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5 10  )34.78% (5 

  )11.60% (10  
  

3 .:  
)04,05 ( 

16 ) 2.72 ( ) :0.473( 
  

 
06 ) 2.48 ( ) :0.77( 

   
 

 05 
  
 05( : t   

   
   

  
 

  
 

  

 t(One-simple 
test) 

= 02  

t Df Sig 

 

01  (SMS)   2,88 0,390  .5011 138 .0000  
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14 Applications 2,69  0,464   21.85  138 0.000  

  2.65  0.476   25.67 138  0.000 

  
15  2,37 0,535  10.65  138 0.000  
16  2,81 0,393   .8118 138 0.000  

  2.59  0.464   14.73 138 0.000  

  2.72 0.437  18.85 138  0.004  
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