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위조품 구매동기와 사용혜택 요인이 구매의도에 미치는 

인과모형분석

유승엽*

Causal Relation Analysis of the Motivation and Benefits Factors 

Affecting Customers' Purchase Intention of Counterfeit Goods

Seung Yeob Yu
*

요  약  본 연구는 위조품 구매행동을 설명하기 위한 목적으로 이루어졌다. 선행연구를 토대로 위조품 동기와 위조
품 사용혜택요인 및 위조품 구매의도 간의 인과 구조적 모형을 설정하였다. 분석결과 첫째, 위조품 사용 동기중 과시
성 동기는 위조품 개인적 혜택에 유의미한 영향을 미치는 것으로 나타났다. 둘째, 만족감 동기는 위조품 혜택요인에 
대한 직접적인 영향은 미치지 않은 것으로 나타났다. 그러나 만족감 동기는 위조품 구매의도에 직접적인 영향은 미쳤
다. 셋째, 실용성 동기는 개인적 혜택과 경제적 혜택 모두에 유의미한 영향을 미치는 것으로 나타났다. 다만, 실용성 
동기는 경제적 혜택과의 관련성이 더 강하게 나타났다. 넷째, 품질동기는 개인적 혜택과 경제적 혜택 모두에 유의미
한 영향을 미치는 것으로 나타났다. 품질 동기 또한 경제적 혜택과 더 강한 관련성이 있는 것으로 나타났다. 본 연구
는 위조품 구매행동에 영향을 미치는 요인들 간의 관련성을 밝힘으로써, 위조품 구매행동을 줄이려는 목적을 둔 공공
캠페인 담당자와 공익광고를 제작하고 기획하고자하는 광고담당자들에게 실무적 시사점을 줄 것으로 기대한다.

주제어 : 위조명품, 위조품 구매동기, 위조품 사용혜택, 위조품 구매의도

Abstract  The present paper attempts to account for customers' purchase intention of counterfeit goods. Based 
on some previous analyses, we have set up a structured model for analysis with a hope to identify the 
relationship between benefits from using counterfeit goods and motivational factors to purchase them. It is 
found, first of all, that motivation for ostentation significantly influences personal benefits from using the 
counterfeit goods. Second, we also find that motivation for satisfaction does not exert any direct influence on 
the factors of benefits, though it affects decisions to purchase. Third, motivation for practicability has significant 
influence on personal and, more strongly, on economic benefits. Fourth, quality has significant influence on both 
personal and economic benefits. Again, this factor is also more closely related with economic benefits than with 
personal ones. We hope that we will be able to provide practical tips for those who design and plan public 
service advertisements that intend to reduce purchasing of counterfeit products

Key Words : counterfeit goods, motivation for buying fake products, benefits from counterfeit goods, intension 
to purchase
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1. Goal of the Research

We can find consumer goods that are counterfeited 

and sold as genuine anywhere in the world including 

advanced countries(Bloch et al, 1993). Unfortunately, 

Korea is one of the top countries in terms of the size 

of the market and range of counterfeit products. 

According to a report by World Customs Organization, 

counterfeit goods make up 5 to 7% of world trade, $512 

billion, as of 2011. Manufacturing and consumption of 
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[Figure 1] Model of Analysis

imitation products has been a serious problem in 

Korean society. More people turn to counterfeit 

consumer goods, perhaps because they are attracted by 

their much cheaper prices and almost identical designs.

Korea Trade Promotion Agency(KOTRA) recently 

held an exhibition show that displays 250 kinds of 

genuine products made in Korea and counterfeit goods 

made or purchased in China. In general, consumers are 

willing to pay a certain amount of money, whether it is 

a genuine or an imitation product. That seems to be 

why counterfeit goods do not disappear in the market. 

However, how they feel about counterfeit products, 

interestingly enough, depend on how much of their 

possession are counterfeits. As we can easily predict, 

those who purchase genuine products only are negative 

about counterfeit ones. But, those who purchase and 

use many counterfeit goods are not really negative and 

they believe that counterfeit goods do not really affect 

their intention to purchase genuine ones[12]. 

One of the most important reasons for purchasing 

counterfeit products is to possess the image of genuine 

products at much cheaper prices[2][6]. Those who have 

favorable attitude toward counterfeit goods, as we can 

easily understand, are more likely to buy those 

products[9][5]. Alber-Miller finds that those whose 

neighbors purchase and use counterfeit goods are more 

likely to purchase counterfeits[2]. Also, if you are not 

really sensitive to regulations, you are more likely to 

purchase counterfeits[3]. Chinese consumers believe 

that their favorable attitude toward counterfeits might 

support small companies competing with large firms. 

They even report that they will purchase counterfeits, 

though they are financially good enough to buy genuine 

goods [10].

Many researches have focused on what factors 

motivate consumers to purchase counterfeit goods. 

There seems to be an agreement among the past 

analyses that the biggest motive is a low 

price[1][7][13]. Other causes include similarity between 

genuine and fake product[11][15] and high quality of 

counterfeit products[8].

Based on such past researches, the present paper 

conducts a survey to a group of consumers who have 

used and/or purchased counterfeit goods and attempts 

to identify the cause-and-effect relationship among the 

factors affecting counterfeit purchasing behavior. To 

that purpose, we conducted in-depth interviews with 

the consumers in order to attempt to figure out what 

motives affect their behavior of purchasing counterfeit 

goods and also what factors influence their intention to 

buy those products. Furthermore, we take into serious 

consideration the benefits from using those products, 

which have been neglected in many past analyses. 

Thus, another important issue of the current research 
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[Figure 2] Analysis of Research Model Result

is the question of what benefits influence consumers' 

intention to buy counterfeit goods. Finally, we intend to 

see if motivational factors and benefits have any 

influence on customers' intention to purchase.

The research questions are as follows.

Research Question 1: counterfeit products using the 

motivational factors and benefit factors will be 

relevant.

Research Question 2: Counterfeiting benefit from the 

help of buying counterfeit goods will be relevant 

factors.

Research Question 3: The purchase of counterfeit 

counterfeit use motivational factors help would be 

relevant.

2. Model of Analysis

Based on a set of past analyses of motivational 

factors[1][7][11][13][15], it is found that factors of 

motives and benefits are closely related with 

customers' intention to purchase counterfeit 

goods[16][17]. The present research takes motivational 

factors as a cause variable and satisfaction and benefits 

from using those products as a parameter and has 

established a cause-and-effect model for the analysis 

of the effect on their intention to purchase (Figure 1)

The motivational factors that account for their 

intention to purchase include showing off, satisfaction, 

usefulness and quality. The factors of benefits are 

categorized into personal and economic factors. We 

attempt to see how each factor affects consumers' 

intention to purchase.

3. Methods of Research

3.1 Subjects

In order to identify the cause-and-effect between 

the factors of motives, benefits and intention to 

purchase under discussion, we have conducted a 

survey to a group of 296 college students in Seoul and 

Chonan who have purchased or used counterfeit goods. 

Of that group, 40 % are male and the rest 60% are 

female students, whose age range from 19 to 32. The 

survey was carried out for two weeks from May 15, 

2012 to May 30, 2012.

3.2 Tools of Measurement

3.2.1 Motives for Purchasing Counterfeit Goods

A counterfeit product refers to an "unauthorized 
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Categories Estimate S.E. C.R. p

Showing Off → Personal B. .607 .058 10.444 ***

Showing Off → Economic .000 .054 .003 .997

Satisfaction → Personal .082 .083 .997 .319

Satisfaction → Economic .082 .086 .960 .337

Usefulness → Personal -.149 .065 -2.297 .022

Usefulness → Economic .321 .071 4.516 ***

Quality  → Personal .360 .107 3.377 ***

Quality → Economic .325 .108 3.009 .003

Showing Off → Intention -.319 .210 -1.513 .130

Satisfaction → Intention .478 .199 2.400 .016

Usefulness → Intention .243 .179 1.353 .176

Quality  → Intention .306 .307 .998 .318

Personal B. → Intention .306 .280 1.091 .275

Economic B. → Intention .521 .254 2.046 .041

<Table 1> Regressive Indexes of Early Model of Analysis

Early Model of 

Analysi

χ2 df p GFI AGFI RMR NFI CFI TLI

136.014 113 0.069 0.947 0.919 0.040 0.957 0.992 0.990

<Table 2> Goodness-of-fit of Early Model of Analysis

product made to closely imitate the appearance and 

label of a genuine product". We have measured their 

motives or causes for purchasing and using these 

products by way of Likert scale of 5(1 for strongly 

disagree and 5 for strongly agree). The survey includes 

19 questions and its reliability of Cronbach α index 

turned .900. 

3.2.2 Benefits from using counterfeit goods

The analysis of benefits from using counterfeits is 

also based on Likert scale of 5, using 12 survey 

questions. The Cronbach α index is shown to be .903.

3.2.3 Intentions to purchase counterfeits

Their intention to purchase counterfeit goods, in 

turn, is measured on the basis of Yoon's(1992) tool of 

analysis that comprises 2 questions: possible to 

purchase/not possible to purchase, likely to 

purchase/unlikely to purchase. This tool consists of an 

indistinctive scale of 7. The  Cronbach α index is 

shown to be .929[17].

3.3 Analysis of Data

In order to analyze the collected data, we employed 

the programs of SPSS/PC+(Windows 18.0 Version) and  

AMOS 6.0. The factorial analysis based on the method 

of principal component analysis targets to identify 

factorial structure of motives and benefits of 

purchasing and using counterfeit goods. Also, we 

conducted an Covariance Structure Analysis to see if 

there is any cause-and-effect relationship between 

motivational/beneficial factors and their intentions to 

purchase these products. The Cronbach's ⍺ index, 
again, represents the reliability of each scale.

4. Result of Analysis

4.1 Analysis of Research Model

The current research attempt to identify how the 

factors under discussion affect their intention to 

purchase. To that purpose, their motives for using 

counterfeits are established as cause variables and the 

benefits from using them are set as parameters. We 

have measured how each factor is related with the 

intention to purchase, using an Covariance Structure 

Analysis. The ML(Maximum likelihood Model), 

intended to verify the integrated model of research, 
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[Figure 3] Revised Model of Analysis

수  정

연구모형

χ2 df p GFI AGFI RMR NFI CFI TLI

151.179 121 0.033 0.941 0.917 0.046 0.952 0.990 0.987

Table 4. Goodness of Fit of Revised Model of Analysis 

Categories Estimate S.E. C.R. p

Showing Off → Personal B. .607 .058 10.444 ***

Usefulness → Personal B. -.149 .065 -2.297 .034

Usefulness → Economic B. .321 .071 4.516 ***

Quality  → Personal B. .360 .107 3.377 ***

Quality → Economic B. .325 .108 3.009 ***

Satisfaction → Intention to P .478 .199 2.400 ***

Economic B. → Intention to P .521 .254 2.046 ***

Table 3. Regression Coefficient based on Revised Model of Analysis

measures the path-coefficient and overall goodness of 

fit of the model. Figure 2 exhibits a structural equation 

model that encompasses the path-coefficient of the 

integrated model of research. Table 1 and 2 illustrates 

the results of our analysis.

Table 1 shows that the motive of showing off has 

a significant effect on personal benefits (regression 

coefficient, r.c. =.607, p<.001), but not on economic ones 

(r.c. =.000, p<.05), Satisfactional motive, on the other 

hand, affects both personal and economic benefits (r.c. 

=.082, p>.05), =.082, p>.05), respectively. It also 

significantly affects intention to purchase (r.c. =.478, 

p<.01). 

Usefulness also significantly affects both personal 

and economic benefits (r.c. =-.149 and r.c. =.321, 

p<.001, respectively). Notice that it is much 

stronglyrelated with economic benefits than with 

personal ones.

Quality, as expected, also affects both kinds of 

benefits(r.c. =.360, p<.001, r.c =.325, p<.01, 

respectively).

Personal benefits, on the other hand, do not directly 

influence their intentions to purchase (r.c.=.280, p>.05, 

whereas economic benefits do (r.c. =.521, p<.05). 

Table 2 exhibits that the goodness of fit of the early 

model of analysis is overall reliable. The figures of .947 

GFI, .919 AFGI, .957 NFI, .992 CFI and .040 RMR show 

that motivational factors have significant affect on 
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benefits of counterfeits and, as a consequence, also on 

intentions to purchase. However, the overall goodness 

of fit of the model - χ2=136.014, p=.069- leads us to 

revise the model and reanalyze the data.

Figure 3 illustrates the revised model of analysis and 

Table 3 and 4 summarizes the results based on the 

revised model.

We can see in Table 3 that all the figures of 

regressive coefficient represent statistically significant 

relationship. Table 4 shows such a result: χ2=151.179, 

p<.05. This figure is good enough to verify a 

significant goodness of structure. The measured 

figures of .941 GFI, .917 AGFI, .952 NFI, .990 CFI, .046 

RMR well represent the relationship between the 

factors in that motives affect intentions to purchase 

counterfeits at a significant level with benefits being 

parameters.

 In sum, the motive of showing off has a stronger 

effect on personal benefits, while usefulness and quality 

on economic benefits.

  5. Concluding Remarks

The current research attempts to identify structural 

relationship among the factors that affect customers' 

intentions to purchase counterfeit goods. In the line of 

past research reported in the literature, we attempted to 

see how motivational factors affect benefits and, in 

turn, how such a relationship affects their intentions to 

purchase. The results of research can be summarized 

as in the following. 

First, the motive of showing off has a significant 

effect on personal benefits (r.c. =.607, p<.001), but not 

on economic benefits. These results suggest that 

psychological factors are important. Second, the motive 

of satisfaction directly influences neither personal nor 

economic benefits. However, it has significant effect on 

the intention to purchase (r.c. =.478, p<.001). Third, the 

motive of usefulness has a significant effect on both 

personal and economic benefits (r.c. =-.149, r.c. =.321, 

p<.001, respectively), though it is more closely related 

with economic benefits (p.c.=.431) than personal ones 

(p.c. =.117). Finally, quality also significantly affects 

both personal benefits(r.c.=.360, p<.001) and economic 

ones (r.c.=.325, p<.001). In sum, we find that personal 

benefits are affected by the motive of showing off, 

whereas economic benefits are by usefulness and 

quality.

The present study is a response to the call of urgent 

investigation into the relationship among the factors 

that affect customers' behavior of purchasing 

counterfeits, which has recently risen as a serious 

problem of society. Thus, the findings of the analysis 

will help those who plan and design any effort, such as 

a public campaign, to decrease counterfeit purchasing. 

They will find it useful to take the result of this 

research into consideration when they ask themselves 

what concepts, techniques, and/or factors should be 

employed in producing a campaign advertisement.

Utilizing the results of this study, it can be used to 

create a public service advertising.Limitations of this 

study is that university students study.In the future, 

there is a need to conduct research to consumers using 

counterfeit

References

[1] Akaah, Ishmael P. and Korgaonkar, Pradeep K. 

(1988). A Conjoint Investigation of the Relative 

Importance of Risk Relievers in Direct Marketing, 

Journal of Advertising Research (28), 

August/September, 38-44.

[2] Alber-Miller N. (1999). Consumer Misbehavior: 

Why People Buy Illicit Goods, Journal of Consumer 

Marketing, 16(3), 273-287.

[3] Ang, S., Cheng, P., Lim, E., & S. Tambyah (2001). 

Spot the Difference : Consumer Response Toward 

Counterfeit, Journal of Consumer Marketing, 18(3), 

219-235.   

[4] Bloch, P. H., Bush. R. F., & Campbell, L. (1993). 

Consumer ‘accomplices’ in product counterfeiting: A 



위조품 구매동기와 사용혜택 요인이 구매의도에 미치는 인과모형분석

293

demand-side investigation. Journal of Consumer 

Marketing, 10(4), 27-36.

[5] Cordell, V. V., Wongtada, N., & Kieschnick, R. L. 

(1996). Counterfeit purchase intentions: Role of 

lawfulness attitudes and product traits as 

determinants. Journal of Business Research, 35, 

41-53.

[6] Delener, N. (2000). International Counterfeit 

Marketing: Success without Risk, Review of 

Business, Spring, 16-20. 

[7] Havlena, W. J., DeSarbo, W. S. (1991). On the 

Measurement of Perceived Consumer Risk. 

Decision Sciences, 22(5), 927-939.  

[8] Kim, J. and K. Lee 92000) "Consumers Attitude 

toward Counterfeit Goods: with a focus on 

demographic factors" (written in Korean) in 

Researches in Advertising 11(4), 87-107.

[9] Kini, R, Ramkrishna, H. & B. Vijayaraman (2004). 

Shaping of Moral Intensity Regarding Software 

Piracy : A Comparison between Thailand and U. S. 

Students, Journal of Business Ethics, 47, 223-235.

[10] Lee, S. (2004) "Fashion Imitation Products and 

Consumer Behavior and Ethics: Korean, Japanese 

and Hong Kong customers" (written in Korean) in 

Journal of Korean Society of Apparel 28(11), 

1438-1447

[11] Lai, K, K., & Zaichkowsky, F. L. (1999). Brand 

imitation: Do the Chinese have different view. Asia 

Pacific Journal of Management, 16(2), 179-192.

[12] Nia, A. & J. L. Zaichkowsky (2000). Do 

Counterfeits Devalue the Ownership of Luxury 

Brands?, Journal of Product and Brand 

Management, 9(7), 485-497.

[13] Tom, G., Garibaldi, B., Zeng, Y., & Pilcher, F. 

(1998). Consumer demand for counterfeit goods. 

Psychology & Marketing, 15(5), 405-442.

[14] Yoon, K. (1992). Involvement level and the 

mediating role of attitude toward the advertisement. 

In L. N. Reid (Ed.), Processing oh the 1992 

Conference of the American Academy of 

Advertising, 46-54. American Academy of 

Advertising.

[15] Wilcox, W., Kim, H. M., & Sen, S. (2009). Why do 

consumers buy counterfeit luxury brands? Journal 

of Marketing Research, 46(2), 247-259.

[16] Yoo, S. (2012) "Why do Customers Purchase and 

Use Counterfeit Goods?" (written in Korean) 

   in Digital Policies 10.7: 115-121

[17] Yoo, S. and N. Kim (2912) "Korean and Chinese 

Customers' Different Attitudes of Purchasing 

Counterfeit Goods" (written in Korean) in Digital 

Policies 10.5: 117-124

유 승 엽
․1987년 2월: 앙 학교 심리학과 

(문학사)

․1991년 2월: 앙 학교(문학석사)

․1996년 2월: 앙 학교( 고심리학

박사)

․1997∼ 재: 남서울 학교 고홍

보학과 교수

․2003∼ 재: 사)한국 고학회 이사 

 외 력이사

․2006∼2010년 12월: 한국소비자 고심리학회 편집 원장

․2009년 9월∼2010년 8월: 북경 학교 신문방송학부 교환교수

․2011년∼ 재: 사)스마트융합학술 국연합 학술이사

․2011년∼ 재: 한국소비자 고심리학회 회장

․ 심분야: 고심리, 고 산업, 미디어융합

․E-Mail: ysyeob@hanmail.net



<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /All
  /Binding /Left
  /CalGrayProfile (Dot Gain 20%)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Warning
  /CompatibilityLevel 1.4
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJDFFile false
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /ColorConversionStrategy /LeaveColorUnchanged
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveEPSInfo true
  /PreserveHalftoneInfo false
  /PreserveOPIComments false
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile ()
  /PDFXOutputCondition ()
  /PDFXRegistryName (http://www.color.org)
  /PDFXTrapped /Unknown

  /Description <<
    /FRA <>
    /ENU (Use these settings to create PDF documents with higher image resolution for improved printing quality. The PDF documents can be opened with Acrobat and Reader 5.0 and later.)
    /JPN <FEFF3053306e8a2d5b9a306f30019ad889e350cf5ea6753b50cf3092542b308000200050004400460020658766f830924f5c62103059308b3068304d306b4f7f75283057307e30593002537052376642306e753b8cea3092670059279650306b4fdd306430533068304c3067304d307e305930023053306e8a2d5b9a30674f5c62103057305f00200050004400460020658766f8306f0020004100630072006f0062006100740020304a30883073002000520065006100640065007200200035002e003000204ee5964d30678868793a3067304d307e30593002>
    /DEU <>
    /PTB <>
    /DAN <>
    /NLD <>
    /ESP <>
    /SUO <>
    /ITA <>
    /NOR <>
    /SVE <>
    /KOR <FEFFd5a5c0c1b41c0020c778c1c40020d488c9c8c7440020c5bbae300020c704d5740020ace0d574c0c1b3c4c7580020c774bbf8c9c0b97c0020c0acc6a9d558c5ec00200050004400460020bb38c11cb97c0020b9ccb4e4b824ba740020c7740020c124c815c7440020c0acc6a9d558c2edc2dcc624002e0020c7740020c124c815c7440020c0acc6a9d558c5ec0020b9ccb4e000200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e>
    /CHS <FEFF4f7f75288fd94e9b8bbe7f6e521b5efa76840020005000440046002065876863ff0c5c065305542b66f49ad8768456fe50cf52068fa87387ff0c4ee563d09ad8625353708d2891cf30028be5002000500044004600206587686353ef4ee54f7f752800200020004100630072006f00620061007400204e0e002000520065006100640065007200200035002e00300020548c66f49ad87248672c62535f003002>
    /CHT <FEFF4f7f752890194e9b8a2d5b9a5efa7acb76840020005000440046002065874ef65305542b8f039ad876845f7150cf89e367905ea6ff0c4fbf65bc63d066075217537054c18cea3002005000440046002065874ef653ef4ee54f7f75280020004100630072006f0062006100740020548c002000520065006100640065007200200035002e0030002053ca66f465b07248672c4f86958b555f3002>
  >>
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice


