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Abstract

Considering that the effectiveness of ads varies according to the credibility of con-
sumers, it is necessary to establish data regarding consumer credibility in relation
to online reviews. To conduct a successful study on the marketing strategies of
online reviews, it is also necessary to analyze the relationship between credibility
and the various factors that influence the purchase intentions of consumers. There-
fore, this study attempted to examine the relationship between consumer trust of
on-line reviews, brand preference, ads credibility, and purchase intentions in relation
to cosmetics. The study was conducted through a normative descriptive survey
method using stimuli and a self-administered questionnaire. Analysis of the structural
equation model was conducted for the data analysis. The results revealed that con-
sumer reliance on online reviews of cosmetics influences brand preference, credi-
bility of brand ads and purchase intentions. The results also revealed that consumers’
on-line reviews, brand preference, and trust of brand ads are important factors for
increasing the purchase intentions. The mediation effect of brand preference and
brands’ ads credibility were found in the process where on-line reviews exercise an
influence on the purchase intentions. It was also found that brand preference has a
stronger influence on purchase intention than credibility of brand ads. It was dis-
covered that the credibility of on-line reviews directly influences purchase intentions
more than indirectly influences. Considering the results of this study, programs that
encourage customers to post on-line reviews, and strategies to promote brand pre-
ference by targeting groups that exhibit high trust in online reviews would be

recommended.

Keywords: functional cosmetics(7]&% BF), on-line reviews(L22}F9] Al& Z7)),
advertising credibility(F-1 {IZ%), purchase intention(T-2f2S/ %)
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Q) Zube] FHlo] itk SE AR B4,
$o Ang A% AUEAEe] 434 Adst
FA59) E AF AL A&HoT FEdlo],
M2 W W o] B4E A% FR7h BESAN
(Seo, Park, & Shin, 2016). 7| Jo A= SP= A2
ARAE Al AR o2 F7hshe A7 EoluaL, 3
FE BAAFo] FE A4 FE olFE HA%
g SAEH A2], 14 714}, 2Ek AY,
BE =Y 5 SPEETe FA-ol SHERE #ofF 71y
Sk SE A AES ot Qe Ao th(Park,
2016). 12u} o9} Z-& XY AA|S) S7H= Qlsh 4
o] A A4 HFAN A HZro] mfL- Fl50]
FZ B9k ofyeh, A A A= AR g2 A%
o & W3alar QItH(Choi, 2011). E3F AZ] A= 7]
&o] BEIE o] ARAES ofd ARE AYstH et
T HISRE FE9 AES YT o e dEe Y
ARk, 7192 aB[ARSolA AAF AlES FEE B
A AES 350 AEsRH QLA S
o121 TH(Lee & Kim, 2011). 3t oje} 4¥]AH5
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2= AP F(Kim & Yoon, 2010) A¥E 0]F
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o aTdoR Y ] Bt o] BaF
M7} kel SHolN EEEolor & A0 B
ST 12T 1 4NES M3 PE, 1% Y
£ 7154 B89 TPl Aot genz
(Kim & Hwang, 2013; Whang, Lee, An, & Jo, 2010),
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3 FF WAE FAHCE FEstA sl
II. Background

1. Effect and credibility of on-line reviews

LA AHE Yok AH[ARE] EoluUHA]
2R 53 AlES vlaskal Ffiste A2 FHE
A9 LAl Il HA. &5 AlF9] A g
A =2 wig wj ko] A HoJFHo] S49
A] o]F0]R| 7] = 22Ql wioll A L whi= th i
ERRIO] AR Z-7]0] oJEstAY xsto] St 27
o U 28Rl FRY Y] ARt (Baum &
Spann, 2014). Chatterjee(2001)= 22}21 A& 7|7}
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Ao A4 gl e Al £ S HER w2
A7t G4 Aol A8 717 85k B
o Ago] H& AL afdd 4 Utk

AFEE iEe 54 didel d44, d24, Al
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A A=s EA Aol = gt el uf
9o ¥ u|X|&= F2 QQloJtk(Kim, Kim, Lee,
& Youn, 2013). 2241 ARG £719] A= 4o FFS
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(Choi & Seok, 2010). AL &7 Pttt
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2. Brand preference and purchase intention
HYPS HEE ofshi £vuAte] HAS Hehg o

7] A=t BRE AR, Al AR, Fieo] niXs JF

wAgolT

ZokaL olsfish=d UolA 71Z Q1 dAloIH, AL
BHE A|Fof et AR ASE ARlE 9% HeF
o] WHEA] MaEolol o Fa WAolch naE
AEe oA 1 AR A FAT B
M ofsh o) 7154o] AAHe AL Kol
ZtH(Bass & Talarzyk, 1972; Han, 2012). <, %E
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3 dAo] YehYA Hr(Jacoby, 1971; Jang, Jeong, &
Jeong, 2005). AH|Z} 7|20 25 Ao =a P H
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AJ5jol o 718 A] Ae) 754o] FolA|ul Ty
97} A= t(Jeong & Woo, 2009). AH| A= 57+
L7t &2 BHES Al YARlS o Aoty S
8% t wo| A=Ettiy 519tH(Lee, 2016). Kim,
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Hwang, 2015). 1831 AH|R] SH4E BT A

E& uhe GEHolw hudel 43 e

I
of

i

l

i

ol ?F’ H o

- 834 -



Vol. 25, No. 6 gxE] -

o, 7] Be AL AT 5 Y= 2FAL A
Uil 9Ith(Hong, 2012; Shin, 2001). B4t ojujg} 3}
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3. Brand advertising credibility and purchase in-
tention
2o ygo] Faet steiets 1 vA
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2ol 9% S0l B4 Aol mIol & 4 9
o o]z ola HHAT} A, Ful AAH A
HHo| o|2o|X B &(Bai & Lim, 2016) 119 tjgt
A7 2R ESAAS TaAA sH &
o ok Faro] gk A== 2= upA" el o
gk AlZlolH, 1 Setof gk T oJFQl 7t &oflA
HAY FoAgS 7o shof aHAE SAS
FAoA "ot Yoo and Jin(2012)9] AFAAE 3F
o] gk 37821 By 2H7g o] A o] A (transfer

effect) 5 &l TR ojojA HFZo= Fia
e FolE ZFHE 7PHLthA 5+t Cha(2015)2]
AgtoA= =etd Fal AFErt Fojoko] 34

Al FFE AT 5HoH, Park(2017)2] A+
olA= Faro] gt a=et Al Ert ol ko
W7 JFge EHtkes 2HE &0 Lee
(2012)] AFAHE /1SS FuE ABF ]
A gue) Aol 28 Folof AgHo 4]
Age| P R 4 Aok s webd 5
HE AIE HPE 54S AvA 2] B
AN A3t AR o4 7122 AN 99
of thope mEMA o FEA BAL A5HL
F4E 4 AA|TH(Bai & Lim, 2016), 7L FoXHTE
Bt BEot s FEA] g AR AFE &
571 Zsith. olol, TR S 2 9l
B2 AT G G v WAS] et o
77} PR AMAES] AN sl 9 B9 B
43 WA A%HOR o|RolHot T Rolth. 53
o5d guoayl Lol AHg 79 ol
T A, 5 il otk As, 33 59 &
4 =} Fus Tofelsd] v)A)E HolEnz
2o] & ], SE Lokl A8 F71o] o]

7 27 AlEe] AEet BE FA AFE 3 A
ol Zhofl= A4S 9F BAE & ALoE 54
ot olo ot T2 7Hd Aol 7Hssial Alm
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7H 6. 7157 3P BHE g A EE A
oo I v Aotk

7157 sPEES] 2Rl AR 7] AF e
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AlE=ol WiAlEI7t 3le Aol
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. Methods

1. Research model

oo RS 1 Ao ZAst, FurE
dA)7]E Yolo] ofF 7HA] L & Qi A
AU BN ST GAS S FARR
21 A 3700 st AHR} AFEr} g
Al E%EQ} W AT AL 9ubslyl, o
AR 37] AlFlee} HAllE Mot g HEHE_,]
= Ao A, uj/fH
AABtA &, JERYCZ A9 754 Q}XP
H|&} A eI} 7154 SR
B A= U o ofmet

S Aolgt= 71y dlo] AT ZAL (Fig.
ro] 445ttt
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2, Measures

S A0 BH4E 5
b 8% gl dare
2 AL AR TR}
1= LH_Q_O] 1:1 A= 40]_,"_!_
Bl £} AGNET} ES AE]
SR A ST dehA BgE B8 % delmet
AR} 714 08, 20-508) o143 oF 70%7}
U507 ARRSH= F9JA AFA|(Lim & Cheong,
2010)2] AFE 37)8 J8oZ s A2ES FAT
A Agehelc

AnbERO] 22tel g $7] $9T WAl
2} 71 37} 23 (Jeong et al., 2014), &1 A}

717F Al AEE #4171

wAgolT

*EVéOﬂ ¥

B, g 7] sl Wael Het R
2719 Qe 24T Bast gtk gaskgr,

olo], Al 3F BHE(I|AE 2H, S9YA)9
Ejo|x]o] AAZ AR =lo] & AlA AHA A

£ 37 U89 WIS 2AF BASILE 1 AT
201 1HEE 2016W7HA] ZAE ok AZ9] 551 9]

Ag 7] Y8o] BnE: FA A
A W, BT 48). B ATAE 3
o

A& GASATHS

o
94 F7)9
A

B2 2719 A vuEts A A9 AA A%
Ao LAste] F_EVl 22 FARE EEohe

0_9. o
ol

. web AR SHE Rdcol

A FAAM, Al ZHo]A] 9] AR 7] IFEe

olod A AL F7]9] a3t pEo =355t

54 FHolA o

ARl e 394 A F718 vz stgo

o, A9 ApA| o] S 3]

w37] gia) 2ol

A A 9] anel Aol tigh Yee F4og 3}
o] 28l AME 37 AFES A4 o}ﬁiiﬂk AFE)

ol e Bl S8 Hel B

2 Hof st

10913} A ZAJA}F 891 A9 W7} “FAZ v

o2 AN K AFE }8L

5% BAseT

B Aswel Hele Iy AF: 24 Auprt
SEANA ofn] BAE] U= EF BHES} FL
9] As ko] o5 gEo] A WS 7Hs/dol ]
sto] =& BHEHL AASHA] gttt

AEAY] 221 ARG 37] AlEE S7E Jeon

(2013), Lee(2013)9] @70l ALt B3k

of AT cEFOT THINAL HPE BAS 4

Brand
/ prefelence I’H
! W
Credibility Hi1 v Purchase
of on-line reviews A > intention
C W
H3 Credibility /

of brand ads

<Fig. 1> Research model

- 836 -



Vol. 25, No. 6

o ZHEFL Jeong and Woo(2009), Park and Li
(2010)2] AFONA AR RAIETE Falste] 24

2 Do and Park(2013)¥} Shin(2012)
9] A= Farsto] XA T HE/dol gt A4 -
ARA AlE 1 YEo= o]fojd 6P r 74
stRth o £HS gt 578 -2 Kim and
Han(2010)Z} Kim and Kim(2012)2] @7o]| AFE3F 2
FES 2AE sto] sk
SEAS QIFEATE EAo Wit EFoERE
4, A%, 2E o, A, stgo] =3t 2
TEATY B2 AYe Be £ Likertqd 53
AEA = A
FAE B3 A BA9 HEAT oldo] golde
AT A= 7R &, 2 ARG E ARSI

I
ri

3. Sample, data collection and analysis

REL He| FYo) I3t 3gE Fojsh wlsHA
o2 olA & 20~50t) o} 54502 Pt o
H Byl 20t 32.0%, 30 36.2%, 40T 18.3%,
50t 13.5%0.2 30t o] Hx7} 7P At 2E oji
= HIE 59.0%, 71& 41.0%°]™, FotEE 11F o]
5t 5.1%, A& AsHED 22.7%, sty AshEY
50.3%, Tt Alek o] 21.9% 2= Yebth Y
< oM/ e A 33.2%, ARFA 22.0%, A2/AH
Al 18.0%, 7FIFE 13.9%, I YGo] 2.6%, 7]1&/7]
S/ Z] 22%0 2 UERGT)

Aw 4 20179 79 39~7¥ 10€09] o]FoiF
o, FojAEoA A+ A AT HAY S
o S dYsiilon, oAt Ap4lo] “aped A
HAE FAsH7lol FA 2ERRIgeIA HEFEAMS 5t
= F7°lg= 7H stoll SEeteE a5kt o
FAFe] A A& Z4Ao] &wof wEt il -§H5t
TE atgon, 39o] gaH 2T SASAL F
557591 SHol eElen, 1 F gHol B4t
1255 A9t 545571 4 Aez ARGEHAH. A=
240l SAZIA =17 SPSS 18.03 ST
ZEgo] w73l AMOS 18.00] o]-8% 31t} SPSS
18.0 2o g = Frojxjo] Aubal S} sPE
T E/80 thet Rl 74, A= HE, 244 Q
OlE A4S 3}, AMOS 18.0 T2 IO F = 391

[¢]

upxla] - Zuls

gy 119

IV. Results

1. Reliability and validity of measures

1) Reliability analysis
F24ls LutA 4 (Cronbach's alpha coefficient)S
ol8sle] Y=o tigh AFE=E A5t oY A

o gEoz FHE 7 A= B FUYL BT

L 912, Bt 7 AFELE 925 FujoE: 901
S Ho] ARgo| RE7 gl AoZ YEhyit

2) Exploratory and confirmatory factor analysis

W%l B e Ao Aol 2 Apolde 7
470 YRS ABe] g BAE ARdg
stHTh FAEE A (principal components analysis)¥}
H| 2 A (varimax) A1 ARESHITE. AF- ghol 1 o]
ARl 8RIvkE Aesialon, 7k M4t 99l 7] 4
HHAE Yetdl= 291 JAA= T gto] .50 o4
Ql ALE Foet Ao & st i A 8
of gt gL 5T 4}, &3 89 Fob
o] B&F 50 oo ® el FAX R {5
et 0% eRol gl AS BIssch

ot A7 7 Aol A T 2ol 2t
£ EA2 ogHset YRSl s &1l 82l
4 (Confirmatory Factor Analysis: CFA)S AA|SH A
I, A EH A= A5 F 2=718.619, RMR=.045,
GFI=.904, AGFI=.861, NFI=.933, CFI=951& A+ &
9 Mgt AEalA FAE A0S IR E
g ArEo] sig 80Eo] tigt EES A=AE
B7}ol7] 8l CR(Construct reliability: 74 A2 k)
7} AVE(Average variance extracted: BAFEZA|4)E
AR A3 BE 2219] CRE 7|&A] 705 =4
Uepton, AVER 7]2X]Q1 505t Eof ALgH =

HYEHE0| YEAS AT T 4 ek

3) Discriminant validity by AVE
243%9 By 43 23 99RPHel o

olN
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d 7 89S Aol B Blge] 3% Ao 8 2T 0] ABWAS BAY AV (Table 2)9%
Q1 71 WAQ WP FES ISP Sstel 2t 2k RUWY J|E SHE 2 2 3k A
<Table 1> Result of exploratory factor analysis of measurement model
Factor Standard
Factors Items . ized S.E t-value CR | AVE
loading .
loading
Online reviews provide us with reliable information 1,000 847
on the products.
I do not think that online reviews are manipulated. .997 7194 042 | 21.879™
Credibility o
of on-line | I do not doubt that online reviews say. .920 .805 046 | 21.625 921 | 701
reviews | | think online reviews’ coverage is pretty objective. | .884 732 | .041 | 19.306™
I do not think that online reviews are exaggerated. 788 746 044 | 19.990"
I trust online users' comments. 748 .669 043 | 17.278™
I have a good feeling toward this brand. 1.000 187
I have a positive perception on this brand. 1.102 .832 051 | 21.4417
This brand has a good reputation. 1.464 | 667 | .058 | 16.444™"
This brand is well known. 1174 | 720 | .048 | 18.059™"
Brand 940 | 711
preference | I think this bra.nd.has a wide acquaintance in the 1070 210 | 052 | 20.693" ’ ’
field of cosmetic industry.
I hat thi Is with li ok
t seems that this brand deals with good quality 950 313 070 | 20774
products.
I want to use the cosmetics of this brand. .875 764 061 | 19.353™
I can trust this brand advertisement. 1.000 .683
This brand ads convinces me of the quality of its 1507 787 061 | 19597
products.
Credibility | 1 gon’t think that the contents of this advertisement -
of brand | 5o exaggerated. 1.418 .898 073 | 19.406 936 | 710
ads.
The contents of this advertisement is objective. 1.411 921 072 | 19.645™
I do not doubt the contents of this brand ads. 1280 | .763 | .078 | 16.452""
This brand advertisement is reliable. 1.187 | .885 | .079 | 19.155™
1 will Pu.rchase the cosmetics of this brand without 1.000 627
unconditionally.
I will recommend the cosmetics of this brand to others. | 1.191 | .788 | .056 | 17.588™"
Purchase 906 | 720
intention | I want to purchase the cosmetics of this brand. .983 866 | .063 | 18.9037" | '
I will look for the this brand to buy cosmetics. 943 | 884 | .058 | 16.254™"
I will consider to purchase the cosmetics of this brand. 937 .827 061 | 155417

Fit Statistics: CMIN=718.619, df=207, p=.000, CMIN/DF=3.472, RMR=.045, GFI=.904, AGFI=.861, NFI=.933, CFI=.951

*

¥ p<.001
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<Table 2> Correlations between factor and AVE
Credibility of Brand Credibility of Purchase
on-line reviews preference brand ads intention
Credibility of on-line reviews 701
Brand preference 371 711
Credibility of brand ads .084 158 710
Purchase intention 489 444 125 720

[ : Variable’s average variance extracted(AVE), [ : Square of correlation coefficient

ARgsioict B4 Az, el
4= HoE, BAC P2 A3
=, Pojeluet BAL 02 Rofuist Yol Ju
A7t Q&= Aoz 1/]-E]-‘ﬁ:_]__(p<.001), BHc HAse B
A= F1 AEE Frjelzel SAHoE fojut
B(n)e] ARBATE Qe A0 Hekdrhp<001).

FBBABACN A 2 291 7k0] FBAST} 12}
o gHelIAo] F2HG T 4 tk(Kang &
Jo, 2005). whEhA 2 Ao A AR ATt
7 .91 7ko] ABALTE 1) WAL UeA got
WEEEge gHstglon, 2+ a]ldA F=d
AVE go] 3ig 8913t th2 ael 1hef e A

+F HET ZA Uy BE Hes BEEdAEE 4

2. Hypotheses verification and discussion

1) Verification of fithess of structural model

2 Aol AgE AR B4 T2 2o et &
A2 AARE A¥= (Table 3)3} £t A9tk A5 5
22=929.508, RMR=.047, GFI=.878, AGFI=.835, NFI=
913, CFI=9322 vehgeh. ujehd 2 oA 474
3 AT 7pdo] et ol 24 myolo) ANl A

= g2 Aoz ERlFHU

2) Results of hypothesis verification
2 A9 7HAF A= (Table 4)2} (Table 5)
o4 ¥t uie} et

A02 Uehge: “THd 17154 EE Lol Ag 5] Al
<Table 3> Fit indices for the structural model

CMIN P CMIN/df RMR GFI AGFI NFI CFI TLI IFI

929.508 .000 4.187 .047 .878 .835 913 932 932 915
<Table 4> Results of hypothesis verification

. Non stand. | Stand.
Hypothesis Coe. Coe S.E C.R. Results

H1 | Credibility of on-line reviews —> Purchase intention 725 537 | .068 | 10.702™" | Supported
H2 | Credibility of on-line reviews — Brand preference .639 654 | .050 | 12.909™" | Supported
H3 | Credibility of on-line reviews — Credibility of brand ads. 278 268 | 049 | 5.668"" | Supported
H4 Brand preference d Purchase intention .500 363 | .064 | 7.826™" | Supported
H5| Credibility of brand ads. d Purchase intention .101 .078 | .039 2.559" | Supported

p<.05, ""p<.001
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= o] dFE HE Aotk 2l AR
S7] Az HAZA 47 537, CREEC] 10.702(p<
00D, FHEd] HH9 FFS F= A=
EfLh e = Tk

“7Hd 2. 71578 IHEE 2Tl AR £7] AlFe
= BE A3k 9F2 1A Aot 22
Fe 7] A=&o] HREAS7} 654, CRELO
(p<00)Z, BAE A5To] 9] I9TF=
o5 yEtht A=t

“7Hd 3. 7157 IHEE 2Tl AR £7] AlFe
= B AT FFZ v Aotk el A
8 57] A w9 ARAL7L 268, CREEO] 5.668(p<
O0NE, HRE 331 Ao Fh9] e F=
Aoz yeht e =it

“7Hd 4. 7154 IHEE BRE ARk Aok
of JF= v Aotk BAHE HASEo] HEA
%7} 363, CRF}] 7.826(p<.001)C.&, Luj QLo A
Y FFS F= Ao Yl YA

“7Hd 6. 7157 IFFE BRHE B AFEs F
o] o] FFE md Zojth s B Fal AlRE
o] AZAS7} 078, C.REO] 2.559(p<.05)E, FLHj 2]
Zol A9 FFE F= ALE UE HHE U

(Table 5)= 7157 P& 22l ARE &7] 41
Lo} oo Ao EActs BHE ASx ¢
BT F3 AZeo) vizjasto] it 7Hd s5oF 7f
A 75 ASSH7] $I5H Sobel tests HAISE ZFtoltt

7Hd 62 7157 SPEE 2l AR 371 AFE
7b Fojol o] mX= FIFo] BHE AT L9 w7
avto] AAEA 0] Z=6.666(p<.001)O.2 5-ou]s}
Al YErt e = A

7Hd 7 7157 PR 28l AR £7] AFE
7b Fofjol o] mX= FIFo] BHE Fal A9

7] A=t BRE AR, Al AR, Fieo] niXs JF

wAgolT

Wi ETte] AAHEA TGO Z=2.356(p<.05)0.2 59|
s Lt Rjesl ot

3) Discussion

2 o150] 714 HEATE SNS H9] A1) (Jung,
2016) 9 BAE o] FuAo| gk A7k o)
ojwo] S vk B3k Cha2015)9] A2
o} e W Holx 9lol, /154 SHgE AR
Ho g A9 2Rl ARG F7]of] that AH|A}F A7}
FojolE g olojAlrks Aol AsrlEglc). &
g ofjeh, SAES £ Y T4 FEE BAss}
Au4 ) §72 o go] ATTHE Lee(2016))
AFLZTE AAstAL o], BEHE Ao 344
o) FFL T YE Lo A 5719 AP
S8 S ErHe AR AgtelE gt

E3k 2akel ALg F7] A Ee) SE FuolE
Atolo] EAot= BHE A5 kel HHE Fal AF
w9 GRS B4 At YEhis L J5
HE e SHE fIT oA A -l | °—.
3u7t g Aow ARHEt = Lotel A8 7]

r* rsh oz

Hot B@E HEwet Yu AFES] ()2 Oﬂ%k
9 uAT, BAE HsEel 43 AfEL PoOlE

o Ahe e vlAe A2 Yeyy] g
44w g3t Sl A2 ohdE= Holtt o]
L 7154 SPE 2819 A8 7] A= wot HAs
ASk 3 Fa ARz 4o AvA] a3t e
oYL vefolt AR B & Utk B 7154
BE eotel ALg F7] AlREs} iR v

AR Aol auiul oz} HAle MEwel Hal

B AT E iy HER 5= 7ZHH T 94
BAC X3 uj/jE3H(Z=6.666)7F
WHE G A=) mHEIKZ=2.356) A= A

Iz % m rlr
19
o 9
_O\L
¢

<Table 5> Result of sobel test for the verification of mediated effect of brand preference and brand advertising

credibility
Path analysis
Zab p-value
Independent variable Mediator variable Dependent variable
Credibility of on-line reviews Brand preference Purchase intention 6.666"" .000
Credibility of on-line reviews | Credibility of brand ads. Purchase intention 2356 .018

p<.05, ""p<.001
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<Table 6> Direct effect, indirect effect and total effect analysis

Hypothesis Total effect Direct effect | Indirect effect
Credibility of on-line reviews — Purchase intention 796" 537 259"
Credibility of on-line reviews — Brand preference 654" 654" -
Credibility of on-line reviews — Brand advertising credibility 2687 268" -
Brand preference — Purchase intention 3637 363" -
Brand advertising credibility — Purchase intention 078" 078" -

p<.05, ""p<.001

wrh o 2 308 shlEgrh o
ol Fofelze] A4 - Ao JFE v A=
A5 P 2718 & o WLslA s
Al apndsl & a3 gt 43 2k o
ate Befete] 24 o A - A g3t
BAH gl BAS A owumable 6). 1 A,
7154 BGE Lalel ALg 37) AFES} BAE 4
SxEo} HIAE PT ALEES AH Lujo=o]
2 Aoz eyt a1 7154 S9E
2Rl AME 7] AFErE Ao Fuoed
] x]E= JFH(537)0] BHE ASEet BT
A =S AA Frfo=o] vAl= FFH(259)°0 ¥l
3 o &2 Ao YeET Zi/le] M ASskd
g BRSO oigt Fujoje s Alsh=t] FgA A
|2 2717F 4 vA = A2 R YERE Choi and
Seok(2010)9] ALZATAE, ool o] u] A B
A AFEo GFHT} AFE 57]9] 9Ffo] © =
AL HolZ 9Qlo], B JdjAaxet Wzt Zo] 5
Qck. ol 2etel ALg F7lo] et MR
A= P4 AT Ao 2ae4de whgshks A
2 ad E} ‘IPEW Fujole] AF - HHem
¥ 2
fal Oﬁ'i 7}ZH U}f’ﬂE‘ X*F* a7 A
A9 24 &2 vHA8 A AAY =8 B
J 0] & Aoz AgHth

e %

A

V. Conclusions

7154 BP9E Lol A 571 gol oiet 2]
A59] et FYE, BAE AT 3 BAE
B3 ASEoe 4T 9T BAS FAHOE 79

szt g 2 Qo) 22 9 uAgA AN o
=3 2

AR, PEE 719E0] AHet 3] F8 EET
2 Zg Wy 9l o] Fyt ZULe BE B
= Az diE P, 22k}l Ag 719 58
L82 9 2AH Aol WAL o] ¥ a
o2 948 Zole} Azd.

4, FFH 02 A S4B gt AR T
IEE o]y AL, 7154 E AL B0
st AR} AFEE FARS @E & 9l 2alo] 3t
4 24E 9% o] HFH o2 o|RojHof & A
olt}.

AR, A4 BRES] 5ol HelE 3

Z a5t AbmETh

YA, 4= HH Y0 Z A9 L8819l AL F7|o]
3t Au|R} Azt FAE Lujole /\]-o]oﬂ —‘—ZH
ot BAlE AEwel 33 AFro] 7+
gsto], AME 7] AFE FS HOJ Xd*‘i/FOH E%

T Aswel i AFE Y AHS T 2EoA
AR AR K B0l AT A0E 4%
et

A, el ALg 7] AIFES 154 SR
FojolE Afelo] £AjsHe BAE HTEo] im
Wk, BAE H3 AFEe] iAavtec o Fohe
Aol chogt mAE 2% A 2 ok 9
H4:9) 4] vrodE Wart 4L Ao perHc)
ek opet Lokl A48 37] AlFEst EMoR
FojolEe] WAL Ggele] HAE AsEe B
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S 3 AEE AR Fuoze] vAL GPEn
oo S A 94 elg A g BF AR
o 12 ol W 9419 Ao AT AL Al
ghet.

SR, 7154 HEE L2 ALE F1o ot
av AFE, BAS HTE, B3 AFE 9 7l
4 SgE FUOIE 4T 2ol EASHE (9] A
A G Beistel, Lokl AHG F10 e Al
57} Be Al WS GAOE A4 IS &
o HEE FE0] & o 349 =2 71ty
e S Ao mg F4o| £8ol B o A
ZHH

T8 A4} AEC] B g We A
e HES Holdold, A F7]0] that aux
ol et AR aug YuEe
9 %5 4709 Hege sk Aow @
webA AL F719] U8 B el AL F
2o gugon FEI IPE 4K
AT FHATT} o FolAlThe, AR ALE
JE BPs0] oY F5o £ o 88A
|5 9 ARl 22" Aos Amdt
WAHoRE A, A2EC] A8E B
4 AgRleks 7154 SR =aE
A &) A F7]2 o]Fojxl 4ol
L WetA o] 9jo] MzspgEolt 7|23t
o9} Rga 89 ALg F7]7h RO
£ A9olt T A3t e 4 glon
T Ao Grjs|Hols o7t Wasitt.
ATNL A 5 2HA B4 mE X
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7} gt B 8T o AR
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