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The Determinant of Effect Size of Campaign Preventing Visit to the Downtown Area by Automobile:
A Experimental Study based on Cognitive Dissonance Theory
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-2 [ 12] ( )

t p
0.01 0.07 0.95
X 0.14 2.08 0.04
X -0.10 -140 | 0.16
0.46 7.44 0.00
sample size = 209, R?* = .229, R? = .213
-3 [ 131 ( )
t p
0.07 0.94 0.35
x 0.17 2.66 0.01
X -0.12 -1.86 | 0.07
0.53 9.32 0.00
sample size = 210, R* = .345, R? = .332
-4 [ 14 ( )
t p
-0.07 -0.91 | 0.37
X 0.16 2.26 0.02
X -0.02 -0.25 | 0.81
0.47 7.71 0.00
sample size = 211, R* = .239, R? = .224 . ) ) 3
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