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Abstract

This study examines the effect of cosmetic certification marks on consumer behavior.
The underlying objectives of this study are threefold. First, it explores whether the
certification mark inserted into the cosmetic package —such as marks denoting quality
assurances, ethical practices (specifically, pertaining to animal testing), and recycling
packaging —affects consumer responses. Second, it investigates whether a higher
number of certification marks leads to heightened positive consumer responses. Third,
it analyzes the potential moderating effect of consumers’ certification mark knowledge
on the relationship between certification marks and consumer responses. In the pretest,
certification marks with higher recognition were selected as stimuli, and a survey
involving a total of 550 male and female consumers was conducted. The collected
data were analyzed through ANOVA and post-hoc tests. The findings of this study
confirm a significant difference in consumer responses to products based on the
certification marks inserted in the cosmetic packaging. Compared to clusters without
a certification mark, groups with two or more certifications (recycling certification +
ethics certification, recycling certification + quality certification, recycling certification
+ ethics certification + quality certification) exhibit significant consumer responses.
Second, more certification marks did not result in an increase in positive consumer
responses. Third, a moderating effect of consumers’ cosmetic certification knowledge
on the certification mark-consumer response relationship was not found. The findings
of this study have implications for developing product promotion strategies that
leverage cosmetic certification marks as a marketing tool.

Keywords: certification mark(9I&0}=), cosmetics(3FE), package(F7] X))

Copyright©2023, The Costume Culture Association. All rights reserved.

- 430 -



Vol. 31, No. 4 o]z=n] -

I. Introduction

SEuEt SHFE AP A& o R st QLo
o, 7 JJRE A7F 14% A% 745 Yt Gwon,
2020). 3FFE9] 2 S 20219 SPEE
SAAL Ad div] 21.3% S7H6 g 3 24
42 72ehe 440 oA TEE Bolw 9
CH(Ministry of Food and Drug Safety, 2022). ©]|*|&
o3 %lﬂ SPEE Aol A2 BAES AA
F SAlE S Eeitt. ¢ ST Bl = uid
&9 Hxﬂ‘ﬁ‘-’] A7t =W S4719 BRE A
A7 A&HQ] A7 BAE EA= A

F2L Ath(Kim, 2021). 2 3FgE A%
SAAES G AES GHE umsiol et o
22 B S US 5 Y= AES AT 9

1, oS8 S/ T8 3 RAILE WA
£ 18] Y= SPgES Aeste 3ol
—.EHE]J—’— UTH(Na, 2022). 7o) 2| B3t PgF A1
oA AHAEL BHEgYHozE A|E EHS F

F

5] 3opsty] ofgoh 7|4ES R AlFE RS
Hebsta AHRte] =S d7] {8 AlF FEoly
g9 940l tigt 3 Q1S5S A o,
JAFAFRE 7| Aol EASI] AFS 3HHe= &
izt =gttt ASAIEYS EASHE A5 Ee
AEo] 3t BZ ARE AnRo]A Adsls 75

O

2 stol, FFH0E Aviztel Tl B APALL
AAAZ 4 th(Kelley & Conant, 1991; Kendall &
Russ, 1975; Shimp & Bearden, 1982).

SHEEAl AR EE st 2A FEAS
A, Tl A% &24dSTr, 3% *% ﬂHﬂZl
of dhgt AZ-gur=rt etk WA AFS FEL Al
of et Ml IS #e-oh= 7P %30 24
A, AJEFQ] Fdo] B wf &u[AH] AR LS
SobA| i s AlEel it F4E7h AF, o=
5°] &oHd 4= Stk ABAES o]Hof ARgSlE 7

™ n{;:x

io

Bl 2l HuE T ol s Ay o) ¥
B W 97K AE ARE vion #
Feshs 497t ek HE Aol B

gut, AZela gu o] T, 1

ox o [ o mN oot
N M oH mlo mlo

Aguia A BRoll) 7150l P44E 5
[eo] BZBHe ZAR, 26l AFA G 7

Lo} 21

A= AFE o] AFHES +Loles F=rhKim,
Park, & Li, 2017).

o= AF ¥rxY, "c‘i A 78, A9 59
2E oA &8F 7I%o] & EEHASAE &
dlote] £24R1EE ofpich. 4B e g
ge Ao Bl AE L4L Felshr

AZAEE ofd EAGHA ror, 4l 2 $2
L4 1E 35 A AT P2l i AFS Rl
o 1% sP3E] ol A8t S4ASL v
QAzolch. 5B Ans A8 g1 FEA 4R

o] §EA gor %@1@@ A e Sl

g)/gRlgolt}. o
gt 48R IR ZEE 5o %—ZL&*EE SPEE
o] B7}, AlE, "=, Fuie=of &
7Fs/dol it A9 e 2 Afg-gutas BE Y
87)0] TR oz FAET Qrt FFFE 87]d=
H & 7Hsolfet £719 AAE A AAlshH= A
U]'ELE'. F2bsfjof gttt &g rtas A 34

OJ SHFE 87] AR At 4 gt avfs
I AAREo] 7Heet 712 Hito] U kR Al
=2 A g it 2E R 8710 A
L5 1 ATH(Yeom, 2023).

o|AY IHE Al e ISHtaE A
JHEE0] A= Lot o]2et FEI}F AH|AHEY
ghgof owet JFE vA=Ao] Hiet AFATL7t
FE5Hqth 59] sbE 4 294 7 EF Al
ol et &B[AHe] TAlo] FZole E+tstal ol
g QFHAY FFEE B A= 5T BT
oj2|gt IFHA HH = sh¥ AAE 7] Hek= 04?4
N7F BAloll AA ==, ol#gt AZoA] of QIF
BE7L A w22 o £8RY] WREZ g1 At
= TAsH] olHHt). wEkA & Aol AA 8
ZAE 7R o A== FHI fASH F24Q051t
A, &9/48%957 =, AgEuta 5 of2] 7HA] AFHt
A7F A AAE SEE w71 Ao s AH|RRe] A
F 54957 AF, "Hx, =Tt o 2A yEt
A gop 1z} gt 7 Atof|A= S @
AL olE o g2 X|&AH o2 AA st Y= A
F AHAY] A ST ot JEE A,
ASTEE E83 AFTHAR AgAdol Ego] &
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II. Background

1. Certification mark used for cosmetics
ASold oWt e, w4 FH, 7147 At
AARE o] RIS FTF 7ol T HolH,
AFIE= =7t 5719 5905 B 7|3o] A&l
29 4L 18E 7122 & HAF E Al sto]
1 44 AAFE SHo|tHKim & Lee, 2004).
AFHAE= ASHEE GAslsto] AAFoZH ©
< Abo] 1 Y-85 eS| AT & =S ARl
gfjok gtch(Jhun & Lee, 2010). o]&st QASutaE= A
Foll tigt A3Ae] BE: FEE Ao g2H A
gt A=E wole WHAIRAY TS Frh(Lee,
2016). EF AFUEE 4G ZopdE Bt FF
7b e, shgEol® o IS5t ARgH
SPgEol AMEEE dFHtAolE HES] 470l
U F4o] eFsith= A& B35t F4AFH A7t
pow, SHE dupgdt AxAoNA HlEE Al
a4 FEAY] WAH IS E55te |24
SUE7E Qdek B3 AZ-E 7ol Rt AR A
AHEE A AsotH sHFE 71X EASH=
Ag-gutAazt =t 202295 H 3PgE 117]2] 9

wAgolT

CH(Park & Shin, 2022).

38 5 SEE T

FRAFUIEE FR FAY Ak Slo] A%
8 £4 7122 SRS AR tstel 1 954e
Qgelo] Rofal ZEolh FUAZS AR}

76 A1 Qo AR @S Aol FHAo= QT
S AFAAL & AAeL 5L
z3p2] F A5 AES BT FEE
of tiste] Q5= Foioh7 k. SHhKim & Lee, 2004).
oy FH9o EAQIZFUIA % sE By £HAE
3= oottt 224 QlgolA Syt A&l
T AF2 =L 91Znl3 2 FDA, USDA, ECOCERT,
13022716 Q1F, CGMP 5o] P& A= £
1EHtEE0] AUk

SR A AHEEE 284U AE &A
T BB AES AHESHA Yo Az A 5
AYE o] = Ao R PAGo 2N A ES.
BTEESO 7]dot= AFo Fofot= HHIS] A
o} sPgEo] AR ElE HARISS B, FEHY,
HEH(PETA) 5°] 2™ (Table 1)°] A5ttt A
&8 A=uta % GR(Good Recycled) tta27} Q=
o], o]= ARSI YR AHJASAEE AP
AE ASAZEA AEE X= 9 BAAZVES
A7gste] AF P4k A A9 S FH
AlagEnE ozt £4 9 85, 4430 T A
&g AFol thsto] FE7F JASFOEHN, LH|AE
o] &g AFo et EAS di4st B & U=

<Table 1> Types of quality certification marks and animal testing ethics certification marks used for cosmetics

. Certificati .
Type Mark Explanation ertt 1ca. on Mark image
authority
- The Food and Drug Administration is responsible for
protecting public health by ensuring the safety,
efficacy, and security of human and veterinary
drugs, biological products, and medical devices.
_ , | An agency of
Organizations that ensure the safety of the country’s
. : ) the U.S. ED A
Quality food supply, cosmetics and products that emit -
. . . Department of
certification radiation (FDA, n.d.a). FDA
FDA e . . Health and
mark for - The Modernization of Cosmetics Regulation Act of Reprinted fr
. . L . Human printed from

cosmetics 2022 (MoCRA) is the most significant expansion of Services Choi. (2019).
FDA’s authority to regulate cosmetics since the (DHHS) WWWw.sisunnews.co.kr
Federal Food, Drug, and Cosmetic (FD&C) Act was
passed in 1938. This new law will help ensure the
safety of cosmetic products many consumers use
daily (FDA, n.d.b).
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<Table 1> Continued
. Certification .
Type Mark Explanation authority Mark image
- It is an institution that provides leadership on food,
agriculture, natural resources, rural development,
nutrition and related issues based on public policy,
the best available science and effective management
(USDA, n.d.a).
- Products sold, labeled, or represented as organic USDA
must have at least 95 percent certified organic w
USDA content. USDA
- Products sold, labeled, or represented as “made USDAOrganic
with” organic must have at least 70 percent certified Reprinted from
organic content. The USDA organic seal may not be USDA. (n.d.c).
used on these products. www.usda.gov
- Products containing less than 70 percent organic
content may identify specific ingredients as organic
in the ingredients list (USDA, n.d.b).
- COSMOS certification enables organic or natural
cosmetics to be commercialized worldwide.
- Leading certification body for fairtrade food,
cosmet;gcs and textiles inyaccordance with fairtrade ECO COSMOS
ECO vandard CERT ORGANIC
standards.
ERT . . - M O i d Natural
¢ - Certification issued to products containing 95% orAt COSMOS réantc and matura
. . . ORGANIC Cosmetics
. least 95% of the plants it contains are organic. .
Quality . . . Reprinted from
. . Contains more than 20% of organic ingredients
certification . Ecocert. (n.d.).
(10% for rinse-off products) (Ecocert, n.d.).
mark for WwWw.ecocert.com
cosmetics
Q\@B“-\k”nﬂf‘\"r
Fd %
- Organized and systematic product safety and quality ISO§
control regulations to be met in all production International B \%’ d
1SO processes for the production of excellent cosmetics. | Organization
2716 |~ A certification mark that can be obtained only when for 15022.716 (GMP)
all standards are met, from product raw materials to |Standardization quallt}f COT‘tr01
human resource management, manufacturing process, (ISO) cerFlﬁcatlon
packaging, sales, and post-processing (KSC, n.d.). Reprinted from
Focell. (2021).
www.blog.naver.com
- Cosmetic Good Manufacturing Practice.
- Establish, stipulate, and announce the details of the
manufacturing and quality control standards for .. .
. 8 and quaity . Ministry of |Good Manufacturing
excellent cosmetics with guaranteed quality. .
CGMP . . . S . Food and Drug| Practice (GMP)
- It is called ‘Cosmetics GMP’ in Korea as a .
. . . Safety Reprinted from
pharmaceutical quality control standard recognized Minist £ Food
by the US FDA (Ministry of Food and Drug Safety, 1mustry ot oo
2017) and Drug Safety.
' (2016).
www.mfds.go.kr
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<Table 1> Continued
. Certification .
Type Mark Explanation authority Mark image
- Korea’s first vegan certification body that examines V an’
and certifies whether food and cosmetics are vegan. | Korea Vegan
Vegan | - Use or not use animal-derived raw materials, manage | Certification Vegan
cross-contamination, and apply standards for not Authority Reprinted from
conducting animal testing on products (Vegan, n.d.). Vegan. (n.d.).
http://vegan-korea.co
m
<>
* \1\
- A mark that certifies products that exclude animal
: ; . The Corporate
testing for finished products, raw materials, and CCIC Standard of
Animal . synthetic raw materials of cosmetics and household | (Coalition for .
. . | Leaping Compassion For
testing ethics products. Consumer . «
. . Bunny . ) ) 3 Animals (“The
certification - Prove that there is no animal testing from raw Information on Standard”)
mark for materials to the production process of the finished Cosmetics) Repri
. ) eprinted from
cosmetics product (Leaping Bunny, n.d.). Leaping Bunny.
(n.d.).
www.leapingbunny.o
rg
- PETA operates under the simple principle that
animals are not ours to be experimented on, eaten, %
worn, used for entertainment or otherwise abused. International  Cruelty:Fres
PETA informs policymakers and the public about Animal
animal cruelty and promotes the kind treatment of .
Cruelty . . . . Protection
free animals. PETA is an international non-profit Rights cruelty (e
charitable organization based in Norfolk, Virginia, s e
. . Association PETA
incorporated worldwide. (PETA) )
- Certification mark given to products and brands that Reprinted from
do not test on animals and do not use animal PETA. (n.d.b).
ingredients (PETA, n.d.a). WWW.peta.org
E5t= A AZA Zo]tk(Korea Resources Circula- 9EREH ‘TR fE 72 SFE L EuiE HA

tion Lndustry Promotion Association, n.d.). S}A|gt
CRU}ZE Howe 4B Wz, HE,
g 37H-8o] gon, sPgEol
Aoz nelt ABeoias
A7 Eohs EEFS ARERE o TS HrE
oA Aol 7Hsdt EF0l EASH: viAE T
Ao JYeuE TALES

AT 5 A
LG AR A e

Qo] Rofsle o &

o

Agate el 7t

HAA HAUY g3t Aol F7HIeE 2020
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H7| 9ok Shth(Lee, 2022).

o] st TAP7} A ZE 0. (Shim, 2020), 20224 3
¥ 25U FE FE &7 A
ek T4A A SFL AL He4, A
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2. Signal theory

A1 S o] Z(signal theory)o|H AR ALY T
HE oj@A Xest=7F oldliste €2 &6, 49
oA ool A B fIstAl A-&= o] Frh(Kirmani
& Rao, 2000). AlTo|Zo| HH O] vt Ao] &
Asks ARolA A GARRREC] Aoy A4l
FEC Wi HEAF, & AS ADE B Asket
|99 HA4AA 1o —@;— = @4 °EY
(Spence, 1973). /\]Xo}oﬂlﬂ 5 7H1 Zof| A
A7} B 2o Alw
st EAE f|4A17]A] "h(Wells, Valacich, & Hess,
2011). Alzol22 48Rt FE O] vt /de 2|
St Aol A oEA AFe FES HIIH=AIE ]
6‘“6‘]—_‘:. 7]ix]/l10§ fi]-_Q_HO1 %q— 7(4}5]__0,] H]Eﬂi]
AL o A AR FGAT o T JHO AT
wot g RHHY &, A7t ) A AE
£ 548 27 ofig W 7o) A 38 544l
AL, 7o) 5 vk ABO] BAS BT 4 9)
S o v & HH APEr} iR ck(Kirmani &
Rao, 2000). 0] 7] %3PgE0] ALl A= QoF
ojuf ALEATIe E AF 4, w4, XAl o
S AEE word 4= gl7] glizol of2’t 840f Higt
HJEE iAol ot AP=rt gt Aol itk
3 g5 ok O]Eia FGollA A5 EE= LAY
BE E4tP 42 siashs b W 525 A&
ElEai it 74015'4' of et

z, A50l2S FUE AZTL ¥3 Apelo] 48
qg 71 % A9l BBl UL
F2 AU} Y S YRS 94T B
% EAuE AFUaE Raee ¢
£ 2AHAEA EYL, & o
AR O]'E‘U]'ie FAFSHA]
SR, 15t
2 /&Eol vlsf o F2o|
U= Aojtt. 53] & 7]
2 FE AF wiArt
835t Al5o|B g (Dewally &
Ederington, 2006), 915 ZAx}o] o
sto] AlFol tigt A=E =2 5
Hog AHAEL JUFHEE T
AL v wshe Hof E0le =83 H-EZ £0]

-
ox,

s

O
re
I
My
flo ¢
]

|

>
i
5
H
(0]

HJ

o

e o> o £ ok
rolr
iy
o HH W
o
i

)
o & 4o
sk

ﬂd
H
o
)
o e
e

1

62
[e]
-

i)
i)
2
r =

By
<L
2 o
o, Ml
I
5.:

D oy
™
oz
i
o,

N oX

o n-l-gx
o
fru
ro,

P
i)
e

o
%

ek o 1y
m.?-ll E l‘iO -{E
)
¢)

P
30,
rir

N
N

oj o} 25

WA AEUgo] e An 5 4% 4 glon
2, 2H)RH QB BB g8 2 W
8¢ Hol7] 412 Zolth. oAy AFHE Hu Y
AR Atz sl AE ST A5
A #g3to], A7} AEL v Ak 5o
A F2% 9% V1A % e Aol

ABOIES AFUA 4T P4 HE3to] AT
A7 AT, SuhoIE 4HAEHAY
(CCM) Q1%2] B9l Al=7h Avlat Uske A
HAE e Alzolee 2 gste] Avstelrt. ol
A7 CCM IFL A% H7] AE D AHATE
DEAY o L AT JAEo] LuRt oY

=

AlFoly Mujse] F4E 3gAeR BFrelke b
EEe Fi FioEolk: 384l IFE v

£ Q7oL SHE Ao AT AFu
o IFHL AT ol AEO|ES A
N Hgo}7 gy, Asol2g vhgto

SAE olZnt39] A7l Av|Rte; Bl o] Y
EdPS sfastal LHAEA AlEel Hiet 341
de AEE ATFoEH ’\H]x]"—‘ﬂ Aol Hsh
A4 A4E 7t l% f 582 = Aol g&at &
Ak, o] 2]t 7] &A1 71l 1:{0}01 Al gt Al

|3 AB0E 47l PehE Avja HEYY

= e
7}, AlE, B, Fujox)o] GEt =X E YolE 11
%

3. Consumer response to the certification mark

1) Quality evaluation

BRI 2L AASHE AE) ANl
G/l tigt 48|AHe] =93 P7KLee & Lee, 2011)
ojm], 28|} WE o] FFZ vX= F8 otk
S4E B AYATOIA 2EAES HPE el
M 583 7% § stz H42 IEste AeR
UERGtHEom, 2003; Ha, 2009). A=A Eo uaf &
Aot gebd 4 g, S9EC) e Bae B
A7|¢o] = FEJAFTAY SHFE &
AL JZg 2L SE|gQZntg 5 Q2nlg AR
A& F487te] 344 FF= vlA= a2lolet A

1 O O
2% % ok

.l
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2) Trust

A AE U1 oEsEE ArE Wiy,
“ago] 7= Ad AolA 7170l SJAste 2ol
2} A& 4= thi(Moorman, Deshpande, & Zaltman,
1993). ol= FujJAA o] Fa%t JFE W
(Tseng & Fogg, 1999). &H|2} A1E= Fa3 23 9
Rl & AREE|o] $itt. Lee(2019)9] 17to] wr=d A

F| i @2 FE7F 5275 AFl A A7t
oA FUiO]EtA] olofjAlE Aoz SRIH U
(Lee, 2019). A&7 Q= & o]Ho] A& YA
£ol wet ASSHAE Fofshs AFATSTEAD

o Qare WAL, 264
285 AlFel dis ° &2
ﬂﬂ H9ok(Kim, 2012). 3t E}Ol o]
%%“f‘i 7199] AFol& )7} 52 &
o= A7-(Kim, Shin, Jeon, & Kim, 2012)7} 131

ol AYATFE Fl sFFo EAIE ASTH
3£ A% A=E Rolt t s|ofe Folet Ak 4
AoH, AFol gt AFg= Yot BlE Het +
MolES Folt Y= F4H e wd Aol
(Kim, Suh, & Suh, 2016).

3) Attitude
=gt o o] s o4 B2 usojow
L71= WA 249 Fdo|H(Ha & Lee, 1998), &4
AlFol et 7Rl F4A utnt 4S5 E ofv|st
= Ao|thKim & Lee, 2012). 3134 n}=2] ‘LOHAS
Q1% o] A&l gt ol 382N FFS =Xtk
= Xd% 8131 A(Lee, Moon, Song, & An, 2013)%},
5 g HAIA] 2719 w2t B 3 A R E
7t B ﬁ‘i?} A-(Lee, 2013)7} AU E
15 /ol it AgPAFolA AF
S AlFol iRt —TLZ%W A HSUE Aol & =
2 7t 28 uA] o2 miEoh AlE] digt et
g ZAAo|tts A7E =& chKim et al,
2017; Oh & Kwon, 2009). o]t APAE vl o
2 SgE w714 AYE AFuhak Ak 3
B HE 349 =2 £ Aol 5T & AUtk

4) Purchase intention

FHIEL GF 5 AFS Pohstast ok o

vt gnel 9% 2483197
2ot TR et HPATE LHR,

>~
;iﬂm

17 BARE QP9 olu|As) A LA
o] ool ol o FaFE wlA, AFvie T
QYe FoelEe FAGE A3 HAT 5 9
Jh(Kim, Sung H, Jeong, & Kim, 2012). E35t 213}
A QU 2oks, W Sk 22 Aol ¥
2HE| 2] ok Xﬂ%—”i‘:} AlFol gt Fujel=rt § &
A YeEGS & & A AcH(Park, Jang, & Lee, 2012).
AFE7F Fojo] o] FFS vA= [lolg= 4
ZAvE sgow, SE A0 4AE Qo)
2% PSS SR AL ASE 5 5l
9] 4gaT 3 Tl it Fdol 7
H ATE T Ee (Table 2)9F 2t

4. Effects of cosmetic certification mark knowle-

dge level

1) Certification mark knowledge level

A Aot W&, S, S Sl FEE} 7&ES
=48k o]0, 4u)%h A Alojet B AEo} A
H|Aof gt 7§Q10] BT FHO| F g Usltrh(Alba
& Hutchinson, 1987). AP Ao A A|ZX| 42 A=
H712 g JREAe] Asols, o] X4L Hwe}
P5oE A= FFS v|RH(Kim, Bae, & Park,
1993). 281HE S AFo] s A|4lo] WEss
71E Eet AAISH] Mz JEE H Fe5| o]
St} (Brucks, 1985). Moon and Song(2014)2] A--0f
29, An AEHEE HESH _]_714_,] BHIYPE A4

Fo] 248 o F4H BAE o|n|AE An

O 2 = AFE 7RIt Xé% I = AN
ot oj2fet AR EE Aol A%t AAeES T
A7), A eE2 gl Hiet 384 HEE 34
She Aol St olHfet AE v SPE QI
U] ek A AgEo] wht lgukae] et &

9
Hl2ke] whgo] weba Zolet oA 4 gick.

2) Effects of cosmetic certification mark knowle-
dge level

AH|RH] AIF FT7dol oW AEST
ol Higt Aol Aoz Z-gsto] ol Higt
EAlo] EolAttal 51YtH(Yeo & Lim, 2018). =, &

2 5 Y
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<Table 2> Prior research on certification marks
Type Certification Indep.endent Depefndent Certification Research results Researcher
mark type variable variable target
The product warranty type
Product Product Undergraduate/ (1.mp.lled/exp11c1t) had a
. graduate significant effect on product
Product  |warranty type| attitude, . . . Oh & Kwon
L student at D | attitude and purchase intention,
warranty (implicit/ purchase . o .. (2009)
.. . . University in |and the explicit warranty was
explicit) intention i,
Seoul evaluated more positively than
the implied warranty.
When there is a certification
Whether or mar.k. for each product, it has a
Product . positive effect on the product,
. . not there is a Korean and . .
certification certification Product Chinese college and in terms of the effect of the | Kim et al.
mark (FDA attitude &| certification mark for each (2017)
. . mark for each students . .
certification) country, it affects the positive
product .
evaluation of the product by
Korean consumers.
University
. students in | Eco-friendly extrinsic cues
1 Product .
cSrli?ﬁlg Eco-label for evetrl(l)la]:ii)n Daegu who | (kitchen detergent eco-label:
. kitchen Eco-friendly . ? have LOHAS) have a significant Lee et al.
tion .. attitude, . . L
detergent |extrinsic cues experience in | positive impact on product (2013)
purchase . .
(LOHAS) . . purchasing | attitudes and purchase
intention . . .
kitchen intentions.
detergent
Eco-friendl . .
co-triendly Agricultural The awareness of the quality
agricultural . . . .
products and People in their| certification mark was the
products/ . .
. processed 20s and 50s | highest for the agricultural
agricultural . Consumer S . . . .
food quality residing in | product quality certification Kim & Lee
products/ . . trust,
certification Seoul and the | mark. (2004)
HACCP/ awareness . .
Korean mark (type of] metropolitan | Consumer confidence in the
.\ certification area quality certification mark is not
traditional mark) high
food g
Product
Mark Marki -friendl
ECOCERT ar attitude, arang eco tiendly messages Lee
. . eco-friendly College student| has a significant effect on both
certification purchase . . . (2013)
message . . attitude and purchase intention.
1ntention
Hepdof] A F2]ololA AFAAS Bol 7L = Mg o AF40= B8sh= Aol U2E=2(Jang
AH| A= AlEH] "t E4lo] w2 APl A= & Kim, 2006), 50k thgt A 4Fo] ATt
dl, 9P QIFUHELUL BAE W) ojHg BAlo] thh o Bjg Aul ¥hgo] AT n)A FFsAo] A71E
sfad o Aok meEbA AEHE B4l E2E A Aot ofof tigt AFAF= FE5e. 2 A7
0t A T Solde Sl 4 YAk B Ak AEvia Adks Agvia A|44ze] 2daT)
Aol gt AXeEo] w25 FEY7 4R & £ ASHE A gt
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. Methods

1. Research question and research hypothesis

FA 71&tt ABol89 7|E JES e R <
Zotazt 207 ol YL UL AN

Z37] 9%t oﬁ%:—xﬂ% Areteict. Alsol23t

7)ep HYATE vlgow AAF ATEAL T3}
2},
ATEAL SPEE w7 x|o] AeJE QAZura0] £

Fol ot Aol tigt FHH7E 4,
e, Fujej=e] ztolzp vehhex]
Yol

ATLEAR. FAE 7)Ao Al l=upF9] 4
7b D25 AE gt £43g7), 4l

g, B, FooEe o A Uehie

wAgolT

A gopzch

ALEAN3. 3PFE H7]1 Ao AFSlE AFuta7t Al
Foll gt avjak vk(E A7 419,
H, Pl m)el vixle oﬁz}oﬂ el
SHE BT A4SEY] 2¥an
off wt Aozt YeA Lokt

2. Research flow chart

AIE AHS 9gt ARRAS Z2XALY] 585
(Fig. 1)1} o] A5ttt

= 2o A AFHARALE B9 QAL 22 &
g5 4 °1zu}39} 224 AFuaE A% —s}%
HFHLS At 1 T 20~30t] 9 5508 tjAro
2 AFE o] AdE 221 AERA ARE
Agth A2EL Johde 2298 AAHEE 5
et

Effects of certification mark information indicated in the cosmetics
package on quality evaluation, trust, attitude, and purchase intention

Preliminary research procdure

15t Prefiminary research procdure ;
Quality certification mark
awarenesstest used in cosmetics
[CGMP, 18022716, ECOCERT, USDA)

25t Preliminary research procdure :

Animal testing ethics certification
mark for cosmetics
(VEGAN, PETA 2 types) and
reycling mark awareness survey
for cosmetics

‘ supplementation, cormecrion and

Main research procdure

Sample correction and

supplementation of survay
quesrions

- Target : 650 adult men and women in their 205 and 305

- Method : Request an online syryey Agency

- Purpose ! Investigation of conaumer reacticns to cosmetica packages with quality
certification mark used in cosmetics, animal testing ethica certification mark
far cosmetics, and recycling marks inserted

Result analysis

Conclusion

<Fig. 1> Research flow chart
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3. Research methods and procedures

1) Preliminary research procedure

ASE7E AJE sHE W7A A= AFE
A A EARE AASEAT WA SHEEY FRe
71Z23ME 5 2ACE SHYlEH, ol HEE T
7P RHA 08 tfRES] J AHAOIA AREE=
AFolER o]F Adsint. dFvtae AF 871
Ao A=l AMEHI Jloeng RHAAE 87
ARl tigt AFRARE SHRoH, olF BB R
A Bkl viAE FFS Haskshr] A8l 7 71
EAolT G Yeie] WA Hopae A4 WE
H71A] HAQL oA E A&t 7)o Fol&
LOTION®|ek= 4] e 24 AListe] 7] 25}
FEUIL ¢+ =S S T SHE AB0
3 % ofd niag Hust] AFES ANYAE 2
b o) SHgE BAAFTRa BFgEo] et
SEAY 24FUA F AREE FgE0] 28
HT e ASS qAOR 294 RS 2A)
o] 1% 7V XS Be AL A8 HEE
o thet AFEulLE Sekae Ajo] A2E7lo]
AHgEE 7129 ﬂi% A gatoleh. ApRALE
& 2000l A QYU 1R 20309 31
d 567e cwo_ea J ﬁ}a(aw o ALgEE
A9zl AFoh) A HE A1 ol
LR REE iem HERAE AASHEom, 2
A2ARE 20-300) ARl 33 tgOR QlFul
AEHFEEC] A =49 &48A5 DY U5
27t AQlE sPEE wi71A] olw|A] AlASke] 2
A HEXAE &5 AAISHA

2) Main research procedure

B ZAM= 20224 109 2795 E 109 309714
2 AZZAL 718 Fsto] A5k, |
O 200h-300] H AH|% 55099 A=} %
Yk ARATE AT HBAC|E AHRAES
AX Hed QB0taE FHOR ol 744 §7] of
ulA] AFEQSU ¢, ARttt 23 A2
_Q_/_r,_;:qxéo] U]-g_ :}t zﬂi}_&/ﬁxlo]zu].ﬂ i
48 8/00 SEINEHD s Bihol AaH
O, (Table 3)3} ZtT}h

ofeo} 29

Aot oRE|sHor AT AP2AEF
3} A BT Q1A o 5g 5] $stol
Frla Qoo WuE mIAAL

AP AFE olulA] 5F B ShiE TA9 Y
B AAS BEA g AR PR SYdte] 74
Aot 278 YAT ABURA qY el
Fo 7o) AeE QlFuia $a4e Testel o

2ol e WEL Hol At Austicho]
% 52 2elHl A

o, o

sttt AlE F4ol tigh 37) £3-2 Bae(2021)9] A
=, Bzl gt 379] &3 Kim(2020) ATE,
Ao] tigt 3719 -2 Kim(2020)T Ji(2015) &
Toll AHE £ FaLste] Fgski o=
o gt 3719 E3FE Lee(2016)2] Ao)A ALESH
FES 5&5to] sttt A 224=E 8719 4
Ho] tfst 8749 B Ayt st en, 5t
FE AT tet A45E £33 Bae(2021)9]
AFol AHEEH £ FaLste 7 E¥eg 45t
At e w2 A ofth()~mi-¢- 1 Th5)
54 FAE A== S5 SEA] AT S
A BT dutE E44S stefshr] fet dEow 4
%‘, wol, 349, A9, &5, PFE ol i F=
& BEAEE S & A7 A= 242
SPSS 22.0& °]&3t¥th A A7 544
E4S gotir] s 7lesARAT Heid S A
Alstdon, HasA ooty AFEA 35S #dl

$25 2750 Yof 7|1SEA B4, S QB A,
A= EA, dLuA] HA]-HH O|YUBAIEA AT

7 (Tukey HSD, Dunnett’ T3, Bonferroni test)& Al
Atk

IV. Results and Discussion

1. Characteristics of respondents

A NPAES] ATEAY EHL e 2
ot Ao F2} 2759 (50%), oA 2757(50%) 2.2
Ak L=, Bt A2 T 304132, 254
o]4~304] vlgto] 1779(32.2%)0.8 7V wokeh ¢
gA19] HE 52 gistu o] 3317(60.2%)0.2
713 wokom, KL | AMRZ]0] 2797 (50.7%) 2.
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<Table 3> Images of certification marks and stimuli used for the survey

Images of the certification marks

Quality certification mark

Animal testing ethics certification mark

Package recycling mark

-

&

Good Manufacturing Practice (GMP) Vegan Recycling new separation disposal
Reprinted from Reprinted from mark Al file
Ministry of Food and Drug Safety. Vegan. (n.d.). Reprinted from

(2016).
www.mfds.go.kr

http://vegan-korea.com

Tam Design. (2020).
www.blog.naver.com

Cosmetics package images with certification mark inserted

No certification mark Recycling mark

Recycling+quality

Recycling+ethics

Recycling+ethics mark T quality mark

LOTION LOTION

LOTION LOTION
= ©) er
& 2}

2 7P 9ok O 5o s HAEF/ATE, A
A, digtdAY)ol 2+ 7573t 6278 = AA|SHE E 7t
AAEL 2009 @ o]4~3009F 9 mgko] 140%
(25.5%) 0% 7P Wol AA|FoH, 3005t ¢ o]
/~4009F 9 w]Fko] 113%9(20.5%) 22 YT 3
AE 4 A& FHL 107 Y mjko] 3817(69.3%) 2
2 7H w2 HEE AR, 108 A o]g~207t
< vlgko] 138%(25.1%), 209t € o]4~30%F & Wik
o] 16(2.9%)C.& L}y,

2. Stimuli manipulation checks

1) Manipulation checks of cosmetic packages

B 7o) dgzgo) s HeA sl
S18h A ojulAe] it 2AAEL Hgick U
WA BARAS AAStEE, Bt B84 A%
oA Fehd Bilo] FUsH] P A0 Vet FB
Ak 71go] WaetA) gk Dumen] T3 L o8

—

Stol ALRAH $4E ANEHLOT Hidden Grace
Thesis Statistics Team, 2022), ©]+= (Table 4)°] A|A]
9tk A olnlA7t 24 87198 AAsA ot
Qlok= Ao gt S8 53 HkLolA] 3.93 o4}
FES Holi FehH Aok glo] HAHor =AM
|72k Aol & IAHE A== HARIYS & &
ATk 3P w71 ol gt B =(FHh, 23] 7
o}, 3 olthol HisiA= Batgtol 538 HAx9 F
7Rl 3 AR E Uehdal, e 7F ZpolE HolA] ¢
Ut o] A= A ARl AL FF 2
= i7]A] A1) FRFAdel 24| ot sFdE 17
Ao AAHE QAFHAY FFES B Sl HAg
AT 20|48 e Holz

2) Manipulation checks of cosmetic certification
marks

B A7e) Agzgol s HleAl Helat]
913l (Table 5)9F o] AAFIE=R SPFF 7] 4]
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<Table 4> Manipulation checks of cosmetic packages
No certification Recycling+ Recycling+ Recycling
Group ; +ethics+quali
mark Recycling mark ethics mark quality mark cthics+quality F-value
mark (p-value)
Item
M(SD) M(SD) M(SD) M(SD) M(SD)
Recognized as a 3.96 4.06 3.98 3.93 3.95 441
cosmetic package (-.80) (.91) 71 (.84) (.81) (.829)
Good 2.91¢ 3.16" 3.03% 3.26" 2.98 2.795°
(.97) (.86) (.83) (.86) (:90) (.028)
L 2.75¢ 2.95% 3.00” 3.14° 2.93% 2.779"
Liking
(.92) (.81) (.90) (.82) (.95) (.027)
. 2.73¢ 3.00” 3.07* 3.18 3.08" 3.917”
Positive
(91) (.88) (.95) (.88) (.95) (.004)
) p<.05, - p<.01l; a, b, ¢ are Dunnett’s T3 test results.
<Table 5> Manipulation checks of cosmetic certification marks
. . . . Recycling+
Group No certification . Recycling+ Recycling+ ctauali
mark Recycling mark ethics mark | quality mark cthics+quality F-value
mark (p-value)
Item
M(SD) M(SD) M(SD) M(SD) M(SD)
Certification mark 1.95 3.02° 3.49° 4.05¢ 4.13¢ 97.108™"
confirmation (.96) (1.23) (1.12) (.60) (.68) (<.001)
Quality 1.99¢ 2.26" 275" 2.99% 3.17° 24.749™"
certification (:99) (1.02) (1.04) (1.01) (1.16) (<.001)
Ethics certification 1.96 2.32° 2.93 2.89" 3.35¢ 32,923
(.94) (1.00) (1.11) (.93) (1.01) (<.001)
Eco-friendly 2.03¢ 2.90" 3.19% 3.38 3.63¢ 42.155™"
certification (.95) (1.12) (1.10) (.92) (.89) (<.001)
- p<.001; a, b, c are Dunnett’s T3 test results.
of A4dd ASutAA gt 2AHESFS AASHH 7P w2 WA HG.35(SD=1.0))& Ho, FEASE
oAl e HE(RISEE Qs A8k, A8/ oL Ak #YAHE HoFE 7I€LR V= AF
20T, AEE/EEAS, A/ EASE gl o= A T XA Q50| EoE
AAZ)] et A0 ANES Mlwd A BE bk G2 geja A AFA ALEt
FEONA ot 2E BT (p<.001). FAH LR, 27t = B fle A5l vis Fatgtel ¥ =%
UFPRIL UL FASE FROAL AFHE  on] A A9 AFUIAE BE ZIG U] F9o|
7} ZgE BE 93 gt A9 7o) Aol Byl Y RS BIFRG.E(SD-89)S Hol, FIAZo]
o ES FAF0] T Ao FAAF A U 2UHASFE o HE ARAATE elo] 9
wrh Pl rieh ROl /1 B BAGE O o)t A ¢ 5 AUk ] ABE B9 A
= HAoh ¢ fEY AE7F ZEo] AdvEe FoAEo] ok Ak QAFutAe] Hitt /EE Bt=
TEOl HisiA= Al i Sl BT 23E FHdo] Al JASEL Athe A2 AT 4= AT EIF &
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3. Reliability and validity of measured variables

1) Exploratory factor analysis of consumer res-

2 24 W 2 2
Te Be SPNee A8 55 A0 4R
BAS AMgstgon, weHA(Varimax) 3 AHS

A183HT. (Table 6)3} 2t

187} 1 o]AFQl QQluks Aeslgy, Q1%
SHRALA O] 06 olold felF Ao 7155}
At ELF £FE] AFE SA57] 98 2
I}H(Cronbach’s alpha)E AFEsSIITH EZ2 7L, A1F,
Hz, Tz E =43 ggE ]
GAIRE A, 7} she] mol =
9] TGA L 2.36, BALS 78.73%, Jﬂit 860]],
o] T9XE 239, BAL 79.76%, AFHEL 870

9lth. AF Q] 18A= 2.44, BAF 81.41%,

wAgolT

AFes

88011, Q=] A[A|= 2.76, FAF 91.88%, Al
Fres 9622 YEht 2219 WEEFEet AF®

EZE .

o] AT Hlgro @ 7+ Qolo] WS

1}

piadsss

7 Slsigleh. 7 gelnsle sane 967k 2

&3t 2

ZAYIIE 3.00(SD=.70), BHEE 3.00(SD=.75),
A= 3.01(SD=.75), FHoEE 2.71(SD=9)& U}
ERgeh o] A3E Higo® 7k 9RlE R tEo] §

AAtsto] ol2 Qelgto® AMgsTh

2) Exploratory factor analysis on the knowledge

level of cosmetic certification marks

S

e} rIo I

15vta A4
A A3k= (Table 7)3} 2t}

R AV ZV:V\ZOH “HEJ s
2o A shte] alvt 3=

%Q
K
to
O
:gro
ot dz

S0 e A 4R

TRE 9371 et s L}E}M el

% 9tk ARHE 4.64, BALL

77.37%,

AF s

04% et 2 @Q19] ViREEe) A5} Bl

=it

o AH8start.

<Table 6> Exploratory factor analysis for multi-item questions

o] 232 Yoz FBEY PP 2

. Factor Eigen Variance L Mean
F Reliabil
actor Question loading value %) eliability (SD)
The raw material for this product will
be good 89
Quality — 236 78.73 86 3.00
evaluation | This product will have few side effects. .89 ’ ’ ’ (.70)
This product will work great. .88
This product is good. 93
.01
Trust This product is likeable. 93 2.44 81.41 .88 (3705)
This product is positive. .84
This product is reliable. .86
Attitude This product is trusted. 91 2.39 79.76 .87 (3'7050)
I acknowledge this product. 90
I’'m willing to buy this product. 95
Purchase I'r,  thinking of purchasing this product 9% 2.76 91.88 9 271
intention EOP £ P : : ' ’ ’ (91)
I’'m willing to buy this product. .96
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<Table 7> Exploratory factor analysis on cosmetics certification mark knowledge level

. Factor Eigen Variance L Mean
Factor Question loading value %) Reliability (SD)
I know some about the cosmetic g7
certification mark. ’
I am interested in the cosmetics o
certification mark. ’
Co.smeti.cs I have knowledge about cosmetic 0
certification | cerification marks. ’ 247
mark 4.64 77.37 .94 :
knowledge I know something about the quality 93 (:.86)
level certification mark. ’
I know something about the ethics
. . .90
certification mark.
I know something about the eco-friendly 38
certification mark. ’
4, Effects of the certification mark ol E4E7}, AlF, FujoofA zfo]E HolA] o

SR di7)A0] A" AZetao] whel AEo
ek AH[A}F ¥R 2ol & dotky] s dhujA] &
AREAS AASHATE B4 54 A4 Jd
W FAbo] FUSHA] 2 A0 & e}, SEAF 7HY0l
49 gl= ‘Dumnetto] T3 HPHOZ ARTAZTS AA|
5199 ©. ¥ (Hidden Grace Thesis Statistics Team, 2022),
3 Z3= (Table 83 2t

(Table 8)°fl AAISE 24 ZAioA SAE 174
of AJs QFut=o] whet AlFol gk AnAkY wt
S(EEE7E AE, ", i k)] =% {o%t
Zpol7h = Aol ERIEUTHp<.001). Q157 §
= Aol g JAFuIE et Heko] FAHTL
A, BE, ForoA ¥ w2 H4E HI o]
A= ATolE9] A8AdS
th &, AE $4/4do] Eus FHEA AFHEE
AH|AA L=E A7 ©
S0] AlZol s 3HH R FIgtth= Aol o]
At gA 7]£3 Spence(1973)9} Suh(2018)9] A
ToA QIE2 U5 7] AF L AH|A FEQI4] A
T8I AT E QIAEI, 1 AR AU} ST A
Folut Au|A9] FHZ FHHCE Frlste o &
2 F FuiYEo: FAFL FFS A=
Artel JETh Johd Aol E AAS] A EH <l
St Qe Ad AE-gutarnt e Jd Aol

P
e
o
o,
N
1o
>,
fol
il
yis]
[e]
)

o). ol WE 7] 4o] AEErt Aol olFa}
AR ol Hsh 2uAE0] 1 AHS ol HE
Aska glomz ekt Aute 25a% & 9lck.

i x0,

o

ro

5. Effects of the number of certification marks

QZula 57} gobdSE 4nla whgo] o 3%
HQIX2 Bl el =T A7) 1, 2, 37491
Ak zho] BEG Aot BE UepteAg gl
Skt o I8l (Table 8)9] SAEA 3ol A|AIGH
AFEH Aol et QFula 47 LS §
oJst Wt 7k Ao|7h Vehti=A S gelstct A%
olask g MR AFuask 27 ol gl Ag
o= 2% #Zol7h Ao AFukt 1, 2, 374
& 2748 wuiet We 2k Jol7t wE bt A
opgich. %, FYB7L A, =, T Y= FB
UoIA Q1SS 271 Fekeh Aokt 370 =3t
of o]z} Gigitt. ol 871 w7|A ol HYH <
&7} goldes aviate] E27L A8, HE
o st o F7beke AL obde HejEtt. of
T TRt Zol AT S Utk ANAEE Q5o
F59} QFulae] AZEd) wet wgL S A
ofed, Qo] 47 Bk SA vl 93
37k A, ", ) =)ol o F7kste AL of
yaic.

Mo

2y
2

e,

mt ooy A
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<Table 8> Differences in consumer response according to certification marks inserted in cosmetic packages

. . . . Recycling+
Group No certification . Recycling+ Recycling+ . .
mark Recycling mark ethics mark quality mark cthics+quality F-value
mark (p-value)
Item
M(SD) M(SD) M(SD) M(SD) M(SD)
Quality 2.68° 2.86° 3.15" 3.13 3.17° 11579
evaluation (.78) (.61) (72) (.55) (.70) :
2.66" 2.92¢ 3.05" 3.20¢ 3.21°
Trost (87) (61) (75) (65) (71) 10610
. 2.65¢ 2.96¢" 3.08" 3.15° 3.18°
Attitude (81) (66) (73) (65) (75) 10.058
Purchase 2.44° 2.58 2.81° 2.84" 2.92° 5484
intention (.96) (.86) (.88) (.86) (.92) :
- p<.001; a, b, ¢ are Dunnett’s T3 test results.
6. Moderating effect of cosmetics certification L= o Ao HT} ofF Q5L 7R 4
mark groups and knowledge level Qlg b7]-0]] AQlo] RE Ao ZX 7}, AlF, g
S g0l ek u4 Eel sl 9% £ Pl o Fot A2 AUR £ 9k o] 3
A o] HFERAFTHA A AeEe] 2Eadrt oA HH Q5] AU oFAos HA|of 5f
Lx] obssic, ol $1s) ol ARAHLAE AAs) Fgutt AdE 490 W8 o AFu
o, BisEd AAOA EAte] SLSHA 2 7} AlE Aol AAeE Jek 7F T Ale]7t o

AOE Lo} SEA /b9 BASHA S Bonforoni Mol T G AL B % olrk
o 7 ALSAZS A5} th(Hidden Grace Thesis
Statistics Team, 2022). ol& Fgste] yetd ZAi= V. Conclusion
(Table 9)e} Zt}.
BAETol BABA, A2, A, PoOIEel B B AolAlt 3% w7IKe] Y Qg
o SbEE ASura Ut S ASuha A4 ﬂiﬂ AlFol gt F4B7E A, 8=, Fool=

2ol % AR

27k o5l trehdeh. o] Aahs
QEnla Aol wet Anlxt whge] GepAE, £F  of 2

o] n|H = JFFS Lol 11, o] st AH|A SO 9]
ol =0} R A]LF9] XX—]_—é‘jq.ﬂ_ QL A=3s}9

ATE A2 442 2 AR BUWL, o R )9 YA UEAIAR 2 A
A8, dE, Fodest depits e Holzt  A¥ID ATRUAZAL, xﬂ LR ER LT ITE
o 4EAEY A4S T A% folsk A2 —-5‘-3 AL SEANS E, ALY

7] bt ol SH4E 8700 A9 Azt A9
Aed BAWL Ag, BE, Foowe] 9ol 3t
AE QEna QN5 ATA8 RN 24

gou, maty 2HAIE EA5HA]

0} O O

oo = qu-i:

A&

siof 4ol ALgisich Aol
454 B9 A e
F WA AP

H—J Agg 7Msshe TA|SH= QlZu}

o7}
golane

o SPE QISTEA A4l thE Aed vt
Bh-9] Aolg Ps| 1Y) fstel SAE AFHr
]M/\z_’] IS Zﬁﬂi%_ﬂ‘,ﬂ'—%—‘?—@%_@_
2 o] Jf=ZE JHHE YT
(Fig. 2)8 AHEY PFE AFHHE x| 45Zo]

f%%oﬂ qM FEAY &9 AsoRE v
}a SR A= %él%

ATAIE ROFEE TR} Lok A, 3 o)
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<Table 9> Moderating effect of cosmetics certification mark group and certification mark knowledge level

Dependent variable Variable SS DF MS F(p)
Group 22.15 4 5.54 12.83™"
Main effect ; ;
Quality Certification mark 14.02 | 1412 30477
. knowledge level
evaluation
. Groupxcertification mark 1.57
Interaction effect knowledge level 2.71 4 677 (181)
Group 23.14 4 5.79 11.50""
Main effect : ;
Certification mark .
Trust knowledge level 15.17 ! 15.17 30.17
. Groupxcertification mark 92
Interaction effect knowledge level 1.85 4 463 (452)
Group 21.80 4 5.45 11.03"
Main effect Certification mark .
Attitude knowledge level 1650 ! 1650 33.38
. Groupxcertification mark 1.45
Interaction effect knowledge level 2.87 4 718 (181
Group 18.54 4 4.63 617"
Main effect : :
Purchase Certification mark 26.13 1 26.13 3477
. . knowledge level
Intention
. Groupxcertification mark 1.84
Interaction effect knowledge level 5.54 4 1.38 (119)
- p<.001; a, b, c are Bonferroni test results.
71A]o AdE A5kl met AR|Rp] AlFol o ok, &, At S/l wEh &vATE o=
QF 282} BEEo] F-of’t Zpol7t Q= Aol &}l A= 1 W8S 9] olsfistal olet WA A= &
ek Qolt g ARl WA ASEL 28 ol e Brheh ol AAE R ol 22
oY BAE AFRATEIILAY 9%, 4TS 1 2 AB0HA A A Aol AZWES T HHs
SR ERUS, AT USEANS) o AvaEel AWHOZ AFHEE 47 ol
o =24 JAd=2 FEH7L A, "HE, = T A== AlFstojof & Zlolw, o} QIFut=d
7F B A ettt S 3P H71A0 IS gt A4 FHE F5) AF0o] Higt ol =
ARt AFY W AUAEL o2 UGt FHE vl ANHES - o] WRY Zolth
ohzo]i, o] YH= AlFH7i= 4w 9F A, sPgE 71X AdE A5 Al
& SIS A o SIS0 ol ool A AR Al el BAE Y AR slol s
SUEE 8% Aoz l~—°1 o|E AI&F2] BTt F AFuA AAeE 2 ave Qle Aer b
o FBUTHE AsolR0] A8HS FAT Aolch.  Epgrh. ABA Yko] Au|A} whgo] mAE IF
=4, SHEF "7IA] AdE ST 7 B I SPEE ST A AEo] AHA) Hhgol 1 o] 2]
5% Al that 2HAY A uhgo] A&He L S A7 §OF F ATE HPoL, AEni
2 S dotth. 5, AvAE ABuEe] B8 A9 SR AT AASEY 4Ae aﬁﬁ
2 A 4ol I B ASUEe] met  UehtA orth =, 4E|Ro] Aol et EU
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