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 شريحة مشاركة الانترنت  -

                                                                 

1- Https://www.djezzy.dz/ar/أفراد/الاشتراكات/جازي-confort-2/#item-106918 vu le 0305/2021 
2  -Https://www.djezzy.dz/ar/مؤسسات/  vu le 03/05/2021 

http://sitecops.otalgerie.com/Pages/Corporate/Corporate%202019/SIM-PARTAGE-INTERNET.aspx
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 عرض جازي الأشخاص المهمين جدا  -

  

  

 

http://sitecops.otalgerie.com/Pages/Corporate/New%20Corporate/Djezzy-CONFORT-PRO-NEW.aspx
http://sitecops.otalgerie.com/Pages/Corporate/Corporate%202019/Djezzy-Entreprise-VIP-4000.aspx
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Source: Emen bnymfarej, Data analysais, the statistical economies and social research and training 

center for islamic countries(SESRIC) ,Without the edition, Ankara, Turkey, 2015, p: 25. 
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ANOVAa 

Model 
Sum of 
Squares df Mean Square F Sig. 

1 Regression 140.654 5 28.131 157.997 .000b 

Residual 76.917 432 .178   

Total 217.571 437    

a. dépendent Variable : سلوك المستهلك 

b. Predictors: (Constant), أبعاد محور الكلمة المنطوقة 
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ANOVAa 

Model 
Sum of 
Squares df Mean Square F Sig. 

1 Regression 88.269 1 88.269 297.640 0.000b 

Residual 129.302 436 0.297   

Total 217.571 437    

a. Dépendent Variable : سلوك المستهلك 

b. Prédicteurs : (Constant), مصداقية الكلمة المنطوقة 
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ANOVAa 

Model 
Sum of 
Squares df Mean Square F Sig. 

1 Regression 109.727 1 109.727 443.613 0.000b 

Residual 107.844 436 0.247   

Total 217.571 437    

a. Dépendent Variable : المستهلك سلوك  

b. Prédicteurs : (Constant), مصدر الكلمة المنطوقة 

α≤
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ANOVAa 

Model 
Sum of 
Squares df 

Mean 
Square F Sig. 

1 Regression 87.279 1 87.279 292.063 0.000b 

Residual 130.292 436 0.299   

Total 217.571 437    

a. Dépendent Variable : سلوك المستهلك 

b. Prédicteurs : (Constant) المنطوقة الإيجابية الكلمة       

α≤
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ANOVAa 

Model 
Sum of 
Squares df Mean Square F Sig. 

1 Regression 93.277 1 93.277 327.198 .000b 

Residual 124.294 436 .285   

Total 217.571 437    

a. Dépendent Variable : سلوك المستهلك 

b. Prédicteurs : (Constant), الكلمة المنطوقة السلبية 
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Model 
Sum of 
Squares df Mean Square F Sig. 

1 Regression 83.539 1 83.539 271.747 .000b 

Residual 134.032 436 .307   

Total 217.571 437    

a. Dépendent Variable : سلوك المستهلك 

b. Prédicteurs : (Constant), محتوي الكلمة المنطوقة 

α≤
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CORRELATIONS 

  /VARIABLES=q1 q2 q3 q4 q5 q6 q7 q8 q9 q10 indpendent 

/PRINT=TWOTAIL NOSIG 

  /MISSING=PAIRWISE. 

Correlations 
Notes 

Output Created 03-JUN-2021 14:07:08 

Comments  

Input Data C:\Users\NeW PC\Desktop\program spss 
etudient\hamam saoudi.sav 

Active Dataset DataSet1 

Filter <none> 

Weight <none> 

Split File <none> 

N of Rows in Working Data 
File 

438 

Missing Value Handling Definition of Missing User-defined missing values are treated 
as missing. 

Cases Used Statistics for each pair of variables are 
based on all the cases with valid data for 

that pair. 

Syntax CORRELATIONS 
  /VARIABLES=q1 q2 q3 q4 q5 q6 q7 q8 q9 

q10 indpendent 
/PRINT=TWOTAIL NOSIG 
  /MISSING=PAIRWISE. 

Resources Processor Time 00:00:00,31 

Elapsed Time 00:00:00,78 

 
Correlations 

 q1 q2 q3 q4 q5 q6 q7 q8 q9 q10 
indpende

nt 

q1 Pearson 
Correlation 1 .275** .344** .238** .249** .258** .339** .302** .287** .139** .538** 

Sig. (2-tailed)  .000 .000 .000 .000 .000 .000 .000 .000 .004 .000 

N 438 438 438 438 438 438 438 438 438 438 438 
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q2 Pearson 
Correlation .275** 1 .171** .499** .218** .399** .271** .282** .279** .360** .545** 

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

N 438 438 438 438 438 438 438 438 438 438 438 

q3 Pearson 
Correlation .344** .171** 1 .279** .357** .241** .310** .199** .246** .224** .559** 

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

N 
438 438 438 438 438 438 438 438 438 438 438 

q4 Pearson 
Correlation .238** .499** .279** 1 .234** .347** .235** .317** .319** .252** .568** 

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

N 438 438 438 438 438 438 438 438 438 438 438 

q5 Pearson 
Correlation .249** .218** .357** .234** 1 .265** .346** .252** .453** .396** .536** 

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

N 438 438 438 438 438 438 438 438 438 438 438 

q6 Pearson 
Correlation .258** .399** .241** .347** .265** 1 .418** .457** .296** .344** .622** 

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

N 438 438 438 438 438 438 438 438 438 438 438 

q7 Pearson 
Correlation .339** .271** .310** .235** .346** .418** 1 .331** .443** .305** .561** 

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

N 438 438 438 438 438 438 438 438 438 438 438 

q8 Pearson 
Correlation .302** .282** .199** .317** .252** .457** .331** 1 .349** .308** .567** 

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

N 438 438 438 438 438 438 438 438 438 438 438 

q9 Pearson 
Correlation .287** .279** .246** .319** .453** .296** .443** .349** 1 .463** .573** 

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

N 438 438 438 438 438 438 438 438 438 438 438 

q10 Pearson 
Correlation .139** .360** .224** .252** .396** .344** .305** .308** .463** 1 .547** 

Sig. (2-tailed) .004 .000 .000 .000 .000 .000 .000 .000 .000  .000 

N 438 438 438 438 438 438 438 438 438 438 438 
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indpendent Pearson 
Correlation .538** .545** .559** .568** .536** .622** .561** .567** .573** .547** 1 

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

N 438 438 438 438 438 438 438 438 438 438 438 

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

 

Correlations 

 
indpend

ent q11 q12 q13 q14 q15 q16 q17 q18 q19 q20 q21 

indpendent Pearson 
Correlation 1 .630** .627** .533** .575** .530** .557** .582** .649** .662** .551** .639** 

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

N 
438 438 438 438 438 438 438 438 438 438 438 438 

q11 Pearson 
Correlation .630** 1 .427** .384** .366** .315** .261** .287** .386** .585** .292** .403** 

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

N 438 438 438 438 438 438 438 438 438 438 438 438 

q12 Pearson 
Correlation 

.627** .427** 1 .302** .292** .305** .312** .351** .364** .482** .344** .283** 

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

N 438 438 438 438 438 438 438 438 438 438 438 438 

q13 Pearson 
Correlation 

.533** .384** .302** 1 .354** .090 .170** .290** .327** .303** .085 .322** 

Sig. (2-tailed) .000 .000 .000  .000 .059 .000 .000 .000 .000 .077 .000 

N 438 438 438 438 438 438 438 438 438 438 438 438 

q14 Pearson 
Correlation 

.575** .366** .292** .354** 1 .399** .176** .253** .274** .234** .208** .289** 

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

N 438 438 438 438 438 438 438 438 438 438 438 438 

q15 Pearson 
Correlation 

.530** .315** .305** .090 .399** 1 .153** .187** .211** .334** .227** .309** 

Sig. (2-tailed) 
.000 .000 .000 .059 .000  .001 .000 .000 .000 .000 .000 

N 438 438 438 438 438 438 438 438 438 438 438 438 

q16 Pearson 
Correlation .557** .261** .312** .170** .176** .153** 1 .283** .329** .355** .392** .296** 

Sig. (2-tailed) 
.000 .000 .000 .000 .000 .001  .000 .000 .000 .000 .000 

N 
438 438 438 438 438 438 438 438 438 438 438 438 

q17 Pearson 
Correlation 

.582** .287** .351** .290** .253** .187** .283** 1 .380** .352** .323** .275** 
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Sig. (2-tailed) 
.000 .000 .000 .000 .000 .000 .000  .000 .000 .000 .000 

N 438 438 438 438 438 438 438 438 438 438 438 438 

q18 Pearson 
Correlation 

.649** .386** .364** .327** .274** .211** .329** .380** 1 .371** .351** .433** 

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

N 
438 438 438 438 438 438 438 438 438 438 438 438 

q19 Pearson 
Correlation 

.662** .585** .482** .303** .234** .334** .355** .352** .371** 1 .337** .412** 

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

N 438 438 438 438 438 438 438 438 438 438 438 438 

q20 Pearson 
Correlation 

.551** .292** .344** .085 .208** .227** .392** .323** .351** .337** 1 .319** 

Sig. (2-tailed) .000 .000 .000 .077 .000 .000 .000 .000 .000 .000  .000 

N 438 438 438 438 438 438 438 438 438 438 438 438 

q21 Pearson 
Correlation 

.639** .403** .283** .322** .289** .309** .296** .275** .433** .412** .319** 1 

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

N 438 438 438 438 438 438 438 438 438 438 438 438 

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

CORRELATIONS 

  /VARIABLES=dependent q22 q23 q24 q25 q26 q27 q28 q29 q30 q31 q32 

q33 q34 q35 q36 

/PRINT=TWOTAIL NOSIG 

  /MISSING=PAIRWISE. 

Correlations 
Notes 

Output Created 03-JUN-2021 14:10:19 

Comments  

Input Data C:\Users\NeW PC\Desktop\program spss 
etudient\hamam saoudi.sav 

Active Dataset DataSet1 

Filter <none> 

Weight <none> 

Split File <none> 

N of Rows in Working Data File 438 

Missing Value Handling Definition of Missing User-defined missing values are treated as 
missing. 

Cases Used Statistics for each pair of variables are 
based on all the cases with valid data for 

that pair. 

Syntax CORRELATIONS 
  /VARIABLES=dependent q22 q23 q24 q25 
q26 q27 q28 q29 q30 q31 q32 q33 q34 q35 

q36 
/PRINT=TWOTAIL NOSIG 
  /MISSING=PAIRWISE. 

Resources Processor Time 00:00:00,03 

Elapsed Time 00:00:00,07 
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Correlations 

 
depende

nt q22 q23 q24 q25 q26 q27 q28 q29 q30 q31 q32 q33 q34 q35 q36 

dependent Pearson 
Correlation 

1 .556** .495** .544** .604** .576** .674** .616** .589** .600** .606** .726** .680** .593** .561** .365** 

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

N 
438 438 438 438 438 438 438 438 438 438 438 438 438 438 438 438 

q22 Pearson 
Correlation 

.556** 1 .438** .183** .366** .247** .278** .242** .305** .295** .299** .308** .249** .431** .169** .042 

Sig. (2-tailed) 
.000  .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .376 

N 
438 438 438 438 438 438 438 438 438 438 438 438 438 438 438 438 

q23 Pearson 
Correlation 

.495** .438** 1 .259** .392** .284** .280** .217** .236** .172** .339** .181** .105* .345** .019 .055 

Sig. (2-tailed) 
.000 .000  .000 .000 .000 .000 .000 .000 .000 .000 .000 .029 .000 .688 .255 

N 
438 438 438 438 438 438 438 438 438 438 438 438 438 438 438 438 

q24 Pearson 
Correlation 

.544** .183** .259** 1 .267** .270** .374** .279** .290** .273** .301** .354** .338** .209** .246** .187** 

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

N 
438 438 438 438 438 438 438 438 438 438 438 438 438 438 438 438 

q25 Pearson 
Correlation 

.604** .366** .392** .267** 1 .304** .339** .311** .410** .229** .420** .346** .272** .306** .170** .157** 

Sig. (2-tailed) 
.000 .000 .000 .000  .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .001 

N 
438 438 438 438 438 438 438 438 438 438 438 438 438 438 438 438 

q26 Pearson 
Correlation 

.576** .247** .284** .270** .304** 1 .447** .434** .283** .353** .336** .309** .236** .266** .151** .093 

Sig. (2-tailed) 
.000 .000 .000 .000 .000  .000 .000 .000 .000 .000 .000 .000 .000 .002 .053 

N 
438 438 438 438 438 438 438 438 438 438 438 438 438 438 438 438 

q27 Pearson 
Correlation 

.674** .278** .280** .374** .339** .447** 1 .461** .416** .442** .337** .367** .280** .533** .215** .150** 

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

N 
438 438 438 438 438 438 438 438 438 438 438 438 438 438 438 438 

q28 Pearson 
Correlation 

.616** .242** .217** .279** .311** .434** .461** 1 .270** .403** .370** .360** .318** .270** .263** .161** 

Sig. (2-tailed) 
.000 .000 .000 .000 .000 .000 .000  .000 .000 .000 .000 .000 .000 .000 .001 

N 
438 438 438 438 438 438 438 438 438 438 438 438 438 438 438 438 

q29 Pearson 
Correlation 

.589** .305** .236** .290** .410** .283** .416** .270** 1 .377** .291** .313** .302** .310** .251** .122* 

Sig. (2-tailed) 
.000 .000 .000 .000 .000 .000 .000 .000  .000 .000 .000 .000 .000 .000 .010 

N 
438 438 438 438 438 438 438 438 438 438 438 438 438 438 438 438 

q30 Pearson 
Correlation 

.600** .295** .172** .273** .229** .353** .442** .403** .377** 1 .324** .393** .401** .317** .305** -.006 

Sig. (2-tailed) 
.000 .000 .000 .000 .000 .000 .000 .000 .000  .000 .000 .000 .000 .000 .908 

N 
438 438 438 438 438 438 438 438 438 438 438 438 438 438 438 438 



 

 257 

q31 Pearson 
Correlation 

.606** .299** .339** .301** .420** .336** .337** .370** .291** .324** 1 .354** .312** .248** .214** .163** 

Sig. (2-tailed) 
.000 .000 .000 .000 .000 .000 .000 .000 .000 .000  .000 .000 .000 .000 .001 

N 
438 438 438 438 438 438 438 438 438 438 438 438 438 438 438 438 

q32 Pearson 
Correlation 

.726** .308** .181** .354** .346** .309** .367** .360** .313** .393** .354** 1 .861** .329** .706** .241** 

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

N 
438 438 438 438 438 438 438 438 438 438 438 438 438 438 438 438 

q33 Pearson 
Correlation 

.680** .249** .105* .338** .272** .236** .280** .318** .302** .401** .312** .861** 1 .277** .798** .278** 

Sig. (2-tailed) 
.000 .000 .029 .000 .000 .000 .000 .000 .000 .000 .000 .000  .000 .000 .000 

N 438 438 438 438 438 438 438 438 438 438 438 438 438 438 438 438 

q34 Pearson 
Correlation 

.593** .431** .345** .209** .306** .266** .533** .270** .310** .317** .248** .329** .277** 1 .128** .233** 

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

N 
438 438 438 438 438 438 438 438 438 438 438 438 438 438 438 438 

q35 Pearson 
Correlation 

.561** .169** .019 .246** .170** .151** .215** .263** .251** .305** .214** .706** .798** .128** 1 .341** 

Sig. (2-tailed) 
.000 .000 .688 .000 .000 .002 .000 .000 .000 .000 .000 .000 .000 .007  .000 

N 
438 438 438 438 438 438 438 438 438 438 438 438 438 438 438 438 

q36 Pearson 
Correlation 

.365** .042 .055 .187** .157** .093 .150** .161** .122* -.006 .163** .241** .278** .233** .341** 1 

Sig. (2-tailed) 
.000 .376 .255 .000 .001 .053 .002 .001 .010 .908 .001 .000 .000 .000 .000  

N 
438 438 438 438 438 438 438 438 438 438 438 438 438 438 438 438 

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

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

 

CORRELATIONS 

  /VARIABLES=ind1 ind2 ind3 ind4 ind5 dependent indpendent global 

  /PRINT=TWOTAIL NOSIG 

  /MISSING=PAIRWISE. 

Correlations 
Notes 

Output Created 03-JUN-2021 14:12:09 

Comments  

Input Data C:\Users\NeW PC\Desktop\program spss 
etudient\hamam saoudi.sav 

Active Dataset DataSet1 

Filter <none> 

Weight <none> 

Split File <none> 

N of Rows in Working 
Data File 

438 

Missing Value Handling Definition of Missing User-defined missing values are treated as 
missing. 
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Cases Used Statistics for each pair of variables are 
based on all the cases with valid data for 

that pair. 

Syntax CORRELATIONS 
  /VARIABLES=ind1 ind2 ind3 ind4 ind5 

dependent indpendent global 
  /PRINT=TWOTAIL NOSIG 

  /MISSING=PAIRWISE. 

Resources Processor Time 00:00:00,14 

Elapsed Time 00:00:00,23 

 

 

Correlations 

 ind1 ind2 ind3 ind4 ind5 Dependent indpendent global 

ind1 Pearson 
Correlation 1 .647** .622** .495** .507** .637** .801** .758** 

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

N 438 438 438 438 438 438 438 438 

ind2 Pearson 
Correlation 

.647** 1 .584** .690** .695** .710** .887** .842** 

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

N 
438 438 438 438 438 438 438 438 

ind3 Pearson 
Correlation 

.622** .584** 1 .420** .475** .633** .756** .733** 

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

N 438 438 438 438 438 438 438 438 

ind4 Pearson 
Correlation 

.495** .690** .420** 1 .622** .655** .801** .768** 

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

N 
438 438 438 438 438 438 438 438 

ind5 Pearson 
Correlation 

.507** .695** .475** .622** 1 .620** .818** .759** 

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

N 
438 438 438 438 438 438 438 438 

dependent Pearson 
Correlation 

.637** .710** .633** .655** .620** 1 .801** .948** 

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

N 438 438 438 438 438 438 438 438 

indpendent Pearson 
Correlation 

.801** .887** .756** .801** .818** .801** 1 .950** 

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

N 438 438 438 438 438 438 438 438 

global Pearson 
Correlation 

.758** .842** .733** .768** .759** .948** .950** 1 
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Sig. (2-tailed) 
.000 .000 .000 .000 .000 .000 .000  

N 438 438 438 438 438 438 438 438 

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

 

CORRELATIONS 

  /VARIABLES=ind1 ind2 ind3 ind4 ind5 dependent indpendent global 

  /PRINT=TWOTAIL NOSIG 

  /MISSING=PAIRWISE. 

 
Correlations 

Notes 

Output Created 03-JUN-2021 14:12:09 

Comments  

Input Data C:\Users\NeW PC\Desktop\program spss 
etudient\hamam saoudi.sav 

Active Dataset DataSet1 

Filter <none> 

Weight <none> 

Split File <none> 

N of Rows in Working 
Data File 

438 

Missing Value Handling Definition of Missing User-defined missing values are treated as 
missing. 

Cases Used Statistics for each pair of variables are 
based on all the cases with valid data for 

that pair. 

Syntax CORRELATIONS 
  /VARIABLES=ind1 ind2 ind3 ind4 ind5 

dependent indpendent global 
  /PRINT=TWOTAIL NOSIG 

  /MISSING=PAIRWISE. 

Resources Processor Time 00:00:00,14 

Elapsed Time 00:00:00,23 

 

 
Correlations 

 ind1 ind2 ind3 ind4 ind5 
depende

nt indpendent global 

ind1 Pearson Correlation 1 .647** .622** .495** .507** .637** .801** .758** 

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

N 438 438 438 438 438 438 438 438 

ind2 Pearson Correlation .647** 1 .584** .690** .695** .710** .887** .842** 

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

N 438 438 438 438 438 438 438 438 

ind3 Pearson Correlation .622** .584** 1 .420** .475** .633** .756** .733** 

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

N 438 438 438 438 438 438 438 438 

ind4 Pearson Correlation .495** .690** .420** 1 .622** .655** .801** .768** 

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

N 438 438 438 438 438 438 438 438 

ind5 Pearson Correlation .507** .695** .475** .622** 1 .620** .818** .759** 

Sig. (2-tailed) .000 .000 .000 .000  .000 .000 .000 
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N 438 438 438 438 438 438 438 438 

dependent Pearson Correlation .637** .710** .633** .655** .620** 1 .801** .948** 

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

N 438 438 438 438 438 438 438 438 

indpendent Pearson Correlation .801** .887** .756** .801** .818** .801** 1 .950** 

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

N 438 438 438 438 438 438 438 438 

global Pearson Correlation .758** .842** .733** .768** .759** .948** .950** 1 

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

N 438 438 438 438 438 438 438 438 

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

 

RELIABILITY 

  /VARIABLES=q1 q2 q3 q4 q5 q6 q7 q8 q9 q10 q11 q12 q13 q14 q15 

q16 q17 q18 q19 q20 q21 q22 q23 q24 

q25 q26 q27 q28 q29 q30 q31 q32 q33 q34 q35 q36 

/SCALE('ALL VARIABLES') ALL 

  /MODEL=ALPHA. 

 
Reliability 

Notes 

Output Created 03-JUN-2021 14:13:25 

Comments  

Input Data C:\Users\NeW PC\Desktop\program spss 
etudient\hamam saoudi.sav 

Active Dataset DataSet1 

Filter <none> 

Weight <none> 

Split File <none> 

N of Rows in Working Data 
File 

438 

Matrix Input  

Missing Value Handling Definition of Missing User-defined missing values are treated 
as missing. 

Cases Used Statistics are based on all cases with valid 
data for all variables in the procedure. 

Syntax RELIABILITY 
  /VARIABLES=q1 q2 q3 q4 q5 q6 q7 q8 q9 
q10 q11 q12 q13 q14 q15 q16 q17 q18 q19 

q20 q21 q22 q23 q24 
    q25 q26 q27 q28 q29 q30 q31 q32 q33 

q34 q35 q36 
/SCALE('ALL VARIABLES') ALL 

  /MODEL=ALPHA. 

Resources Processor Time 00:00:00,00 

Elapsed Time 00:00:00,00 

 
Scale: ALL VARIABLES 

Case Processing Summary 

 N % 

Cases Valid 438 100.0 

Excludeda 0 .0 

Total 438 100.0 
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a. Listwise deletion based on all variables in the 
procedure. 

 
Reliability Statistics 

Cronbach's 
Alpha N of Items 

.935 36 

RELIABILITY 

  /VARIABLES=q1 q2 q3 q4 q5 q6 q7 q8 q9 q10 q11 q12 q13 q14 q15 

q16 q17 q18 q19 q20 q21 

/SCALE('ALL VARIABLES') ALL 

  /MODEL=ALPHA. 

Reliability 
Notes 

Output Created 03-JUN-2021 14:14:40 

Comments  

Input Data C:\Users\NeW PC\Desktop\program spss 
etudient\hamam saoudi.sav 

Active Dataset DataSet1 

Filter <none> 

Weight <none> 

Split File <none> 

N of Rows in Working 
Data File 

438 

Matrix Input  

Missing Value Handling Definition of Missing User-defined missing values are treated as 
missing. 

Cases Used Statistics are based on all cases with valid 
data for all variables in the procedure. 

Syntax RELIABILITY 
  /VARIABLES=q1 q2 q3 q4 q5 q6 q7 q8 q9 
q10 q11 q12 q13 q14 q15 q16 q17 q18 q19 

q20 q21 
/SCALE('ALL VARIABLES') ALL 

  /MODEL=ALPHA. 

Resources Processor Time 00:00:00,02 

Elapsed Time 00:00:00,02 

 
Scale: ALL VARIABLES 

Case Processing Summary 

 N % 

Cases Valid 438 100.0 

Excludeda 0 .0 

Total 438 100.0 

a. Listwise deletion based on all variables in the 
procedure. 

 
Reliability Statistics 

Cronbach's 
Alpha N of Items 

.903 21 
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RELIABILITY 

  /VARIABLES=q22 q23 q24 q25 q26 q27 q28 q29 q30 q31 q32 q33 q34 

q35 q36 

/SCALE('ALL VARIABLES') ALL 

  /MODEL=ALPHA. 

 

Reliability 
Notes 

Output Created 03-JUN-2021 14:15:23 

Comments  

Input Data C:\Users\NeW PC\Desktop\program spss 
etudient\hamam saoudi.sav 

Active Dataset DataSet1 

Filter <none> 

Weight <none> 

Split File <none> 

N of Rows in Working 
Data File 

438 

Matrix Input  

Missing Value Handling Definition of Missing User-defined missing values are treated as 
missing. 

Cases Used Statistics are based on all cases with valid 
data for all variables in the procedure. 

Syntax RELIABILITY 
  /VARIABLES=q22 q23 q24 q25 q26 q27 q28 

q29 q30 q31 q32 q33 q34 q35 q36 
/SCALE('ALL VARIABLES') ALL 

  /MODEL=ALPHA. 

Resources Processor Time 00:00:00,02 

Elapsed Time 00:00:00,02 

 
Scale: ALL VARIABLES 

Case Processing Summary 

 N % 

Cases Valid 438 100.0 

Excludeda 0 .0 

Total 438 100.0 

a. Listwise deletion based on all variables in the 
procedure. 

 

Reliability Statistics 

Cronbach's 
Alpha N of Items 

.862 15 

RELIABILITY 

  /VARIABLES=q1 q2 q3 q4 q5 q6 q7 q8 q9 q10 q11 q12 q13 q14 q15 

q16 q17 q18 q19 q20 q21 q22 q23 q24 

    q25 q26 q27 q28 q29 q30 q31 q32 q33 q34 q35 q36 

/SCALE('ALL VARIABLES') ALL 
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  /MODEL=SPLIT. 

Reliability 
Notes 

Output Created 03-JUN-2021 14:18:07 

Comments  

Input Data C:\Users\NeW PC\Desktop\program spss 
etudient\hamam saoudi.sav 

Active Dataset DataSet1 

Filter <none> 

Weight <none> 

Split File <none> 

N of Rows in Working Data 
File 

438 

Matrix Input  

Missing Value Handling Definition of Missing User-defined missing values are treated as 
missing. 

Cases Used Statistics are based on all cases with valid data 
for all variables in the procedure. 

Syntax RELIABILITY 
  /VARIABLES=q1 q2 q3 q4 q5 q6 q7 q8 q9 q10 
q11 q12 q13 q14 q15 q16 q17 q18 q19 q20 q21 

q22 q23 q24 
    q25 q26 q27 q28 q29 q30 q31 q32 q33 q34 q35 

q36 
/SCALE('ALL VARIABLES') ALL 

  /MODEL=SPLIT. 

Resources Processor Time 00:00:00,02 

Elapsed Time 00:00:00,01 

 

Scale: ALL VARIABLES 
Case Processing Summary 

 N % 

Cases Valid 438 100.0 

Excludeda 0 .0 

Total 438 100.0 

a. Listwise deletion based on all variables in the 
procedure. 

 
Reliability Statistics 

Cronbach's Alpha Part 1 Value .887 

N of Items 18a 

Part 2 Value .880 

N of Items 18b 

Total N of Items 36 

Correlation Between Forms .827 

Spearman-Brown 
Coefficient 

Equal Length .906 

Unequal Length .906 

Guttman Split-Half Coefficient .905 

a. The items are: q1, q2, q3, q4, q5, q6, q7, q8, q9, q10, q11, q12, q13, q14, 
q15, q16, q17, q18. 
b. The items are: q19, q20, q21, q22, q23, q24, q25, q26, q27, q28, q29, 
q30, q31, q32, q33, q34, q35, q36. 
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EXAMINE VARIABLES=dependent indpendent 

  /PLOT BOXPLOT HISTOGRAM NPPLOT 

  /COMPARE GROUPS 

  /STATISTICS DESCRIPTIVES 

  /CINTERVAL 95 

  /MISSING LISTWISE 

  /NOTOTAL. 

 

Explore 
Notes 

Output Created 03-JUN-2021 14:20:28 

Comments  

Input Data C:\Users\NeW PC\Desktop\program spss 
etudient\hamam saoudi.sav 

Active Dataset DataSet1 

Filter <none> 

Weight <none> 

Split File <none> 

N of Rows in Working Data 
File 

438 

Missing Value Handling Definition of Missing User-defined missing values for dependent 
variables are treated as missing. 

Cases Used Statistics are based on cases with no missing 
values for any dependent variable or factor used. 

Syntax EXAMINE VARIABLES=dependent indpendent 
  /PLOT BOXPLOT HISTOGRAM NPPLOT 

  /COMPARE GROUPS 
  /STATISTICS DESCRIPTIVES 

  /CINTERVAL 95 
  /MISSING LISTWISE 

  /NOTOTAL. 

Resources Processor Time 00:00:05,37 

Elapsed Time 00:00:03,29 

 
Case Processing Summary 

 

Cases 

Valid Missing Total 

N Percent N Percent N Percent 

dependent 438 100.0% 0 0.0% 438 100.0% 

indpendent 438 100.0% 0 0.0% 438 100.0% 

 

 

 

 
Descriptives 

 Statistic Std. Error 

dependent Mean 3.5006 .03371 

95% Confidence Interval for 
Mean 

Lower Bound 3.4343  

Upper Bound 3.5669  

5% Trimmed Mean 3.5123  

Median 3.5333  
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Variance .498  

Std. Deviation .70560  

Minimum 1.00  

Maximum 5.00  

Range 4.00  

Interquartile Range .93  

Skewness -.186 .117 

Kurtosis -.069 .233 

indpendent Mean 3.4674 .03425 

95% Confidence Interval for 
Mean 

Lower Bound 3.4000  

Upper Bound 3.5347  

5% Trimmed Mean 3.4759  

Median 3.4500  

Variance .514  

Std. Deviation .71687  

Minimum 1.00  

Maximum 5.00  

Range 4.00  

Interquartile Range .96  

Skewness -.128 .117 

Kurtosis .051 .233 

 

 
Tests of Normality 

 

Kolmogorov-Smirnova Shapiro-Wilk 

Statistic df Sig. Statistic df Sig. 

dependent .035 438 .200* .992 438 .021 

indpendent .033 438 .200* .992 438 .019 

*. This is a lower bound of the true significance. 
a. Lilliefors Significance Correction 

dependent 
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indpendent 
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FREQUENCIES VARIABLES=dependent indpendent 

  /NTILES=4 

  /STATISTICS=MEAN MEDIAN MODE SKEWNESS SESKEW 

  /ORDER=ANALYSIS. 

Frequencies 
Notes 

Output Created 03-JUN-2021 14:22:12 

Comments  

Input Data C:\Users\NeW PC\Desktop\program spss 
etudient\hamam saoudi.sav 

Active Dataset DataSet1 

Filter <none> 

Weight <none> 

Split File <none> 

N of Rows in Working Data 
File 

438 

Missing Value Handling Definition of Missing User-defined missing values are treated as 
missing. 

Cases Used Statistics are based on all cases with valid data. 

Syntax FREQUENCIES VARIABLES=dependent 
indpendent 
  /NTILES=4 

  /STATISTICS=MEAN MEDIAN MODE SKEWNESS 
SESKEW 

  /ORDER=ANALYSIS. 

Resources Processor Time 00:00:00,06 

Elapsed Time 00:00:00,05 

 
Statistics 

 dependent indpendent 

N Valid 438 438 

Missing 0 0 

Mean 3.5006 3.4674 

Median 3.5333 3.4500 

Mode 3.80 2.00 

Skewness -.186 -.128 
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Std. Error of Skewness .117 .117 

Percentiles 25 3.0000 2.9917 

50 3.5333 3.4500 

75 3.9333 3.9542 

 
Frequency Table 

Dependent 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid 1.00 1 .2 .2 .2 

1.53 1 .2 .2 .5 

1.80 2 .5 .5 .9 

1.87 1 .2 .2 1.1 

1.93 6 1.4 1.4 2.5 

2.00 4 .9 .9 3.4 

2.07 1 .2 .2 3.7 

2.13 1 .2 .2 3.9 

2.20 3 .7 .7 4.6 

2.33 6 1.4 1.4 5.9 

2.40 4 .9 .9 6.8 

2.47 3 .7 .7 7.5 

2.53 4 .9 .9 8.4 

2.60 8 1.8 1.8 10.3 

2.67 10 2.3 2.3 12.6 

2.73 5 1.1 1.1 13.7 

2.80 8 1.8 1.8 15.5 

2.87 18 4.1 4.1 19.6 

2.93 5 1.1 1.1 20.8 

3.00 20 4.6 4.6 25.3 

3.07 18 4.1 4.1 29.5 

3.13 9 2.1 2.1 31.5 

3.20 19 4.3 4.3 35.8 

3.27 17 3.9 3.9 39.7 

3.33 11 2.5 2.5 42.2 

3.40 14 3.2 3.2 45.4 

3.47 15 3.4 3.4 48.9 

3.53 14 3.2 3.2 52.1 

3.60 19 4.3 4.3 56.4 

3.67 18 4.1 4.1 60.5 

3.73 12 2.7 2.7 63.2 

3.80 23 5.3 5.3 68.5 

3.87 15 3.4 3.4 71.9 

3.93 17 3.9 3.9 75.8 

4.00 9 2.1 2.1 77.9 

4.07 8 1.8 1.8 79.7 

4.13 12 2.7 2.7 82.4 

4.20 11 2.5 2.5 84.9 

4.27 6 1.4 1.4 86.3 

4.33 6 1.4 1.4 87.7 



 

 270 

4.40 9 2.1 2.1 89.7 

4.47 7 1.6 1.6 91.3 

4.53 3 .7 .7 92.0 

4.60 6 1.4 1.4 93.4 

4.67 8 1.8 1.8 95.2 

4.73 8 1.8 1.8 97.0 

4.80 3 .7 .7 97.7 

4.87 3 .7 .7 98.4 

4.93 3 .7 .7 99.1 

5.00 4 .9 .9 100.0 

Total 438 100.0 100.0  

 
Indpendent 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid 1.00 1 .2 .2 .2 

1.27 1 .2 .2 .5 

1.43 1 .2 .2 .7 

1.82 2 .5 .5 1.1 

1.91 2 .5 .5 1.6 

2.00 10 2.3 2.3 3.9 

2.07 1 .2 .2 4.1 

2.13 3 .7 .7 4.8 

2.17 1 .2 .2 5.0 

2.23 1 .2 .2 5.3 

2.28 2 .5 .5 5.7 

2.29 1 .2 .2 5.9 

2.33 1 .2 .2 6.2 

2.33 1 .2 .2 6.4 

2.36 3 .7 .7 7.1 

2.40 1 .2 .2 7.3 

2.45 1 .2 .2 7.5 

2.47 1 .2 .2 7.8 

2.48 2 .5 .5 8.2 

2.50 1 .2 .2 8.4 

2.53 2 .5 .5 8.9 

2.59 3 .7 .7 9.6 

2.60 1 .2 .2 9.8 

2.63 1 .2 .2 10.0 

2.67 1 .2 .2 10.3 

2.67 1 .2 .2 10.5 

2.68 1 .2 .2 10.7 

2.68 3 .7 .7 11.4 

2.68 2 .5 .5 11.9 

2.69 1 .2 .2 12.1 

2.72 1 .2 .2 12.3 

2.73 2 .5 .5 12.8 

2.73 1 .2 .2 13.0 

2.75 2 .5 .5 13.5 

2.77 1 .2 .2 13.7 

2.78 3 .7 .7 14.4 

2.79 1 .2 .2 14.6 
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2.80 3 .7 .7 15.3 

2.82 3 .7 .7 16.0 

2.83 2 .5 .5 16.4 

2.84 1 .2 .2 16.7 

2.85 1 .2 .2 16.9 

2.86 2 .5 .5 17.4 

2.87 2 .5 .5 17.8 

2.87 8 1.8 1.8 19.6 

2.88 4 .9 .9 20.5 

2.90 2 .5 .5 21.0 

2.92 1 .2 .2 21.2 

2.93 1 .2 .2 21.5 

2.93 5 1.1 1.1 22.6 

2.93 2 .5 .5 23.1 

2.94 1 .2 .2 23.3 

2.95 4 .9 .9 24.2 

2.97 1 .2 .2 24.4 

2.98 1 .2 .2 24.7 

2.99 2 .5 .5 25.1 

3.00 6 1.4 1.4 26.5 

3.02 1 .2 .2 26.7 

3.03 1 .2 .2 26.9 

3.03 5 1.1 1.1 28.1 

3.04 4 .9 .9 29.0 

3.05 3 .7 .7 29.7 

3.06 2 .5 .5 30.1 

3.10 2 .5 .5 30.6 

3.11 3 .7 .7 31.3 

3.12 2 .5 .5 31.7 

3.13 2 .5 .5 32.2 

3.13 1 .2 .2 32.4 

3.16 4 .9 .9 33.3 

3.16 1 .2 .2 33.6 

3.17 1 .2 .2 33.8 

3.18 2 .5 .5 34.2 

3.18 1 .2 .2 34.5 

3.19 1 .2 .2 34.7 

3.20 6 1.4 1.4 36.1 

3.22 1 .2 .2 36.3 

3.22 2 .5 .5 36.8 

3.23 1 .2 .2 37.0 

3.23 2 .5 .5 37.4 

3.23 3 .7 .7 38.1 

3.25 3 .7 .7 38.8 

3.26 2 .5 .5 39.3 

3.26 2 .5 .5 39.7 

3.28 3 .7 .7 40.4 

3.28 4 .9 .9 41.3 

3.29 2 .5 .5 41.8 

3.30 4 .9 .9 42.7 

3.33 2 .5 .5 43.2 

3.33 2 .5 .5 43.6 

3.34 2 .5 .5 44.1 
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3.35 2 .5 .5 44.5 

3.36 1 .2 .2 44.7 

3.38 2 .5 .5 45.2 

3.40 2 .5 .5 45.7 

3.41 1 .2 .2 45.9 

3.41 4 .9 .9 46.8 

3.42 3 .7 .7 47.5 

3.43 4 .9 .9 48.4 

3.43 2 .5 .5 48.9 

3.44 1 .2 .2 49.1 

3.45 6 1.4 1.4 50.5 

3.46 1 .2 .2 50.7 

3.47 4 .9 .9 51.6 

3.48 1 .2 .2 51.8 

3.50 2 .5 .5 52.3 

3.52 7 1.6 1.6 53.9 

3.53 2 .5 .5 54.3 

3.54 2 .5 .5 54.8 

3.54 1 .2 .2 55.0 

3.55 2 .5 .5 55.5 

3.58 3 .7 .7 56.2 

3.58 2 .5 .5 56.6 

3.58 1 .2 .2 56.8 

3.59 1 .2 .2 57.1 

3.59 3 .7 .7 57.8 

3.63 2 .5 .5 58.2 

3.63 1 .2 .2 58.4 

3.64 1 .2 .2 58.7 

3.65 4 .9 .9 59.6 

3.66 4 .9 .9 60.5 

3.67 4 .9 .9 61.4 

3.68 4 .9 .9 62.3 

3.69 3 .7 .7 63.0 

3.69 1 .2 .2 63.2 

3.70 3 .7 .7 63.9 

3.71 1 .2 .2 64.2 

3.71 3 .7 .7 64.8 

3.73 1 .2 .2 65.1 

3.73 1 .2 .2 65.3 

3.75 1 .2 .2 65.5 

3.77 3 .7 .7 66.2 

3.78 7 1.6 1.6 67.8 

3.80 3 .7 .7 68.5 

3.82 2 .5 .5 68.9 

3.82 2 .5 .5 69.4 

3.83 1 .2 .2 69.6 

3.83 1 .2 .2 69.9 

3.83 2 .5 .5 70.3 

3.84 1 .2 .2 70.5 

3.85 5 1.1 1.1 71.7 

3.86 1 .2 .2 71.9 

3.89 3 .7 .7 72.6 

3.90 2 .5 .5 73.1 
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3.91 2 .5 .5 73.5 

3.91 2 .5 .5 74.0 

3.92 2 .5 .5 74.4 

3.93 1 .2 .2 74.7 

3.93 1 .2 .2 74.9 

3.95 1 .2 .2 75.1 

3.97 1 .2 .2 75.3 

3.98 2 .5 .5 75.8 

3.98 1 .2 .2 76.0 

4.00 7 1.6 1.6 77.6 

4.01 1 .2 .2 77.9 

4.03 1 .2 .2 78.1 

4.03 9 2.1 2.1 80.1 

4.05 1 .2 .2 80.4 

4.06 1 .2 .2 80.6 

4.07 3 .7 .7 81.3 

4.08 2 .5 .5 81.7 

4.08 2 .5 .5 82.2 

4.09 3 .7 .7 82.9 

4.10 1 .2 .2 83.1 

4.13 1 .2 .2 83.3 

4.18 4 .9 .9 84.2 

4.19 2 .5 .5 84.7 

4.21 2 .5 .5 85.2 

4.22 1 .2 .2 85.4 

4.26 1 .2 .2 85.6 

4.26 2 .5 .5 86.1 

4.27 1 .2 .2 86.3 

4.28 2 .5 .5 86.8 

4.28 1 .2 .2 87.0 

4.30 3 .7 .7 87.7 

4.30 1 .2 .2 87.9 

4.32 1 .2 .2 88.1 

4.33 2 .5 .5 88.6 

4.34 2 .5 .5 89.0 

4.36 2 .5 .5 89.5 

4.39 1 .2 .2 89.7 

4.41 1 .2 .2 90.0 

4.43 3 .7 .7 90.6 

4.46 1 .2 .2 90.9 

4.50 4 .9 .9 91.8 

4.53 3 .7 .7 92.5 

4.60 1 .2 .2 92.7 

4.61 1 .2 .2 92.9 

4.63 1 .2 .2 93.2 

4.66 1 .2 .2 93.4 

4.68 3 .7 .7 94.1 

4.70 2 .5 .5 94.5 

4.70 2 .5 .5 95.0 

4.72 2 .5 .5 95.4 

4.73 2 .5 .5 95.9 

4.80 2 .5 .5 96.3 

4.82 1 .2 .2 96.6 
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4.82 1 .2 .2 96.8 

4.87 3 .7 .7 97.5 

4.93 2 .5 .5 97.9 

4.93 3 .7 .7 98.6 

5.00 6 1.4 1.4 100.0 

Total 438 100.0 100.0  

FREQUENCIES VARIABLES=q1 q2 q3 q4 q5 q6 q7 q8 q9 q10 q11 q12 q13 

q14 q15 q16 q17 q18 q19 q20 q21 

/STATISTICS=STDDEV MEAN 

  /ORDER=ANALYSIS. 

Frequencies 
Notes 

Output Created 03-JUN-2021 14:23:44 

Comments  

Input Data C:\Users\NeW PC\Desktop\program 
spss etudient\hamam saoudi.sav 

Active Dataset DataSet1 

Filter <none> 

Weight <none> 

Split File <none> 

N of Rows in Working Data 
File 

438 

Missing Value Handling Definition of Missing User-defined missing values are 
treated as missing. 

Cases Used Statistics are based on all cases with 
valid data. 

Syntax FREQUENCIES VARIABLES=q1 q2 
q3 q4 q5 q6 q7 q8 q9 q10 q11 q12 q13 

q14 q15 q16 q17 q18 q19 q20 q21 
/STATISTICS=STDDEV MEAN 

  /ORDER=ANALYSIS. 

Resources Processor Time 00:00:00,02 

Elapsed Time 00:00:00,05 

Statistics 

 q1 q2 q3 q4 q5 q6 q7 q8 q9 q10 indpendent 

N Valid 
438 438 438 438 438 438 438 438 438 438 438 

Missing 
0 0 0 0 0 0 0 0 0 0 0 

Mean 
3.51 3.55 3.53 3.48 3.42 3.42 3.44 3.4909 3.42 3.43 3.4674 

Std. Deviation 
1.301 1.282 1.249 1.241 1.290 1.250 1.291 1.19636 1.257 1.306 .71687 

 
Statistics 

 q11 q12 q13 q14 q15 q16 q17 q18 q19 q20 q21 indpendent 

N Valid 
438 438 438 438 438 438 438 438 438 438 438 438 

Missing 
0 0 0 0 0 0 0 0 0 0 0 0 
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Mean 3.44 3.5160 3.57 3.42 3.42 3.41 3.47 3.43 3.44 3.49 3.48 3.4674 

Std. Deviation 
1.265 1.19819 1.132 1.166 1.229 1.264 1.224 1.274 1.284 1.179 1.236 .71687 

 
Frequency Table 

q1 

 Frequency Percent Valid Percent Cumulative Percent 

Valid non strenghthe agree 

45 10.3 10.3 10.3 

non agree 
54 12.3 12.3 22.6 

neturel 
96 21.9 21.9 44.5 

agree 
117 26.7 26.7 71.2 

stenghte agree 
126 28.8 28.8 100.0 

Total 
438 100.0 100.0  

 

 
q2 

 Frequency Percent Valid Percent Cumulative Percent 

Valid non strenghthe agree 

40 9.1 9.1 9.1 

non agree 
53 12.1 12.1 21.2 

neturel 
103 23.5 23.5 44.7 

agree 
110 25.1 25.1 69.9 

stenghte agree 
132 30.1 30.1 100.0 

Total 
438 100.0 100.0  

 

 
q3 

 Frequency Percent Valid Percent Cumulative Percent 

Valid non strenghthe agree 
40 9.1 9.1 9.1 

non agree 47 10.7 10.7 19.9 

neturel 113 25.8 25.8 45.7 

agree 119 27.2 27.2 72.8 

stenghte agree 119 27.2 27.2 100.0 

Total 438 100.0 100.0  

 

 
q4 

 Frequency Percent Valid Percent Cumulative Percent 
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Valid non strenghthe agree 
43 9.8 9.8 9.8 

non agree 48 11.0 11.0 20.8 

neturel 106 24.2 24.2 45.0 

agree 136 31.1 31.1 76.0 

stenghte agree 105 24.0 24.0 100.0 

Total 438 100.0 100.0  

 

 
q5 

 Frequency Percent Valid Percent 
Cumulativ
e Percent 

Valid non strenghthe agree 
50 11.4 11.4 11.4 

non agree 54 12.3 12.3 23.7 

neturel 102 23.3 23.3 47.0 

agree 126 28.8 28.8 75.8 

stenghte agree 106 24.2 24.2 100.0 

Total 438 100.0 100.0  

 

 
q6 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid non strenghthe agree 
39 8.9 8.9 8.9 

non agree 67 15.3 15.3 24.2 

neturel 107 24.4 24.4 48.6 

agree 121 27.6 27.6 76.3 

stenghte agree 104 23.7 23.7 100.0 

Total 438 100.0 100.0  

 
q7 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid non strenghthe agree 
41 9.4 9.4 9.4 

non agree 70 16.0 16.0 25.3 

neturel 99 22.6 22.6 47.9 

agree 111 25.3 25.3 73.3 

stenghte agree 117 26.7 26.7 100.0 

Total 438 100.0 100.0  

 
q8 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid 1.00 30 6.8 6.8 6.8 

2.00 64 14.6 14.6 21.5 

3.00 109 24.9 24.9 46.3 

4.00 131 29.9 29.9 76.3 

5.00 104 23.7 23.7 100.0 

Total 438 100.0 100.0  

q9 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid non strenghthe agree 
41 9.4 9.4 9.4 
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q10 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid non strenghthe agree 
46 10.5 10.5 10.5 

non agree 72 16.4 16.4 26.9 

neturel 78 17.8 17.8 44.7 

agree 133 30.4 30.4 75.1 

stenghte agree 109 24.9 24.9 100.0 

Total 438 100.0 100.0  

 
q11 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid non strenghthe agree 
41 9.4 9.4 9.4 

non agree 64 14.6 14.6 24.0 

neturel 104 23.7 23.7 47.7 

agree 120 27.4 27.4 75.1 

stenghte agree 109 24.9 24.9 100.0 

Total 438 100.0 100.0  

 
q12 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid 1.00 29 6.6 6.6 6.6 

2.00 60 13.7 13.7 20.3 

3.00 117 26.7 26.7 47.0 

4.00 120 27.4 27.4 74.4 

5.00 112 25.6 25.6 100.0 

Total 438 100.0 100.0  

 

 
q13 

 Frequency Percent Valid Percent Cumulative Percent 

Valid non strenghthe agree 
20 4.6 4.6 4.6 

non agree 59 13.5 13.5 18.0 

neturel 119 27.2 27.2 45.2 

agree 133 30.4 30.4 75.6 

stenghte agree 107 24.4 24.4 100.0 

Total 438 100.0 100.0  

 

 
q14 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid non strenghthe agree 
38 8.7 8.7 8.7 

non agree 48 11.0 11.0 19.6 

non agree 71 16.2 16.2 25.6 

neturel 86 19.6 19.6 45.2 

agree 146 33.3 33.3 78.5 

stenghte agree 92 21.0 21.0 99.5 

6 2 .5 .5 100.0 

Total 438 100.0 100.0  
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neturel 127 29.0 29.0 48.6 

agree 143 32.6 32.6 81.3 

stenghte agree 82 18.7 18.7 100.0 

Total 438 100.0 100.0  

 

 
q15 

 Frequency Percent Valid Percent Cumulative Percent 

Valid non strenghthe agree 
43 9.8 9.8 9.8 

non agree 55 12.6 12.6 22.4 

neturel 110 25.1 25.1 47.5 

agree 137 31.3 31.3 78.8 

stenghte agree 93 21.2 21.2 100.0 

Total 438 100.0 100.0  

 

 
q16 

 Frequency Percent Valid Percent Cumulative Percent 

Valid non strenghthe agree 
47 10.7 10.7 10.7 

non agree 55 12.6 12.6 23.3 

neturel 106 24.2 24.2 47.5 

agree 130 29.7 29.7 77.2 

stenghte agree 100 22.8 22.8 100.0 

Total 438 100.0 100.0  

 

 
q17 

 Frequency Percent Valid Percent Cumulative Percent 

Valid non strenghthe agree 
39 8.9 8.9 8.9 

non agree 50 11.4 11.4 20.3 

neturel 123 28.1 28.1 48.4 

agree 120 27.4 27.4 75.8 

stenghte agree 106 24.2 24.2 100.0 

Total 438 100.0 100.0  

 
q18 

 Frequency Percent Valid Percent Cumulative Percent 

Valid non strenghthe agree 
44 10.0 10.0 10.0 

non agree 65 14.8 14.8 24.9 

neturel 93 21.2 21.2 46.1 

agree 132 30.1 30.1 76.3 

stenghte agree 104 23.7 23.7 100.0 

Total 438 100.0 100.0  

 

 
q19 

 Frequency Percent Valid Percent 
Cumulative 

Percent 
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Valid non strenghthe agree 
41 9.4 9.4 9.4 

non agree 69 15.8 15.8 25.1 

neturel 97 22.1 22.1 47.3 

agree 117 26.7 26.7 74.0 

stenghte agree 114 26.0 26.0 100.0 

Total 438 100.0 100.0  

 

 
q20 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid non strenghthe agree 
28 6.4 6.4 6.4 

non agree 72 16.4 16.4 22.8 

neturel 90 20.5 20.5 43.4 

agree 155 35.4 35.4 78.8 

stenghte agree 93 21.2 21.2 100.0 

Total 438 100.0 100.0  

 
q21 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid non strenghthe agree 
37 8.4 8.4 8.4 

non agree 56 12.8 12.8 21.2 

neturel 116 26.5 26.5 47.7 

agree 117 26.7 26.7 74.4 

stenghte agree 112 25.6 25.6 100.0 

Total 438 100.0 100.0  

 

FREQUENCIES VARIABLES=q22 q23 q24 q25 q26 q27 q28 q29 q30 q31 q32 

q33 q34 q35 q36 

/STATISTICS=STDDEV MEAN 

  /ORDER=ANALYSIS. 

 

Frequencies 
Notes 

Output Created 03-JUN-2021 14:24:40 

Comments  

Input Data C:\Users\NeW PC\Desktop\program spss 
etudient\hamam saoudi.sav 

Active Dataset DataSet1 

Filter <none> 

Weight <none> 

Split File <none> 

N of Rows in Working Data 
File 

438 

Missing Value Handling Definition of Missing User-defined missing values are treated as 
missing. 

Cases Used Statistics are based on all cases with valid 
data. 
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Syntax FREQUENCIES VARIABLES=q22 q23 q24 
q25 q26 q27 q28 q29 q30 q31 q32 q33 q34 

q35 q36 
/STATISTICS=STDDEV MEAN 

  /ORDER=ANALYSIS. 

Resources Processor Time 00:00:00,02 

Elapsed Time 00:00:00,02 

 

 

 
Frequency Table 

q22 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid non strenghthe agree 40 9.1 9.1 9.1 

non agree 61 13.9 13.9 23.1 

neturel 91 20.8 20.8 43.8 

agree 141 32.2 32.2 76.0 

stenghte agree 105 24.0 24.0 100.0 

Total 438 100.0 100.0  

 
q23 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid non strenghthe agree 38 8.7 8.7 8.7 

non agree 51 11.6 11.6 20.3 

neturel 108 24.7 24.7 45.0 

agree 133 30.4 30.4 75.3 

stenghte agree 108 24.7 24.7 100.0 

Total 438 100.0 100.0  

q24 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid non strenghthe agree 31 7.1 7.1 7.1 

non agree 41 9.4 9.4 16.4 

neturel 140 32.0 32.0 48.4 

agree 134 30.6 30.6 79.0 

stenghte agree 92 21.0 21.0 100.0 

Total 438 100.0 100.0  

Statistics 

 q22 q23 q24 q25 q26 q27 q28 q29 q30 q31 q32 q33 q34 q35 q36 dependent 

N Valid 438 438 438 438 438 438 438 438 438 438 438 438 438 438 438 438 

Missing 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 

Mean 3.48 3.51 3.49 3.49 3.47 3.5320 3.53 3.45 3.50 3.50 3.49 3.58 3.5297 3.47 3.48 3.5006 

Std. 
Deviation 

1.249 1.225 1.133 1.208 1.269 1.17473 1.295 1.199 1.193 1.215 1.152 1.148 1.21123 1.221 1.202 .70560 

q25 
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q26 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid non strenghthe agree 45 10.3 10.3 10.3 

non agree 49 11.2 11.2 21.5 

neturel 110 25.1 25.1 46.6 

agree 121 27.6 27.6 74.2 

stenghte agree 113 25.8 25.8 100.0 

Total 438 100.0 100.0  

 
q27 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid 1.00 27 6.2 6.2 6.2 

2.00 55 12.6 12.6 18.7 

3.00 125 28.5 28.5 47.3 

4.00 120 27.4 27.4 74.7 

5.00 111 25.3 25.3 100.0 

Total 438 100.0 100.0  

 
q28 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid non strenghthe agree 40 9.1 9.1 9.1 

non agree 58 13.2 13.2 22.4 

neturel 106 24.2 24.2 46.6 

agree 100 22.8 22.8 69.4 

stenghte agree 134 30.6 30.6 100.0 

Total 438 100.0 100.0  

q29 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid non strenghthe agree 34 7.8 7.8 7.8 

non agree 60 13.7 13.7 21.5 

neturel 117 26.7 26.7 48.2 

agree 129 29.5 29.5 77.6 

stenghte agree 98 22.4 22.4 100.0 

Total 438 100.0 100.0  

 

q30 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid non strenghthe agree 31 7.1 7.1 7.1 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid non strenghthe agree 37 8.4 8.4 8.4 

non agree 56 12.8 12.8 21.2 

neturel 98 22.4 22.4 43.6 

agree 150 34.2 34.2 77.9 

stenghte agree 97 22.1 22.1 100.0 

Total 438 100.0 100.0  
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non agree 57 13.0 13.0 20.1 

neturel 116 26.5 26.5 46.6 

agree 128 29.2 29.2 75.8 

stenghte agree 106 24.2 24.2 100.0 

Total 438 100.0 100.0  

 

 
q31 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid non strenghthe agree 31 7.1 7.1 7.1 

non agree 59 13.5 13.5 20.5 

neturel 123 28.1 28.1 48.6 

agree 109 24.9 24.9 73.5 

stenghte agree 116 26.5 26.5 100.0 

Total 438 100.0 100.0  

 
q32 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid non strenghthe agree 26 5.9 5.9 5.9 

non agree 60 13.7 13.7 19.6 

neturel 121 27.6 27.6 47.3 

agree 134 30.6 30.6 77.9 

stenghte agree 97 22.1 22.1 100.0 

Total 438 100.0 100.0  

 
q33 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid non strenghthe agree 23 5.3 5.3 5.3 

non agree 54 12.3 12.3 17.6 

neturel 117 26.7 26.7 44.3 

agree 132 30.1 30.1 74.4 

stenghte agree 112 25.6 25.6 100.0 

Total 438 100.0 100.0  

q34 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid 1.00 30 6.8 6.8 6.8 

2.00 58 13.2 13.2 20.1 

3.00 118 26.9 26.9 47.0 

4.00 114 26.0 26.0 73.1 

5.00 118 26.9 26.9 100.0 

Total 438 100.0 100.0  

 

 

q35 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid non strenghthe agree 39 8.9 8.9 8.9 
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non agree 53 12.1 12.1 21.0 

neturel 110 25.1 25.1 46.1 

agree 135 30.8 30.8 76.9 

stenghte agree 101 23.1 23.1 100.0 

Total 438 100.0 100.0  

 
q36 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid non strenghthe agree 38 8.7 8.7 8.7 

non agree 48 11.0 11.0 19.6 

neturel 118 26.9 26.9 46.6 

agree 135 30.8 30.8 77.4 

stenghte agree 99 22.6 22.6 100.0 

Total 438 100.0 100.0  

 

 

CORRELATIONS 

  /VARIABLES=ind1 ind2 ind3 ind4 ind5 

  /PRINT=TWOTAIL NOSIG 

  /MISSING=PAIRWISE. 

Correlations 
Notes 

Output Created 03-JUN-2021 14:25:30 

Comments  

Input Data C:\Users\NeW 
PC\Desktop\program spss 

etudient\hamam saoudi.sav 

Active Dataset DataSet1 

Filter <none> 

Weight 

<none> 

Split File 

<none> 

N of Rows in Working Data File 

438 

Missing Value Handling Definition of Missing User-defined missing values are 
treated as missing. 

Cases Used 
Statistics for each pair of 

variables are based on all the 
cases with valid data for that pair. 
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Syntax CORRELATIONS 
  /VARIABLES=ind1 ind2 ind3 ind4 

ind5 
  /PRINT=TWOTAIL NOSIG 

  /MISSING=PAIRWISE. 

Resources Processor Time 00:00:00,06 

Elapsed Time 00:00:00,05 

 

 
Correlations 

 ind1 ind2 ind3 ind4 ind5 

ind1 Pearson Correlation 1 .647** .622** .495** .507** 

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

N 438 438 438 438 438 

ind2 Pearson Correlation .647** 1 .584** .690** .695** 

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

N 438 438 438 438 438 

ind3 Pearson Correlation .622** .584** 1 .420** .475** 

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

N 438 438 438 438 438 

ind4 Pearson Correlation .495** .690** .420** 1 .622** 

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

N 438 438 438 438 438 

ind5 Pearson Correlation .507** .695** .475** .622** 1 

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

N 438 438 438 438 438 

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

 
REGRESSION 

  /MISSING LISTWISE 

  /STATISTICS COEFF OUTS R ANOVA 

  /CRITERIA=PIN(.05) POUT(.10) 

  /NOORIGIN 

  /DEPENDENT dependent 

  /METHOD=ENTER ind1 ind2 ind3 ind4 ind5. 

Regression 
 

Notes 

Output Created 03-JUN-2021 14:26:35 

Comments  

Input Data 
C:\Users\NeW 

PC\Desktop\program spss 
etudient\hamam saoudi.sav 

Active Dataset DataSet1 

Filter <none> 

Weight <none> 

Split File <none> 

N of Rows in Working Data File 
438 

Missing Value Handling Definition of Missing 
User-defined missing values are 

treated as missing. 
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Cases Used 
Statistics are based on cases with 
no missing values for any variable 

used. 

Syntax REGRESSION 
  /MISSING LISTWISE 

  /STATISTICS COEFF OUTS R 
ANOVA 

  /CRITERIA=PIN(.05) POUT(.10) 
  /NOORIGIN 

  /DEPENDENT dependent 
  /METHOD=ENTER ind1 ind2 ind3 

ind4 ind5. 

Resources Processor Time 00:00:00,05 

Elapsed Time 00:00:00,03 

Memory Required 6656 bytes 

Additional Memory Required for 
Residual Plots 

0 bytes 

 
Variables Entered/Removeda 

Model Variables Entered Variables Removed Method 

1 
ind5, ind3, ind4, ind1, ind2b . Enter 

a. Dependent Variable: dependent 
b. All requested variables entered. 

 

 
Model Summary 

Model R R Square Adjusted R Square 
Std. Error of the 

Estimate 

1 .804a .646 .642 .42196 

a. Predictors: (Constant), ind5, ind3, ind4, ind1, ind2 

 

 
ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 140.654 5 28.131 157.997 .000b 

Residual 76.917 432 .178   

Total 217.571 437    

a. Dependent Variable: dependent 

b. Predictors: (Constant), ind5, ind3, ind4, ind1, ind2 

 
Coefficientsa 

Model 

Unstandardized Coefficients 
Standardized 
Coefficients 

T Sig. B Std. Error Beta 

1 (Constant) .746 .101  7.411 .000 

ind1 .134 .033 .166 4.055 .000 

ind2 .166 .043 .194 3.858 .000 

ind3 .209 .032 .251 6.517 .000 

ind4 .195 .031 .258 6.275 .000 

ind5 .091 .032 .121 2.896 .004 

a. Dependent Variable: dependent 
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REGRESSION 

  /MISSING LISTWISE 

  /STATISTICS COEFF OUTS R ANOVA 

/CRITERIA=PIN(.05) POUT(.10) 

  /NOORIGIN 

  /DEPENDENT dependent 

  /METHOD=ENTER ind1. 

 
Regression 

Notes 

Output Created 03-JUN-2021 14:27:33 

Comments  

Input Data C:\Users\NeW 
PC\Desktop\program spss 

etudient\hamam saoudi.sav 

Active Dataset DataSet1 

Filter <none> 

Weight <none> 

Split File <none> 

N of Rows in Working Data File 
438 

Missing Value Handling Definition of Missing User-defined missing values are 
treated as missing. 

Cases Used 
Statistics are based on cases 

with no missing values for any 
variable used. 

Syntax REGRESSION 
  /MISSING LISTWISE 

  /STATISTICS COEFF OUTS R 
ANOVA 

/CRITERIA=PIN(.05) POUT(.10) 
  /NOORIGIN 

  /DEPENDENT dependent 
  /METHOD=ENTER ind1. 

Resources Processor Time 00:00:00,02 

Elapsed Time 00:00:00,08 

Memory Required 4448 bytes 

Additional Memory Required for 
Residual Plots 

0 bytes 

 

 
Variables Entered/Removeda 

Model 
Variables 
Entered 

Variables 
Removed Method 

1 ind1b . Enter 

a. Dependent Variable: dependent 
b. All requested variables entered. 

 

 
Model Summary 
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Model R R Square 
Adjusted R 

Square 
Std. Error of the 

Estimate 

1 .637a .406 .404 .54458 

a. Predictors: (Constant), ind1 

 

 
ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 88.269 1 88.269 297.640 .000b 

Residual 129.302 436 .297   

Total 217.571 437    

a. Dependent Variable: dependent 
b. Predictors: (Constant), ind1 

 

 
Coefficientsa 

Model 

Unstandardized Coefficients 
Standardized 
Coefficients 

T Sig. B Std. Error Beta 

1 (Constant) 1.693 .108  15.674 .000 

ind1 .514 .030 .637 17.252 .000 

a. Dependent Variable: dependent 

 

 

REGRESSION 

  /MISSING LISTWISE 

  /STATISTICS COEFF OUTS R ANOVA 

/CRITERIA=PIN(.05) POUT(.10) 

  /NOORIGIN 

  /DEPENDENT dependent 

  /METHOD=ENTER ind2. 

Regression 
Notes 

Output Created 03-JUN-2021 14:28:10 

Comments  

Input Data 
C:\Users\NeW 

PC\Desktop\program spss 
etudient\hamam saoudi.sav 

Active Dataset DataSet1 

Filter <none> 

Weight <none> 

Split File <none> 

N of Rows in Working Data File 
438 

Missing Value Handling Definition of Missing 
User-defined missing values are 

treated as missing. 
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Cases Used 
Statistics are based on cases with 
no missing values for any variable 

used. 

Syntax REGRESSION 
  /MISSING LISTWISE 

  /STATISTICS COEFF OUTS R 
ANOVA 

/CRITERIA=PIN(.05) POUT(.10) 
  /NOORIGIN 

  /DEPENDENT dependent 
  /METHOD=ENTER ind2. 

Resources Processor Time 00:00:00,05 

Elapsed Time 00:00:00,06 

Memory Required 4448 bytes 

Additional Memory Required for 
Residual Plots 

0 bytes 

 
Variables Entered/Removeda 

Model 
Variables 
Entered 

Variables 
Removed Method 

1 ind2b . Enter 

a. Dependent Variable: dependent 
b. All requested variables entered. 

Model Summary 

Model R R Square 
Adjusted R 

Square 
Std. Error of the 

Estimate 

1 .710a .504 .503 .49734 

a. Predictors: (Constant), ind2 

 
ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 109.727 1 109.727 443.613 .000b 

Residual 107.844 436 .247   

Total 217.571 437    

a. Dependent Variable: dependent 
b. Predictors: (Constant), ind2 

 
Coefficientsa 

Model 

Unstandardized Coefficients 
Standardized 
Coefficients 

T Sig. B Std. Error Beta 

1 (Constant) 1.408 .102  13.776 .000 

ind2 .607 .029 .710 21.062 .000 

a. Dependent Variable: dependent 

REGRESSION 

  /MISSING LISTWISE 

  /STATISTICS COEFF OUTS R ANOVA 

/CRITERIA=PIN(.05) POUT(.10) 

  /NOORIGIN 

  /DEPENDENT dependent 
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  /METHOD=ENTER ind3. 

 

Regression 
Notes 

Output Created 03-JUN-2021 14:28:53 

Comments  

Input Data C:\Users\NeW 
PC\Desktop\program spss 

etudient\hamam saoudi.sav 

Active Dataset DataSet1 

Filter <none> 

Weight <none> 

Split File <none> 

N of Rows in Working Data File 
438 

Missing Value Handling Definition of Missing 
User-defined missing values are 

treated as missing. 

Cases Used Statistics are based on cases with 
no missing values for any variable 

used. 

Syntax REGRESSION 
  /MISSING LISTWISE 

  /STATISTICS COEFF OUTS R 
ANOVA 

/CRITERIA=PIN(.05) POUT(.10) 
  /NOORIGIN 

  /DEPENDENT dependent 
  /METHOD=ENTER ind3. 

Resources Processor Time 00:00:00,03 

Elapsed Time 00:00:00,03 

Memory Required 4448 bytes 

Additional Memory Required for 
Residual Plots 

0 bytes 

 
Variables Entered/Removeda 

Model 
Variables 
Entered 

Variables 
Removed Method 

1 ind3b . Enter 

a. Dependent Variable: dependent 
b. All requested variables entered. 

 
Model Summary 

Model R R Square 
Adjusted R 

Square 
Std. Error of the 

Estimate 

1 .633a .401 .400 .54666 

a. Predictors: (Constant), ind3 

 
ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 87.279 1 87.279 292.063 .000b 

Residual 130.292 436 .299   

Total 217.571 437    

a. Dependent Variable: dependent 
b. Predictors: (Constant), ind3 
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Coefficientsa 

Model 

Unstandardized Coefficients 
Standardized 
Coefficients 

T Sig. B Std. Error Beta 

1 (Constant) 1.675 .110  15.236 .000 

ind3 .527 .031 .633 17.090 .000 

a. Dependent Variable: dependent 

REGRESSION 

  /MISSING LISTWISE 

  /STATISTICS COEFF OUTS R ANOVA 

/CRITERIA=PIN(.05) POUT(.10) 

  /NOORIGIN 

  /DEPENDENT dependent 

  /METHOD=ENTER ind4. 

Regression 
Notes 

Output Created 03-JUN-2021 14:29:49 

Comments  

Input Data C:\Users\NeW 
PC\Desktop\program spss 

etudient\hamam saoudi.sav 

Active Dataset DataSet1 

Filter <none> 

Weight <none> 

Split File <none> 

N of Rows in Working Data File 
438 

Missing Value Handling Definition of Missing User-defined missing values are 
treated as missing. 

Cases Used Statistics are based on cases with 
no missing values for any variable 

used. 

Syntax REGRESSION 
  /MISSING LISTWISE 

  /STATISTICS COEFF OUTS R 
ANOVA 

/CRITERIA=PIN(.05) POUT(.10) 
  /NOORIGIN 

  /DEPENDENT dependent 
  /METHOD=ENTER ind4. 

Resources Processor Time 00:00:00,02 

Elapsed Time 00:00:00,03 

Memory Required 4448 bytes 

Additional Memory Required for 
Residual Plots 

0 bytes 

 
Variables Entered/Removeda 

Model 
Variables 
Entered 

Variables 
Removed Method 

1 ind4b . Enter 

a. Dependent Variable: dependent 
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b. All requested variables entered. 

 
Model Summary 

Model R R Square 
Adjusted R 

Square 
Std. Error of the 

Estimate 

1 .655a .429 .427 .53393 

a. Predictors: (Constant), ind4 

 
ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 93.277 1 93.277 327.198 .000b 

Residual 124.294 436 .285   

Total 217.571 437    

a. Dependent Variable: dependent 
b. Predictors: (Constant), ind4 

 

 
Coefficientsa 

Model 

Unstandardized Coefficients 
Standardized 
Coefficients 

T Sig. B Std. Error Beta 

1 (Constant) 1.800 .097  18.485 .000 

ind4 .495 .027 .655 18.089 .000 

a. Dependent Variable: dependent 

 

REGRESSION 

  /MISSING LISTWISE 

  /STATISTICS COEFF OUTS R ANOVA 

/CRITERIA=PIN(.05) POUT(.10) 

  /NOORIGIN 

  /DEPENDENT dependent 

  /METHOD=ENTER ind5. 

 

Regression 
Notes 

Output Created 03-JUN-2021 14:30:34 

Comments  

Input Data C:\Users\NeW 
PC\Desktop\program spss 

etudient\hamam saoudi.sav 

Active Dataset DataSet1 

Filter <none> 

Weight <none> 

Split File <none> 

N of Rows in Working Data File 438 

Missing Value Handling Definition of Missing User-defined missing values are 
treated as missing. 



 

 292 

Cases Used Statistics are based on cases with 
no missing values for any variable 

used. 

Syntax REGRESSION 
  /MISSING LISTWISE 

  /STATISTICS COEFF OUTS R 
ANOVA 

/CRITERIA=PIN(.05) POUT(.10) 
  /NOORIGIN 

  /DEPENDENT dependent 
  /METHOD=ENTER ind5. 

Resources Processor Time 00:00:00,02 

Elapsed Time 00:00:00,03 

Memory Required 4448 bytes 

Additional Memory Required for 
Residual Plots 

0 bytes 

 

 
Variables Entered/Removeda 

Model 
Variables 
Entered 

Variables 
Removed Method 

1 ind5b . Enter 

a. Dependent Variable: dependent 
b. All requested variables entered. 

 
Model Summary 

Model R R Square 
Adjusted R 

Square 
Std. Error of the 

Estimate 

1 .620a .384 .383 .55445 

a. Predictors: (Constant), ind5 

 
ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 83.539 1 83.539 271.747 .000b 

Residual 134.032 436 .307   

Total 217.571 437    

a. Dependent Variable: dependent 
b. Predictors: (Constant), ind5 

 
Coefficientsa 

Model 

Unstandardized Coefficients 
Standardized 
Coefficients 

T Sig. B Std. Error Beta 

1 (Constant) 1.873 .102  18.322 .000 

ind5 .469 .028 .620 16.485 .000 

a. Dependent Variable: dependent 

UNIANOVA dependent BY gener age educational Income 

  /METHOD=SSTYPE(3) 

  /INTERCEPT=INCLUDE 

  /POSTHOC=gener age educational Income(SCHEFFE) 

  /CRITERIA=ALPHA(0.05) 

  /DESIGN=gener age educational Income gener*age gener*educational 

gener*Income age*educational 
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age*Income educational*Income gener*age*educational 

gener*age*Income gener*educational*Income 

age*educational*Income gener*age*educational*Income. 

 

Univariate Analysis of Variance 
Notes 

Output Created 03-JUN-2021 14:45:16 

Comments  

Input Data C:\Users\NeW 
PC\Desktop\program spss 

etudient\hamam saoudi.sav 

Active Dataset 

DataSet1 

Filter <none> 

Weight <none> 

Split File <none> 

N of Rows in Working Data File 438 

Missing Value Handling Definition of Missing 
User-defined missing values are 

treated as missing. 

Cases Used Statistics are based on all cases 
with valid data for all variables in 

the model. 

Syntax 
UNIANOVA dependent BY gener 

age educational Income 
  /METHOD=SSTYPE(3) 

  /INTERCEPT=INCLUDE 
  /POSTHOC=gener age 

educational Income(SCHEFFE) 
  /CRITERIA=ALPHA(0.05) 

  /DESIGN=gener age educational 
Income gener*age 

gener*educational gener*Income 
age*educational 
    age*Income 

educational*Income 
gener*age*educational 

gener*age*Income 
gener*educational*Income 
age*educational*Income 

gener*age*educational*Income. 

Resources Processor Time 00:00:00,33 

Elapsed Time 00:00:00,33 

 
Between-Subjects Factors 

 Value Label N 

gener 1 mal 254 

2 fmal 184 

age 1 
less than20years 120 

2 From 20 to 30 
years 

126 
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3 
from31to40years 94 

4 
mor than41years 98 

educational 1 Without an 
educational level 

29 

2 
Elementary level 46 

3 Average level 73 

4 
Secondary level 108 

5 University level 182 

Income 1 
withoout Income 102 

2 hess 18000DA 136 

3 from18000 
to30000DA 

116 

4 
mor than30000DA 84 

 

 
Tests of Between-Subjects Effects 

Dependent Variable:   dependent   

Source 
Type III Sum of 

Squares df Mean Square F Sig. 

Corrected Model 48.984a 55 .891 2.018 .000 

Intercept 1601.908 1 1601.908 3629.758 .000 

gener .240 1 .240 .544 .461 

age 2.269 3 .756 1.714 .164 

educational 5.755 4 1.439 3.260 .012 

Income 2.965 3 .988 2.240 .083 

gener * age 4.536 3 1.512 3.426 .017 

gener * educational 3.483 3 1.161 2.631 .050 

gener * Income .404 2 .202 .458 .633 

age * educational 5.048 7 .721 1.634 .124 

age * Income 1.738 8 .217 .492 .862 

educational * Income 5.470 8 .684 1.549 .139 

gener * age * educational .000 0 . . . 

gener * age * Income .762 1 .762 1.726 .190 

gener * educational * Income .000 0 . . . 

age * educational * Income .024 1 .024 .055 .815 

gener * age * educational * 
Income 

.000 0 . . . 

Error 168.587 382 .441   

Total 5584.938 438    

Corrected Total 217.571 437    

a. R Squared = .225 (Adjusted R Squared = .114) 

 
ONEWAY dependent BY educational 

  /STATISTICS HOMOGENEITY 

  /MISSING ANALYSIS 

  /POSTHOC=LSD ALPHA(0.05). 

 

Oneway 
Notes 
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Output Created 03-JUN-2021 15:08:27 

Comments  

Input Data C:\Users\NeW PC\Desktop\program spss 
etudient\hamam saoudi.sav 

Active Dataset DataSet1 

Filter <none> 

Weight <none> 

Split File <none> 

N of Rows in Working Data 
File 

438 

Missing Value Handling Definition of Missing User-defined missing values are treated as 
missing. 

Cases Used Statistics for each analysis are based on cases 
with no missing data for any variable in the 

analysis. 

Syntax ONEWAY dependent BY educational 
  /STATISTICS HOMOGENEITY 

  /MISSING ANALYSIS 
  /POSTHOC=LSD ALPHA(0.05). 

Resources Processor Time 00:00:00,03 

Elapsed Time 00:00:00,03 

 
 

Test of Homogeneity of Variances 

 Levene Statistic df1 df2 Sig. 

dependent Based on Mean 1.224 4 433 .300 

Based on Median 1.027 4 433 .393 

Based on Median and with 
adjusted df 

1.027 4 395.348 .393 

Based on trimmed mean 1.213 4 433 .305 

 
ANOVA 

dependent   

 Sum of Squares df Mean Square F Sig. 

Between Groups 10.187 4 2.547 5.317 .000 

Within Groups 207.384 433 .479   

Total 217.571 437    

 

Post Hoc Tests 
 

Multiple Comparisons 
Dependent Variable:   dependent   
LSD   

(I) educational (J) educational 
Mean Difference 

(I-J) Std. Error Sig. 

95% Confidence Interval 

Lower Bound Upper Bound 

Without an educational 
level 

Elementary level -.07026 .16410 .669 -.3928 .2523 

Average level -.42822* .15191 .005 -.7268 -.1296 

Secondary level -.32571* .14474 .025 -.6102 -.0412 

University level -.46789* .13837 .001 -.7399 -.1959 

Elementary level Without an educational level .07026 .16410 .669 -.2523 .3928 

Average level -.35795* .13028 .006 -.6140 -.1019 

Secondary level -.25545* .12185 .037 -.4949 -.0160 

University level -.39763* .11421 .001 -.6221 -.1732 

Average level Without an educational level .42822* .15191 .005 .1296 .7268 

Elementary level .35795* .13028 .006 .1019 .6140 

Secondary level .10250 .10486 .329 -.1036 .3086 

University level -.03968 .09588 .679 -.2281 .1488 
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Secondary level Without an educational level .32571* .14474 .025 .0412 .6102 

Elementary level .25545* .12185 .037 .0160 .4949 

Average level -.10250 .10486 .329 -.3086 .1036 

University level -.14218 .08406 .091 -.3074 .0230 

University level Without an educational level .46789* .13837 .001 .1959 .7399 

Elementary level .39763* .11421 .001 .1732 .6221 

Average level .03968 .09588 .679 -.1488 .2281 

Secondary level .14218 .08406 .091 -.0230 .3074 

*. The mean difference is significant at the 0.05 level. 

 

Homogeneous Subsets 
 

dependent 
Scheffea,b,c 

age N 

Subset 

1 2 

less than20years 120 3.3506  

from31to40years 94 3.5028 3.5028 

mor than41years 98 3.5340 3.5340 

From 20 to 30 years 126  3.6159 

Sig.  .252 .669 

Means for groups in homogeneous subsets are displayed. 
 Based on observed means. 
 The error term is Mean Square(Error) = .441. 
a. Uses Harmonic Mean Sample Size = 107.781. 
b. The group sizes are unequal. The harmonic mean of the group 
sizes is used. Type I error levels are not guaranteed. 
c. Alpha = 0.05. 

 
educational 
 

Multiple Comparisons 

Dependent Variable:   dependent   

Scheffe   

(I) educational (J) educational 

Mean 
Difference (I-

J) Std. Error Sig. 

95% Confidence Interval 

Lower 
Bound 

Upper 
Bound 

Without an 
educational level 

Elementary level -.0703 .15752 .995 -.5578 .4173 

Average level -.4282 .14582 .073 -.8796 .0232 

Secondary level -.3257 .13894 .242 -.7558 .1044 

University level -.4679* .13283 .016 -.8790 -.0567 

Elementary level Without an 
educational level 

.0703 .15752 .995 -.4173 .5578 

Average level -.3580 .12506 .087 -.7451 .0291 

Secondary level -.2554 .11696 .314 -.6175 .1066 

University level -.3976* .10963 .011 -.7370 -.0583 

Average level Without an 
educational level 

.4282 .14582 .073 -.0232 .8796 
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Elementary level .3580 .12506 .087 -.0291 .7451 

Secondary level .1025 .10066 .904 -.2091 .4141 

University level -.0397 .09203 .996 -.3246 .2452 

Secondary level Without an 
educational level 

.3257 .13894 .242 -.1044 .7558 

Elementary level .2554 .11696 .314 -.1066 .6175 

Average level -.1025 .10066 .904 -.4141 .2091 

University level -.1422 .08069 .541 -.3919 .1076 

University level Without an 
educational level 

.4679* .13283 .016 .0567 .8790 

Elementary level .3976* .10963 .011 .0583 .7370 

Average level .0397 .09203 .996 -.2452 .3246 

Secondary level .1422 .08069 .541 -.1076 .3919 

Based on observed means. 
 The error term is Mean Square(Error) = .441. 

*. The mean difference is significant at the 0.05 level. 

Homogeneous Subsets 
 

dependent 
Scheffea,b,c 

educational N 

Subset 

1 2 3 

Without an educational level 29 3.1471   

Elementary level 46 3.2174 3.2174  

Secondary level 108 3.4728 3.4728 3.4728 

Average level 73  3.5753 3.5753 

University level 182   3.6150 

Sig.  .133 .075 .852 

Means for groups in homogeneous subsets are displayed. 
 Based on observed means. 
 The error term is Mean Square(Error) = .441. 
a. Uses Harmonic Mean Sample Size = 59.050. 
b. The group sizes are unequal. The harmonic mean of the group sizes is used. 
Type I error levels are not guaranteed. 
c. Alpha = 0.05. 

Income 
 

Multiple Comparisons 

Dependent Variable:   dependent 

Scheffe 

(I) Income (J) Income 

Mean 
Differenc

e (I-J) 
Std. 
Error Sig. 

95% Confidence 
Interval 

Lower 
Bound Upper Bound 

hess 18000DA -.2381 .08702 .060 -.4824 .0063 
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withoout 
Income 

from18000 
to30000DA 

-.2717* .09017 .030 -.5249 -.0185 

mor than30000DA -.1287 .09788 .631 -.4035 .1462 

hess 18000DA withoout Income .2381 .08702 .060 -.0063 .4824 

from18000 
to30000DA 

-.0336 .08396 .984 -.2694 .2022 

mor than30000DA .1094 .09219 .704 -.1495 .3683 

from18000 
to30000DA 

withoout Income .2717* .09017 .030 .0185 .5249 

hess 18000DA .0336 .08396 .984 -.2022 .2694 

mor than30000DA .1430 .09518 .521 -.1243 .4102 

mor 
than30000DA 

withoout Income .1287 .09788 .631 -.1462 .4035 

hess 18000DA -.1094 .09219 .704 -.3683 .1495 

from18000 
to30000DA 

-.1430 .09518 .521 -.4102 .1243 

Based on observed means. 
The error term is Mean Square(Error) = .441. 

*. The mean difference is significant at the 0.05 level. 

Homogeneous Subsets 
dependent 

Scheffea,b,c 

Income N 

Subset 

1 2 

withoout Income 102 3.3301  

mor than30000DA 84 3.4587 3.4587 

hess 18000DA 136 3.5681 3.5681 

from18000 to30000DA 116  3.6017 

Sig.  .080 .484 

Means for groups in homogeneous subsets are displayed. 
 Based on observed means. 
 The error term is Mean Square(Error) = .441. 
a. Uses Harmonic Mean Sample Size = 106.151. 
b. The group sizes are unequal. The harmonic mean of the group 
sizes is used. Type I error levels are not guaranteed. 
c. Alpha = 0.05. 

 

T-TEST GROUPS=gener(1 2) 

  /MISSING=ANALYSIS 

/VARIABLES=dependent 

  /CRITERIA=CI(.95). 

T-Test 
Notes 

Output Created 03-JUN-2021 14:31:32 

Comments  

Input Data C:\Users\NeW PC\Desktop\program spss 
etudient\hamam saoudi.sav 

Active Dataset 
DataSet1 

Filter 
<none> 
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Weight 
<none> 

Split File 
<none> 

N of Rows in Working Data File 
438 

Missing Value Handling Definition of Missing User defined missing values are treated 
as missing. 

Cases Used Statistics for each analysis are based on 
the cases with no missing or out-of-

range data for any variable in the 
analysis. 

Syntax T-TEST GROUPS=gener(1 2) 
  /MISSING=ANALYSIS 

/VARIABLES=dependent 
  /CRITERIA=CI(.95). 

Resources Processor Time 00:00:00,00 

Elapsed Time 00:00:00,00 

 

 
Group Statistics 

 gener N Mean Std. Deviation Std. Error Mean 

dependent mal 254 3.5255 .68034 .04269 

fmal 184 3.4663 .73957 .05452 

 

 

 

ONEWAY dependent BY age 

  /STATISTICS HOMOGENEITY 

/MISSING ANALYSIS. 

 

Oneway 
Notes 

Output Created 03-JUN-2021 14:35:40 

Comments  

Independent Samples Test 

 

Levene's Test for 
Equality of 
Variances t-test for Equality of Means 

F Sig. t df 
Sig. (2-
tailed) 

Mean 
Differenc

e 

Std. 
Error 

Differenc
e 

95% Confidence 
Interval of the 

Difference 

Lower Upper 

dependent Equal 
variances 
assumed 

.997 .319 .866 436 .387 .05915 .06833 -.07514 .19345 

Equal 
variances not 
assumed 

  .854 374.376 .393 .05915 .06925 -.07700 .19531 



 

 300 

Input Data C:\Users\NeW PC\Desktop\program spss 
etudient\hamam saoudi.sav 

Active Dataset DataSet1 

Filter <none> 

Weight <none> 

Split File <none> 

N of Rows in Working Data 
File 

438 

Missing Value Handling Definition of Missing User-defined missing values are treated as 
missing. 

Cases Used Statistics for each analysis are based on cases 
with no missing data for any variable in the 

analysis. 

Syntax ONEWAY dependent BY age 
  /STATISTICS HOMOGENEITY 

/MISSING ANALYSIS. 

Resources Processor Time 00:00:00,02 

Elapsed Time 00:00:00,03 

 

 
Test of Homogeneity of Variances 

 Levene Statistic df1 df2 Sig. 

dependent Based on Mean 2.560 3 434 .055 

Based on Median 2.413 3 434 .066 

Based on Median and with 
adjusted df 

2.413 3 427.030 .066 

Based on trimmed mean 2.541 3 434 .056 

 

 
ANOVA 

dependent   

 Sum of Squares df Mean Square F Sig. 

Between Groups 4.486 3 1.495 3.045 .029 

Within Groups 213.085 434 .491   

Total 217.571 437    

 

ONEWAY dependent BY educational 

  /STATISTICS HOMOGENEITY 

/MISSING ANALYSIS. 

 
Oneway 

Notes 

Output Created 03-JUN-2021 14:36:13 

Comments  

Input Data C:\Users\NeW PC\Desktop\program spss 
etudient\hamam saoudi.sav 

Active Dataset DataSet1 

Filter <none> 

Weight <none> 

Split File <none> 
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N of Rows in Working Data 
File 

438 

Missing Value Handling Definition of Missing User-defined missing values are treated as 
missing. 

Cases Used Statistics for each analysis are based on cases 
with no missing data for any variable in the 

analysis. 

Syntax ONEWAY dependent BY educational 
  /STATISTICS HOMOGENEITY 

/MISSING ANALYSIS. 

Resources Processor Time 00:00:00,02 

Elapsed Time 00:00:00,02 

 
Test of Homogeneity of Variances 

 Levene Statistic df1 df2 Sig. 

dependent Based on Mean 1.224 4 433 .300 

Based on Median 1.027 4 433 .393 

Based on Median and with 
adjusted df 

1.027 4 395.348 .393 

Based on trimmed mean 1.213 4 433 .305 

 
ANOVA 

dependent   

 Sum of Squares df Mean Square F Sig. 

Between Groups 10.187 4 2.547 5.317 .000 

Within Groups 207.384 433 .479   

Total 217.571 437    

 

 
 

ONEWAY dependent BY Income 

  /STATISTICS HOMOGENEITY 

/MISSING ANALYSIS. 

Oneway 
Notes 

Output Created 03-JUN-2021 14:36:46 

Comments  

Input Data C:\Users\NeW PC\Desktop\program spss 
etudient\hamam saoudi.sav 

Active Dataset DataSet1 

Filter <none> 

Weight <none> 

Split File <none> 

N of Rows in Working Data 
File 

438 

Missing Value Handling Definition of Missing User-defined missing values are treated as 
missing. 

Cases Used Statistics for each analysis are based on cases 
with no missing data for any variable in the 

analysis. 

Syntax ONEWAY dependent BY Income 
  /STATISTICS HOMOGENEITY 

/MISSING ANALYSIS. 
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Resources Processor Time 00:00:00,02 

Elapsed Time 00:00:00,04 

 

 

 
Test of Homogeneity of Variances 

 Levene Statistic df1 df2 Sig. 

dependent Based on Mean 1.342 3 434 .260 

Based on Median 1.464 3 434 .224 

Based on Median and with 
adjusted df 

1.464 3 431.627 .224 

Based on trimmed mean 1.460 3 434 .225 

 
ANOVA 

dependent   

 Sum of Squares df Mean Square F Sig. 

Between Groups 4.920 3 1.640 3.347 .019 

Within Groups 212.651 434 .490   

Total 217.571 437    

 



 

 



 

 

438

 SPSS.V26

 

 

 

 

 

 

 
 



 

 

Abstract 

The study of consumer behavior is linked to the marketing concept that 

attaches great importance to the needs and desires of consumers. The consumer 

seeks to collect as much information as possible, especially if it comes to new 

services, which are characterized by their intangibility and difficulty in trying 

them. one person to another by means of oral or written expressions, This study 

aimed to shed light on the impact of the word of mouth on consumer behavior 

towards new services. The uttered word represented in the positive and 

negative spoken word, content, source, and the credibility of the uttered word 

as dimensions of the independent variable, and in the stages of the purchase 

process as dimensions of the dependent variable, as it represented the personal 

characteristics of the modified variable respondents, the questionnaire was 

adopted as a tool for data and information collection, and statistical processing 

and analysis were done for the opinions of a sample The study was carried out 

using the Social Package Statistical Program (SPSS.V26), The study concluded 

with a set of results, mainly summed up in the fact that the word of mouth has 

an impact on the various stages of consumer behavior towards new services for 

the fourth generation of the Djezzy Corporation, and that the negative word of 

mouth is considered to have the greatest impact. With the aim of creating the 

positive wordof mouth among consumers and trying to reduce the negative 

wordof mouth as much as possible by providing all guarantees that help the 

consumer in making his purchase decision without hesitation. and among 

consumers. 

Keywords: Consumer behaviour, the traditional and electronic word of mouth, 

fourth generation telecommunications service. 

 




