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Effects of mobile fashion shopping characteristics, perceived interactivity,
and perceived usefulness on purchase intention
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Abstract

The purpose of this study was to verify the effect of mobile fashion shopping characteristics and perceived
interactivity on perceived usefulness, and the effect of perceived usefulness on purchase attitude and purchase
intention based on TAM (Technology Acceptance Model). We conducted the survey targeting smartphone users in
their 20s~30s living in Seoul and metropolitan area. Among 483 data collected, we used 452 samples except 31
unreliable respondents for the analysis. To analyze the structural equation model, we did factor analysis, reliability
analysis, and structural equation model analysis using SPSS 18.0 and AMOS 16.0. The results were as follows:
We confirmed 5 mobile fashion shopping characteristics (enjoyment, credibility, instant connectivity, security, and
personalization) and 3 perceived interactivity factors (control, responsiveness and two-way communication, and
contextual offer) as results of confirmative factor analysis. Mobile fashion shopping characteristics and perceived
interactivity had positive effects on perceived usefulness. Mobile fashion shopping characteristics affected perceived
interactivity and also had indirect effect on perceived usefulness via perceived interactivity. In other words, mobile
fashion shopping characteristics had direct and indirect effect on perceived usefulness. Perceived usefulness
influenced purchase attitude and purchase attitude influenced purchase intention. Perceived usefulness had direct

effect on purchase intention and the indirect effect through purchase attitude was significant.
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3 Age) HAET vwe) HYL o
we WA 4T e ¥ 4
MEDIA(20132)= 2HIY &3 AJAFo] A
2 AujEEo] Wl Qe ALg 8
A5kt 2009 809t
7FIAF =71 2014 69 AR oF 33 9wl
A FoiAst 72 429] 70% o4 AA|SH
%)™ A|(Ministry of Science, ICT & Future Planning,
2014) mokel QIE|Y ©]-§-9] WY Ho] FrfE gl
ot mutel Fok A BB L muke) £
A A F asle] Btk Aolth oldd
snpezol W Bl A AS B4 T
LTE 5 %114 o]|5EAl AH|AE 0] 83} EH]—M
ZA9) QY B0 Askgel wek §41 olel
s w2A AJ5-] AloF glo] Ush= AlFel
A 9 Fi7E Ths A ek & o] -84k
S7F 2 A g o] Z]Rto] EE )lrkar shqich
(DMC MEDIA, 2013a).

53] 97 2 i I AIEEE 2HRY o) £
Q 5207 g L l+=4(DMC MEDIA, 2013b;
Korea Communications Commission and Korea Internet
& Security Agency, 2013; Statistics Korea, 2014),
Embrain Trend Monitor(2013)9l ZA A3 mupd
L B3] 2 HMst= AZo ‘9’]‘”‘(540%) QF <%}
SH41.8%) & A B AE B9 7P B
th e Ao g Ao AAELS <dTH33.3%),
ANE27.8%), <7 215726.7%)’ 2 ol %l=tl, ‘Al
BH27.8%), ‘oJAJ2)5(26.7%)’, “HAI2)5H(20.5%)", 7N
A0\ F(19.8%), TRIAIZH17.2%), THHLE/F
T(152%) 5 o7 H oA = AlF Aol gt
Trjo] HA O e A0 LeptrhEmbrain
Trend Monitor, 2013).

olelst A% 7ol wstel s mutel &
ol T A5l A4 KaEe] eHChoi,
2009; Chung & Lee, 2008; Hong, 2013; Jun, Lee &
Park, 2013; Jung, 2012; Kim, 2009; Kim, 2012a;
Kim, 2012b; Lee, 2003; Lee, 2006; Lee, 2007; Moon
& Ok, 2005). A3YAGE 5 t}4=7} TAM(Technology
Acceptance Model, 7| &2 3)S 7|¥Ho 2 3}
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A AR, AT, Hoby, 834, AFE o] m
Hh 2% E4o] feluat SRWSERE WA
TH(Choi, 2009; Chung & Lee, 2008; Kim, 2009). =
o mutlg WEE U BAelA AEAgA o
3 Apgxle] zzbo] HlE 49 whERIE ARR-ow o
FAH GRS ML Ao Iso] i,
AN, WA, P ARUANA B A2
HEAGH FHLAS] F8 EYRSo] Bl
Eo] 2th(Broekhuizen & Hoffmann, 2012; Jee &
Lee, 2002; Jun, Lee & Park, 2013; Lee, 2003, Lee,
2004; Lee, 2006; Teo, Oh, Liu & Wei, 2003; Wu,

AUPEES FrjEe) 7o) Y W4 5 )

2 53X AL ZE(Doopedia), HH}
Lee, 2003)2 WHEAIZ 2} FA o ARE-
HAZA A5 A-g/do]l S E(Kalakota &
Robinson, 2001; Kannan, Chang & Whinston, 2001)
sl 3 4 gtk A2 mutel &9 A FR
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3l 3o H(DMC MEDIA, 2013a), £3] 9%
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& AFstaA sk o A AR b ARTEEGLS A
%k Davis et al.(1989)2 $-41 A Zhel 5843 #|
Il. Theoretical Background ZE golds 47 “HAA ARATE 54 58
AZEE AHgEHe Fol AAle] ARAIE P4
1. TAM and perceived usefulness A2 Aolet= 1A FAA 1) <A A AR}
Davis(1986) = AtgSo] A2 AR/Ee = 54 ALEE ol ¢lo] A48T 4 92 Aol
ot FFS A= 8ASS Wel7] fIet o] 7Idhshe A=ret Folstit 14k 24

27 E9] TAM(Technology Acceptance Model: 7] GAE0] AS Hofjie PJuEzRAA Z2IH

S48 E)S Aotgict. TAME TRA(Theory of 3t 27 7o) & TRAQ TAMo| o3t Ao A
Reasoned Action: 2He]2|3Fol2)ol o224 uj7 AL, SEHAREC] SF ZRIYS 145 Fet A
& T, TRAA = F-50%=7) e =9 =34 FEA AREE 4= QUEE 3 & 12} AR AR A
e GRS Werhal HQIthAjzen & Fishbein, & Z@ol diet &= F71% 234 HES AAIR
1980; Fishbein & Ajzen, 1975; Davis et al. || 2]-&, t} 22 9] AE SEHES 43 231 TRAS

1989). Davis et al(1989)& 0|2 Eoj2 PEolml  TAM W% gEo|wo} A7 BEL dZal=t] &

A7hEl 84T HEo] Rk won] HEl X o3k myel 20 Wal At Davis et al(1989)2
28§84 A28 o4 S W A HEAHoR £ mye] MEES FUste] X2
FEEEE 2AUFie 1), FEA T AZE o, aem AFelEe
o] Q17olA] Davis ct al(1989) TRASHTAMS] A 714 o248 Adoz TAHH B2 AXste

4 Aag w43k (Fig

Aele vmsh) §I9) 2 el vk MRS 2 =, olef g 27184
A AAeha, F mYe] WaEe Bhstel B 29 2.

Perceived
Usefulness
)

Attitude Behavioral Actual

External Toward » Intention to System

Variables Using (A) Use (BI) Use
\ Perceived

Ease of Use

(E}

<Fig. 1> Technology acceptance model (TAM). From. Davis et al. (1989). p. 985

Perceived Perceived
Usefulness \ Usefulness \
Behavioral Behavioral
Intention Intention
Perceived / Perceived
Ease of Use Ease of Use
[Time 1] [Time 2]

<Fig. 2> Final models of hybrid intention models. From. Davis et al. (1989). p. 996
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2. Mobile fashion shopping characteristics and
perceived interactivity

Miiller-Veerse(1999)2] Mobile Commerce Report
AME mutel Avjse] 54 geloz WA,
o4, HeHd, wHeEA, flAElg, SAHESA, AN
218} 5 A48T Kannan et al.(2001) HAY
M AsAg, Qs Aoy & mupel of
A o] 34 &/dolet skl Clarke(2001)> RHFY
Avart 2 AW A3 $4 A4, BelA,
Ax2H1A, 7HQ1st Folet sF3itt. Siau, Lim, and
Shen(2001)-& AR AL, 7113}, G4, Aol &
mukd 439 EAQRER AAISHYTE Lee(2007)
© MRS} 84, 734, SAHEEA, &0l 5
o] wutel A 4] 54 alolat 31T, Kim
(2009)> SA1A44, N3}, 34, 7843, &0l
3, Kim(20122)2 SA 24, NS}, 284, &
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u] 2kl 8}tk Broekhuizen and Hoffmann(2012)
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glol AFs g o] LA alola} shgick
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Ill. Research Methods

1. Conceptual model and research hypothesis
B ol SA HYATES vigor B
uhel s 0] B ZAI1AA, Bk, Aol
ot 9814, A=A ol 8910, A7E 45
Age] TS FAL, WA W PYF A
uAleld, 4371 ABA 5 349l 3h9l 84l
afo] zulapgo] 2
nlEE] mutel shH 43 ST HEAEH 5
HES AAsHe $F0] AZE H44
GFE A=A, 283 A2 fE4o] Tl
= 9 Fojelwe] n)At 3 4
AL Bk B AT AL 24
$AF5o| AUfEES o] g3t
A A& Aolek 7Pt the] Aol A
Mz 71zl o] ofs=siA e B85 A4E
B/ ol thet 2|1 2HE gold o] Aol £
5}A] gr-g-o] dFE A 9th(Chau & Hu, 2002; Chung
& Lee, 2008; Hu, Chau, Sheng & Tam, 1999). °]&
EY2 £ AFoli= TAMOA AAE A2 &
|33 A1 Z4E ol T ALE oldo] HE U
FujoleE Ash=t oA F ujE AYA
Ue Ao wdste] A7t foldE HF oA
AAsHATE £ A2 AT ARG pFo] mep
A g 2 SA40] A7t -84 d3FE mAl
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Perceived
Interactivity
H3 Purchase
s Attitude
Mobile .
H2 .
Fashion Shopping 5 er;;;'» edj H7
Characteristics setuiness «
Hs Purchase
Intention
<Fig. 3> Conceptual model
A&tE 2t 2 F3) ShA B A B PRI AN
H5. 2| ZHE §-8/4-2 e ol A& 9 PAAEFE Fuste oA X Zske At &
u|Zch 7€’ (Kim & Shin, 2014; Lee, 2007), ‘/\U]—E—‘T‘—O
H6. A7 4842 Fuje=of A FaF& 2 Y& mutd gl g s A Alsske
u]Zth o] A3LA thokA], =414 oﬂ 3t AlE) (Choi, 2009;
H7. Lo e ojwoll 491 Jaks vt Kim, 2012b; Kim & Shin, 2014)& % oJgtt}.
H8. e == A Z4E -840 e =o] o A2 el AT A8/ Lee(2004)2] Ao E HIRF
e mlxEY Ylofd WA aTkE ek o wute) WA LWL S WA, A
B ATEgod 2t e BAES A ARUACA Aol £ B 1 olae] gA
PAFEE ez 2 AT FFo 2HA 7 o] WA, HAA], A5t FF= & = A= 3
FAsto] o2t 22 oJu 2 ARg-staAt Fhek £ et Aot Azte Jeaed e Hgedl F
A wutel sH agols AUEEGIA HH £7 A, WA D PP ARUACIH, AR A
2 ofZeAlold L mutel P Fo) mutd 9 AL 27 AnlEE| A mrtel A £7S @
B 532 AolEo] Wasto] U ABFAE W AgATE AAlo] Ushe 2ol A Hue &
7, 0%, B B B0 SUST S S e BAR 4 S el Kin & Shi

A AES Fulish= 9% (Clarke, 2001; Choi, 2009;
Chung & Lee, Hong, 2012; 2008; Kim, 2012a; Kim,
2012b; Kim & Shin, 2013; Kim & Shin, 2014; Lee,
2007)0l2} g ojRity. mutd s £ 549 &
AAAA, Hetd, sl 34, AlEAdS

‘A7 ot L} AntERES o] gsto] olEulo] 4
ot] AT Feel A0E A A
AAESE Fuje = = E4’(Clarke, 2001; Kim,
2012a; Kim & Shin, 2014), ‘A0}EZo]|A H}Y
WA 23S S u 28R AR AR
7} Atk Wi Z°(Chung & Lee, 2008; Hong,
2012; Kim & Shin, 2014), ‘Au}EZ2. 0|23} M}
o o &l AHgA) fe] wEe AF, 3
B, AqH|AE A3 = A=’ (Kim & Shin, 2014;
Lee, 2007), ‘AntEES o] g4t mubel 4 &%

7_'1-7_|L

2013; Lee, 2003), ‘A0lE
= & o AFEAY R—TL*WJO]L} t—l*h&c’ﬂ
skal Al7|AEsHA Sl e A= 9 79T &
H2L, B 2HAHE 1Ho] AT o wgto] 7
3t A =’(Kim & Shin, 2013; Lee, 2003; Lee, 2004),
‘AnfEZO|A RELY A 2FS T A7jQle]
AR AL A0k B ARE FEH R e
of AH& Ao 73 EIAQ HHo] W Ay
A5 AFd F= AE’(Kim & Shin, 2013; Lee,
2003)2 A o3t}
FEHS LOEE g} L )
2RO GAFIe
LR e
]E} W= A =’(Chung
Avla} AupEES

]
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74 mutel A 6% SR AZ2E AEAEA,

olgg mHlel WA &S Foleta, axte] £
Azolg} 7l= AX’(Kim & Shin, 2013; Kim &
Shin, 2014Vijayasarathy, 2003) 2, L0 & == Al A
Fo) BES sk A OR, pulas) Anke
zoz muld W4 232 g e oF Kim
& Shin, 2013; Kim & Shin, 2014; Vijayasarathy,
2003)2 A 23ty

2. Measurements, data collection, and analysis

£ Al 2T A9 238 a3 9
) AULEE ASAES YOR HERAE A
Alsteier A= ﬁﬁl‘%-?‘éé Faz shof &
HlASo] QlXal mulel A 47 B4 R915S
3}o15}7] 238t 247 2] E3KChoi, 2009; Hong, 2013;
Kim, 2009; Kim, 2012a; Kim, 2012b; Lee, 2007; Lu,
Liu, Yu, & Wang, 2008; Noh, 2006; Siau et al., 2001,
Vijayasarathy, 2003), A|Z}5 AFS2-24] Q2052
gHolskr] €Jst 137019] 8K Broekhuizen & Hoffmann,
2012; Lee, 2003; Lee, 2004; Wu, 2000; Yang, 2009),
A ZrE 84 77 E3H(Choi, 2009; Davis et al.,
1989; Hong, 2013; Lu et al., 2008), F~ulj e = 47}
F3HMoon & Ok, 2005; Kim, 2012a; Visayasarathy,
2003), FFujo] = 47 E&H(Jung, 2012; Kim, 2012a)
3 guA BAS sletel] Siat ATEAtA B
@ 57 5 % 574 Baom LAEe:

{Table 1> Results of confirmative factor analysis

AZte 8] ool mAle ¥ HAESAT

HEZAR= 20134 59 2
o Aolo] A% % R A5

0YUEH 2013 6¢¥ 6
= 20~30)] 9]

[g5tol Lol Ul AlEE Ba, T2

IV. Results

1. Characteristics of respondents

SARAG A 452199) SRR o4 235
H(52.0%), B4 2178(48.0%)0]on, Az
L2017} 236H(52.2%), 30t 7} 2167(47.8%)°] )
o} gl WE A=Y ®is 200 dAdo] 1139
(25.0%), 20t oJAdo] 123H(27.2%), 30t ‘FAd o]
1o4cﬂ(23 0%), 30T oJAdo] 1128(24.8%) 0.2 A4
2 Aol whE Ed E27F A E?ﬂ o] ol zlrt
5 gk AntEE] AR 7)7he 19 ol4el
I2}7l 36878(81.4%)0] o1, 32078(70.8%)°]
UfEZS o]43F muld A AYE Hi: A
Sk mokel S S0 E 4 FEA
T 17178(53.4%) 0] AA| 7+ FAA e, ol 7

I o u »

Path f:ﬁgfalrofﬁg Valil:i)lrce SE ! i(l)ll:t:lllltc; AVE
— | Immediate connectivity 1 749 317 Fix -
— | Immediate connectivity 2 751 307 | 076 |14.572%**
Immed.iaFe — | Immediate connectivity 3 .678 412 074 | 13.258*** o 47
connectivity — | Immediate connectivity 4 .630 438 | 068 | 12.33%*
— | Immediate connectivity 5 .526 .701 075 | 10.28%**
— | Immediate connectivity 6 519 715 070 | 10.142%**
— | Security 1 .800 354 Fix -
Security — | Security 2 910 JA50 | 051 |21.107%%*| 897 745
— | Security 3 .856 250 | .052 |20.185%**
— | Personalization 1 781 270 Fix -
Personalization — | Personalization 2 762 356 073 114.803%**%| 832 .623
— | Personalization 3 711 402 071 13.978%**
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{Table 1> Continued
Pub Sindardized | Bt | gy | Comn
factor loading| variance reliability
— | Enjoyment 1 821 465 Fix -
— | Enjoyment 2 .895 233 043 | 22.964%**
— | Enjoyment 3 812 409 | .045 |19.989%**
Enjoyment — | Enjoyment 4 .558 790 | .049 |12.331%+*| 881 .520
— | Enjoyment 5 547 742 | 048 |12.053%**
— | Enjoyment 6 725 557 | 047 |17.099%**
— | Enjoyment 7 789 397 | .043 |19.206%**
— | Credibility 1 764 291 Fix -
— | Credibility 2 794 238 | 061 |16.234%**
Credibility — | Credibility 3 552 635 | 074 |1L.151%%*| 868 571
— | Credibility 4 713 299 | .060 |14.603***
— | Credibility 5 653 377 | 062 |13.323%**
— | Control 2 .666 476 Fix -
Control .669 .503
— | Control 3 705 452 | (109 | 9.971%**
— | Responsiveness 1 726 438 Fix -
— | Responsiveness 2 753 336 062 | 15.322%**
Responsiveness ", 1" posnonsiveness 3 636 484 | 064 |12.916%*
and two-way — .887 .569
_— — | Two-way communication 1 811 270 | 063 |16.491%***
communication
— | Two-way communication 2 785 373 069 | 15.963%**
— | Two-way communication 3 .676 543 070 | 13.747%**
— | Contextual offer 1 .685 .S516 Fix -
Contextual offer | — | Contextual offer 2 811 .350 082 |14.776%**| 837 .633
— | Contextual offer 3 .867 224 | 080 |15.239%**
— | Usefulness 1 .823 241 Fix -
— | Usefulness 2 739 306 | .048 |17.900%**
— | Usefulness 3 .887 A50 | 045 |23.469%**
Percei
erceived — | Usefulness 4 885 159 | 0d6 [23382%| a8 | 722
usefulness
— | Usefulness 5 .843 240 | .051 |21.876%***
— | Usefulness 6 .803 275 049 |20.146%**
— | Usefulness 7 698 415 | 053 |16.577***
— | Attitude 1 710 283 Fix -
. — | Attitude 2 633 458 | .089 |11.553%***
Purchase attitude - .853 .592
— | Attitude 3 727 287 | 082 |12.919%**
— | Attitude 4 712 308 | .083 |12.733%**
— | Intention 1 782 252 Fix -
) . — | Intention 2 743 252 | 053 |16.673***
Purchase intention - 933 778
— | Intention 3 .884 143 055 |20.599%**
— | Intention 4 .889 JA32 | 054 |20.719%**

#08<0,001
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76 metY s 4 EAQT A2 S, A24E {840 Fujoef v FF  BAESA
2 5 1359(78.9%)°] 2FAlEF= it ol 2 A5 ®2YS 10 sEa(EErd oA
Utk SR £ 540t 4709 WARS(RIZ4E FEA8A,
A2t 84, e, )= ] §

2. Testing of research model o} drmgel AL g ZEAF 3 H(Covariance

H o] JrAgsfg el mukd afHd 4% EAJ 9 Matrix)¥} 2]-¢-%= A (Maximum Likelihood Estima-
SA A, B, TS, f34, AR A tion)ol| oJgt 2HHE o]§oto] LYY LY S
7 G0 FAA, v 9 e AR EAsgnh B Arrge) M3t A3 Ak 1=
YAolA, Asrdt AlaA, 23 AzkE 984 1,125395(p=.000, df-224), GFI=0.843, AGFI=0.807,
T LujelE, Fujolw @9lo] thate] BHela 29 CFI=0.863, NFI=0.835, IFI=0.864, TLI=0.845, RMR=
BAe AAGHc) 13} 3eld 9¢l8A A3t & 0078, RMSEA=0.094% L}ERK(Table 2), A¥kz 02
A alle SAFE FAL 11 EF0] 1=3789) G2t A A S FEEGITH Yy, 2012).
W2 9Ql Holgkg Hol dd g5 AT + 2 ZF #Q1 7ho) JEY S AW = FEASTL
A ZR1d e RS AAskch 23 2414 2 (Fig. 49} Zro] 4tz= o, 7+ 7HAdof gt 7
QEA Ayt ZHEYo| gt ATE ApE 1= 2A=¢ A5 A= (Table 3, 49} Zth
2,268.046(p=.000, df=1118), GF1=0.829, AGFI=0.805, ‘wut g A 49 EAL X]7kE AFS AR Al A
CFI=0.910, NFI=0.838, IFI=0.911, TLI=0.902, RMR= o] &J&kS u]Ich il 3 HI-S A=A .188(:=3.308,
0.042, RMSEA=0.048 % L}E}L}, dHb& 02 oF5 gt p<O00)Z, ‘wutd X &3 EAL X7t &
AL 429 A2 SRIEUTH(Yy, 2012). A ol AAR] FFE w3 H2= AEAS
Q9lo] #0174 QQlEA At (Table 1)TF 2l .106(=1.962, p<.10)0.& A=} ‘x| ztel A5
{Table 2> Model fit index

x? df GFI AGFI CFI NFI IFI TLI RMR RMSEA

2’21:%)5030%5) 224 0.843 0.807 0.863 0.835 0.864 0.845 0.078 0.094
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{Table 3> Results of hypotheses testing
Standardized

H Path coefficient SE t p

HI | Mobile fashion shopping | — | Perceived interactivity .188 120 3.308%** .000
H | characteristics — | Perceived usefulness 106 116 1.962* 050
H3 | Perceived interactivity — | Perceived usefulness 333 .064 6.686%** .000
H5 — | Purchase attitude .186 042 3.386%** .000
— Perceived usefulness

Hé — | Purchase intention 346 .040 7.767F%* .000

H7 | Purchase attitude — | Purchase intention .067 .040 9.707%** .000
<001, *p<.10

{Table 4> Direct effect, indirect effect, and total effect testing

Direct Indirect Total

H Path effect P effect p effect P

H4 xﬁiieiz‘j::n ShOPPINg |, | perceived usefulness | .106* | 056 | 063* | 005 | .169% | 011
H8 | Perceived usefulness — | Purchase intention 346%% | 002 | .102%* | 004 | 449%*| 003
#p< 01, *p<.10
AgAe AZE 84 AH G MAT el A 4B S4T A7 AR A7
T T H3S ARALG 3336686, pO.00DCE A F f840] AHA FFS viFen] A7kE f
GE|9lT A 2E HBAGAS Bokd HH &8 §4L Tojeime} Tulo|el, Pujgl i oo
Sxo] AZPE 8400 S vlXLE Qold  mo] GRS uAch muk WA 2% SRE A
W NETHE ZHeTh o Heo) A9 AMmae] 4 7bE S840 AUA AFHE AT EA
A 106(p<.10), ZHHRTI] ARAS 063(p<0D),  AztE ABALAL ulE & HRTE
TaIe] HRAS 169(p<10)2 A=Ak K[z Ao SRIF ek 27HE §-84 Fufejze] 2]
H 8 FulEize] A FFE Rtk HAH] GFS uHY FAlo] P EE iR
ek H5= =714 .186(¢=3.386, p<.001) S 2, ‘%] 2} h M a} B3 G o] AZbE [-8430]
84S Aozl A dFE mckb Ao 9 pujoeE Ayshe ZAEE Waed
St H6-2 A ZA |14 346(:=7.767, p<.001)0. 2 &} <2 9Ju|s}H, Moon and Ok(2005), Chung and Lee
ik el s ool A&l kS h| (2008), Choi(2009), Kim(2009), Hong(2013), Chang,
AP sk H7-2 AZA 4 .067(:=9.707, p<.001)= Kim, and Oh(2002), Lee(2006) 5 TAM= 7|Hto2
Aeegich PulEEs A28 840 Tule] s ARATOIA SRIF 47§84, HE, ol &

2ol oS mlAe glojA WAEIE Tk olm Aolo) BBAE AT FAlo] 2k

3§ H8L 7P ETRe] AR AL 346(p<01), 2
Fako] ARAG 102p<01), SR AR 449
(p<ODZ Ae =] glct.

V. Conclusion

WA 432 EAT} 2|7
ulsmn 7=

Hel A3 2gdo] TAMS] =

FE4E& A¥st= fougt
%t

olejat 7o) A oz v A4

& thet ol Agshant gk

A, AE AR AT ZHold =kl A
54 F A, F el AT Huo
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