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Abstract

The purpose of this study was to investigate the role of the four temperaments of
sportswear customers on impulse purchase behavior. The research method was
descriptive-correlational and in terms of purpose, it was an applied study that was
performed in the field. 556 users of sportswear were randomly selected and asked to
answer the standard six-item instant purchase questionnaire by Sarah et al. (2021) and the
twenty-six-item temperament questionnaire by Sheikh Roshandel et al. (2015). Formal
and content validities were confirmed by several professors and Ph.D. students in
management. In addition, the reliability of the questionnaire was estimated to be
favorable. The results of analysis of variance showed that there is a significant difference
between the four temperaments of people in terms of instant purchase behavior. According
to the results, it is suggested that store managers increase their chances of impulse
purchase by considering the mood of customers.
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Extended Abstract

Background and Purpose

Today, sport as an economic sector, both practically and spectacularly, plays an
essential role in the production, consumption of goods, sports services and
economic development of different societies. The economic function of sport
stems from activities such as the production of sporting goods, sporting events,
the provision of services, the media and sport. Among these, the role of sports
products, including clothing, has an important place in the field of sports industry
(1). In this regard, marketing science is trying to influence the behavior of
sportswear consumers and use this knowledge to develop marketing strategies.
One of the strategies that have been highly regarded by marketing researchers
today is the study of consumer behavior and in particular, the discussion of their
immediate purchase, which covers a large part of customer purchases (2). Instant
shopping or casual shopping is generally synonymous with unplanned shopping
and means shopping for which the buyer has not already planned. This type of
shopping, known as emotional shopping, is opposed to planned and logical
shopping (3). In the meantime, one of the topics that plays a role in the immediate
purchase of customers and is less addressed is the discussion of the four
temperaments of customers.

Materials and Methods

The present study is an applied research in terms of purpose and a descriptive-
correlational research in terms of nature, which has been done by researchers in
the field. The statistical population of this study consisted of all sportswear
customers across the country. Because the number of sportswear customers across
the country was unknown and scattered, the size of the research community was
considered unlimited. Given that the researcher intended to make the research
results more comprehensive, he distributed the questionnaire among all those who
wore sportswear. Therefore, the simple random sampling method was used. To
collect the data, the researcher designed the questionnaire online on the Google
Docs site and linked it to the groups through virtual networks and asked those who
wore sportswear to answer the questions. The instrument used was the standard
six-item instant purchase questionnaire of Sarah et al. (2021) and the twenty-six-
item temperament questionnaire of Sheikh Roshandel et al. (2015). To evaluate
the face validity, the questionnaire was given to several professors and Ph.D.
students in sports management. Cronbach's alpha was applied to calculate the
reliability of the questionnaires, the value of which was estimated to be 0.818 for
Sarah<et al.’s questionnaire and 0.668 for the temperament questionnaire.
Descriptive statistics (mean, standard deviation) and inferential statistics (two-
way analysis of variance, Scheffe post hoc test and independent t-test) were used
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to analyze the data with SPSS software version 22. The significance level for
testing the hypotheses was considered less than 0.005 (p <0.05).

Findings

The results showed that 66.9% of the respondents were male and 33.1% were
female. Most of the participants were 65.8% under 25 years old and the lowest
(4.9%) were over 45 years old. Most of the subjects were single with 71.4%.
Moreover, most of them (41.7%) had diploma and undergraduate education and
the lowest (2.3%) had doctoral education. Findings related to two-way analysis of
variance test showed that the main effect of gender (sig = 0.168 = sig = 0.001, F
= 111.01), the main effect of temperament (0.02=n2.001= sig =, F = 7.343) and
gender interaction in temperament (sig = 0.382 = = 0.382, F = 18.564) were
significant. This means that the main effect of temperament and gender on instant
purchase is significant. The interactive effect of temperament and gender on
instant purchase is also significant. Given that the interaction effect of
temperament and gender is significant, independent t-test (study of the effects of
gender in quadruple temperaments) and Scheffe post hoc test (study of the effects
of quadruple temperament in different genders) were used to find the effect of
variables. The results of independent t-test showed that women's instant buying
behavior in bile, demo, phlegm and melancholy temperaments is higher than men.
Also, the results of Scheffe post hoc test showed that there is no significant
difference between men with different temperaments in instant purchase.
However, instant buying behavior in women with biliary temperament is higher
than women with demonic, phlegm and melancholy temperaments. Instant
purchase is also more common in women with a melancholy temperament
compared to a phlegmatic temperament.

Conclusion

Marketers define customers' motivation to buy differently than psychologists. As
marketers usually emphasize the impact of the market on consumers and note that
all purchases are made by this impact. While psychologists consider consumer’s
decision-making and instant buying tendencies as an individual trait as these cases
in certain circumstances can lead to an unnecessary buying action. Since
unnecessary purchases can be among the immediate and enjoyable purchases that
mainly create an emotional experience of their use for the consumer, it is
recommended that sportswear brands in identifying their marketing strategies to
recognize and predict their customers' behavior and to encourage customers’
immediate buying behavior should assess their needs and consider their gender
and individual differences that arise from their type of temperament. In this
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regard, marketers and sales managers can pay attention to the temperament of
customers, which emphasizes more on individual aspects and characteristics, and
help with sensory marketing that focuses on the five senses (touch, smell, hearing,
taste and sight).

References

1. Abdollahi, M., Zareian, H., Gholami Torkesaluye, S., & Abolhoseini, A. (2021).
Consequences of brand hatred in users of sportswear. Sport Psychology Studies,
10(36), 275-292. (in Persian).

2. Naami, A., Mohammadi Pour, M., & Naghdi, B. (2017). Investigating the immediate
buying behavior of customers in chain stores (Case study: convenience store stores).
Business Management, 34(9), 119-138. (in Persian).

3. Wu, L., Chiu, M. L., & Chen, K. W. (2020). Defining the determinants of online
impulse buying through a shopping process of integrating perceived risk, expectation-
confirmation model, and flow theory issues. International Journal of Information
Management, 52, 102099.

Creative Commons Attribution-NonCommercial-NoDerivatives 4.0 International Public Licen


https://spsyj.ssrc.ac.ir/article_2569.html
https://spsyj.ssrc.ac.ir/article_2569.html
https://spsyj.ssrc.ac.ir/article_2569.html
https://www.noormags.ir/view/en/articlepage/85610/131/image
https://www.noormags.ir/view/en/articlepage/85610/131/image
https://www.noormags.ir/view/en/articlepage/85610/131/image
https://www.sciencedirect.com/science/article/pii/S0268401219306759
https://www.sciencedirect.com/science/article/pii/S0268401219306759
https://www.sciencedirect.com/science/article/pii/S0268401219306759
https://www.sciencedirect.com/science/article/pii/S0268401219306759

VFA-IVe o . 1Fe) jo1 4 9 010 30 . VY 0 Lol Foyg0 329 S paw Olallae

3 :5}.!. aJLa.n

ST Ly 9 iy Sl ol yuio A )l ST 30 Sl (w5

" 69958 Lo It ¢ oalltus (oo 'y gl 35 (oM Slonws

el gl BlobT Jle o590l dunnho o b)yg pole g (Soucan 09,5 ,boliwl
Gl Gl ol (Su 5 pole 0uSiily (LB 59 pale 9 Sdulen s 09,5 (o)) Ca e JLolisl Y
(Jsrme Boinsd) 00!

Sl e s (o0l olRisls ¢ (L8359 Co e 5550 Y

VooVl oV i p by 05U Vool o¥[ef 2Bl o fu b

oS>

oy o5 S 8y p (2355 Slagy olyite A5 ez Slaglie GEE peyp ol Shesh Sas
ety bl analz ok plail Gl JSia 45 05 505 i Ban S5l g (Sreres - o (Siash
ol 4 widgs oad Ll ool B0l &yt 45 4 BOF iog g Sliey 5 B LS solizl
sy @l (Mg Gdgiumn dsliins y 5 (VY1) S 5 2l (ST ,5 (Sl st o il aslisis
Olsmdls 5 aslal jl o5 Wiz a4 glsie 5 5ype 25 Wl Gl (V410) o Sen 5 Jasds, ot
O 010 plis il )ly Jelod gl b 090 ogllas dslids (bl jlade Grizmed dm) So pie 6550
Sy oo it b 4 4z b Cublo 092 loline Solis STy 5 )13, L 51 ol wlS ez slaglie

s Gl gl (ST a3 il litie (g, lacdle (ol )3 Hlaine L baelSig 3 ) puse

(sss Slbsy ol i (ST a5 lie 3l OB 319

1. Email: s.gholami_2020@yahoo.com
2. Email: abdollahi.1975@yahoo.com
3. Email: oboudi@ut.ac.ir

Creative Commons Attribution-NonCommercial-NoDerivatives 4.0 International Public Licen


mailto:abdollahi.1975@yahoo.com

VP 599 o0 9 01030 VY oylols VF 0,90 ¢ )59 o oo Olalllao 1OF

donio

bl G5 sy STLaLa5 amy ) ez 5 lae das ez bl sy plyieas (b9 0594l
olazdl 0 515 ol ciliks aslsr (olatdl dnwgs 5 ob3ys loos VIS G s s o
5359 9 aile) (laas Bl (2555 slashig, (o259 VS g b placdlad 5l 555
ool (b9 Sano B> )3 Slig alexjl (o555 Dladsi 1 Glee Gl 50 05 (0 i
Ol oy oy s «(YVE VeV padlal g gl 5 D e ly c sedlae) oo coge
0 5 S 51 6l 5 ol 3,5 iy (6 95 5 (o5 7S 4855 L sl Lo
wole) wipsl alyd 1y 055 iyt g ol bulpd ccslin () slospal; (2905 L b st
b el G 55 il ede il ol 5o OYA Y10 date, g ooljo s io s Sanc
55 ooliul b5l slas Tl axws gl Gils ol 3l g 00K il HEALS G e b8,
lald) (o) peenl 4385 )18 b5k o Kty Slaine Saday o3l a5 slas 1l 51 (S
bt slas > 5l oly G o8 cuslap) 1 (ST o5 eomy o 21 jsbar 5 (FaSd a0
2 0N T SsslSge o)l cpl 50 (VY VoY (g0 5y 50umme ¢ olnd) 5,5 0 0 50
Gyl 50 byde sloss 5 51 Yo o)Ll YIF aildle Slesar Gl w3 08 (5155 csegs
20 9y Ao 0 PY dgam e o lid 55 (VoY) TS g gugl, slos gl 5 oo o JuSCis |
Ty dgiise plil GUSL sy Ojgoa oolal 595 lagbsd o (g dwoyd Ae sl
Sl sl (e g (ST )P Djgonr (2188 Slge w5l ae s VTS 518 58 (VAT )
ool Qiire (V22 ¥) 2 L a5 sl SIS ST ] S8 9050 (ol ool 0,l,0 (Vo Ve ¢ uiie)
Gle) 05 g0 axlge CunSl b 5L olaidl waiis oy 5 Ll a8ge jo add a5 S yae S
OYA X0 oo

g ol @ slne 3l wils STy by gam w4 ol Ble DL ol Kanss
©Ogd dxg oS pae W5 Sole Sldlas lgie LT Coges Sl a ST aS glagSas ailaisls

(25 g Baas (g mal) ilails dx i £aog0 (pl 4 VAT JLo 5l ) Kiagsy a5 28l o ole oo

. Impulse Buying
. Moglonski

. Ruvio & Belk

. Menezes

. Hill

. Dupont

OO WN -

Creative Commons Attribution-NonCommercial-NoDerivatives 4.0 International Public Licen



80 gl o BB,y GLEIi0 P (o) p gl i (oNE

e g Sl 30,08l e 25 b ol e Legas i w3 b ST a5 (FFF YA
a3 4 a5 WS gy cnl el 00,55 s asln o lp B A a5 el gy
9 97 99) D)1 )18 (dhlate 5 0ol (55 yaely slay > hlie )3 el Bgpae ouliml g Sl
ol 00i g bl (slads ;3 () 10,5 el sdes dwd g0 4 g oo 1y ST a3 (Yo O
S @Y 4z a5 5 gl g0 Sbols 4 ol8Sg 8 31 )5 0uiiS S ran a5 des e 25 Slej by S g5
dipso Iy @YU 0aiiS B pas 4 was o 7y (Shoy oy > g8 plislalasd o STy > (F o)ls
TN T 5 ) Sy o ) 2525 g0 3 & e om0 5 (LS a9
hhie e oanS B pas Wity e plwl yaely Gan b SRS W &5 1) GLS b
Ll s oo ploxl (S5 SdBs g g dmgug pisis ) 3 Jolie g anld a5 sl o
bl 5 35U in s ST 057 lacio Bk 5l SSU s ST oS ojs !
O AN T Y GU b 5 015 (contd oo po 15 )9l) Mg (oo Ll (s yaelp (g ol
313 peeal S p oS Cesl 00z (29200 Bl 5l g 0351 ceiio o 5 518, 0 5 gy
L ST wys a5 S (lgise oy 1955 (o0 S S slr a5 b (g g ala>dle S5 43sS 50
3 Pl Y Blae )0 gogangs L8, g amd SLD S (g58 owles (X
5 ohk & wS il ) e oS s Gl 4 s plie B gg cnl e el BLS)
0, o0 Sl g (0 ) e Olgiedr B a5 Wiy oe Sy B a8 Sl asl wig ) ses oK,
S5 4y b (B el Gl 5wl oo 3Lt (Bolai 5 STy (5 oS el Js e
(Selile) 35l e i)l a4 gl sl ) s 51l G 5 055 00 (s3luasilon (i ol
S G o eadi by glasy S B (YA VA TS lbose 5 plomsgl sl
S (e Wgd oo Sach 45 W)l0 S92 (elge (Jg el 5 (sl (slaslp oaiiS 'S s
s g (7)1 Jelse & Jsl a1 oo ol (ol atws 50 4y Jelse (nl 055 et S
o, oS o aws ol a B Jelse (¥ Y VA (Slas)) o)ls o Ll J3ls Jalge 4y pgo
A 0SB pas 10,55 20 gl Gleds g DY game BaiSdas e g Baiiy,8 lawgy aS o )ls
los o lidg) wile (mgme Sl Sy pogdle Jalse (nl Dpdoe 485 I 4 i o>
58 ol (98 5 (S (9,8 ST ol o] Gl slacidle 5 olRg 8 6,0l

1. Wu, Chiu & Chen
2. Li, Wang, Lv & Li
3. Handayani, Anshori, Usman & Mudjanarko

Creative Commons Attribution-NonCommercial-NoDerivatives 4.0 International Public Licen



VF+Y 590 50 9 010 50 VY 0 lols VY 0590 ()59 Cu o Olallao \oF

Sl B Sy 5 69,8 Slhogat jime Jo oS W)l 13 (A3l Jelse flie)s aigd e
69y Jolse aiss 55l (quyy 50 daezme & Cesl 038 5 ol 3 5eT g WS 2 e 0SS jas
a3 g ain Bl oaiiS B yme (50,8 Sliogas lp (g Coenl o Kiagh (Gl 05
Jle Gl OV YoV Slyed 5 ol o) ol a8y BaiiS B pas Gty Jouazms 5l o jiog s
50 0l8l geazd sla She c bl jo las,05 50 )8 5l &S baacas ¢ Jolse (5,555 50
WSS cnl @ Ol Raagh sl ol planil e (nl 5o 63k laiagn 9 Sl (LL 09>
5> & ald)e &5 gl ) 5 g pSeeeal p oLl (asd lo Sy o5 oS 0 0 L]
3 S oo ol po (Fr Yoo wsunl g obb) o)l plies w5 bl o ST 0y ogasa
R b yde (ST 0,3 50 wle )8 laiae (608 sla ki g (Ao Jelge aiie) j0 a5 gl

JCU PSRN [PUIC N PR TS TSRS PRV IPCEL ISR VUL NI
O SLbl ol 40,8 1 (25515 098 Cogs sl 5 Gl 50 Ll e sl €500 D!
el o ol 55 QAT 10 o )San 5 6, ELe) el 00 e i ol i jglaaa,
5 ol (@2log wssliio Sl wlole oS cslond Glulid ol sl 2lie £55 ez (s s
2 $Sisba s sl S laglie oo b awglie )0 laglie (ol 5l (S0 w02 2 )3 500
b oBas 5(FY Y A (Sl g guans ( GB50) o 18 o 13U 0,8 Sl Sliogas
s LSt slyzl plod po il 4S5 o e a8 el ol g, sl ot Lo o0
0 &5 i S slo5lS @il el Fgye 9 8 o ()T e a5 el (alSsSan 5 (9>
3l )13 Jlxb 5 95 58wl G Cgmy Gl Olad 45 Iogu g Wil sl (solad ud 5 35
slaaasio | (S glie dS Gl o0 gedsi l w4z g LV Ve oy (L g (plos 28
Jelge g Cuo B oS oo plp 50 9 SLblgla Sy 4 a8 Cunl pludl (23LB0lg; 5 S5l 0
Toilo Sl Mgy 9o oo i 1) (laome Sl 51 5 am0 g0 sy 0,5 0 515 ()] 0 0,8 5 ()15
e Sl (S of 5 Cond a5 glie esS ol oo el Gl O TP Sen
S g ol Jeles gl S g i pobcon oS conl ol 3 o L8, sasmscgs ol il
355 Gees |y 38 (Sl 5 6513, Slagli (i oo &5 Cunlaglie (e Boyb 5l 055 (o0 B
538 g el ol et o Sy 2 1> o5 laglie 5l lsiise 5,00l (FY YA T 2)

1. Melegari
2. Avila Escribano
3. Chen

Creative Commons Attribution-NonCommercial-NoDerivatives 4.0 International Public Licen



oy gl o BB,y GLEIi0 P (o) p gl i (oNE

GlSee diwly ol jo 0,5 eoliiul caiiS S rae L, anlllas ol 2L)BL o 6050, Hlseas
el € LS s, 5 ol Fsole b Glgie b gladllas (V- Y1) Y 9,6 5 By son> ; cdmns
Olg e 55 ST %3 0aisS Sy (215 50k 5 o3be la b)) ein 57 8,155 T sals
S S D plsie b (chegly 5o (VoY1) TlosS 5 slmg Lol olu)ly s LSy
Gl 08 5 glye n)S (3155 €yt bleS g 23 8] elie 2§08 e il T
ALbodl) 0,5 (5] (rized 5doe e S w4 aS 0l (6 XIS Gl s
Slee b cagh )0 (YoV ) gudl L5 5 slos b o)ls )...>L, u_;T Q5 L8, (Giedgw g
ol &l ez slaglie o win)S (318 «ob i Gl w5 k8, )0 baglie b e
Ssysbar w)ls 052y jloline wglis Sl w3 Jld) i 5l (eeil 5 (2logw (5303 (s5lya0)
Sshrie glio b 0bs 5 oloe (yb 5 aiyls 1y (ST a3 ey 5500 b aalio 50 Lol
ST 5e0 U5 5l ey s900 ldye rizen o loline gl T a5 L8, L |
s o plonil (6 i (ST B (aily g o (150 5l 58 soitly 5 (logs 5 5 S oo plox]
OE S B an )5 )b, iz Zagn b oy b cigly 53 (V1 2) TlST 5 eassl
(S g 4 Jlo 3 1038 oo Cuia 3l ST 003 i) Al iz Zagn sy ol
Olyie b otags 53 (V) Tl S 5 Joo)l5 il )0 3l ol (ST 5 558, 5 il e
Saed o e 335 e Ko chg P00 5 5o (Sl w5 513, (sl (o L SYolae Jao»
b stagiy 5o (VIV) 50k 5 jsanmmo e alss 0o ST a3 2 e il gl S0l wsle
P Gl in,S (o)l38 €l iy loelRing B 50 (bt (T oy 5 Sl ) (lsie
3 oo & 225) 525 Sla Sy crizen 20 Gl a5 (s oline 5 e il 5
S a4 bl 5L gk Solegy o)l b ST s p (STas a4 S s w5
lasdlbs ;5 1) ST > poad 5 (S0 Jalse (285 523 (VW) OS5 5 (g 05500 oo S
5 2SOl ol dalus aile 13 Lelse wio,S iS5 lanl w50, oy )20
Gloaoliny cwypm ardllas L (Y2 VP) gonl 0gd oo (llsz jo S oy > (ilidl el Jdbees
i (05 (65050 @ligyd slad o8 ol ool Julpmle oKag8 o ST w s

1. Mukhtar, Abid, Rehmat, Butt & Farooqi
2. Parsad, Prashar, Vijay & Kumar

3. Ozdemir & Akcay

4. Bellini, Cardinali & Grandi

5. Sofi & Nika

Creative Commons Attribution-NonCommercial-NoDerivatives 4.0 International Public Licen



VF+Y 590 50 9 010 50 VY 0 lols VY 0590 ()59 Cu o Olallao \OA

OhlSes 5" Jge o)l Bl yite ST 5 editans § e 8B b e Comiz 5 ] S0k
Aol €l zl0 by 50l e a5 le 4y bogs po aslgusg g5 L lgie b glasilias (V- VF)
g oS3l lolins L5l T g ol Lo yo ol 3 Tl b owlgmwg oy 5 wols ylis gl ks
«SWSL @ bled ) glie oS Jaw plsiea Comizd lgie b pieghy 0 (Y4)))
S8 Joloas a5 aams oo plowl 6 it SLST lady 3 Gl pe b sl o (U5 win ST (318
Gl ) olsie b iy 5o (Vo A) g lae o i) cslag] iy 6 iy 25Ty
- ool Slao Sl jo sy g U5 m 50,5 AT €S9 2SN W B 0SSl o (i
el I ye 5l ST (B3 50 0353l al 4S5 1 S92y gl &y B elosz

Obrtie 5yaelp G g (S P o5 (eal 085 (LS Gl o 0 baidS Ll 4 4z g b
I 5 ol el 00t 1315 9590 ol &) oz yeboay 55 ol HeiS 45 e s oy (el
75 opalan s 5] iy b bbbt 5 dmagi o, 5l,55 s e 305 Lo 1925 5
6oL Sl sy Sudyb g Cel (559 Sy 0j9> y0 (J3lo g ()1 Glanin l p enex
3979 9 ool (S8 Sl 1L Olnl )3 S35y SLagy egaza Slig Ll Bk 5l o)l
Lo S 5SSk 5 it mte oS gl oy Lls )l LSl clasy
P59 Sligy QBaisy 5 QEanSads e 4zl (o (nl o Sl 00,8 LASS ) s
ol byt la L8 ) 4y ax g5 e co b (gl 00938 b3l sl el g wiS oo Slou] jyles
T3 ot w5 g0 4285 0500 o151 2Ll po Gyt ;L8 addllas (sl a5 oleo Sog, 5 (S
339 Sty 0l e Gl 5 j0 glie GRS 5,00 ;58S )0 gy (5iSh aSloxll el o A
5 00S St gl Sl 4 oo b ol pl paad ol e 0 cewl onis pldl
slezlie bolysl oy LT aS 04 ool Fewl S5 ) a4 el 0SB pae L3, 4y onmocys
0,10 0929 wgles ST oy 5 s, o &l5 L

PR O
Sl iegh 0505 10 Cudle (69,5 Glo idgh 00 ;0 Bad sy ol ibgh
dor ol plonil Glae &jgos oS Sl (Sian glo gl aws ;o by, Ll Sl s Aoy
olaws aSllsl sols JSad |, iogh opl g lel axels jaiS pul s 283,59 Sl o i

1. Muller
2. Gasiorowska

Creative Commons Attribution-NonCommercial-NoDerivatives 4.0 International Public Licen



184 (ol oo B 5l sLoglie S (ow g 1 g J (oS

5% 99aoeli gl dxel> px> gy 0aiSTn g polal j9lS pulpw ;0 (o8 Sligy (b tie
il A8 (5 iy el gy ol Sl i o Rtngs, oKl o dr g b o a8 L
S axenll 90,5 & (0,8 o ookl Lbjye Slig 5l aS SlS wled o jo 1) asliionyy
Slg3 o o5 Wiged e Ky a5 gudo aSloulsl o solitul eolu Bolas (5 S diges Lo,
9 uersb Rgo YOy «v. ¥ 5\M).® 9 Gl)lf s).a5>) é}w C,w;)olj GLU u\.\.c]wédu g.,&l)
Ly JsB b8 anliios py OOF ggazme,d ¢ 385 ulis &l 5 <o 2ol38l gl «AVY 123F T L,
SSimgsy o O Dyge (nl 4 Wools (55510,8 bgy w0)S (55108 el g a2 sl
sloasis 5 b 5l T Sid 90,5 b T uSls J565 ol o oDl & g0 1 delidiw
39 Stag 5l (egiar oS (GLuS g 0ls )18 laeg 57 5 (pl Sliwnsl 5 Slusly (@l SB) (s lone
yol> dsllas oyl jo ais) ISay slo Il aies Zuly b Jlgw 4 0,5 Canlgs o (i, oo oslaiul
Olee 9 J.ab Candg oz o Jibe (a3 Liares Sledbl doliion y -V 15l Wog o)l
Y YY) T80 s Sz 665 il ol 0u 3 Mg it o lasbiw] dalidow s Y «Dams
5 )k &5 (V210) ool 5 (ooaad ¢ Jaidy; ol (oo glie (Il (Adigonmn dalidn
bl cadly,o 090 g g paly 0o Jj2o Gl8 o> slazlie 51 (SO L Lo e il el
@ axg Lol adls ol jo ol aily cudly oo gl SO s Jlsw ;0 9 09 (slain 35>
S She 4 and i a5 Wold o gl ban ;T 5l G a4 wiils & salas g b T
sy b i, dlise  glbadl> o Jlold opiin a5 Sl woles oy oyl
@'T Ay deliiiny aSl 4 dxgi Lol a8 5 a5 0 08 LIl zle cclile |y w8 b g
greamgriey 4oz 5 2ly) Ghe 3l A (2lgy slp wiog et (iluseg H9iS y0 (ST
B ol ool wiog laluse cudSSl b3 0 a7 185 90 4 raslitow ) a5 g0l ol ool
A A o, delisin ) SS90 Gledes i daslie b e 0SS Ao 5 o] Gl
ol A8 zd basliin y slo Jliw a5 051 ga050 (! 5l Glebl oS Ban @l e 0l yo

1. Jones, Carley & Harrison

2. Moher, Dulberg & Wells

3. Google Docs

4. Sarah, Goi, Chieng & Taufique

Creative Commons Attribution-NonCommercial-NoDerivatives 4.0 International Public Licen



VP 599 o0 9 01030 VY oylols VF 0,90 ¢ )59 o oo Olalllao V9o

iy Slgme a8 (el L5 a4 lales (85 S 45050 plas 1085 D0 ugSae dez
D) dez i el 1) )B4 cabdes 5 deliiin o bgs cudlas oMbl adgl slaasl
Jlesl o, a5 5o i GbMol ( cwcdSl 5 o )ld oalidgs aeud 90 dunlin b wulgs o
Sonde 6583 phemdils g aslal 5l (5 sz LS )s asliin (6550 25y mon Sl o
O Olyae a5 o solaal FL3g,S W 51 55 dsliiiw py Sbb dsles gl 28,5 |18 5559
@ axgi Lol 0,90, ¢ /FFA oy gl asliiow Gl g TAVA W5 dad asliiin (6l
Slose 1y lase ol g <V b /80 o zlie asbitn sl p odnlcawods W Jlade asy]
T oo 5 GgmslioesS 9 Qloal oS il il c gl Yo VN G5 5 o) <85 i s o8 BB
9 4325 gl (YPY YN0 (L8 5 (o) «839)85 (Mg (gdommo o5l YTY (Y- Y
@nlyge il ly Judos) (blazul Lol g (0, laikiwl Gzl ¢ nKle) shogs Lol 5l aosls Lo
o o 00latul VY asens ¥l wl ool 5158l 5 SaSay (s (5 (yg05] g 4l cin yg05]

P %)
o903 (53,8 s Shg -V Jgux
Table 1- Individual Characteristics of the Subjects
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Table 2- Findings Related to Two-Way Analysis of Variance Test for Instant
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Table 4. Findings of Scheffe Post Hoc Test to Compare Quadruple Temperament in

Men and Women
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