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T TR FHRAT BT IR I @ AT &1 1T e Wl R Al &7 F1HAT T U5 Fehell § o8l 3oTeh Al ailioleh FHoaror
W A TSI gl 39 LA H yeve § et § @afeac & gghd, sedeee Seedar 3R ot & dfoat & osas
HAATNR HedoT ¥ T Srar 747| HeqqT H 120 ezt a awer foan) s & 78 & @l 3ehore QU fhT 3R 3o 3T &1 faeersor
# enffer faam | 3o & AT ARE-foTd 9HR gad (THAIEINTS), TREIRE Hetl & STagR &l 3ol i dTell TH3TS3TRA- 3Ta0T,
ST AT, fofa-fasior de IR 3 R & Fedeiae Fearr ArE @ 3T G ) safeda fr aghid, e sk -
AT & Afert F after Afa AT & AGaEE Foanr ¥ AifeTR & @ wdiE @gEey 9T a4 favewer §F I A wRE
HAAAIAR FoA0T & WEF FCAHT qaieqArah off arw 1w & & qaR safdded & FRiaa-aeaar 3me 3R AdAias Heamr & Farddr

3T A W IR W IGT| FRAHT F AR SfFded & FS AT A R IR IGT| Y & HAR Ffecded AR AA AR FHeor,
At & Fo I # IR g R man| A ey sae A arfie geue et & addened weanr & 2 safFaa faRwansit fr
UEA AR g

THE 9Tee — Shfdhded @1 YT, Ao FeAreydT, fAvg-faaor iy Ao, Atdanfas woaror, gete & faeardf.

Abstract: Management students preparing for managerial careers will face professional demands that can place pressure on their psychological
well-being. This study examined how personality dispositions, resilience, and decision-making styles relate to psychological well-being among
management students. Of the 120 students who participated, 78 completed the assessments and were included in the analysis. The instruments
were the Myers—Briggs Type Indicator (MBTI), the Fundamental Interpersonal Relations Orientation—Behavior instrument (FIRO-B), the Resilience
Scale, the Decision Making Style Inventory, and Ryff's Psychological Well-Being Scale. Most measured dimensions of personality dispositions,
resilience, and decision-making styles were significantly correlated with psychological well-being. The analysis also identified all three as significant
statistical predictors of psychological well-being. Significant gender differences were observed on the thinking—feeling dimension of personality and
the autonomy dimension of psychological well-being. Selected personality dimensions differed by work experience, while selected dimensions of
personality and psychological well-being differed by age. The findings identify individual characteristics associated with psychological well-being in
this sample of management students.

Keywords: Personality dispositions, resilience, decision-making styles, psychological well-being, management students.

1. QEITEAT &1 qfSe HIAT IeThc HTATT 8 Fehll g1 HaT Y J[OTaT, TRA AR

3791a el @re A & o 3uged g ar A, % g ¥ a7 Hew

T o Rl Tfee T, dedt AT MRARAT & AR F ok sy Pod Gl 81 G AR F I 7 HARTAA F FA T F
S F R GO B & Te 3§ e A T S STy 0 0 ARG W FEw # E
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grerel #AfSAr @ AT FHC ded §, N ST §, 9O IBd §
3R T F WG HUAT I ST A §| §a Afaraferdt & ot §
e 37eET-37ereT &1 Rl aEaR & ardr ggell SR R Tuer & IR A
S el 1 gieel T faEga T 38 o fadedt 1 Joe e A
Heg Y FhAT &1 T & NI FE TUEAT GG IqH HrhhHA B
ST GohaT §1 TN & dIg YRIRIT THEET 3eTer At Hr et H
e & TRl B

A AW A HNA F T, Arsel Fardt AN JHeTog AT AN
foFaR # 39eh JeoHfAE e 3H 3eyd W Hies R aeR
QETTATT GehRIA el & Fedl § Fefed §1 oW F1 qET 9 Fe ¢
& amr & e wmor #, frE yeR & @l 3R e vy & fao
Hrerer s gl B

2. e &1 e 3k weufar

Ig U fAwTd @ifecy AT 1 e oW A derer Af3ar v g
3 irerer FTE F HFF R TERIT T S oA | 3T T
HETAT & 3egedl, A1, faeervor fafery, Fsest 3k e #r o
Heferd fomam|

YHRA A HAWSET HeITT U IJeqqA Tl

2006-2010 42

43

39 AgT ¢ SHTAT A Ru 1w forsehy wafaa |feer &1 qefeticash
TR &l

3. Wrerer AfEar R I gEar F wR

Hrerer AE3AT & 0 3iTeTorsT Fu A § ST 6T AEl g1 Teha
g, ymfRg X Toha € 3R 33 W fafkar & awa &1 aere Acafdr

ABE 50 S AUl AT UF YR & ITHT GEET STprT THET i,
s Jaraii, sailar 3R icTersa THerl ¥ off Ao ganch B

HY AT FHA FT YR I AT H FHIfAT 39T

|Rrer

Aeas,

CL TRRE & Rt AN e e,

Facebook geia Aot AR Fefad Tl Hr g
SATAT

<o gled, YERT 3R 3eNur & aR A

3egerdl T Jolell Ta

|HET #,
TripAdvisor

difzar 3tk R | =
i #, S YouTube

Tye, A 3R afafafat o v
IR wIed AT

gigea 3mge, wea 3R wfafdpane
ST

ABFIEATA T, A AT G
& sfeaf@a Twitter

Tde aE qeetl

STThRT WIS AT 94T 3T diar O
el ST iT &1 gite &

I F I sTARTE-RAfAT aeel F afEt ganr vefe weie,
ael, dfsan, Rodaforl ik arr-gaia afde §1 saaeiae AR
WER (eWOM) # RfSca AryAt ¥ Tem & 18 17 3R RAwied
aifaer &1 et @eftan &1 suAfar s Adean, o, @ 3k
9% HT IR § 3G AT W [ A Gl 2

4. gefeat #r grn # facky & avor

3usiierar vty & aRuRe Alser & saedsar & ggae, Faar &
@rel, el 1 Aedisel, Tlg 3R @l & arg A gfafkar afae
g1 gefedl 1 amr & ag HH FAAT UH SN g1 Tl I gled I
A F g o arfafaftdt @isr @war § R I 4w g & S
FAHH TG Hebel ¢l

IEm 1 [ #AfzEr g afafafer
TROT
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AT, st 3R Aok & sgdE F 3reET-3reer AT AEIS §
3o & fow, el arl F giear fr w5 Teev 9y g AR 3Ee
g1g #T 39=TT dgoll faehed SaTU 3@ 87| U&T Ul #F geftem &1 sur
g3, AftheT T 1 foaoty sger =i

5. Tafad regge F Ay

Gretzel, Yoo
3k Purifoy
(2007)

Mack, Blose

sk Pan
(2008)

glea  gaEveTsi
W TN

Vermeulen
3k Seegers
(2009)

Cox sk

HEaaH
(2009)

3iTeTenTgeT FdetoT,
12,544 qof 3@

WLHER LRl Facebook 9

o W # oo Prewd 3k

THEET3T T AT F glee
Then  wFse, sifaRaddar
taric B Dl o e M
faeare AggH el H FETIAT
el

gRfIdr T IcgaT Hellg Hr
AT sdeT Q30w
Aeaw=i A 37| HafEa
&7 ¥ fo@e arer ST or@eht
& ufa oRmar 30 & dehar
a1

FHIET3T § FA gk glear
F IR H CFEhar I
HPRIcHS TGN o giedT
H Foad fAehed A
TAGAT §GI5|  AhRIcHD
FeeT3it & GRoT g g,
AfheT gleel S Ahed HAlelal
T I JHT 3T g TISC
ET 2T

3UARhA-AfEAT aEEl @
e 39T IJET F Ugel
I @iote R faswedt &
HediheT A A EHT| IR
Ugl § U NTAHIRS gdeed
J9EBE & STEH H Ushhed
3, Saw nfeRe @dar ®
Y B g wmlad g
Fehair oAt

TERT & Fo aRfAdr 7 Tde

IJET T JER, & aR F 3RF S IR
10 gfasmh SEMS| Bl FHAT adfdd
kT W g & s
forseny fRepreret 1 Aty 8T
&l
Xiang e Tl P 11% @l 9RomeA

Gretzel oA WeT [T AEAT § T&ET A Tg
(2010) gRoTaT F W H AT HIoTFAT H
[EECELI Hhd & Tg A& darar R
fhaey TIfyaT & 39 grEel &
el IT 3T YR X Aok
S|
Fotis, Buhalis ik BN SO C I CiccBNE R IS e I O
SITNROSSIdes R I cRr MR: I S ol R T e e R
(2011) SSRT Fr - ogr| qerer AfEAT F Fqw TU
3iieTolgel Fdefor, wsg 3R TAST AT @ Hr
346 AT Ao F deag F G dEY
3R o &t g3l
Rathonyi 240 focmnfdat  @werar Afzar gEr AeEr &
(2013) &1 qdaTor FA Agcaqol dar # a1 AR
3iferenrer wfqenfary o werer ar
3TETH &1 AT #eT S&ell| ZaT
et T & 37 I
gl W fAs o e Y
T[oger WA g1
Shreekala Aeads & 50 IS MY SRS o IET
3k SRETr ¥ Tgd I @ & v
Hemamalini R :Afsar @1 3T
(2013) AT UH AT & DI FHqA
¥ ARa & Fufa @uifa
AT T ST Fehdll|

T AR IEm F F@&fed
faoiat & 3mg $r sffasr @
FHehd fAem| am=T & AT TRt
H YT Y TS Jelol 3Telsty
T 2|

NEEL g dgier & 100
Vyas (2014)

i — FeT &g &I dlfelsr 3 3N 30 a1 e
5.1 g1 & 9ga 3R 9% F et F 3w

Cox R Tga@sl & 3egqsl # I § Ugel Faa Gislel 3N ot
& JoAT A H STLTR-ATAT FEal B ve@ sffAer @ Fotis
AR wEoI@el & ICTTA H IHT qUT TEN TS B & AT I
& §lG H UGS YAG A7| A GROTH IR STeRT, AFA AR
aifafaferdl & defed €1 Faem Tisir 3R AT H1 v JefRIa aar
Tk & AT F HET AT WG Fhel g1 safav Rl v wRor @
el A3 & T yoq@ A 1 YR AT g

5.2 gdesT T4, ded 3R IEr FRFH FT ahT

T GHATET H gleel S FHAETIT W eI Tuse @ed g e e
IRRAT gled W HIRIT FolaT IE & 38 FHfad dded ARt #
FEIAT FX Tohell gl TIT H N IROT a1 T a1 X Fhr &
el el 7 T o9, 38 faswedl &1 I 7 @ AR aeaa 7 3Hdr
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FHIT e Y IHCIT-3CT Eof Al WMET| AN FRIHA & v Tg
IR AR ofr Fgeawel &, Fifh N el F A gU TASA W SR oA
afafaferal a1 gg-ancht sea g B

5.3 gae 1 fregwaiiar

TARTEATAT P ITeholel FA THT G FT 36837 Ageaqol &1 F
et gae GAG, Yok AT a3t i sy & v R @
@ GIITARAT & Fehel & 3R #13, aIATEROT A7 qaT 3]37d HASA S
fov g@y a3l 1 @elied g TRl &1 FET FAEl SR A o
& ererrar, qofar, Fdierar 3R AT 9 ST 37eTT-31e09T Heoholah &1 fnell
G F 3TART AT ¥ 3T Gl Al W GA FRET gl JaRTeh
T 8

6. eiter 3fax 3T st wear

e Tle # T ETIA T HT W Hod I, O A gled S
ot @1 &ar 3R Fo A @ A F WOl A g Hl gafaw 396
sy T & U FT I AT | ARG H TH & AT & Hed H
A & FhR, F, AT TROT 3R [oTT & @Y g WA ¥ Ig TS
& Thar § 6 3 S TRy e 3TART g § 3R we 3Ed Qe
Feerd &

T 9, AR R S &
39AET B IR, et 3R
ELos)

1. g Tor & W AT F
e FA0F 39AT gar 272

T+ v & Qv @ aw
g, R T v fJwe 3
3fad TI=T

AN T F Ige 3R a1g
AT, deell E R[eeq 3R
SEold ST ST AT HRUT

A AT AT WX SAARRT
&1 erdr, quidT, adiddr AR
SR &Y Foell

AT TS AT AT & AT =t
Fdt B ITAF[r 3’} 39 ®
AW T 3TAT 3Tholel

6.1 1l 3reaasT & AT yEaifad =

CICCIEGEnIGIE fcal 9T IS FERT3T r TE&an, e adierdr

SRoleolninpipns SEENT S eHdn, Ui iR d@id #
T HTHAT [ERCCIRCIR I E R AIRIE]

mwﬁ%ﬁ,wa‘mmuﬂ#m

oot &1 9 R TUC, gled, A, IRdgsd I IET

qd AET e, Fole, FHET H 36T IR
Y I e dTel T

I Fhde o MY & faw gEafaa €1 3aeor & fow, R arft @
T & T IER TEel THG Gof FNIs off Fhdll ¢l A6 F T§ IoT
ST TehaT § O 38 Hi-3 el &, R W R 3R
3T FiheT Seel| SHA el Tleeld W IR AT Hr 3T
Ao & A & SgaX Aavor A9

7. ¥ea vaus & fow At

e T, gied AR aa vafldr At & gealt & J§ AT opcll
g & PoTT & gg FA-U SFFERT U7 HiST &1 AT & Ugel A,
FAd AR Tua Fetlt Tove [AaRor 39l g §&d &1 IET & AR
T Fanat, Aot a1 Fma 7 scaa i STEEr 3R
TR & Tehdl &1 TN F a1g hr FEETV 3T GAEEAI A g
# FETIT H Fholl § Sl FS AEH F ITHT F AGS A g

A AW F oS WA F ATH § AR ¥ AG T, HIHT
IS e T Fiaur & AR RIS B AT W ggEee )T
feam s afafafedt @1 Hoaira oo gt ar sfafwast &
eI & WA @AM IR weeT IEr oy @ G@6fd §, d 98 e
g & At A HA-OY TTeRT Fel, 30 3T 3uART Hu Rar
AR 8% g 38 F4T LA

8. AT

AT o 7 Facebook, YouTube, Twitter 3R TripAdvisor &I #rdY
HI-FA el & TT Y@ 3ereXoi & &9 & @1 sell 9T T FehrRied
FegEr 1 T Higey FEeT A ¢, Fefh yedriad HE-EalE o
& SRR WAT a1l 36 ke, Aol AFAT & S fava@eiaar &
oI HEAd: e dad Tafddl 3 aRa & nfAewie wiea
J9EISE A AN F 3 A
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wAfEra sreaaat 7 e, g & wiedt dsdse W dshigd delt
3R 3rerer-3rerer S & ATAT & T nfAer Al FwE G @l T,
FET W WX IRIET BT 3T 3R FE AT H deerd ol fhar I
ST AT F TH FART TG AAHT S 3T AGT gem| AR H
Yeets AR TR N AR & eFTA 3uARh TUT e
TSI TR & fshy & faw sromer et 3 andhh woggh «r enfaer e
g

9. fasy

TR @ & oA Twar § Ao AR geRet 1 am &
3TOTIT-37eTdT TRON & 37697 I T & Tg Ugol [ T & a¥ &
& aT & Fahar 8, Y glee ar afafafdl i Jaar & wgrgar &)
AT § AR A &F aE AT WS F FACIH aF FHhT g
HfeTemss FATETHT 3R qERT 67 offe 30 a1d W AR o § &
I frE AT & v Seerr @ W@ € 3R 38 @ ) e
SR T §

URT & TSl & 3WTem AT woaT Ig & o v oRfeufaat & frely
THET, TER AT AT R WA & SG I A GRS At
eordT ¥ SHH 3R A & o0 e T, a3k I Fiea
& fAoTal &l 3rer-37eler AT gl 3R GRS qdie & ot oA
TIT & R gnf|
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