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CHAPTER V 

CONCLUSION 

 

5.1. Conclusion 

5.1.1. Descriptive Statistics 

 Based on the results of this study, from the total 205 respondents who play 

HAGO, most of the respondents were female (62%). In the category of age, 84% were 

aged from 19 to 25 years old. In the category of income, the highest number of 

respondents were those with the incomes from Rp. 1.000.000 to Rp. 3.000.000 (39%). 

In the category of last time playing, most of the respondents had played HAGO less 

than a month ago (50%). In the category of platform, most of the respondents played 

HAGO from android platform (93%). In the category of duration of playing, most of 

the respondents played HAGO less than an hour (37%). 

5.1.2. The influences of functional value (FV), price value (PV), social value (SV), 

and emotional value (EV) on satisfaction (SAT) 

 Functional value does not influence satisfaction significantly, which means that 

H1a is not supported. The increase in functional value does not contribute to the 

increase in satisfaction. It indicates that the functional value such as quality, design, 

and stable system quality experienced by HAGO gamers do not make them satisfied 

from playing the games in HAGO. Price value does not influence satisfaction 

significantly, which means that H1b is not supported. The increase in price value does 

not contribute to the increase in satisfaction. It indicates that the price value such as the 
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economical and reasonably priced virtual goods, also the value for money and the 

quality of the virtual goods in HAGO games does not make them satisfied on playing 

the games in HAGO. Social value influences satisfaction significantly, which meant 

that H1c is supported. The increase in social value contributes to the increase in 

satisfaction. It indicates that the social value such as good impressions, social approval, 

and feeling of acceptance experienced by HAGO players from playing the games 

contributes to their satisfaction towards HAGO. Emotional value influences 

satisfaction significantly, which means H1d is supported. The increase in emotional 

value contributes to the increase in satisfaction. It indicates that the emotional value 

such as the feeling of relax, enjoyment, good feeling, and pleasure experienced by 

HAGO players when playing the games in HAGO make them satisfied on playing the 

games in HAGO. 

5.1.3. The influences of functional value (FV), price value (PV), social value (SV), 

and emotional value (EV) on in-app purchase intention (INT) 

 Functional value does not influence in-app purchase intention significantly, 

which means that H2a is not supported. The increase in functional value does not 

contribute to the increase in in-app purchase intention. It indicates that the functional 

value such as quality, design, and the stability of the system quality experienced by 

HAGO players when they play the games in HAGO do not make them intend to 

purchase virtual goods in HAGO games. Price value influences in-app purchase 

intention significantly, which means that H2b is supported. The increase in price value 
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contributes to the increase in in-app purchase. It indicates that the price value such as 

the economic and reasonable price of the virtual goods, also the value for money and 

the quality of the virtual goods inside the games in HAGO make them intend to 

purchase virtual goods in HAGO games. Social value influences in-app purchase 

intention significantly, which meant that H2c is supported. The increase in social value 

contributes to the increase in in-app purchase. It indicates that the social value such as 

good impressions on others, social approval, and feeling of acceptance experienced by 

HAGO players when playing the game make them intend to purchase virtual goods in 

HAGO games. Emotional value does not influence in-app purchase intention 

significantly, which means that H2d is not supported. The increase in emotional value 

does not contribute to the increase in in-app purchase. It indicates that the emotional 

values such as the feeling of relax, enjoyment, good feeling, and pleasure experienced 

by HAGO players do not make them intend to purchase virtual goods in HAGO games. 

5.1.4. The influence of satisfaction (SAT) on in-app purchase intention (INT) 

 Satisfaction does not influence in-app purchase intention significantly, which 

means H3 is not supported. It means that the increase in satisfaction does not contribute 

to the increase in in-app purchase intention. It also indicates that the satisfaction, which 

is the pleased, satisfied, and good feelings experienced by HAGO players on playing 

the game do not make them intend to purchase virtual goods in HAGO games. 
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5.1.5. The influences of confirmation (CON) on functional value (FV), price value 

(PV), social value (SV), emotional value (EV), and satisfaction (SAT) 

 Confirmation influences functional value significantly, which means H4a is 

supported. It indicates that the expectations of functional value experienced by HAGO 

players such as the quality, the design, and the stability of HAGO games are confirmed 

after they have played the game. Confirmation influences price value significantly, 

which means H4b is supported. It indicates that the expectations of price value from 

the virtual goods such as reasonable and economical virtual goods are confirmed after 

they have played the game. Confirmation influences social value significantly, which 

means H4c is supported. It indicates that the expectations of social value experienced 

by HAGO players such as social approval, feeling of acceptance, and good impressions 

are confirmed after they have played the game. Confirmation influences emotional 

value significantly, which means H4d is supported. It indicates that the expectations of 

emotional value experienced by HAGO players from playing the game such as 

enjoyment, good feeling, and pleasure are confirmed after they have played the games. 

Confirmation influences satisfaction significantly, which means H5 is supported. It 

indicates that the expectations of satisfaction of HAGO players from the game such as 

pleasure and good feeling are confirmed after they had played the game.  

5.2. Implications 

 This study provides insights for companies whose focus are on providing 

mobile games, especially mobile social networking games (M-SNGs). This study 
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showed how social value and emotional value became the important determinants for 

the satisfaction of HAGO players. Therefore, M-SNGs companies should put more 

focus on increasing the social value and emotional value from the game to generate 

satisfaction from the players. M-SNGs companies can increase the social value by 

raising their services through giving more benefits such as bonus offers, package deals, 

or promotions for M-SNGs players, as suggested by Hsu and Lin (2015) in the context 

of paid mobile apps, in order to make M-SNGs players satisfied on playing the games. 

On the other side, M-SNGs companies can increase the emotional value by focusing 

on the effects of pleasure, enjoyment, fun, and entertainment from the apps (or games 

in the context of this study) as suggested by Hsu and Lin (2015) for the satisfaction of 

M-SNGs players. M-SNGs companies can also increase the emotional value by 

understanding the emotional wants of M-SNGs players and focusing more on the 

emotional value, as suggested by Demirgüneş (2015) in the context of mobile phone 

brand, in order to make M-SNGs players feel satisfied on playing the games. 

Moreover, this study also showed how price value and social value played 

important parts on the in-app purchase intention of HAGO players. M-SNGs 

companies should take the advantages of these values to generate in-app purchase from 

M-SNGs players. To increase the price value, M-SNGs companies can strengthen the 

positive emotions from playing the games, as suggested by Hsiao (2013) in the context 

of android smartphone, so that more paying players will be brought. M-SNGs 

companies can also increase the price value by delivering bonus offers, package deals, 

or promotions, as suggested by Hsu and Lin (2015) and also Hsiao and Chen (2016), 
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inside the games to make the players want to make in-app purchase. Moreover, to 

increase the price value, M-SNGs companies can make the items inside the games to 

be more economical and affordable, as suggested by Yoo (2015) in the context of 

online gaming, in order to increase the purchase intention of the players. On the other 

side, to increase the social value, M-SNGs companies can enhance the positive 

emotions from the games, as suggested by Hsiao (2013), to make players want to 

purchase. The social value can also be increased by M-SNGs companies by delivering 

utility that can strengthen the players relationship, as suggested by Hsu and Lin (2015). 

Moreover, based on the suggestion by Yoo (2015), M-SNGs companies can also give 

the chance for M-SNGs players to show themselves to other players in order to generate 

purchase intention from those players. 

This study also revealed that confirmation became an important determinant of 

the perceived values and satisfaction experienced by HAGO players. For the influence 

of confirmation on perceived values, M-SNGs companies should put emphasis on the 

correspondence among the actual experience and the expectation of the users towards 

the M-SNGs, as suggested by Hsu and Lin (2015). For the influence of confirmation 

on satisfaction, M-SNGs companies should put more emphasis on the M-SNGs players 

satisfaction by investigating and achieving their expectations as suggested by Sarkar 

and Khare (2018) in the context of Online Banking Division (OBD). 

 On the other side, this study also found out that there were several factors that 

did not contribute to the in-app purchase intention or the satisfaction of the M-SNGs 

players. Functional value and price value were found to be not significant on 
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satisfaction, indicating that the M-SNGs companies should put more focus on 

increasing the quality and the design of the M-SNGs in order to make the players feel 

satisfied with or when playing M-SNGs. Also the M-SNGs companies should make 

the virtual goods inside M-SNGs become more reasonably priced, economical, and 

offer value for money for the players who buy the virtual goods. Moreover, functional 

value and emotional value were found to have no significant influence on in-app 

purchase intention. These results indicated that M-SNGs companies should increase 

the quality and the design of the M-SNGs and also increase the enjoyment and the 

pleasure when the players play M-SNGs. Lastly, this study also found out that 

satisfaction did not have significant influence on in-app purchase intention. This result 

indicated that M-SNGs companies should put emphasize on the experiences of the 

players so that they will feel satisfied with the experiences of playing M-SNGs. 

5.3. Research Limitations and Future Research 

There are several limitations of this study. First, this study was conducted only 

in Indonesia. Different countries might give different results from this study. Second, 

this study focused only on millennials respondents (aged from 19 to 38 years old). 

Different generations may provide different results. This study also did not include 

other variables that had been analyzed and studied by previous studies. Future research 

may consider to include those variables. Moreover, the object of this study is HAGO 

games. Different games might give different results. Furthermore, this study did not 
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focus on the specific variables of the perceived values. For example, emotional value 

which is specified into playfulness as in the study conducted by Hsiao and Chen (2016).  
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benar-benar hanya akan digunakan untuk keperluan penelitian dan dijamin 
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Silahkan menjawab pertanyaan-pertanyaan berikut dengan memberi tanda (✓) pada 

kotak yang disediakan. 

PROFIL RESPONDEN 

Apakah anda pernah bermain game HAGO? Jika tidak, maka tidak perlu 

melanjutkan mengisi 

 Ya 

 Tidak  

 

Jenis Kelamin 

 Laki-laki 

 Perempuan 

 

Usia 

 19-25 tahun 

 26-32 tahun 

 32-38 tahun 

 

Pendapatan atau uang saku per bulan 

 <Rp. 1.000.000 

 Rp. 1.000.000 – Rp. 3.000.000 

 Rp. 3.000.000 – Rp. 5.000.000 

 >Rp. 5.000.000 

 

Kapan terakhir kali anda bermain HAGO? 

 < 1 bulan yang lalu 

 1-4 bulan yang lalu 

 5-8 bulan yang lalu 

 9-12 bulan yang lalu 

 

Sistem operasi yang digunakan untuk bermain HAGO 

 Android 

 iOS 

 

Durasi bermain game HAGO per hari 

 <1 jam    5-7 jam 

 1-3 jam    >7 jam 

 3-5 jam 
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Silahkan menjawab pertanyaan-pertanyaan berikut dengan memberi tanda (✓) pada 

kotak yang disediakan. 

 

PERFORMANCE VALUE 

1. Game HAGO didesain dengan baik. 

 Sangat Setuju Setuju  Netral Tidak Setuju   Sangat Tidak 

Setuju 

2. Game di HAGO memiliki standar kualitas yang dapat diterima. 

 Sangat Setuju  Setuju  Netral Tidak Setuju   Sangat Tidak 

Setuju 

3. Game di HAGO memiliki kualitas yang konsisten. 

 Sangat Setuju  Setuju  Netral Tidak Setuju   Sangat Tidak 

Setuju 

4. Kualitas sistem game di HAGO stabil. 

 Sangat Setuju  Setuju  Netral Tidak Setuju   Sangat Tidak 

Setuju 

 

PRICE VALUE 

1. Barang virtual di dalam game di HAGO harganya wajar. 

 Sangat Setuju Setuju  Netral Tidak Setuju   Sangat Tidak 

Setuju 

2. Barang virtual di dalam game di HAGO sesuai dengan uang yang 

dikeluarkan. 

 Sangat Seuju  Setuju  Netral Tidak Setuju   Sangat Tidak 

Setuju 

3. Barang virtual di dalam game di HAGO bersifat ekonomis. 

 Sangat Setuju Setuju  Netral Tidak Setuju   Sangat Tidak 

Setuju 

4. Kualitas barang virtual di dalam game di HAGO bagus sesuai harganya. 

 Sangat Setuju Setuju  Netral Tidak Setuju   Sangat Tidak 

Setuju 

 

EMOTIONAL VALUE 

1. Memainkan game di HAGO membuat saya merasa santai. 

 Sangat Setuju  Setuju  Netral Tidak Setuju   Sangat Tidak 

Setuju 

2. Saya menikmati main game di HAGO. 

 Sangat Setuju  Setuju  Netral Tidak Setuju   Sangat Tidak 

Setuju 

3. Kemanfaatan game di HAGO membuat saya ingin memainkannya. 

 Sangat Setuju  Setuju  Netral Tidak Setuju   Sangat Tidak 

Setuju 

4. Memainkan game di HAGO membuat saya merasa senang. 
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 Sangat Setuju  Setuju  Netral Tidak Setuju   Sangat Tidak 

Setuju 

5. Memainkan game di HAGO memberi saya kenikmatan. 

 Sangat Setuju  Setuju  Netral Tidak Setuju   Sangat Tidak 

Setuju 

 

SOCIAL VALUE 

1. Fakta bahwa saya memainkan game di HAGO memberi kesan yang baik 

pada orang lain. 

 Sangat Setuju  Setuju  Netral Tidak Setuju   Sangat Tidak 

Setuju 

2. Saya mendapatkan pengakuan sosial dengan memainkan game di HAGO. 

 Sangat Setuju  Setuju  Netral Tidak Setuju   Sangat Tidak 

Setuju 

3. Dengan memainkan game di HAGO, saya merasa diterima dalam 

masyarakat. 

 Sangat Setuju  Setuju  Netral Tidak Setuju   Sangat Tidak 

Setuju 

 

CONFIRMATION 

1. Pengalaman saya memainkan game di HAGO lebih dari yang saya 

harapkan. 

 Sangat Setuju  Setuju  Netral Tidak Setuju   Sangat Tidak 

Setuju 

2. Tingkat layanan atau fungsi yang disediakan oleh game di HAGO lebih 

dari yang saya harapkan. 

 Sangat Setuju  Setuju  Netral Tidak Setuju   Sangat Tidak 

Setuju 

3. Secara keseluruhan, sebagian besar harapan saya dari memainkan game 

di HAGO terpenuhi. 

 Sangat Setuju  Setuju  Netral Tidak Setuju   Sangat Tidak 

Setuju 

 

SATISFACTION 

1. Saya puas mempunyai pengalaman memainkan game di HAGO. 

 Sangat Setuju  Setuju  Netral Tidak Setuju   Sangat Tidak 

Setuju 

2. Saya senang mempunyai pengalaman memainkan game di HAGO. 

 Sangat Setuju  Setuju  Netral Tidak Setuju   Sangat Tidak 

Setuju 

3. Keputusan saya untuk memainkan game di HAGO adalah keputusan yang 

bijaksana. 
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 Sangat Setuju  Setuju  Netral Tidak Setuju   Sangat Tidak 

Setuju 

4. Perasaan saya gembira ketika memainkan game di HAGO. 

 Sangat Setuju  Setuju  Netral Tidak Setuju   Sangat Tidak 

Setuju 

 

IN-APP PURCHASE INTENTION 

1. Saya merasa membeli barang virtual di dalam game di HAGO bermanfaat. 

 Sangat Setuju  Setuju  Netral Tidak Setuju   Sangat Tidak 

Setuju 

2. Saya akan sering membeli barang virtual di dalam game di HAGO di masa 

mendatang. 

 Sangat Setuju  Setuju  Netral Tidak Setuju   Sangat Tidak 

Setuju 

3. Saya berniat untuk terus membeli barang virtual di dalam game di HAGO. 

 Sangat Setuju  Setuju  Netral Tidak Setuju   Sangat Tidak 

Setuju 

4. Saya akan menyarankan pada orang lain untuk membeli barang virtual di 

dalam game di HAGO. 

 Sangat Setuju  Setuju  Netral Tidak Setuju   Sangat Tidak 

Setuju 

 

 

TERIMA KASIH
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APPENDIX 2: DATA 
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Explanation:  

 

Measure Items Dummy Code 

Gender Male 

Female 

1 

2 

Age 19-25 years old 

26-32 years old 

32-38 years old 

1 

2 

3 

Income per 

month 

<Rp. 1.000.000 

 

Rp. 1.000.000-Rp. 

3.000.000 

 

Rp. 3.000.000-Rp. 

5.000.000 

 

>Rp. 5.000.000 

1 

 

2 

 

 

3 

 

 

4 

Last time 

playing 

HAGO 

<1 month ago 

1-4 month(s) ago 

5-8 months ago 

9-12 months ago 

1 

2 

3 

4 

Operating 

System 

Android 

iOS 

1 

2 

Duration of 

playing 

HAGO 

<1 hour 

1-3 hour(s) 

3-5 hours 

5-7 hours 

>7 hours 

1 

2 

3 

4 

5 

 

Respondents’ Data 
 
No. Gender Age Income 

per 

Month 

Last 

Time 

Playing 

HAGO 

Operating 

System 

Duration 

of Playing 

HAGO 

1 1 1 2 2 1 1 
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2 2 1 1 4 1 2 

3 1 1 3 4 1 1 

4 2 1 1 2 1 2 

5 2 1 2 4 1 1 

6 2 1 1 4 1 1 

7 1 1 2 3 1 1 

8 2 1 1 2 1 1 

9 2 1 1 2 1 1 

10 2 1 1 3 1 1 

11 2 1 1 2 1 1 

12 2 1 1 2 1 2 

13 2 1 1 1 1 1 

14 1 1 2 2 1 1 

15 2 1 1 3 1 1 

16 2 1 1 3 1 2 

17 1 1 1 3 1 2 

18 2 1 1 3 1 2 

19 1 1 2 3 1 1 

20 1 1 2 1 2 1 

21 2 1 1 2 1 2 

22 2 1 1 2 1 1 

23 1 1 1 3 1 1 

24 2 1 2 1 2 2 

25 2 1 1 2 1 1 

26 1 1 3 4 1 1 

27 2 1 2 3 1 1 

28 1 1 2 3 1 2 

29 2 1 4 2 1 2 

30 1 1 2 3 1 1 

31 2 1 4 2 1 1 

32 1 1 4 3 1 1 

33 1 1 2 2 1 2 

34 2 1 1 4 1 1 

35 2 1 2 4 1 1 

36 2 1 2 1 1 2 

37 2 1 2 2 1 2 

38 2 1 2 4 1 1 

39 2 1 3 3 1 1 

40 2 1 2 2 1 2 

41 1 2 2 1 1 2 

42 2 2 2 4 1 2 
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43 1 2 2 2 1 1 

44 1 1 3 2 2 2 

45 2 1 1 3 1 1 

46 2 2 2 4 2 4 

47 2 1 2 1 1 1 

48 2 3 4 1 1 1 

49 2 1 3 1 1 1 

50 2 1 1 3 1 1 

51 1 1 2 2 1 1 

52 2 1 2 3 1 2 

53 2 1 2 3 1 2 

54 1 1 2 2 1 1 

55 2 1 1 1 1 1 

56 2 1 3 3 2 2 

57 2 1 2 1 1 1 

58 1 1 2 1 1 2 

59 2 1 2 3 2 2 

60 2 1 3 4 1 3 

61 2 1 3 4 1 2 

62 2 1 3 1 1 2 

63 2 2 3 1 1 2 

64 2 2 2 1 1 2 

65 2 1 2 1 1 2 

66 2 1 3 2 1 2 

67 2 1 3 1 1 1 

68 1 1 3 2 1 1 

69 2 1 1 1 2 1 

70 2 2 1 2 1 1 

71 2 1 3 4 1 1 

72 1 1 2 2 1 1 

73 2 1 1 1 1 1 

74 2 1 1 4 1 2 

75 2 1 1 2 1 1 

76 2 2 2 1 1 1 

77 2 1 2 4 1 1 

78 2 2 2 1 1 1 

79 2 1 3 3 1 3 

80 1 2 3 1 1 1 

81 1 1 4 4 1 2 

82 1 1 2 1 1 2 

83 1 1 1 3 1 1 
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84 1 1 2 3 1 1 

85 2 2 4 1 1 1 

86 2 1 2 1 1 2 

87 1 1 1 4 1 1 

88 1 1 2 2 2 2 

89 2 1 2 2 1 1 

90 1 1 2 2 2 1 

91 1 1 1 2 1 2 

92 2 1 1 2 1 1 

93 1 2 1 1 1 3 

94 1 3 1 1 1 2 

95 1 1 1 1 1 2 

96 1 1 4 1 1 5 

97 2 1 1 1 1 2 

98 2 1 1 1 1 5 

99 2 1 1 1 1 4 

100 1 1 1 1 1 3 

101 2 1 2 1 1 1 

102 2 1 2 3 1 2 

103 2 1 1 1 1 2 

104 1 1 1 3 1 3 

105 2 2 2 1 1 5 

106 2 1 1 1 1 1 

107 1 1 1 2 1 3 

108 2 1 1 3 1 1 

109 1 1 2 1 1 5 

110 1 1 1 1 1 2 

111 1 1 2 1 1 3 

112 2 1 1 1 1 2 

113 2 1 2 1 1 1 

114 2 1 1 1 1 5 

115 2 1 2 1 2 2 

116 2 1 1 1 1 2 

117 1 1 2 4 1 2 

118 1 1 4 3 1 2 

119 1 1 4 2 1 2 

120 2 1 1 1 1 2 

121 1 2 1 1 1 3 

122 1 2 1 1 1 3 

123 2 1 2 1 1 2 

124 2 1 1 1 1 4 
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125 2 1 3 1 1 4 

126 2 1 2 1 1 5 

127 1 1 4 1 1 5 

128 2 1 2 1 1 2 

129 1 1 3 1 1 3 

130 2 1 1 4 1 2 

131 2 1 1 1 1 2 

132 1 1 1 1 1 1 

133 1 2 1 1 2 4 

134 2 1 1 1 1 4 

135 1 2 2 1 1 1 

136 2 1 3 1 1 2 

137 2 1 4 1 1 2 

138 1 1 4 1 1 3 

139 2 1 2 1 1 3 

140 2 1 1 1 1 3 

141 1 1 4 1 1 4 

142 1 1 1 4 1 5 

143 1 1 1 1 1 3 

144 1 2 4 4 1 5 

145 2 1 1 1 1 1 

146 2 1 1 1 1 4 

147 1 1 2 1 1 5 

148 1 1 4 1 2 4 

149 2 2 1 1 1 3 

150 1 3 3 1 1 5 

151 2 2 4 1 1 4 

152 2 1 2 1 1 4 

153 2 1 2 1 1 1 

154 2 1 1 1 1 5 

155 2 1 2 1 1 3 

156 2 2 1 1 1 5 

157 2 1 1 1 1 2 

158 2 1 4 1 1 2 

159 1 1 2 1 1 5 

160 1 1 2 1 1 4 

161 2 1 2 1 1 1 

162 2 2 1 1 1 5 

163 1 1 4 1 1 2 

164 2 1 1 2 1 3 

165 2 2 1 1 1 3 
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166 2 1 2 1 1 4 

167 1 1 4 1 1 5 

168 1 1 1 1 1 1 

169 2 1 1 1 1 2 

170 2 1 1 1 1 2 

171 2 1 1 4 1 4 

172 2 1 1 1 1 1 

173 2 2 1 3 1 2 

174 1 1 2 2 1 2 

175 2 1 2 2 1 3 

176 2 1 1 1 1 2 

177 1 1 3 3 1 1 

178 1 2 3 1 1 5 

179 2 1 2 1 1 5 

180 1 1 2 3 1 1 

181 1 1 1 3 1 2 

182 1 1 2 3 2 1 

183 1 1 2 2 1 2 

184 2 1 2 4 1 2 

185 1 1 2 3 1 1 

186 2 1 2 3 1 2 

187 1 1 3 1 1 1 

188 1 1 1 2 1 2 

189 2 1 2 1 1 2 

190 2 1 2 4 2 2 

191 1 1 2 2 1 2 

192 1 1 2 3 2 1 

193 1 1 2 3 1 1 

194 2 1 2 2 1 2 

195 2 1 2 3 1 2 

196 1 1 2 3 1 1 

197 2 1 2 1 1 2 

198 2 2 3 4 1 3 

199 2 2 3 2 1 2 

200 2 1 3 1 1 2 

201 1 1 2 2 1 1 

202 2 2 4 1 1 1 

203 2 2 4 1 1 2 

204 2 1 2 4 1 1 

205 2 3 4 1 1 2 
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Respondents’ Responses 

 

Resp. FV1 FV2 FV3 FV4 PV1 PV2 PV3 PV4 EV1 EV2 EV3 EV4 EV5 

1 4 3 2 4 3 4 3 3 2 2 2 4 4 

2 3 4 4 2 3 2 4 4 4 4 4 3 3 

3 5 4 4 4 3 3 3 4 4 5 4 4 4 

4 4 4 3 3 3 3 3 3 3 3 3 3 3 

5 4 4 4 4 3 3 3 4 4 4 3 4 4 

6 4 3 3 3 3 2 2 2 3 4 3 3 3 

7 4 4 4 5 4 4 4 4 5 5 5 4 4 

8 3 4 2 2 1 2 2 5 3 3 3 3 3 

9 4 4 3 3 3 3 3 3 4 4 4 4 4 

10 4 4 3 4 2 2 2 2 3 4 4 4 4 

11 3 4 3 3 3 3 3 3 4 4 3 4 4 

12 4 4 3 3 3 4 3 3 4 4 4 3 2 

13 4 3 4 3 3 3 3 4 2 3 2 3 2 

14 3 3 3 3 2 3 2 3 2 3 4 3 3 

15 3 3 3 3 3 3 3 3 3 3 3 3 3 

16 3 4 4 3 3 3 3 3 5 4 4 5 4 

17 2 4 2 2 2 3 3 3 3 4 4 4 4 

18 4 4 4 4 3 3 3 3 4 4 4 4 4 

19 3 3 3 4 3 3 3 3 5 4 3 4 2 

20 3 4 4 4 3 3 3 4 5 5 5 5 5 

21 4 4 4 4 3 2 3 3 4 4 4 4 3 

22 5 4 4 4 3 3 3 3 5 5 4 4 4 

23 4 3 4 3 3 3 4 4 4 3 4 4 4 

24 4 4 2 2 3 3 3 3 5 5 5 5 5 

25 4 4 4 4 2 2 2 4 4 4 2 2 2 
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26 2 4 3 2 2 2 3 2 5 5 2 5 3 

27 4 4 4 3 3 3 3 3 3 4 3 3 3 

28 4 4 4 4 4 4 4 4 4 4 4 4 4 

29 4 4 4 4 3 3 3 3 5 5 4 5 4 

30 4 4 3 4 4 4 4 4 4 4 4 4 4 

31 4 4 4 4 3 3 3 3 4 4 4 4 4 

32 3 3 3 2 4 2 3 4 2 3 3 4 3 

33 4 4 4 4 4 4 4 4 4 4 4 3 3 

34 4 4 4 4 3 3 3 3 4 4 3 4 3 

35 3 4 2 1 3 3 3 3 4 5 4 4 4 

36 4 3 3 4 3 2 2 3 4 4 3 4 3 

37 4 4 4 4 4 3 3 3 5 5 5 5 5 

38 3 3 3 3 3 3 3 3 3 3 2 3 2 

39 4 4 4 4 4 4 4 4 4 4 4 4 4 

40 3 4 3 3 3 3 3 3 4 4 3 3 3 

41 5 5 5 4 4 4 4 4 5 5 5 5 5 

42 4 4 4 4 4 3 3 4 3 3 3 4 3 

43 3 3 2 4 2 2 2 4 4 4 3 3 3 

44 4 4 4 4 3 3 3 3 4 4 3 4 3 

45 4 4 4 4 3 3 3 4 5 4 3 4 5 

46 4 4 4 4 4 4 4 4 4 4 4 4 4 

47 5 3 3 4 4 3 2 2 4 4 4 3 3 

48 4 4 4 4 4 4 4 4 5 5 5 5 5 

49 4 3 3 4 2 2 3 4 3 4 3 3 3 

50 4 3 3 2 3 3 3 4 4 4 3 4 3 

51 3 3 3 3 3 3 3 3 3 3 3 3 3 

52 4 4 4 3 3 3 3 3 4 4 4 4 4 

53 3 4 4 3 2 4 2 4 3 5 4 4 3 
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54 3 4 3 3 2 2 2 2 4 4 3 4 4 

55 4 4 4 4 4 2 2 2 3 3 2 3 1 

56 3 2 2 2 3 3 3 3 2 4 4 3 4 

57 5 5 5 5 3 3 3 3 5 5 5 5 5 

58 5 5 5 5 3 3 3 2 4 5 4 4 4 

59 4 4 2 3 3 3 2 3 5 5 3 5 4 

60 4 4 3 4 3 3 3 3 4 5 4 4 4 

61 4 4 4 3 4 4 5 4 5 5 5 5 5 

62 4 4 3 4 3 3 3 3 3 4 3 3 4 

63 4 4 4 4 3 3 3 3 4 4 4 4 4 

64 3 3 3 3 3 2 3 3 4 4 4 4 3 

65 4 4 4 4 3 3 3 4 4 4 3 4 3 

66 5 4 4 4 3 2 2 3 4 4 4 4 4 

67 4 4 4 4 4 4 3 4 4 4 4 4 3 

68 4 4 4 4 2 2 2 2 3 4 2 4 3 

69 5 4 4 5 3 3 4 4 4 4 4 3 3 

70 3 3 3 3 2 2 3 3 2 3 3 3 2 

71 4 4 3 3 2 2 3 4 4 5 4 4 3 

72 4 4 3 4 3 3 3 3 2 2 2 4 3 

73 5 4 4 3 3 3 3 3 4 4 3 3 4 

74 4 3 3 4 3 3 3 3 4 3 3 3 3 

75 4 4 4 4 3 4 4 4 4 4 4 4 4 

76 4 4 4 2 3 3 3 3 4 4 4 4 2 

77 3 3 3 3 3 3 3 3 4 4 3 4 4 

78 3 4 4 4 3 3 3 3 4 4 3 4 4 

79 4 4 3 3 3 4 4 4 5 5 5 5 5 

80 4 3 4 4 3 3 3 3 4 5 3 4 4 

81 4 4 3 3 4 4 3 4 4 4 4 4 4 
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82 4 4 4 4 4 4 4 4 4 4 4 4 4 

83 4 4 4 4 3 3 3 3 4 4 3 4 3 

84 3 3 3 4 4 4 4 4 4 4 4 4 4 

85 4 4 3 4 4 3 3 3 4 4 4 4 4 

86 4 4 4 4 2 3 3 3 4 4 3 4 4 

87 4 4 4 4 3 3 3 3 5 5 4 4 4 

88 4 4 3 3 3 3 3 3 4 4 3 4 2 

89 4 4 2 2 3 3 3 3 4 4 3 4 3 

90 3 3 3 4 3 3 3 3 4 4 4 4 3 

91 4 5 4 4 3 4 4 3 4 5 3 3 4 

92 4 4 4 4 3 3 3 3 4 4 4 4 4 

93 4 4 4 4 3 2 3 3 4 4 3 3 3 

94 4 4 2 2 2 2 2 2 4 4 4 3 3 

95 3 3 3 3 3 3 3 3 3 3 3 3 3 

96 4 3 3 3 3 3 2 2 4 4 4 4 4 

97 4 5 4 4 3 3 3 4 5 5 5 5 5 

98 3 3 3 3 2 2 3 3 3 3 3 3 3 

99 5 4 4 4 4 3 4 4 5 5 5 5 4 

100 4 4 4 3 3 4 4 3 5 5 5 5 3 

101 4 4 4 4 2 3 3 3 4 5 4 4 4 

102 3 3 2 3 3 3 4 3 4 4 3 4 3 

103 3 3 3 4 2 4 2 3 4 4 3 4 4 

104 3 4 3 3 2 3 3 3 4 3 3 3 3 

105 3 4 3 3 3 4 3 3 4 4 4 3 3 

106 5 5 5 5 3 2 4 3 5 5 5 5 5 

107 5 5 5 5 5 5 5 5 3 3 3 3 3 

108 3 3 5 4 2 2 4 4 5 4 4 4 3 

109 5 5 4 5 3 3 4 4 4 4 4 5 5 
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110 4 4 4 3 3 3 3 3 4 4 4 3 3 

111 4 4 4 4 3 3 3 3 5 4 5 4 4 

112 3 3 4 3 3 4 4 4 4 4 3 4 4 

113 4 4 4 4 3 3 3 3 5 4 4 4 4 

114 3 3 3 3 4 3 3 3 5 5 5 5 5 

115 4 4 3 3 3 4 3 3 3 3 3 3 2 

116 5 5 5 5 5 5 5 5 5 5 5 5 4 

117 4 5 3 3 3 3 3 3 3 5 3 4 3 

118 5 4 4 4 3 3 3 3 4 5 4 5 4 

119 3 3 2 2 2 2 2 2 4 4 4 4 4 

120 4 4 4 3 3 4 3 3 5 5 5 5 5 

121 4 5 4 3 5 4 3 5 5 4 4 4 3 

122 4 5 4 3 5 4 3 5 5 4 4 4 3 

123 4 4 4 4 3 3 3 3 4 4 4 4 4 

124 3 3 3 3 3 3 3 3 3 3 3 3 3 

125 4 4 4 4 4 4 4 4 4 4 3 4 4 

126 5 4 4 3 5 4 5 5 5 5 3 5 4 

127 3 4 3 3 3 3 3 3 4 4 4 4 4 

128 4 4 3 3 3 3 3 3 3 4 3 4 3 

129 5 4 4 3 2 3 2 2 5 5 5 5 5 

130 4 4 4 4 2 2 2 3 3 4 4 4 4 

131 5 2 5 5 5 4 3 3 4 4 4 4 4 

132 2 2 4 4 1 1 2 2 5 5 5 5 5 

133 4 4 4 4 2 2 2 2 4 4 4 4 4 

134 5 4 4 4 3 3 2 2 4 4 4 4 4 

135 5 4 4 3 3 3 3 3 3 3 3 3 3 

136 3 4 4 3 4 4 2 3 4 4 3 3 3 

137 5 5 5 4 3 3 3 3 5 5 5 5 3 
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138 3 3 3 3 3 3 3 3 3 3 3 3 3 

139 4 4 3 3 3 3 3 3 4 4 4 4 3 

140 3 3 3 3 3 3 3 3 3 3 3 3 3 

141 4 4 4 4 2 3 2 1 4 4 4 4 3 

142 5 5 5 5 5 5 5 5 5 5 5 5 5 

143 5 5 5 5 4 4 4 4 4 4 4 4 4 

144 5 5 5 5 5 5 5 5 5 5 5 5 5 

145 5 5 5 5 5 2 4 2 5 5 5 5 5 

146 4 3 2 2 4 4 4 4 4 4 4 4 4 

147 5 5 5 5 4 5 5 5 5 5 5 5 5 

148 4 4 4 4 3 3 3 3 4 4 4 4 4 

149 5 4 4 4 3 3 3 3 4 4 4 4 3 

150 5 5 5 5 2 2 1 1 4 4 4 4 4 

151 4 4 4 4 4 4 4 4 4 4 4 4 4 

152 5 5 5 4 4 4 4 3 5 5 5 5 5 

153 3 3 3 3 3 3 3 3 3 4 4 4 3 

154 5 5 5 5 5 5 5 5 5 5 5 5 5 

155 4 4 3 4 3 3 3 3 4 4 3 4 3 

156 4 5 4 4 4 4 3 4 4 5 5 5 4 

157 4 3 3 3 3 3 3 3 5 5 4 5 3 

158 5 4 5 4 4 4 4 3 5 5 5 5 5 

159 5 5 5 5 4 4 3 3 4 4 5 4 3 

160 3 3 3 3 4 3 2 3 4 3 4 4 4 

161 3 3 3 3 3 3 3 3 4 4 3 3 3 

162 3 5 5 5 5 5 5 5 5 5 5 5 5 

163 4 4 4 4 4 4 3 3 4 3 3 3 3 

164 4 4 4 3 3 3 4 4 4 3 3 4 3 

165 4 5 2 4 4 4 4 4 4 4 4 4 4 
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166 5 4 3 4 3 3 4 4 4 5 4 5 4 

167 3 3 3 3 2 2 3 3 3 3 3 3 3 

168 5 5 5 5 5 4 4 4 5 4 4 4 4 

169 4 4 3 4 2 2 2 3 4 4 4 4 4 

170 4 4 3 4 4 3 3 3 4 4 3 3 3 

171 3 3 3 4 3 4 3 3 4 4 3 4 4 

172 3 3 3 3 3 3 3 3 3 4 3 3 4 

173 4 4 4 4 3 4 4 4 4 5 5 5 5 

174 4 3 3 3 4 4 4 4 4 4 4 4 4 

175 3 4 3 3 3 4 3 4 5 4 4 4 3 

176 3 3 2 2 2 2 2 3 3 3 4 4 3 

177 4 4 4 4 3 3 3 3 5 4 4 4 5 

178 4 4 4 4 3 3 3 3 4 4 3 3 3 

179 3 3 3 3 3 3 3 3 3 3 3 3 3 

180 4 4 3 4 5 3 4 4 2 5 4 4 5 

181 4 4 2 2 3 4 3 4 4 4 4 5 4 

182 4 5 3 4 3 3 4 3 4 5 3 4 4 

183 4 4 3 3 4 3 4 4 4 3 3 4 3 

184 4 4 5 5 4 3 3 3 5 5 3 5 3 

185 4 4 5 5 4 3 3 4 3 4 3 3 4 

186 4 5 4 3 3 3 3 4 4 4 4 3 3 

187 5 4 3 4 2 2 3 4 5 5 4 5 5 

188 4 4 2 4 4 5 4 2 5 5 4 5 4 

189 4 4 4 4 2 2 1 3 4 4 4 4 4 

190 3 4 3 3 3 3 3 3 5 4 5 5 4 

191 4 4 4 4 4 3 3 4 4 4 4 5 3 

192 4 4 3 3 3 3 3 3 5 5 5 4 4 

193 3 4 3 2 3 3 3 3 1 3 1 2 3 
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194 4 4 4 4 4 4 2 3 4 4 3 4 4 

195 3 4 3 3 3 2 3 3 2 3 3 4 3 

196 4 4 3 4 3 3 3 4 3 4 3 4 3 

197 4 5 4 3 3 3 2 4 5 5 5 5 5 

198 3 3 3 3 3 3 3 3 4 4 3 4 3 

199 4 4 4 4 3 3 3 3 4 4 3 4 4 

200 4 4 3 3 3 2 2 3 4 4 3 4 4 

201 3 4 4 4 3 3 3 3 5 5 3 4 4 

202 4 4 4 3 4 4 3 4 4 4 4 4 4 

203 4 4 4 3 4 4 4 4 4 4 4 4 4 

204 4 4 3 3 3 3 3 3 4 4 3 3 3 

205 4 4 3 3 3 3 3 4 2 4 3 4 3 

 

 

 

Resp. SV1 SV2 SV3 CON1 CON2 CON3 SAT1 SAT2 SAT3 SAT4 INT1 INT2 INT3 INT4 

1 3 2 2 2 4 4 2 2 3 2 3 2 2 3 

2 4 4 4 4 2 2 3 4 3 3 2 1 1 1 

3 4 4 4 4 4 4 4 4 4 4 3 3 3 3 

4 3 3 3 3 3 3 3 3 3 4 2 2 2 2 

5 2 2 3 4 4 3 4 4 4 4 2 2 3 2 

6 3 1 1 3 3 4 3 4 3 3 2 2 1 2 

7 4 4 4 4 4 4 4 4 4 5 4 4 4 4 

8 1 1 1 1 4 3 3 3 1 3 1 1 1 1 

9 3 3 3 3 3 3 3 4 3 3 3 3 3 3 

10 3 3 3 3 3 3 4 4 4 4 2 2 2 2 

11 4 3 3 3 3 3 3 4 3 4 3 3 3 3 

12 2 3 2 3 3 3 3 3 3 3 3 3 3 3 
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13 2 2 2 3 2 2 3 3 2 3 2 2 2 3 

14 3 3 3 5 2 2 4 5 4 4 4 4 4 4 

15 3 3 3 3 3 3 3 3 3 3 3 3 3 3 

16 3 4 3 3 4 3 4 4 4 4 3 2 2 3 

17 4 4 3 3 3 3 3 3 3 4 3 3 3 3 

18 3 4 3 3 3 3 3 3 3 4 2 3 3 3 

19 3 5 3 2 1 2 4 5 3 2 2 3 5 5 

20 3 3 4 3 3 3 4 5 3 4 3 2 2 1 

21 3 3 3 3 3 3 3 3 3 3 3 3 3 3 

22 4 5 5 4 4 4 4 4 4 5 4 4 3 4 

23 4 4 4 4 4 4 4 4 4 4 3 3 3 3 

24 2 2 2 4 4 4 4 4 3 4 3 3 3 3 

25 2 2 2 2 4 4 4 4 3 3 3 3 2 1 

26 1 1 1 5 4 3 3 5 3 5 1 1 1 1 

27 3 3 3 3 3 2 3 4 4 3 2 2 2 2 

28 4 3 3 4 4 4 4 4 4 4 3 3 3 3 

29 4 4 3 3 4 3 5 5 3 5 2 1 1 1 

30 4 3 3 4 4 4 4 4 4 4 3 2 2 3 

31 3 3 3 4 4 4 4 4 4 4 3 2 2 3 

32 2 1 2 3 3 4 3 3 3 3 2 2 2 2 

33 4 4 4 4 4 4 4 4 3 4 3 2 3 3 

34 2 2 2 3 4 4 4 4 3 4 3 3 3 3 

35 3 1 1 3 4 4 2 4 3 4 3 3 3 3 

36 2 2 2 3 4 4 4 4 3 4 1 1 1 1 

37 4 3 3 4 3 4 4 4 3 4 3 2 3 2 

38 3 1 1 3 3 3 3 3 3 3 3 3 3 3 

39 3 2 2 3 4 4 4 4 4 4 2 2 2 2 

40 2 3 3 3 3 4 4 4 3 4 2 1 2 3 
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41 2 1 1 4 5 4 5 5 4 5 4 2 2 4 

42 3 2 1 3 3 3 4 3 3 4 3 2 2 3 

43 2 2 3 4 3 4 4 3 2 3 2 2 2 2 

44 2 3 2 4 3 4 3 4 2 2 1 1 1 1 

45 2 2 1 3 3 4 4 4 3 4 3 2 3 1 

46 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

47 3 2 3 4 3 4 4 4 3 3 2 1 2 2 

48 4 3 3 4 4 4 4 4 4 4 3 3 3 3 

49 2 3 2 2 3 2 3 3 2 3 2 2 3 3 

50 3 2 2 3 4 3 3 3 3 3 2 3 3 3 

51 3 3 3 3 3 3 3 3 3 3 3 3 3 3 

52 4 4 3 2 3 3 4 4 4 4 2 1 1 1 

53 3 3 2 3 4 4 4 4 3 3 2 2 2 2 

54 2 5 5 4 1 3 4 4 3 4 2 2 2 3 

55 3 2 2 3 3 2 2 2 2 3 2 2 2 2 

56 2 3 1 4 2 3 3 3 3 3 1 1 1 1 

57 5 5 5 5 5 5 5 5 5 5 2 2 2 2 

58 3 2 2 2 4 4 4 4 3 4 2 1 1 1 

59 5 3 3 4 4 4 4 4 3 4 2 1 2 3 

60 3 2 2 3 4 4 4 4 4 4 3 2 2 3 

61 4 4 4 4 4 4 4 4 3 4 4 3 3 4 

62 3 1 1 4 4 3 4 4 3 3 3 2 1 3 

63 4 4 4 4 4 4 4 4 4 4 3 3 3 3 

64 3 2 2 3 3 3 3 3 3 4 2 2 1 1 

65 4 3 3 4 3 3 4 4 3 4 2 3 3 3 

66 3 3 3 4 4 4 4 4 4 4 2 1 1 1 

67 3 2 3 2 2 3 3 3 3 3 2 1 1 1 

68 1 1 1 2 3 3 4 4 1 4 1 1 1 1 
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69 3 2 2 3 3 2 3 3 3 3 2 1 2 2 

70 3 3 2 3 2 3 3 2 3 3 1 2 2 2 

71 2 2 3 3 4 3 4 4 3 4 2 1 1 2 

72 3 4 2 3 4 2 2 3 3 2 1 1 1 1 

73 2 2 2 3 3 3 3 3 3 3 3 3 3 3 

74 3 3 3 3 3 3 3 3 3 3 3 3 3 3 

75 4 4 3 3 3 4 4 4 3 4 3 3 2 3 

76 3 2 2 2 4 4 3 3 3 4 1 1 1 1 

77 3 2 1 3 3 3 3 4 4 4 3 3 3 3 

78 3 2 2 3 3 4 4 4 3 4 1 1 1 1 

79 4 3 3 4 4 5 5 5 4 5 3 3 3 2 

80 3 3 2 3 3 3 3 3 3 3 2 2 3 2 

81 4 4 4 3 3 4 4 4 4 4 3 2 2 3 

82 2 2 2 4 4 4 4 4 4 4 4 2 2 2 

83 3 2 2 3 3 3 3 4 3 4 2 2 2 2 

84 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

85 3 3 3 4 4 4 4 4 3 4 4 4 3 4 

86 3 3 3 3 3 4 4 4 3 4 2 2 3 2 

87 4 1 1 3 3 3 3 4 3 4 3 1 1 1 

88 3 3 3 3 3 3 4 4 3 4 3 4 3 4 

89 3 2 2 3 3 4 4 4 3 4 2 2 2 2 

90 3 3 2 3 3 3 3 4 4 4 2 3 2 2 

91 4 2 1 4 4 3 4 4 2 4 2 2 2 2 

92 4 2 2 4 3 4 4 4 4 4 2 2 2 3 

93 4 5 3 5 4 3 4 4 4 4 2 2 2 2 

94 4 4 4 3 3 3 3 3 3 4 2 2 2 2 

95 3 3 3 3 3 3 3 3 3 3 3 3 3 3 

96 4 3 3 3 3 3 3 3 4 3 3 2 2 3 
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97 5 4 5 5 4 4 4 5 4 5 3 3 3 3 

98 4 4 3 4 4 3 4 4 3 3 2 3 3 2 

99 4 3 3 4 4 3 5 5 4 5 4 4 4 4 

100 3 2 4 4 4 4 5 5 5 4 4 4 3 3 

101 3 2 2 4 3 3 4 4 3 3 3 2 2 2 

102 3 2 2 2 2 3 3 3 3 4 1 1 1 1 

103 4 4 4 3 3 3 4 4 3 3 3 3 3 3 

104 3 3 2 2 2 2 3 3 2 3 1 1 1 1 

105 3 3 3 4 3 3 4 4 3 3 3 2 2 2 

106 5 2 5 2 2 4 5 5 5 5 4 3 3 2 

107 4 3 3 3 3 3 3 3 3 3 5 3 3 3 

108 5 4 4 4 3 4 5 5 5 5 2 2 2 3 

109 4 4 4 4 4 4 4 4 4 4 4 5 4 3 

110 4 4 4 4 3 3 4 4 3 4 4 4 4 4 

111 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

112 3 4 4 4 3 3 4 4 3 3 2 2 2 2 

113 4 4 4 4 4 4 4 4 4 4 3 3 3 3 

114 5 3 3 5 4 3 4 5 4 5 4 4 3 3 

115 2 2 1 3 3 2 2 4 3 3 3 2 3 2 

116 5 5 5 5 5 4 5 4 4 4 4 5 4 5 

117 2 3 2 2 2 2 3 4 2 2 2 1 1 2 

118 4 2 2 4 4 4 5 5 4 4 3 2 2 2 

119 4 4 4 4 3 4 4 4 4 4 2 2 2 2 

120 4 3 2 3 3 3 4 4 3 4 3 3 3 3 

121 5 5 5 4 3 5 5 5 5 5 5 3 3 5 

122 5 5 5 4 3 5 5 5 5 5 5 3 3 5 

123 4 3 3 4 3 3 4 4 3 4 3 3 3 3 

124 3 3 3 3 3 3 3 3 3 3 3 3 3 3 

 

 



110 
 

125 4 4 4 4 4 4 4 4 4 3 3 3 3 3 

126 5 5 5 4 3 3 4 5 3 3 3 1 1 3 

127 4 5 4 4 4 4 4 4 4 4 3 3 3 3 

128 2 2 2 3 4 3 3 3 2 3 3 2 2 3 

129 3 4 3 4 4 4 5 5 5 5 3 3 3 3 

130 4 4 3 3 3 3 3 4 3 5 3 3 3 3 

131 4 4 4 4 4 4 4 4 3 4 4 4 4 4 

132 5 4 5 5 2 5 5 5 5 5 5 4 2 4 

133 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

134 4 4 4 4 4 4 4 4 4 4 4 4 3 4 

135 3 3 3 3 3 4 3 4 4 2 4 4 3 3 

136 2 2 4 2 3 2 3 4 3 3 2 2 2 2 

137 3 3 3 4 3 3 5 5 5 5 3 3 2 2 

138 4 3 3 4 4 4 4 4 4 4 4 4 4 4 

139 4 4 3 3 3 3 4 4 4 4 3 3 3 3 

140 3 3 3 3 3 3 3 3 3 3 3 3 3 3 

141 3 3 3 3 3 3 4 4 3 3 3 2 2 1 

142 5 5 5 5 5 5 5 5 5 5 5 5 5 4 

143 4 4 4 4 4 4 4 4 4 4 4 3 3 2 

144 5 5 5 3 5 3 5 5 4 5 5 2 4 1 

145 5 5 5 5 5 5 5 5 5 5 2 2 2 2 

146 3 4 3 3 3 2 4 4 3 4 3 2 2 2 

147 5 5 5 5 4 4 5 5 5 5 5 5 5 5 

148 4 5 4 4 4 4 4 4 4 4 3 3 3 3 

149 3 3 3 3 3 3 3 3 3 3 3 3 3 3 

150 4 2 2 4 3 4 4 4 4 4 2 2 1 1 

151 4 3 3 4 4 4 4 4 4 4 4 3 3 3 

152 4 4 4 5 5 4 4 5 4 5 4 4 4 4 

 

 



111 
 

153 3 3 3 4 3 4 4 4 3 4 3 3 3 3 

154 4 5 5 5 5 5 5 5 5 5 5 5 5 5 

155 3 3 2 3 3 3 4 4 3 4 3 3 3 3 

156 3 4 4 4 4 4 4 4 4 4 3 3 3 4 

157 5 4 3 4 3 3 5 5 3 5 2 2 2 3 

158 5 4 3 4 5 4 5 5 5 5 4 3 3 5 

159 3 4 3 3 3 3 5 5 5 5 3 3 3 3 

160 2 4 3 2 3 3 2 3 3 3 4 4 3 4 

161 4 4 3 4 3 3 3 4 3 3 3 3 3 3 

162 5 3 3 5 5 5 5 5 5 5 5 5 5 5 

163 4 3 4 4 3 3 3 3 3 4 3 3 3 3 

164 4 4 3 4 3 4 4 3 4 4 4 3 3 3 

165 3 4 4 4 4 4 5 4 4 4 3 3 2 4 

166 4 3 5 4 4 4 4 4 4 4 3 2 2 2 

167 3 3 3 2 3 2 2 2 2 3 2 2 2 1 

168 5 4 5 4 5 4 5 4 4 4 4 3 3 5 

169 3 2 3 3 3 3 3 3 3 3 2 2 2 2 

170 4 3 3 4 3 3 3 4 3 3 3 3 3 3 

171 4 3 3 3 3 3 3 4 3 3 3 2 2 3 

172 4 3 4 4 3 4 4 4 4 4 4 4 4 4 

173 4 4 4 4 4 4 4 4 4 4 3 3 3 3 

174 4 3 3 4 4 4 4 4 3 4 3 2 2 1 

175 3 3 3 3 3 3 3 3 3 4 3 3 3 3 

176 4 3 2 3 3 3 4 4 3 3 1 1 1 1 

177 3 3 3 4 4 4 4 4 4 4 3 3 3 3 

178 3 3 2 3 3 3 3 3 3 3 3 3 3 3 

179 3 3 3 3 3 3 3 3 3 3 3 3 3 3 

180 2 2 3 4 4 4 4 4 3 4 3 3 3 3 

 

 



112 
 

181 4 1 1 4 4 2 4 5 3 5 3 3 2 3 

182 4 5 4 4 5 5 5 5 4 3 3 2 2 5 

183 4 3 3 4 4 4 4 4 3 4 4 2 2 3 

184 3 2 2 4 4 4 4 4 3 4 1 1 1 1 

185 3 2 2 4 3 2 4 3 3 4 2 2 2 2 

186 4 3 2 3 4 4 4 4 3 5 1 2 2 3 

187 4 3 4 4 4 5 5 5 4 5 2 2 2 3 

188 4 2 2 4 4 4 4 4 5 5 4 2 2 4 

189 4 4 4 4 4 4 4 4 4 4 2 1 2 3 

190 4 4 4 3 3 3 3 4 3 4 3 2 2 1 

191 4 3 3 3 3 3 3 4 4 3 3 3 3 4 

192 4 3 3 3 3 3 3 3 3 4 2 2 2 3 

193 2 2 1 3 3 3 3 3 3 3 3 1 1 2 

194 2 3 3 4 4 4 4 4 3 4 2 1 2 2 

195 2 3 1 3 3 3 3 3 3 3 2 1 1 1 

196 3 2 3 3 3 4 3 4 2 3 3 2 3 3 

197 4 1 1 3 3 4 5 5 4 4 2 1 1 2 

198 3 3 3 3 3 3 4 3 3 3 2 2 1 1 

199 3 2 2 3 3 3 3 4 3 4 2 1 2 1 

200 3 3 3 3 3 3 3 3 3 4 2 2 1 2 

201 4 2 1 4 4 3 5 5 5 5 1 1 1 1 

202 3 3 3 4 4 4 4 4 3 4 4 3 3 4 

203 3 3 3 4 4 4 4 4 3 4 4 3 3 4 

204 2 2 2 3 3 3 3 3 3 4 2 1 1 1 

205 3 3 3 4 4 4 4 4 3 4 3 2 3 3 
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APPENDIX 3: RESULTS FROM SMARTPLS 
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