
 

 

115115 

 

 

335 

 

 

Abstract :

This study aims to identify the elements used by the 

consumer to create an image of food distribution. In 

addition to determining the structure of these elements. 

  Through factor analysis, the study found to classify these 

elements to four factors: Group I: The two variables 

(diversity of product lines, and the possibility of 

aggregation of purchases). Group II: includes two variables 

(the speed of purchases, and the cleanliness of the store). 
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Group III: includes two variables (the proximity of the 

store, and ease of access). Group IV: The two variables 

(Kindness of sellers, and their integrity).
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1 

    

  31 51,7 

 29 48,3 

 60 100,0 

5117

 2

    

 22 11 18,3 

2232 9 15,0 

3142 13 21,7 

4152 15 25,0 

52 12 20,0 

 60 100,0 
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415225

31422117
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  5 8,3 

 7 11,7 

 23 38,3 

 25 41,7 

 60 100,0 
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  21 35,0 

 39 65,0 

 60 100,0 
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(6) 

5

 

N of Cases :60     N of Items :13         Cronbach’s Alpha :0.769

 Scale Mean 

if Item 

Deleted 

Scale Variance 

if Item Deleted 

Corrected

Item-Total 

Correlation 

Cronbach's 

Alpha if Item 

Deleted 

 41,33 40,463 ,3161 ,7641 

 41,28 41,800 ,3111 ,7621 

 41,68 37,712 ,6191 ,7301 

 41,25 41,377 ,4291 ,7521 

 42,18 40,525 ,3101 ,7651 

 41,48 41,068 ,3211 ,7621 

 41,37 37,762 ,6351 ,7291 

 41,25 39,852 ,5481 ,7411 

 42,70 42,485 ,2601 ,7671 

 42,28 45,054 ,0851 ,7801 

 41,73 40,979 ,3591 ,7581 

 41,77 37,775 ,6291 ,7291 

 41,68 41,373 ,3521 ,7581 
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     21769

2132

13

2132

11

11

6 

 Scale Mean 

if Item 

Deleted 

Scale Variance 

if Item Deleted 

Corrected 

Item-Total 

Correlation 

Cronbach's 

Alpha if 

Item Deleted 

 35,98 35,169 ,3041 ,7821 

 35,93 35,962 ,3401 ,7751 

 36,33 32,633 ,6061 ,7441 

 35,90 36,024 ,4171 ,7671 

 35,95 35,171 0,303 0,783 

 36,13 35,202 ,3531 ,7741 
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 36,02 32,695 ,6211 ,7431 

 35,90 34,532 ,5441 ,7551 

 36,38 35,190 ,3881 ,7701 

 36,42 32,484 ,6361 ,7411 

 36,33 35,480 ,3891 ,7701 

   N of Cases : 60    N of Items :11 18785  Cronbach’s Alpha :

11

2178
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 KMO and Bartlett(: إختبار 7جدول  )

Kaiser-Meyer-Olkin Measure of Sampling 

Adequacy. 

,6241 

Bartlett's Test of 

Sphericity 

Approx. Chi-

Square 

278,717 

df 55 

Sig. ,0001 

KMO

216422152

Bartlett  Sphericity  

2781717

21222125
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 Initial Extraction 

 8221, 1,000 اللطف

 8121, 1,000 الجىارية

 8611, 1,000 تنىع التشكيلة

 7421, 1,000 النزاهة

 5271, 1,000 الخدمات

 8671, 1,000 سهىلة الىصىل

 6301, 1,000 الترتيب

 6421, 1,000 النظافة

 7011, 1,000 سرػة المشتريات

 8561, 1,000 تجميغ المشتريات
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 4541, 1,000 نىػية المنتجات

Extraction Method: Principal Component 

Analysis. 

Initial1

Extraction

21822

82122

PrincipalComponent Analysis

 

 

9 

Compo

nent 

Initial Eigenvalues 

Extraction Sums of 

Squared Loadings 

Rotation Sums of 

Squared Loadings 

Total 

% of 

Varian

ce 

Cumul

ative 

% Total 

% of 

Varianc

e 

Cumul

ative 

% Total 

% of 

Varian

ce 

Cumul

ative 

% 

1 3,717 33,793 33,793 3,717 33,793 33,793 2,468 22,436 22,436 

2 1,876 17,057 50,851 1,876 17,057 50,851 2,138 19,433 41,869 

3 1,278 11,621 62,472 1,278 11,621 62,472 1,830 16,639 58,508 

4 1,041 9,462 71,934 1,041 9,462 71,934 1,477 13,426 71,934 

5 ,9322 8,469 80,403       

6 ,6162 5,602 86,005       
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7 ,5352 4,867 90,872       

8 ,3722 3,384 94,257       

9 ,3592 3,263 97,520       

10 ,1902 1,724 99,244       

11 ,0832 ,7562 100,00       

Extraction Method: Principal Component Analysis.
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Eigenvalues

1

1

1

3,71722,436

 1,87619,433

 

1,278161639

1,041

13,426

71,934
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2177521324
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 Component 

 1 2 3 4 

 0,204- 0,329- 0,324- 7751, تجميغ المشتريات

 0,277- 0,312- 0,314- 7671, تنىع التشكيلة

 0,213- 0,024- 0,001- 7641, الترتيب

 0,160- 3201, 0,260 6681, النظافة

 0,227- 3271, 0,067- 5391, نىػية المنتجات

 3201, 4531, 0,382- 5361, النزاهة

 0001, 4741, 0,470 5061, سرػة المشتريات

 1711, 0,188- 7841, 4331, سهىلة الىصىل

 3251, 0,394- 6271, 3971, الجىارية

 2651, 0,468- 0,291- 3921, الخدمات

 7021, 1511, 0,377- 4051, اللطف

Extraction Method: Principal Component Analysis. 

4 components extracted. 

Varimax 

 

11 

 Component 

 1 2 3 4 

 0711, 0081, 2311, 8961, تشكيلة المنتجات

 1331, 0391, 1991, 8931, تجميغ المشتريات
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 0681, 1611, 4971, 5941, الترتيب

 3401, 1841, 0,259- 5561, الخدمات

 0921, 3321, 7561, 0,102- سرػة المشتريات

 0621, 2181, 7361, 2221, النظافة

 1021, 0,104- 5951, 2811, نىػية المنتجات

 0331, 8891, 0321, 1381, الجىارية

 0,091- 8801, 2891, 0341, سهىلة الىصىل

 8951, 0501, 0171, 1331, لطف البائؼين

 7071, 0,183- 4221, 1731, نزاهة البائؼين

Extraction Method: Principal Component Analysis. 

Rotation Method: Varimax with Kaiser Normalization. 

Rotation converged in 6 iterations. 
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