizationd dack)
Wernerfelt
(1984) Penrose

(resource position barriers)

Grant(1991)

Porter(1991)
Mahony & Pandian(1992)
(organizetiond economics)

Aaekr (1989)
(Sustainable competitive adva
(The way to con{pWheer)e you
compet e)

Aaker @ (market orientation)(2)
(proective) ©) 4 ®)
(entrepreneur ship) (6) @)
1993
Collis(1991) «y

)

1



©)
(adminigretive heritage)

1995 Ulrich &
Lake(1990) Baney(1991) Teece(1990) @ (firm
resources)
)(2) (organizational capability or competence)
3 (core
competence)
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(Williamson, 1975)

2131
(interconnect)
Williamson 1975

2131

(governance)

@

@

13
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Thompson' §(1967)
(long- linked) (intensive) (mediating) (vaue chain)
(value shop) (vaue network)
(unitof anelyss
Thompson(1967)
Thompson
@) (Long-linked)
2 (Intensve)
€)) (Mediating)
(corted)
(Sequentid plan) (Reciprocd, mutud adjustment) (Pooled
Standard)
1) (sequential)
)
3
Mintzberg 2211

,1999

14



2211

Thompson Mintzberg
(Long-linked) (Sequertial plan)
(Intensive) (Reciproca, mutud
adjustment)
Mediati
(Medating (Pooled Standard)
Siabdll & Heldsad(1998) (1999
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221

Porter(1980)

(scale)

shop

(intengvetechnology)

(4)

(exchange)

(mediating technology)
(Thompson,1967)

@)

(demend-side)

Stebell & Feldstad(1998)

(vduechan)

(value shop)

@
2
Q)

3)

(vaue network)
(mix& metdh)
(leverage)

(2)
(3)

(pogitive network externdities)

16



(Katz and Shapiro,1985 ,1999)

2221
2221
Value Chain Value Shop Value Network
(Problem Solving) (Linking Customers)
i (Intensive -
(long-linked) interacting) (Mediating)
(fusion) h
(sequential integration) (experiment) (exchange)
(leverage)
(Scale) (Scale)
(Capacity (Capacity
utilization) utilization)
(Scale)
(reputation) (Capacity
utilization)
(compatibility)

(complementation)

(Scale and Scope) Scope and Effectiveness

Customer-base or
Database
; (Cydlicd) (Simultaneous)
(Sequential) ( Spirding) (Padlld)
Sequential Reciprocal Pooled
(clearly codified standards|  (mutually referenced
(i) in the plans) perspectives) (complementary)
Interlinked Chain Referred Shops interc é_n?yeeét?ij ine?w orks
Siabdl & Fddsad(1999) (1999)
Thompson(1967)
Porter(1985)

chan shop network
Porter (Mintzberg,1979)

17
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(Stabell and Fjeldstad,1998)
marketspace
marketplace

(1) (gathering information)( 2 ) (organization and
process information)( 3 ) (selecting information)( 4 )

(package and synergy information) ( 5 )

(distribution information)

(mapping) Stabell and
Fjeldstad(1998)

(Visibility)

(Mirroring capebility)

(virtual value activity)
(vdue matrix) marketspace

(Building new customer rdationship)

Stabell and Fjeldstad(1998) (USAA)

USAA

18



USAA

USAA
USAA
(1)
(indestructibility)(2) (tranamutability)  (3) reprodudbility)
(online)
(game rules) Q) (change

time dependence)(2) (changing usage patterns)(3)

(transfer mode and externalities)

(pridng) (business mode) 1997
(1)
(2)
(3)
(4)
(5)

(Rayport & Svioklla1995 1997)

19



2.3.2

(1997)
Giulil1asa VirtualHidt&bee
Virtual cl MasodDami dOW 2
Virtual <corporation




Mal oMdavidow (Virtual product)

(ingtantaneoudy and customized) CNN

, 1996

(Mayer,1995;Beyer,1995)

21



Vickery(1995)
273 84

M cDonald(1995)

McGon(1995)

(complementary capabilities)
Barnatt(1995) 1980 --

Handy(1995)

Birchal & Lyong(1995) (effect) (form)

M or gan(1989)

Goldman, Nagel & Preiss(1995)

2321



2321

Morgan(1939)

Davidow &
Maone(1992)

Mayer(1995)

Vickery(1995)

McDonad(1995)

McGoon(1995)

Barnait(1995)

Birchal &
Lyong(1995)

Goldman,Nagel &
Preiss(1995)

23
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Tushman &
Nadler(1986) Souder(1987)

1997  Roberts(1987)

Damanpour(1988)
McDonald(1995)
Drucker(1992)
1995
Mensch (1985)
Morris and Trotter(1990)

1995

24



VandeVan(1986) Bouwen & Fry(1991)

(transaction) 1997

(process models)
1997 24.1.1
2411

(sequential [Thompson(1965)
models) Swanson(1994)

Burgelman(1983)
(political models) |Dean(1987)
Cooper &
Zmud(1990)

Cyet&
(serendipitous  |March(1963)
models) Mohr(1987)

25




24.2

1997 2421
2421
Wolfe(1994)
Sappende (1996)
Walton(1987)
Chandler (1990)
Cohn & Levinthal
(1990)
Damanpour(1987)
- . (adoption) (innovation)
(performance)
(Grover & Godar,1993)
(Moch & Morse1977)
(Dearden,1987)
(Fried & Umbaugh,1985)
Damanpour(1987)
Jarvenpaa & 1ves(1990)
Thackray(1994)
(lead users)sticky informatio

(Von Hipple,198@Ff)aci(tNonaka & Takeuchi,

26



( compnlteanrey )

(Rogers, 1995)

(Von Hippel, 1987)
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(1997 Oustour ci ng

Oudgourcing

Agent
Venkaraman & Henderson(1998)
D (customer interaction)---
(virtual encounter)---
2 (asset
configuration)--- (virtual sourcing)---
Goldman(1997)
Quinn(1999) Nike Nike
Nike L
Philip
Davidow & Maoneg(1992)
(gatekeeper) (project

manager) (Allen,1988)

28



(governance)
Venkatraman & Henderson,1998)




Quinn(1998)

Davenport & Prusak(1999)

Davidow & Maone(1992)

Teece

Davenport & Prusak(1999)

Applehans  Globe & Laugero(1999)

(strategic asset)

Taylor Watts & Means(1998)

Stewart(1998)

Venkatraman & Henderson(1998)
(knowledge lever age)--- (virtual expertise)---




Drucker (information based)
Arthur Andersen McKinssy KPMG (identifying)
(capturing) (leverging) Arthur Andersen
(conver gent) (diver gent)

(codified infor mation)

(the World bank)
Wolfenson

1000

(tacit)

(Internet)

BP 30

(Community-driven Strategy)

(positive network effect)

(common background)
Hagel & Armstrong(1997)

(increasing return)

gatekeeper)

James

(knowledge

31



vduechan
chain
modd)

network
vadueshop

vaue network
vaue shop

32
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POS

POS

POS

POS

GPS

POS




30%

MIS
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75

| SP
E-mall

E-mal

EDI
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POS

70

.

POS
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100
40%
20%
30%
30%
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Good Food , Good Life




EDI

EDI

EDI

VMI

ECR

41




75

60

ERB2B
EC B2C

VMI/QR
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B2B
B2B
B2B
/
(Prototyping)
B2B

B2B
B2B

ERP
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2
3)
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E-Service
Web Base

@
(2 E-Service
@3
@
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@
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PAS

EOS

PAS

EOS
Layout

55
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=

B2B

EOSEDI
1
2Web
SC
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EDI

48 24

EDI

EDI

EDI

EDI

EDI
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EDI

EDI

EDI

EDI

B2B

B2C

EDI

49




76

OK

glntranet)

vC




P

51




31

14 4
51 166

(SCM) (OR) (ECR)

(EC)

GPS JT
B2B
ASP
[ERP /

ECR
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MIS
Web

B2BB2C  Web

MIS

33
B2C

ECR
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(Business model)

ASP

(Operation modd)

Web ste

B2B
B2C
BBC

Web ste

Content

B2C
B2B
BCB

B2C
B2B
BCB

B2B




B2B
B2C
BBC

(Business model)

+

(Revenue model)

+




(Business mod(edp)er ati on model)

Web ste B2B
B2C

+ Web ste B2C
B2B

B2C
C2B




B2B
C2B

B2B
B2C
C2B
caC

(Business model) (Revenue moddl)

+ + +
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(Business model)

(Operation modd)

Web ste

B2C

B2C
B2B

B2B
B2C

BBC

(Business modél)

+

(Revenue moddl)




(Business model) (Operation modd)
B2C
CD
VCD
B2C
(Audioon
demand)

(Business model) (Revenue moddl)

=+
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(Business mod(edp)er ati on model)

T Intranet
+ B2B
+ B2B
B2C
BBC
(Business model) (Revenue modd!)
+ +



SO

(Business mod(edp)er ati on model)

SO 1SO
SO + 1SO Intranet
SO + [ISO SO B2B
SO + [ISO SO B2B
B2C
1SO BBC
(Business model) (Revenue modd!)

SO +SO +SO
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(Business mod(edp)er ati on model)

¥ Intranet
+ B2B
+ B2B
B2C
BBC
(Business model) (Revenue model)
+ + +
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(ERP) (ASP)
(Business mod(edp)er ati on model)
¥ Intranet
ERP + B2B
ERP B2B
ASP
(Business model) (Revenue modd)
+ERP HRP +



(Business mod(edp)er ati on model)

(Sysem
Integrator)
+
+ B2B
(CRM)
K2K
(Business mode!) (Revenue model)
+ + +



(Business mod(edp)er ati on model)

¥ Intranet
+ B2C
B2B
B2C
B2B
(Business mode!) (Revenue model)
+ERP HRP +



(Business mod(edp)er ati on model)
Web gte B2C
Content 1A
provide

1A
1A
1A
1A
CD-ROM
(POS)
(CRM)
A A c2C
know how
Vdue-added
knowledge
IA(mobile [A) B2C
1A A IA |B2B
ISP IA BCB




=+

(Business model)

+
+A

(Revenue modd)

+A
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3C
3C

(Business mod(edp)er ati on model)

Web dte B2C
Content IA
provide
A
1A
A
1A
CD-ROM
(POS)
(CRM)
1A A c2C
know how
Vdue-added
knowledge
TA(maobile [A) B2C
1A 1A IA |B2B
ISP IA BCB




=+

(Business model)

+
+A

(Revenue modd)

+A
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(Business mod(edp)er ati on model)
Web ste, B2C
Content
provide
Content B2C
B2B
CD-ROM
Vdue-added B2C
knowledge B2B
ASP B2C
CRM B2B
IA
E-Commerce B2C
B2B
(Business modeRe)venue model)

+

+ +
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(Business mode!) (Operation modd)

Web B2C

format: B2B

HTML BCB

XML

GIFS

JPEGS

RedAudio

Domino

LockOut

Documentu

m

Web gte B2C
B2B
BCB

Content

71




B2B
(Cybercash) B2C
BBC
SFET| (ecash)
(digitd
wadlet)

(Open
Buyingon
the Internet

B2C
B2B
BCB

+ B2B
B2C

BBC

(Business modeRe)lvenue model)
B2C + + +

B2B + (EDI)/ (FEDI)+

72




EQ
(B2C) (B2B)
(Business mode!) (Operation modd)

Web gte B2C

Content

provide
B2C

(WAP) WAP |WAP
CDMA
CDMA
EQ B2B
EQ

NTT NIFTY B2C
BIGLOBE ISP B2B
ISP BCB
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ISP

ISP

B2C
B2B

BCB

(Business mod(eRe)venue

+

74

model )
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3321
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drategy
3111
3322
3322
(value chain) (value shop) (value networ k)
( ) * * k% * * * * k% * * % * %
*k* *k*k * * *k* ** *k* ** *
*k*
**
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(construct)---
411

(vduechan)
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(vaue network)
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Stebdll & Feldstad(1998)

2221
(given)
5
(cutoomg)
(Input) (Process) (Output)
(Input)
(Output) (Process)
412
(Given) Outcome)
E -
4.1.2

79



411

412

413

-------------------------------------------------------------------------------------------------------------------------------------

H11 H12 H13

413
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HI1l

H11-1

H11-2

H 11-3

H2

281

281

281

H13

32H1

3-3H1

82



4.4.1

14

4411

(percaved)

O NN wWwWN -

Liket

14

14
14



4411

10

14




4.4.2

4421

(percaived)

Likert

O W N P

(o]



4421

EC




4.4.3

7 4431
7 7 Likert

(iperceived)

adh WO

4431

(o)
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4.4.4

Linker 5
( Intra-net MIS
E-Mall )
( Intra-net Extra-net MIS
ERP SCM---B2B )
( Intra-net Extranet Internet

CRM B2X )



451

45.1
(%

245 62 25 . 1 58

152 41 27.0 38

178 42 23.6 40




14

(or o maox ati on) 1
. 4 Cronbach’ &
46.1
4 07
4 (0.654) 0.7
46.1
Cronbmch'
0.6514
0 317
0 1z
1991 (content validity)
1992
(procedures)



Pearson

SAS

(Factor Andlysis)

(Pearson Corrdation Andyss)

(Regression Analysis)

91

(attributes)
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T 7 3 TI[3 [ 9 512 3 T7
7 T6 [ I0[ 2 [ 23] © 8 72
9 Z T [ 10 TT
Z 5 3 s T
1 7 3 5 2
T 7 7 35 8 3 T3
Z 7 3 Z 5 T 5
Z s 3 T 8 Z 7
3 Z Z 3 5 T 7
T 3 3 7 5 T 5
7 3 3 7 5 8
Z T 5 T 7 8
25 1
26~75 6 76~149 28 150
23 1200 5 1200~15000
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14
(Eigenvalue) 1 4
(Promax rotation)
4
9
4 71.2%
04
7
3 71%
04
521
521

744%

04

(Eigenvaue) 1
(Promax rotation)
4

(Eigenvaue) 1
(Promax rotation)
3




522 5210 521
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H1

H11-1

H11-2

H 11-3

H2

2-1H1

2-2H1

2-3H1

H1 3

]2H1

3-2H1

3-3H1

9%



531

Pearson
Pearson
(X1 (X2
(X3) (X4) \gY
(Y2 (Y3 (Y4
2y (22 Z3)
5311
5311 Pearson
(V1)
Pearson
Pearson | Prob>[R| Pearson | Prob>|R| | Pearson | Prob>|R|
correlation correlation correlation
coffidents coffidents coffidents
(XD[ 0.84715 [ 0.0001*** | 0.04398 | 0.5801 | 0.74398 |0.0001***
(X2 0.68132 | 0.0001*** | 0.03443 | 0.8374 | 0.03443 | 0.8374
X3)| 0.73277 | 0.0001*** | 0.10254 | 0.25451 | 0.86854 |0.0001***
X4 0.27390 | 0.2358 0.07374 | 0.6613 | 0.25733 | 0.1188
(YD 0.44437 | 0.0004*** | 0.12071 | 0.4025 | 0.23701 | 0.1254
(Y2 | 0.10572 | 0.4255 0.78262 |0.0001***| 0.79483 [0.0001***
(Y3) 0.09264 | 0.4853 0.74251 [ 0.0002*** | 0.88543 [0.0001***
(Y4 038451 | 0.0015*** | 0.84925 |0.0001***| 0.77483 |0.0001***
@) 006454 | 0.7493 0.13041 | 0.3824 | 0.05431 | 0.7521
22 024183 | 0.1362 0.75942 [ 0.0001***| 0.12543 | 0.6541
23 0.10148 | 0.3971 0.81543 [ 0.0001***| 0.08145 | 0.4558
*p<0.1 **:p<0.05 ***:p<0.01
H1
3-1 2
H1
1-1 2



5312
5312
F F Prob>F
R-
quare
X1,X2,X3| 45.691 - _ |X1,X3[67.093]0.0001***
Y1,Y4 | 71524 Y2,Y3, 795.439 Y 2,Y 3]60.085]0.0001***
Y4 Y4
— — 273 76500 —_
**:p<0.05 ***:p<0.01

5.3.1.8




5.3.2

Pearson
Pearson
X1 (%) x3
(X4) \&
Y2 Y3 (Y4
(21 (22 Z3)
V1 5321
5321 Pearson
VY
Pearson
Pearson | Prob>|R| | Pearson | Prob>R| | Pearson | Prob>[R|
corrdation corrdaio corrdation
coffidents n cofficients
cofficients
(X[ 0.08415 | 03568 | 0.07438 | 0.6589 0.053%4 0.2489
(X2| 0.07954 | 0.3968 | 0.04548 | 0.7252 0.08453 0.3742
X3| 0.07377 | 0.4254 | 0.08942 | 0.5243 | 0.19643 0.1342
(X4 0.06459 | 0.2741 | 0.09481 | 0.5437 0.28449 0.2894
(YD| 0.47537 [0.0008***| 0.27431 | 0.2953 | 0.13259 0.4125
(Y2 0.14543 | 0.4739 | 0.15483 [ 0.1959 0.78415 |0.0002***
(Y3 0.06541 | 05483 | 023258 | 0.5045 0.09843 0.2545
(Y4)| 0.06851 | 05415 | 0.06925 | 0.5487 0.14548 0.1894
(ZD| 0.08453 | 0.3425 | 0.65874 [0.0038***| 0.65431 [0.0004***
22 0.07855 | 02978 | 007594 | 0.2641 0.15329 0.1938
Z3 0.05849 | 0.8947 | 0.08548 | 0.4561 0.02537 0.5449
*p<0.1 **:p<0.05 ***:p<0.01
H11-1 H131
H11-1 Hi12-1




H1

1-1 2
53.2.2
53.2.2
F—[Prob>F F Prob>F F[Prob>H
R R- R-

square square square

YI [66.153[0004[6735% | | __ | __ | Y2 [62.108[0.0004[65.35%

— | __ | __ | __ [ ZT [64.I29[0.00I4[67.299 ZI [64.048[0.0018[71.51%

*p<01l **:p<0.05 ***:p<0.01
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0.62541

0.54687 0.45782

0.72458
064258 058742 046231
0.69858 0.62319
0.67845
046872
0.67249
0.76425
3
0.65784

100



0.43684

0.76295
0.70583
0.78654
2
0.66259
0.52389 0.43555
0.71456
0.80128
0.72541
0.53485
0.41484 0.7452
0.65989  0.56231
3
0.68575
046842
0.79621

0.72052

0.75653
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54.2

0.63241

0.69453

049687

0.65392

055231
0.74126

0.72425

102



0.67331

0.61085

0.68621

048231
0.79125
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54.3

5431

104



5.4.3.2

5434

5431

5433

(value chain)

(value shop)

(value network)
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5.4.3.2

(value chain)

(value shop)

(value network)
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5433

(value chain)

(value shop)

(value network)
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5434

0.6945 . 65392 0.7242
0.4968 0.6108
. 832

0.6862
0.4823
0.6254 . 65784 0.7254
0.5348
0.5468 .43684 0.4148
0.4578
0.6598
0.6425 . 76295
0.5623
0.5874 . 78654 0.6857
0.4623
0.4684
0.6985 . 66259
02D52
0.6231
. 523879 0. 7565
0.6784
0.4687 . 43555
0. 76472
.80128
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6.2.1

( Exarrggani zati on)

112



|l nOrgani zation Relationship

Heagd &
Armsirong(1997) Venkaraman &
Henderson(1998) (knowledge leverage) (virtud

expeartise)

113



6.2.2

114

21



(strategic moves)

5.4.3514.3524.3.8. 3.4
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2 6
6.4.1
6.4.2
(pull grategy)
(virtual community)
3.3.2.2 5. 4.
6.4.1

(value chain) (value shop) (value networ k)
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6.4.2

(value chain)

(value shop)

(value network)

117




6.5.1

(I'nteprne( Extranet)
(I'nternet)

6.5.2

(stratgic patterns)
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1. (1997)
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2.9406 0.2148 0.2148
1.9155 0.1957 0.4105
1.5839 0.1774 0.5879
1.4657 0.1559 0.7438
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2.8415 0.2105 0.2105
22754 0.1834 0.3939
1.8384 0.1682 0.5621
1.6638 0.1499 0.7120
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2.9058 0.2741 0.2741
2.7415 0.2358 0.5099
2.1509 0.1997 0.7096
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2.9892 0.2023 0.2023
1.8955 0.1925 0.3948
1.5439 0.1674 0.5622
1.4897 0.1636 0.7258
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2.7965 0.2204 0.2204
2.8745 0.1884 0.4088
1.5684 0.1648 05736
1.3898 0.1522 0.7258
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5313 - - - - -

Analysis of Variance

Sum of Mean
Source DF  Sguares Square F Vdue Prob>F

Modd 4 45.45195 11.36299 45.691 0.0001***
Error 54 13.42940 0.24869
C Totd 58 58.88136

Root MSE  0.49869 Rsquare 0.7719
Dep Mean 367797  Ad.Rsg 0.7550

C.V. 13.55888
Parameter Estimates
Vaidble DF Paange Sandad T for HO:
Esdimae  Error Parameter=0
INTERCEPT 1 0.3555672 0.34719770 1.024
X1 1 0.668191 0.11414991 5.854
X2 1 0.283879 0.10603377 2.677
X3 1 -0.187048 0.07974623 -2.346

*p<01 **:p<0.05 ***:p<0.01
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Prob>[T]|

0.3102

0.0001***
0.0098***
0.0227**



5314 - - - - -
Analysis of Variance

Sum of Mean
Source DF  Squares Square F Vdue Prob>F

Modd 2 5103142 2551571 67.093 0.0001***
Error 38 13.31068 0.38031

C Totd 40 64.34211

RootMSE 0.61619  R-sguae 0.7593
Dep Mean 313158  Adi.Rsqg 0.7813

CV. 11.69209
Parameter Estimates
Vaiade DF Paameer Standard T for HO: Prob>[T]|
Edimate Error Parameter=0
INTERCEPT 1 0.039524 0.29877997 0.132 0.8955
X1 1 0.308840 0.12059047 2.561 0.0149**
X3 1 0.656473 0.10310236 6.367 0.0001***

*p<01 **:p<0.05 ***:p<0.01
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5315 - - - - - -

Analysis of Variance

Sum of Mean
Source DF  Sguares Square F Vdue Prob>F

Model 4 15.07239 7.53620 71.524 0.0019**
Error 4 60.11405 1.7347
C Totd 58  75.18644

Root MSE  0.64608 R-square 0.7205
Dep Mean 325424  Adi.R-sq 0.7019

CV. 31.83792
Parameter Estimates
Vaidble DF Paameer Standard T for HO:
Egimate Error Parameter=0
INTERCEPT 1 1.561486 0.52578454 2.970
Y1 1 0.447002 0.13867623 3.223
Y4 1 0.458092 0.38474265 3.154

*p<01 **:p<0.05 ***:p<0.01
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Prob>[T|

0.0044
0.0021***
0.0035***



5.3.1.6

Sum of Mean

Source DF  Sguares Square F Vdue Prob>F
Modd 2 50.04948 24.41432 67.945 0.0001***
Error 36 12.21049 0.37048
C Totd 38 63.21209

Root MSE  0.59687 R-square 0.7543

Dep Mean 3.04548 Adi.Rsg 0.7715

CV. 17.54263

Parameter Estimates
Vaiddle DF  Paameter Standard T for HO:
Egimate Error Parameter=0

INTERCEPT 1 0.037542 0.28478931 0.128
Y2 1 0.298454  0.11059038 2.485
Y3 1 0.646389 0.10050431 0.358
Y4 1 0595481 0.10480412 2371

Analysis of Variance

*p<01 **:p<0.05 ***:p<0.01
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Prob>(T|

0.8764
0.0138**
0.0001* **
0.0129+*



5317 - - - - -

Analysis of Variance

Sum of Mean
Source DF  Sguares Square F Vdue Prob>F

Modd 2 50.04948 24.41432 66.083 0.0001***
Error 38 12.21049 0.37048
C Tota 40 63.21209

Root MSE  0.59687 R-square 0.7739
Dep Mean 304548  Adi.Rsg 0.7715

CV. 17.54263
Parameter Estimates
Vaidble DF Paameer Standard T for HO:
Egimate Error Parameter=0
INTERCEPT 1 0.037542 0.28478931 0.128
Y2 1 0.298454  0.11059038 2.485
Y3 1 0.646389  0.10050431 0.358
Y4 1 0595481 0.10480412 2371

*p<01 **:p<0.05 ***:p<0.01
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Prob>[T|

0.8764
0.0138**
0.0001* **
0.0129+*



5318 - - - - -

Analysis of Variance

Sum of Mean
Source DF  Squares Square F Vdue Prob>F

Modd 2 47.54821 23.31495 69.412 0.0001***
Error 36 11.59497 0.35481

CTotd 38  61.04953

RootMSE 0.57381  R-square 0.7659
Dep Mean 300541  Adj.R-sq 0.7515

CV. 16.54326
Parameter Estimates
Vaidble DF Paameer Standard T for HO:
Edimate Error Parameter=0
INTERCEPT 1 0.035438 0.26475481 0.121
Z2 1 0.625431 0.11024384 6.024
Z3 1 0.263431 0.10424583 2.015

*p<01 **:p<0.05 ***:p<0.01
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Prob>[T|

0.8441
0.0001***
0.0023**
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