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Abstract

Recent developments in information and communication technologies (ICT) can be
applied in stores, and the number of fashion stores that have introduced and utilized
ICT are increasing. By applying a literature review and empirical research, the types
of ICT service factors of fashion stores were identified and categorized. The effect
of their importance on consumer behavioral intentions was analyzed. Next, using
factor analysis on the ICT service factors, five factors were identified and named as
follows: smart space services, smart payment services, virtual image services, product
information services, and smart access services. The importance of these factors was
then analyzed. The importance of each factor and detailed questions was rated above
average. After examining the effect of ICT service on behavior intention, issues such
as purchase intention, revisit intention, and word of mouth intention were found to
have significant influence. This study is meaningful in that it derives the importance
factors of ICT services that can be used in fashion stores in a situation where retail
techniques become important and expand, and provides marketing strategies related
to consumer behavior according to detailed factors. With retail tech becoming more
important and expanding, it is necessary to provide various services that consumers
value by utilizing ICT in fashion stores. Considering the results of this study, ICT
technology and services of various fashion stores can be effectively utilized and retail
tech utilization performance can be improved.

Keywords: information and communication technology service(-§J32-ERI7]& A1H]A),
importance(5.2%), fashion store(ZJ4 BJZEH, behavior intention( P& S/ %)

l. Introduction
F+ AKX BA17]<%(information and communication technology: ICT)0| &= 11
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Ao, FEol= ICTE &3 2H Y H =7t 3
olal ot TH|Y HlA(retail techy= A0, Avjd-&
Z=35t= g H Y retail)} 7)< (technology)S A3t &
oz, 2uHo] At FREN/EE HEG AL
Shof(“Retail tech”, 2021). S 2H 7|YE2 EAE
Eu Ao diB|sty] fis thdrt FEi] el El
A5 F5 *JHES S 7HIRAA(VR), T
AAAR)S HET ArlAg 28R S SHA
7= T TEe TH ARl JEEAVE AHAE
hfistar Ackim, 2021). o]Fk AolA tRg <l
nolg RS, TS B8 AWAS ool
Ao SR Ut

ICTS] TEE s AGoA ol=et 7|&as &
831 QA7 S718HE Ik WA U] 10T 2
83 AnlE a3l et gloml, oxe}
2 ogo] ABASAD, FHBAAR), ABAHY
(1oT), HdolE] 5 T2 284 2 434 F9S
AZSNT et Ak AL AMEA 71%0] A
25 99 A0lE AEol: 439] WS kolT
QJtH(Kim, 2018).

PAA}A Y] A, ICT7F A5 AntE g 2H4
= TSkl Lo, ICT AH|AZF w2 Afolgt
Agoltth. 270l 2 I8 ¥ A #9 54
2 %9 BHo2 J14e =il edsigoL, 4
Zoll= 7HFEA ZIRE HFD olm|A] A, wjF]u]
2], RFID g & T4t ICT AHIAE Algstal Qieh

Iy AF7HA] ICT AH|A FE Aqts 72l
ol £ dAE AYE Fujgy 2 IT V& A&
AR A=HOh, 2019), HIThH AB]A0] {847} /3]
/d 1211 gol/do] 1A TS T= i Qo
= 3o W3t A-(Cha & Park, 2019; Jung & Park,
2017) 5°] o]FoiH o, A wiigo]A Q] ICT AjH]
2 2= BF o] B AFE o|F|HA F
< Aol

J8Bg 2 Ao A uige] ICT ABlA
219 8= Al&gtstaL, olof gt =71 4H]
A} B Qo] vA= ol tote] EAste] HA
o] ICT AU A S 5%7F AH|ARe] Fuff ok, )
R O, 783 3 9o vjXE IS Lok
Sz A v ICT AHjA 2o axt#el A
= Al]tstaAt gt

|
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Il. Review of Literature

1. ICT (Information and communication technology)
AlAIA 0 2= 20079, S oA = 2009d T ofo]
2 598 Aoz Sabd ATlER YL A2e
ICT AH|A % ]1’5}7] AlZFsEIEr. Ko(2011)= ©]
77, A& £ EYZ, ICT A¥|A A1 A
AL A & P ‘ﬂZ} 29 ol Folof skl 7
Z5F3ATh ICT AH]AE ARARSO] AB|AE 0|85
A AL H 245 sjastAY, M= BF
= Aot 49 A FIATI= FFoE A&EA
o2 WHstHA thFet AFdEorR SE L Qith
ICT 7|5t Au]A0] =88 Q12 ICT 7|8t A{H| A0
o3 Y ditol FFZ vA= 89S 2n|siH, A
Al TRt AbdEopolA AStE 3 Qe Cha and
Park(2019) HItH A8]A9] {84 %«Vé o] 174
HtEo] §9I%F gk m|Atha 519 o, o] Q9
£ 393 #8902 HHoItt. Jung and Park
(2017 HIthH g AR|A9] {877 Eol/dol
T o] Fo] FFE AL SFHOH, Lee and
Kim(2017)& HHIY Ato] Hetw} 7RI He] S8
A& ZFFsHHA ICT 7]8E AH| A= 7EZA] 9 QR
TE 5 Y g4 AAvt AaE Holst
stk
oAb} o] ICT 73t A 27} -84, §3140
AL WA, 24 L Bet Je3 AR
o Za43t W 7 =] JFL vAL 9
o} q

A
2 T

o]‘— H

o Hr
o ol

|

;O

=1

il

2, ICT service at fashion stores

)4 wgel A Chepet 1CT ARlAS Bgaty 9
ouf, o]g AES B 4 AUk WH BAS v
SHNEPA)S] 8 M 9GS AR 7168 =9
3 AtE AE0lS 295k itk ol ReAE A
3 aygolehs FHER AL FHEA
(R, SYRANR) 5 H2 7168 48T &3 4
HAS AZR AAOR JE PHE ddshs
LE WA, 4 292 5 05 150] A
o AnkE UlE, 9F A4S BT WEY HES 5
AhFE 2vte BEA, Moz WY AYol 7k
3 AR HHE 5 g ol s AntE uto] A

ol

i‘

mxx nJ*
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178 WA e AERSAVIEACT) vl F2E7 s o= vAle IF A7 HAZSRIF

Bl AAZ HEY AHAE 9 4 Qloh e
Millety= ‘BIRZ] 354’0 AFERIEIY 7|&E =T
AOLE AEOIE AEG o] Wi A5 43 |
Aog, NAE0] Y TF o= AULE tjH}o]
25 Bo HEY &Y EFHAS ATES S U= A

o] ExJolc}. WA 22ol2 ANE s AEo]

et EE HAAZIC R HojF= ANE Y7 AuA
£ AlgRt B3 ot 4rold S 4 e

360 WY 7]59 AWLE w|g| MH|AL o]&%
Art. &3 Ao Ao A% 242 A FOoH
Al Qumakel uiAhto] 747 FHE A AEY wiF
T =1 Ut AEE g2 gAE Ve JES B
o AE AAE FFS HEE S wigolA S
& UEF AT Aol EAo[t}. oft|thA(ADIDAS)
= 2 enel AES skt Hdd gxgE wy
oA ThFFE AHIAE AlFTt AvATF AET T
S A APY 4 UES oyt 22T
S Qe oftthA EH31E Al QIE|HE
< FEE AYET 5 e 2x= AEHHEH
o] 7ks&t ‘- AA AL
A A9 A A3
U= Hfo] ofrtiA’ Ay
2 5O kgt Ay} Wt 49 S AlFgt
THKim, 2018).

oY T WA ujgoAE T FEFAY]
& APlA AFE =Yty AHFCc R st 3l
o} o|23t Aglo A ICTo] Higt APATL7} o] F
A3 glom, ol A HH oS3 2t

Lee(2015)= ANEL(2QIAE o malol ujz;
g9, 7t AE A4 94 AA(AHMNIL/QRAEO]
), AAPME(EE AE 2891 A 9, A
H|A 7]5(2HY &8 AlE 2 A ZA), di2g
FOH £ 471 AR, A7 AAE AHAE
A Wi ERAPAE, AE 24 5 wEshd J" R
AF), 71eAF, ofojiiE ST AJE AN 4+
), ARPEQC|(ARIEEC R w|&w &, ZA)o] o
3 A5t Oh(2019)= AFTEI(RERRIGE L
ekl wi W), AX7I5E RIS A AHEY
s FE 55, THHAA(EHA AH A AL,
020 v ERAF (2RI el A ), F
FEA MU NATENYE, YA Er|E] 5 AHN),

F

RFID, QRAIE AN, JE £& 5), THAYA2H
A ZAARL, ZAA H 7RIS G H)of s Ast
T Oh and Kim(2020)2 AHE4-E B F2Aqf
& 3 54T IT 71 4 HHlolA 5 H| 949
893S A5 Kwon and Lee(2020)+= AR,
VROV BE $& 2 AE 2A 71%), AR
g5 W 14 AE S8, HAAIY, 7124853
F AE, 14-AY &%), RFIDAIE 270 9 FE A
F), 22mel AEo] BAE 7 2 A <d
Sholl disf At

ool Mg AFE EH wiAolA &85 ICT
AU A0 AHe 45 ATE 4= QU 72l wigel
A FAY] 17 AL EET W &Y FA H AL
gE AAT 24 Asdt B 7ol FE AMREIL
Rom, £l uigolA 7HFEA 7Rk MFL oln|A]
23", WjAn|g] 508 o] FES Ay 2Hgst
A, AHESHA] ot 7MY o2 oluA|E $&E5h=
ANA”OR TS AE AE8E FE 7I&0] F=E A
|51 Utk ol= AHE WY F &L YA E &
SH0=2 REE 7IeE, 3 AE A4 Aol
3 & dSS & 5 Aok AFolu A
RFID & F2Fsto] 711 ARTEE O 2 AFE AHEU
97 52 g55tAU, AHs 2R Kk AHsHA
T 7hset el Mo R AdsF= AH|ATL

3. Behavior intention

Zeithaml, Berry, and Parasuraman(1996)2 9% 2

£ 7199 4ET A2 disf AHAE oE A
HolA F4E& stAW, AFE ke 5 AET Al
& gEe] ARz A Yehhs P9kl shien, Oh
2019 W& A=e L&A FEo ARr=H HH
of tiet Aoyt &njRte] Al Ee &S A
g v Pso= WejH Ay A5 IS T
=13 5F3E Choi and Yu(2017)E 4H|AF 5 9
=9 k9] Aozt Tuh o=, A7 o=, A
B o, 77 o=, A¥YF o= Fo| Tty
sttt & Aol A%t W wo) 319 A
2 3o A=, AR O 22w 1A =S BF
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1) Purchase intention

Fo) ol o] et aulxhe] Balah o)
J¥se] B7he FEAIZ AR, aize] Fost
548 E= TAEE wrgetth(Park & Choo, 2015).
So and Kim(2013)9] A+ollA S3EA wjA ojE&d]
Alo]do] ARG ol H FHf e 5o P ko
IS F= A0 2 YEITE Jung and Park(2017)2
HItH g A A0] {873 -go]/do] Ftul] 2o
A 9] JFS m| At 31%H. 2, Lee and Kim(2017)
wuhe) Ao woist AR FaHE Fxele
A ICT 713 AEl AL 7] 8 QRIE 5 7H4S)
sl Yoz A4zt APE Folet ssict. 1CT 7|
g A7 §87, fElMoR 7S A,
ZAA 9 Bt J81 IR E B59] F3/37 T

Fu oo FFE UL USE &+ 3

2) Revisit intention

APz 2= Ao] FRof|& ABAE AlE T
7] 99} A&H02 Y W o8 Omst Uk A
9Ju|gtth(Song & Shin, 2017). Choi and Yu(2017)=
A Y 28019 Y FFol e AR 8<lo] J
% o% % AR roE 93RS vk ssck

3) Word of mouth intention

ol & ool el AololH Polut HlZ
7 gejel 9% ARUAHOR AulAt AES
o) 52 o83 Fof sk Psoln, 7 g
A7 A4S A BRIA st wekste
L M3 oAU AL JulFtHChoi & Y,
2017). Park and Shin(2020)2] AJLoll AL ICT 7|8t
AHIA9] A1/, 134, b ESF BRE oln]|
o Fo] FF= vAH, ol= FH Y=o FHA
FFE F= 222 YEHT

. Research Method
1. Research question

B o3t wj A ujRre] ICT AH|A ZQ%0] s
FAseta, ZF Mula F8% 8R1d F9E BAHS

Jo
)
rat

179

ol F, ICT A4 FRE 89l0] B o] vl
A G otof ALt A AT BAL o
ot

iy
ks

AT A 1 A wgolA Z&E= ICT AHja
FRE 991& Yokt

AT A 2: WA wgolA E&E= ICT AHjx
Z2% 9918 Z0% WFS Lo
o

AT A 30 A wgolA E&E= ICT AHjx
F8% a9lo] 5 9= Fuf 9
T, AR 9, 4 Q=] vjA=
JTF= Lot

2. Research method

£ AFoA= AF5H A+E Boto] A vy
ICT AH|A F8E {FFES AES s, oo Hgt &
&7t AHR} 5 ko] ujA|= ko] tiste] &
A5ttt A2 32 Oh and Kim(2020)9] At A
FoA AAIZE ICT AH|A FREE Farste] 4
ol Al Al5dte ARTE YA, AUE 0¥YF, (M
A AR A2, AnEAHTY, ORAE2RIAE
oA, JAEHEYEATH, HFLoln]| A Fo], QRZ
T, RFIDZEEH T, ATEAFQL, HAEAIYA] A
HIAE 29bole o= /dsidl, 53 HE=g
sttt BE 9= F-2 Choi and Yu(2017)9]
AtolA BE J= £ &4 Bgsto] o gk,
A O, A oo it w2 5 AE=E A
g5ttt
AR RAR= 2020 8¥o] S ARAE AL
2201 A& RARE AAlsHRl o, 40859 A&
Ao ARESHATE RAF AR 5 EAE 42.2%,
o2 58.8%E FAEAUL, AFH= 200 33.3%,
30t 33.3%, 40T] 33.3%E TLAEATH A wELe
SPSS 24.0& &85l 7|&BAEA, 82 £4, A=
T B4, 3y B4 5& XSkt

=
=
=

IV. Results and Discussion

1. Types of ICT services importance in fashion

stores
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180 WA e AERSAVIEACT) vl F2E7 s o= vAle IF A7 HAZSRIF

A ujRte] JHBFAZE(CT) AH|A F85 8
< ZotE7] fJote] a9l EAT AE A4S A
3t A¥= (Table 1)I} 2ok 991 £4 A3}, 5717

Qolog BAE]9Ow, Cronbach’s ¢ ZFo] .70 o]At
2 AFE7t =4 Vet 89 &/do] vEht
= QRIS YHsto] AnE FIF AH|A, AULE

ZA| AH| A, 7HE oju] A AH|A, AlF FE AH|A,

AULE H AH|A gQlo g AlEsske]).

3
N

2. The ICT service importance factors in fashion
stores

A W] ICT AHlA F$8% 8919 AutEF
7 ARlA S84, AUTEZAA AH|A, 7Hgolu]A] A
H|2&, AFHE Mus, A0ERT AHIA F85E 8
Qlof] theh T8 = Bt A% A, (Table 2)0f 4
o} Zro] 53 Hmo] B oAl 333904 4.11 HH

2 Uittt AnjREe] i w3 ICT AHlA F
8% 809lo i3l K oo g FRAIsH, ARtE
A AuA, AUME F7E AH|A, ZHolu| ] AfH]
2, AFE AR AL, ARE HE AHIA 89 &0

2 53T 52 AL ¢ 4 ok

3. Effect of the ICT service importance in fashion
stores on behavior intention

A oG] ICT AH|A SR =7 BF o= +
o ok, e o=, A ko) nAl= TS ¢
ol A}, FoIFt TS HlA= 8lE0] YET
24 235 29, o33 Zh

o o

1) Effect of the ICT service importance in fashion
stores on purchase intention
A w7 ICT AMH|A SR &=7F AH|A Alg 7

<Table 1> ICT service importance factors in fashion stores

Item Factor Factor Eigen Variance | Cumulative | Cronbach’s
loading value (%) (%) a
Smart hanger service is provided at 858
fashion stores. ' Smart
AT SPASEL 5 096 19.051 19.051 856
Smart fitting room services are service
. . 756
provided at fashion stores.
Simple automatic payment system
. . . 903
service is provided at fashion stores.
Smart shopping cart service is Smart
v S10PPIIS | 653 payment 2.095 19.041 38.092 867
provided at fashion stores. service
Digital online stores connection
. . . .619
service is provided at fashion stores.
Interactive screen service is provided 778 '
at fashion stores. ’ Virtual
image 1.980 18.000 56.092 .853
Virtual image viewer service is service
. . 736
provided at fashion stores.
QR code service is provided at 815
fashion stores. ’ Product
information 1.726 15.689 71.781 764
Tag for using RFID service is service
. . 707
provided at fashion stores.
Smart check-in service is provided at 205
fashion stores. ’
Smart access| 54 14.078 85.859 815
Digital signage service is provided at service
. 709
fashion stores.

= 926 —
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<Table 2> The importance of ICT service importance factors in fashion stores

o

g,
ox,
Jo
Ra)
e

Item Importance mean
Smart hanger service is provided at fashion stores. 3.53
Smart space service 3.65
Smart fitting room services are provided at fashion stores. 3.76
Simple automatic payment system service is provided at 411
fashion stores. '
Smart payment . . . .
service Smart shopping cart service is provided at fashion stores. 3.79 3.90
Digital online stores connection service is provided at 379
fashion stores. '
Interactive screen service is provided at fashion stores. 3.46
Virtual image service 3.57
Virtual image viewer service is provided at fashion stores. 3.67
Product information | QR code service is provided at fashion stores. 3.51
. 3.42
service Tag for using RFID service is provided at fashion stores. 333
Smart check-in service is provided at fashion stores. 3.39
Smart access service 3.36
Digital signage service is provided at fashion stores. 333

A gl Ae] 7o) ol vIAE A Lok 2
7}, (Table 3)°] 412} Zo] 3] HFo] fojFom, &
o%t FS vlAE 2ele] ehgthF=34.121, R=
298, p=.000). tFETAA B4 AT} Tolerance”} 1
°Jsh, VIF7} 10 mlgte 2 Yeptonz o554y

A Qi Ao B 4 9rk

oA aige] ICT AHlA $2E9 oAl 7H4] a1l
S AUtEZAA AulA, 74 o]u|A] Au|A, AtEY
= AH|2 aglo] uf ool foF YIS v
Aoz yehyth AntEZA] AH|A g9lo] T 9
=0l 7P & dFe FAom, theos AnERD
MBI, 7H olu|A] AE|A o2 RS vAE A

<Table 3> Effect of the ICT service importance in fashion stores on purchase intention

B Standard B t p Tolerance VIF
error
(Constant) 913 311 - 2.940 .003 - -
Smart space service -.002 .109 -.001 -.018 986 395 2.531
Smart payment service 427 112 246" 3.805 .000 417 2.396
Virtual image service 303 11 185" 2.731 .007 381 2.623
Product information service 013 102 .008 129 .898 443 2.256
Smart access service 333 .104 204" 3.203 .001 433 2.311
R’ 298
F 34.121
P .000
Durbin-Watson 1.849

*

Y p<01, 77 p<.001
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S8 YR

o]#{3st A¥}+= Jung and Park(2017)2] H|tjH Ad
Au| A0 38443 §ol/do] 2o Fo] FF
= HXte AY AFE ARG Ads= € = U
ok & Aol s A Hge] ICT ARlA S8 %71 -
o] ojo] mA= JFS Lokt A, FolT 8RlE
o] yetong, olz3t 25y JFHS st
+ Zlo] Zasit

2) Effect of the ICT service importance in fashion
stores on revisit intention

A w7 ICT AMH|A SR &=7F AH|A Alg 7
A g AR Y=o vAe T2 dord 2y,
(Table 4)of| A9} Zo] 37 RFo] [, {2
3t P3RS m|X|= QQlo] YERITHF=45.457, R*=362,
p=.000). +5FAA 4 A7}, Tolerance”} 1 0]3},
VIFZ} 10 n|gto g Jelton g tfEF A EAs
Qe Ao B & 9t

2ulE AA Aulz, Fpgeln)a] M, AulE
Al golo] At olmo] fojgt JFg ulA
Ao ek AnERR ol ol Ay

5o 71 2 gL F3o0, o AvtE
AE] 2, ZHgolu|A] AH|A o2 IS F3U
—‘rLUH orote ThE FF WAE Hole 2o

I ruE Mo e r
= 1_

<Table 4> Effect of the

o ohge] FRFAIIEACT) Al FREA B5 o] v

UERRLT

ol2fgt A= FAEA WA oEA ]l A
AR O 9 F O 59| 5 2o IS F
L Aoz YRt So and Kim(2013)2] d1-E A A5}
il 31%2 & % 9t 2 @?LOW Al =gl ICT
FIFS Lot
Qo= ] L].E].u-oug o]# st 891
Ash= Zlo] Zasth

3) Effect of the ICT service importance in fashion
stores on word of mouth intention

A w7 ICT AMH|A SR &=7F AH|A Alg 5
A o A Qo mAe dFE gord 2t
(Table 5)°]4e} o] 3] mFo] FoJFlon, {9
ot JIS A= 8910] YERgTh(F=34.332, R*=300,
p=.000). +F5FAA 4 A7}, Tolerance”} 1 0]3},
VIEZ} 10 n]gto g Yehgtong tsgay A
fle Zeg & 4 gtk

AUkE FA] |2, 7golulx] M|z, Ave
T MElz golo] 7 owo] folFt FaL vlXE
A0 ehgrh. AnEZRA] Mul2 o] Foj o

o= et

] ]-X]—ELOCIOC};__%_

11] ]:]-,Q_OE /\u]-E ;](j:l_
AH A, 7Hgolu|A] ABA 207 JFFE HX= A

ICT service importance in fashion stores on revisit intention

B Standard B t p Tolerance VIF
error
(Constant) 147 292 - 2.561 .011 - -
Smart space service .090 .103 .056 875 382 .395 2.531
Smart payment service 412 .105 242 3912 .000 417 2.396
Virtual image service 372 104 2317 3.570 .000 381 2.623
Product information service -.144 .096 -.090 -1.499 135 443 2.256
Smart access service 411 .098 255" 4211 .000 433 2311
R’ 362
F 45.457
P .000
Durbin-Watson 1.880

Hk

p<.001
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<Table 5> Effect of the ICT service importance in fashion stores on word of mouth intention

B Standard t p Tolerance VIF
error

(Constant) 747 292 2.561 011 - -
Smart space service .090 103 .056 875 382 .395 2.531
Smart payment service 412 .105 2427 3.912 .000 417 2.396
Virtual image service 372 104 2317 3.570 .000 381 2.623
Product information service -.144 .096 -.090 -1.499 135 443 2.256
Smart access service A1l .098 255" 4211 .000 433 2.311

R 300

F 34.332

p .000

Durbin-Watson 1.831

#x

* p<.001

ol#3t A A= ICT 7|uk Au| A0 HAA, &
34, QFAA E3E BT olm|x]o Ho] AFFS 1]
H, o]= A 9=o] FHHI JFgFS A= AL
e Park and Shin(2020)2] A8 A X|5}L Q)
Ae & 5 Atk & AFolA A ujRpe] ICT A
2 F8E7 A Qe A S Yol A
Fogt gRlE0] Uehong, o2jgt Q57
FEE fol= Aol Qs

(
=

o)

it

r

o
k=l
rr

—

X

V. Conclusion

£ Q7oA WA g ICT AE A FAE 2
2 ARSI, ol That Anlate] ICT Auls
R Q140 Pste] Fopugron, ojugt felo] &
Habe] choat A ool Qe nlX| Aol st
o A7tk AP AT HBENSE A
£ A 7RO R AFY AT Ut B AT 2
3, s W] ICT Apls FA5%E 89S AnkE 3
ZF AU, AukE AR Au|Z, Zagolul ) Aul,
A AR Aul, AukE T ABlAE e,
43} A Aol A7 G A ool o]
ICT 718 Aulzo] g el Waye 58T 4+
9lgie. eI 2} ICT AH|2 FRE 2elo] Aulxt
W% o= =, 7o) ow, AP Y=, 7 oo

e WAEAE FHAT,

Aol A 9 Aot WA ugoAe]
ICT 713 AJBl2 5 AntEZA AR, Avhe g
Az, 44 olul ) Aulszt o =gt e o
£ 293 74 o) mRo] foujet gare vAE
A0 Uehdeh. oleist AutE Jefete], Aulztel
W% =g Eol7] SIS AFAAA 2 7Huis)
220 ohuje}, P9 S Amsltelof & Zols, AulT
Vo) Ag-2 golshA sk, ThFet Lekel Akojgt
o AAHE HoHA4 Bt e Aolch FF o=
% anl2e] 7o) oJmet 7 =g gol7] Aol
snkEAA) AL % F1E 9 NFC 27 W49 met
2 o] ®r} Qg AAVE e oA
HAbe] BOIHe 29 4 9 Zolch 24t o)

37 glaiAE At Haq

iy

»orR o o P oo
oo
o
o,
X
$
Y
L

g

o
i)
>
ok
b
[
dh

O, ot

AE 2E Y "7t S/8AAL FEE 4
oA A mFA & 7Hs?E ICT AH|A F8
Ae =ESHL, AR 29ld] wE &R s
g A AlEstAAte Aol 97t A
- HL g27 F25A1 S E= ARl
ol e ICTE &85t &HAE0] T2

re

R SR e
é:é’rl_n:rﬂ.l__‘o
LA °
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