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X1 0.856 0.010 -0.055 -0.032 -0.023 -0.096 0.009

X2 0.833 -0.012 0.044 -0.091 0.039 0.111 -0.041

X3 0.817 -0.034 -0.027 -0.037 0.130 0.016 -0.195

X4 0.769 0.026 -0.036 -0.169 -0.041 0.000 0.063

X5 0.754 -0.007 0.086 0.026 0.068 0.142 -0.109

X6 0.605 -0.019 -0.023 0.255 -0.077 -0.032 0.165

X7 0.581 0.041 -0.005 0.212 -0.130 -0.012 0.160

X8 -0.009 0.752 0.048 0.100 -0.114 -0.150 0.015

X9 -0.115 0.751 -0.036 0.110 -0.049 -0.113 0.087

X10 -0.029 0.713 0.021 -0.053 -0.016 0.261 -0.077

X11 -0.008 0.701 0.092 0.042 -0.020 0.060 0.011

X12 0.089 0.675 -0.006 -0.056 -0.144 -0.028 0.118

X13 -0.099 0.650 0.031 0.057 0.059 0.078 -0.029

X14 0.049 0.644 -0.048 0.033 0.120 -0.005 -0.117

X15 0.137 0.578 -0.009 -0.192 0.040 -0.104 0.003

X16 0.106 0.561 -0.048 -0.186 0.216 0.089 -0.111

X17 -0.023 0.053 0.943 0.027 0.018 0.006 0.023

X18 -0.036 0.031 0.864 0.070 0.094 -0.059 -0.057

X19 0.090 -0.071 0.737 -0.132 -0.063 -0.001 0.099

X20 -0.053 -0.022 0.006 0.932 0.168 0.043 -0.133

X21 -0.107 0.046 0.024 0.824 0.050 0.005 -0.035

X22 0.321 -0.013 -0.002 0.467 -0.070 -0.041 0.108

X23 0.021 -0.003 0.020 0.175 0.879 -0.042 -0.045

X24 0.007 0.005 0.052 0.105 0.852 0.037 0.022

X25 0.121 -0.007 -0.011 -0.140 0.568 -0.213 0.338

X26 0.019 0.051 -0.011 0.073 -0.068 0.792 0.118

X27 0.090 0.064 -0.034 -0.017 -0.020 0.780 0.067

X28 -0.004 -0.031 0.057 -0.134 -0.092 0.019 0.898

X29 0.095 -0.085 -0.040 -0.106 0.100 -0.046 0.757

X30 -0.178 0.066 0.027 0.069 -0.085 0.128 0.742
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Influence of User's Infatuations with Big-Name Brands on Direct Drinking of  
Tap Water 

Hiroshi NAGAOKA and Tetsua SHIRAISHI 

Influence of user's Infatuation with big-name brands on direct drinking of tap water was investigated 
through internet web questioners to consumers in Hokkaido-Tohoku are, Tokyo metropolitan area, and 
Osaka prefecture. Covariance structural analysis revealed that increase of infatuations with big-name 
brands caused by the increase of income accelerates bad reputation of tap water as drinking water in To-
kyo, while such a trend was not observed concerning con sumers in Hokkaido-Tohoku region and Osaka 
prefecture 
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