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The Name spectrum of domestic menswear brands

Kwon Haesook
Professor, Sangmyung University, College of Design, Fashion Design Major

Abstract

The purpose of this research is to study the types of name spectrum and their charac—
teristics of domestic men's wear brands focusing on formal and casual wear and also ex—
amine the differences based on the type of brands' product and brand style.

Total 184 of men's wear brands, which were consisted of 66 formal wear brands and 84
casual wear brands, were selected from ‘2009 Korea Fashion Yearbook’. For data analysis,
guantitatively evaluated the frequency and qualitatively evaluated the image of brand prod—
uct and the meaning of brand name.

The result as follows;

1. The domestic fashion brands for men’s wear appeared to have four types of name
spectrum. The descriptive name was the most frequently showed, and followed by arbitrary,
suggestive, and coined name.

For formal wear brands, four types of name spectrum were appeared in the order of de-
scriptive, suggestive, coined, and arbitrary name. In casual wear brands, three types of
name spectrum were appeared in the order of descriptive, arbitrary, and suggestive name.

2. The characteristics of men's brand name according to their name spectrum was as
follows.; In the descriptive brand names, person's name was used the most and some as—
cribed the characteristics, feature or geographic location of the product. The suggestive
brand names contained images and symbols of the product and also implied the relevant
benefit information in a particular product context. In the arbitrary brand name, they imply
the various meanings according to the product and are made up of either coined or
natural. For the coined name, some bear the ideology or symbolized the characteristics of
product itself .
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3. The descriptive name spectrum showed the most in domestic menswear brands, re—
gardless of the brand type. Except this, there were differences in the type and the fre—

quency of name spectrum depending on the brand type.

REEIES=E

HAS 521 (menswear brand), 24= A& (men's formal wear),

Key Words :

(men's casual wear), Ul AZE 2 (name spectrum), 1= S & (brand type)

oipo| 2

U O Al TiAH ERHES] X

<
~

, el

Qo] Hiw =

2 MES0l M2

HlAL E=HE OI0IX]

=]

[u]
L

sY A2 UE EdESY

=[P\,

&y

1

Ol%2t =Lk

—_

110
xr
il

[

Rr

b gae =0

s

9

o
e

Ju
oK

20
ur
ol

Hio

=

h

]l
JJ

Rr

2 HEAE #2= 08/09 F/W JIECZ =

23X 718430 ot

RAZAN B

SKe]]
]

01X &40ILt

-2A4E e oot
elS2LIEDE o2 2IRE M

o1

2HIXketel HRLIAHOIE0

)
4

ol

0

OtLict Bt BjE

ot

by

H

(& 35~40%) 7t

Xk
=]

ol

2 LiEt

PSS

JJ

t

XX

2(9F 7250002 ) 2 SUAAIN

Ol

& 2 Hs

HEAIZOIA O

I

XA
—=

=

SomM, o

ioJ

1

PNy
=]
]

#E AMZO0l & 21000922 JHE 2 Al

A
S

(market

component)2t HEX 24 (legal component) 2l

2 Holde

Jb 1X29000¢ =

OlE
=7

=

EH

E

180
ol

MZ22

A& 24 (linguistic component)OICH.

i

<k

JUJ
o3

=
i
K
o

A =20l

Rl

P

JJ

=
6J

wor
70
oo

J

&M
ol

L]
0

Ege= ulge 9ol

]|
=i

Syt vy A

82 Yoz U0y HEA

5t

-

flgt 20IEH

)

d =2 10% WAN SudE H=Z HIS

Hx

WH

0l

iioJ

AHIXE

—
[a—

ol

30%IM Xl = UL

Jo

93



=)

M152 1

ALUA

&4

= Uk B0 &3 of NF W0 a0 X 0N < — Mo XOlH M3 KW i M8 v o W @ %
= o Hm X MOR S W g 5TV anBEZ 2SI e .
S o WHEHTB = Bk S m_n_u__: Ao 2y sl oy U S R
) rZ 8ol A oD a0 Z W AWy o WE <0
7 A =503 Zo ™0 Ur S Mg A g w0 20 o & i o) o8 °
Jo S sE . om, Uy c V= T ol UL s o _ W s
o oo =z £ S Mo nra D S o5 e - g X o o
a0 <F - B =t O WIswdx_ oS o= D6 0
= m U Q= s RSl ™H S5 K EaS s g
b J 2 0 - L = 25 [N 7 Rool = = ur
u| Rl B oy xm 2= JJ a0 . S RS2 J 50k fa < % . X IF =
| Ok TR P S pmas2fgaly @ D= =
a & B o5y Il o5 o 0 X ] s F Sm 'O =@3o =S o o
] m ST ez UFug S saWums NS “adm 8 %
o7 — © =z 6 & @) 8% — = RKK S gy H D8 ou = =
maﬂ w Ns 5 &=wds 0 T 3 80 = uomwﬁom_w s a0l
A TR T S Bl o, R Ne =aSx = <0
o A_ E_aMhﬂ._ L.ﬂ__h . ._._”_Oo_;_@._m___._oﬂ\_ ol < W.TADMM,I - o
z B opEn B ARG oy ®pac CHTasogmwe > s L
SWe B JxWPTE Bl T ogm WD HEE G g ol
S+ F _ 8= o @ MU o p oS Estor ol @ W B8y z
o 2 ul ol £ = 5 0Ol W ol 3 o |_.__m._ﬂoo_|rﬂ_ o0 ol i & JJ Dl o0
=g T = H%:_M_DLMOO_OM@@E r T A~ W.M_D_ﬁmmgﬂymuolﬁ_%_lunm o 3
2¥s B oufflSleawS D aw¥SSok-uziz-ucl. b o«
i B8 S ) H_SlumA_.mA_.__om_m_ ol R 5 xo MW g2 nXsE S B3 M=|=
W o Kk o IR 2 00 <0 14 —~ ol R’ mo . ROy ool & <D —~ X
i AK SdsITmum <tz sFrE=ms oAU S8 & s es N
KIdium <4y MeIFSFRBUA RS HKS T R TR
DH _Kot ol S .00 W os K <D XA o & o U oy = RO
~ W _, F 35S KT o 2 ogr ol ) of =
N=rM3dn pRSPszy ORI === oA W m
RS ot 5 QPR g0 88 ™~ X0 KR O or b Ul o T o7 W = 7o
=) [s] N KO X 30 o ) ]
SWR = W, Ma %6 = R 0A S K Ul & < B0 o <1 &
<+ OH oo W _J@m‘\_||__=o_n_x = =:_|DH_| =) | DI ,ur.rmﬁ_i =
M= PE o dsdrdn 22U EM_ I A TR
W_Zgy W L=3"E2aZU R N 580 g R s =
ROl o0 USSBF_mABF & @Dl Y I Bop D S
o " MY Zo=44 X5 0 WMo K e WS ,er =2 =
o 3 < S = Klo S W <l ol o <
o =0 mHwmes g 2We Vot - =N 1 B~ U > a0
YK AT s SK S 5 WAy EC 0 Rr M ' 2mitam s
Ar o 5 ol — 35 O,E_. U- w S o M w0 . 30 — 0 < KU = 5 wul
W< 35T e WS ol W = we SsW I D
H o o7 3 o) R RO iy = = — Y M2 @
= RH = 5 N4 K = ur i 53 o o S O = T = - 0l
N I A B [T R 4 == B =S Lo T S T B
B Qb Re W S W, g W A RS o = o oy ws 2
O & =8 T o Ko @ﬁ@ﬁe_mﬂia - 5 B4 L0 RA -
EiH_%E_E@@mw__Z;T%%:Iommomﬁ ol < W%mWEmDIw ul
paalsy IRmo & Lo XYl m_ Jdoroez " Wopu &
Ex_.é__alz_s,uoﬂJﬁD_aAT?E_Eo:%a_m& opR=x RS a 1|
HRMO D s e =2 IR MT I D 4 y=W¥ s | Te
_ T ' E IIO:Am__O on- & k= FO nCn_ll . . _._._u_OMo lenl_._h_ WI.IO_._
w0 < Ul = Ol W) & - < ME KO . K- K- DM ol 4 or & O — DI Ol & Al o as J T K
RO+ Haa SJumaWwoxss ol Ul HE D3 AT R R A TR = e

t

g5

X
&

=2
P BPE

S

31, AHIXH CH

=
S,

2

LH}\H,

=2, o

N+

94



= RO A2, AZ0ILE XI2I® AR =2 GAM
Sl "2 &2 JE £2° s 20l 43S
H%ol= A0t A= UlLS 20IStCH HE =
o SEol ATZ M0|l= "E2/0l0] l(Holidaylnn)"
2 SY(Holiday)oll Ol8dte =8tAI&(Inn)0lcts
AYEOl JIsE It A2 M=F Uldo =
otd, U. S. FilmOILt Philadelphia Cream Cheese
2t Whole Foods S& 0|0 &8tC 0 RE2 2

NS0l AZot)| Eelgt

s dEE Sote 7HE
2l HAIKIE &EE += A1

A
=
HEEE=E HAIXDE 2
=5

fn

s

gedgs SgE6tH e 20ICH U
Bayerische Landesbank( bank in Bavaria)d& S
et AOZDH YSE 2 UHU TE AH 2™
= SSE2 JHNA Rote LetX0lets 0lR2
AHSEN HHAS0l U= =& UCL 0] BRE= 0
Ol 2010t gl B2 M=ol MHo SE=2
OIFEN| RHCH

OIXtAQl 20l &&dt= O AN &3l DS =
QOICRE AT AIE JI2 HF, ZNES, Yol
O QIAl BIOIMIA HI 2110 HEZXAF SO0I UCH
0IE =0 Calvin Klein 22 CIXtolHSl 0IE2 &
5l JIE £ e 0150122 1R AHZ A=Y
AU S8 € £ X0 @ J1ZHl 2™ Mgl

OIXIEQI O0IZ2 QINE 0] AEE & & UCHH™
3) LAIE S HI(Suggestive or Associative
Brand Name);

YAF Y2 SS9l ol

OFHLE A4 2HAE

r
- C
0
o
300X

0
Hu
X
10
10
e
=
o (o
=
s
A
L
>
o
0z
0o rr mio
2= Lo K
© po oo

i
0
= 0N
it

'‘Morning Fresh’

0l R&a

o AHAE LHOIA 2t o
O “SUN"Ol2t=

=
SYPE

Qﬂ
1
0
[
=
i

o M
40
v
-
o]
rir
é
o N
0
40 ¥
o
[ >

jo = 1o g
o 0
Q‘l_l

ro
0k
o £
i
o
o o
o
o
o
o e
]2 pon
o W
o :
-, H
0
rir
e
=

uy

$0 1A o

Uz
>
=2
30
=
Z:
o
>
A
=
0o
\_—"__J
x
z iy
A
Loy
0o
10
0r 4l
EH g

J
P
K
$0
N~
2
Ao
2
on rlo
Jh
ne
o
4>
$0

4) o|X B | (Arbitrary Brand Name)

QoM U2 o XA =ehe =2 UoL
oIS SRCLE MZO 001Xl A=, S&I= OF
L 20| 90 Ol A0l TX o= BC
HIQOZ ZOIR SHofLt JIZE HOZ O & & 9
Ch OIS S AL SEOA L8 AEE ZAD}
OIS “OHZ(Apple) Al 0101 Ol =8HTH™ o &
2 WY = 5 BTO ADE Jf2PIE AER= F
2 GIXIBH AIDISHE OIREE0| 9= HEH AE
S Jl212 I AERA B52 w2 & i

5) Z0{& 2= 2(Coined Brand Name)

SOl RHRII OFR /01 gD, AFROIS LIEHL 9
X %S M2 OHS0IE 2MC Hooz HSos
H&l =2lM0IX Lol DBEY HRUANOIHS S
o 2010 202 =& QUCH KIS =S¥, HEH
cojelt EHEIY(Pentium) 0ILE '2EH(Kodak)' &
H20|CHY 0| R¥e MHRN S=EIJt O
SRE Y {22t AL

fy ro <

-

. A2

2009 BHRIHASI O LIERS 20949

SS F =S YoIU WOl e F

g 4 gUILt Tl 2JHsd 2500 =@
e EE HFGACH

dA= BUES E BELUUCE 667H0IUD HE
c

N H
uy uy T

(o]
N
o
=
1o

95



=)

M152 1

ALUA

&4

b

X o5 Ul Ok 80 TN E A D o - |
W 0 g O I il
DEs nfia WMUSR Wsmoa v X 0 il
128 gUy wEsMogRsifEal & g g = -
=~ o 3 [ O == — o & il * — R
= o D<A B_oUwg IS 5 o 0 <| i _ &R |¥g|e¥
sgw S tdueg T2en_os W g o F = |s5/88|852
uMJde_r_Lc_LMmmMag_m_gaA_.:ﬁmuLaMEOﬂ () T . <l W 25|88
g 337/ J) P = _ O O] g ™ an 160 ) = o~ <9 | s~
oogr o, =3 3w 8 @ ORI < o S ol o 3=
= 57w W Dl io AW o LA ., OF W = w 03 = © o
= o B = 9 B < = T = = ' o0 0 o D H
— o0 ol Eﬁuaoo_d_lau_lmmlmwum%{ﬂ_ﬂ_ = ur ™ 1)
._._nﬂ Ho nH %o ol ok ol == 3l W <t 3 o) 0 = o Ul )
Rl oy X NS W g Ko op & oF S =) ul T = & —_
L 50l X 5o I 5 T 2=gxT . Wl or = ol ol b1l R R R
%RﬂéwaaﬁﬂlmW%A Mo oE AR ﬂ_ 25 m | BN IEE RS
m — o X o m — < = ol [{ & o " - = o - O
_ ,o__o),:ﬁaoamﬁ%l__gpo__omﬁmmﬂ%m:_ﬂ DI ul = mm 0 M R I =
M%%%EW%MEQ@JEm_:ﬂ =R I ml A K OF 5L |2 |32
288y Ry B2 ok s P WX w@ -
- oS U 4y TR TSUSz M = 0 o= ozour o wl
o o & gp A_u_.MA._ 0 — oD_)&OuE._E|_|_._O.,O = 3 =
= = = o = oy o5p © & g3 K = w 0 &l = =
o0 o0 o0 T ol I R = 2 Dl =2 0 = [ o Bl —_— | e~ S —
L == LA XS 5 0o = 0 = I [RS8
55 5 R0 o _:uLnHHE._mD%Lol_L.._:A:ﬁo_E rHour W S m0 o R R o® | SE
Erﬁmmmxo__waaao_mmflwazm VR S~ O = S ER=
— = AL i Py sy fi -~ Z
oT i< Kl aTm W oM< KUSL2MS &8 ot % = W C o8 |ok Mm
g
B0 o1 0l o = — . s - |~ |~
= 3 ok M T S 3 @D 5 —= - N3 | Rz | RS
S e X 59 I BEe F|E|5E|SE5E
oK ol =0 ok — il ol = = ol Ma_b < =< cP|las™ s g
w0 3o W B = Mﬁ_@ol_g& oW T ol W T3 T3 ($S
[ _ u - 5 =5 B[ = 0 0 - = H{\ ~ - =
| oF o g %z URlWs.e. wgl s ~
) e ¥ <l il s & X S¥U wgg O
) - = o -5 23 Db Ay X = —~ —
53 w o o I TR Wy 53 0o 1% A& wl o | R R | B9
iy ) ar = - = WH v R T oo A0 320 ¢ o6 n| |5 AR~ E
0 g g o ok =5 <y ﬂMMm_4ME_mEmwAU Dlaw | v2 =% a2
= 050 5 3 ol oo U2 g m RO ar g T, Ul T |29 28|28
- c Loy =) 2 2= A L=  Wu=s = ol | ol |3z
= Ll_Lloo__= Wi___ ul L il w_@_ﬂu_: 30 0] mﬁ_uﬂjzlmw_u‘__ud__l\ ir ™ < 2z
=T _ ol — . ol _._ ) K
iy ol U] ol X0 ) ol M = AN ol <K = o .@_ = I =< A
fX ol = M dI®W g - m s - gl 0 S w3 LAY [
- = o) Hoour = = X0 3% op of = W o RO o i
~ = 1l %0 3w Ba wUl oo Wdgar o §U
U % Uz .9 ) Moow LT THRECSSEDE g RV E
s W oag¥d = 7 =K S0 <" M- =R 2 5 X 2
D u_ﬁﬁu = Jad Hi.mE_ [ Lmﬁwmamool_u%g9 5 &0 MW -
e K Enga FE 23 MATRERINGunS a |
30 S 1 i - % a0 o8 oo AU = £ or
_ o 30 il - = o0 _ MW =0 Rr o
o1 W Dl Ewﬁw@o:ﬁmm@aQE%EAIM b
100 o w0 R~ ~ M o= H Kq

96



HTEUEY = M=HUYE 5 MEA 0
SS ALE8 32t 280(67.6 %)2 2=Ho= ¥
Ol AFEEIAD, O S0l CIX0lHSl 0IS2 1342

HHO 38.2%=2 LIEIL} S REo2E= JIE o
0 AF2EIRUCH 1O SH0l= ‘LUFE APPAREL’, 'THE
SUIT HOUSE' Lt ‘italium’X& MZEo S48 ¢ty
St2{Lt, ‘GRANCHESTER' 2 ‘RAXFORD’ M X
49X QAE  XNFeleE  =2cdy,  J21
'DEOBELLY(DEO+BELLY=4I0] Bt= OF2CHE)LE O
Ei2I0i2 BEL(HE)+UOMO(EA)ZE 2l0ists &
E g5t ‘BELUOMO' ME EESAIE AFESH =2t

Col E42 HYsl= EAHUHIYS0 AHEZHD U
QACH.

LAFHUILE ‘Galaxy’, ‘issimo’2 20| A<
OI0IKILE Algg W=ZESDIE otd, ‘MEN STAR,
‘charisma'M & MS2 !

= OIS0 25t BEE 2AloH FRACH
oMUY 0= 22 HalS 20lok= BILLIKEN,
2t50l2t= 2012l appreggio, L22t2 MSEXIE
o|0lot= tremolo & CHYSH 2J0IE RIE WS
22 MAXl HofS(natural words)E FA &

|
AUAE(HSUSN 2
sl 5
o)

XHAEYIYS HLE, ‘global  generation for
21century’et= 2l0l19 ‘ggio2'Lt =&Xte| JiXIE
b

HEstle= 20I2 valuetcreation2 &M Gt 0|
Ef2li2 = VALUZI, ‘MO BETTER CHIC

(more+better+chic)’, 'DEOBELLY(DEO+BELLY=24
0l 2t OIS0I8) SHE JIgel o228 bt
gote WIYE1 ‘trad club(traditional club’el <F

oLt anent(town+gentleman94 °*01)J'Ha* A=

& F2 LHEP';IEEH JJrepubhc H%* C&'?I&*Q
2 OIEX AMXUE AEoIE GIRCH

Fo| 22 HEX UYL IR0 SHE 13
ZEGI0{ SUE L0 AR 0152 MBS
| & 33H(76.79%)0 012D UYL O] 5 2

S0l ‘warolets 90l ‘man’ EE

= 3£

Aol / 22U S48 HEo {YARES
‘homme'et HHE £I1ot0 ALSEH 2<IF 12008,

&8t 01822 0IR0A EgiE WYol o %2
2102 LIEFLE

1 ths2e&&= ‘cambridgemembers’ Mg X0l
FHRA0IR HUE oAU, “DIVINE-HAT ME &
AH2 + 2K, ‘MANIA CAMBRIDGE" M3 Z& +

#ECXcts HHSS 4ot0 0IFHE HEXME
2t MS32 Sd= 2o = ot ®ol U
EtctCh.

ZAEUYE2  ‘MAESTRO CASUAL', 'GOOD

LUCK', ‘LONE STUDIO', == 'comodo square' X
g S O SO0 E-E EES0l 72 OtE B
OI LIEFSt D ‘comodo’, 'BON' OILt "PRIMERO' M &

Lo HHZ & TAILE EEAS EHZ T LIEHE
EL Olgfgt BdiE UHY=S2 ‘GLAMOUR CAT'LE

'STYLE MEMBERS' St HE0 {2l E&HES 0]
OIRILE o432 AEt2S BrESE XS0IUATCH
oY 2 ‘RAMODE', ‘DANITY', 'VINO', 'in-

termezzo', £&= ‘casting’ M& & HHZ = HEH
JF 10002 JFE 2t 1 OS82 'THEORY MEN',
‘windy club', 'SWEET REVENGE', general idea’,
'sieg fahrenheit'0ILF ‘club monaco' XM& & 9
CHOI2 OIR0{Z EEHDF 8IHZ LIEMGCE Ol2fst &
SR B=o 0|0IXILL I 018 St 2
HAQIXl DHS CHLSH 9012 E&06t1D UALCH

ZOHEHEE 25 209 el LEtk=d,
‘m.vio(music+video)” Lt ‘t.i. for man(thursday is—
land for man)X& S HMEBO0ILE JIel HAO
Lt 0I8 ST Ot &30l ge
OLt ‘MEN GDS(MEN+goods)', ’trenew(trend+new)
Lt ‘trugen(true gentleman),” M& HE2 SA40ILE
OI0IX E= J|Y HAES LHES 0|12ES LIEM
Ct.

|
ESER

3. IUY 4= 28t [ OE WY
AHEY REY dMBIT

A0 AFSE 150012 4= Bt
S 240 = Z10 WAE, oleA, [
| BHEO UDHI REER =2FHULCL

2

6DI9§ L.”OIATL‘HE

o _-_/=

=)
[
L

97



HEGELUA K152 13

i
T
b
2
>
cl
_>'ﬂ
S
i
>
=
r
1Y

n

rr

<H 2>

to
my

W
=
C
i

Y U HFEY o

=

1o

0gt

IJ o
a =

b 1000H(66.7%)2 Jt& 2RA1
|[HIA SeHE 230H(15.3%), CIROIL E
13.3%), 12l =g BME 8IH(4.7%)=2

=
F

Cono x
o2
(;\" ]

= Jx 09 o
S o g |
©
ro =
— e
> X in
= oom

g%

T
| e
)
b =
e
28
_?I_ ==
250N
0o
=}
=
=

14.0%) =22 LIE

WY 150H(75.0%), LAIEUIY 3H(15.0%), 121

oMY YD ZOIEUIYS 22 1HA(5.0%)22

LIEHGCE. 2HOlMIA EMEMAME M&=EUY 1508

(65.2%)2 JI& 20l ARDUD 1 Use XX
[

ogr
=2
=
i
o0
02

=U E4= FF UWHEEH=0AN= DX
ol A

SELINEE

210H(44.7%)2 Dt
=

AEUZ L 0]

A5 LIEHS D,
(12.8%)2 & H

SeMZ 20l

I =RE2 UIZAREHO
HIZ0l 8IMH(72.7%)2 =2 H
W0l 3JH(27.3%)2 LIEHRC

CIXoId EdHEMM=

LAHEZHD ALZTIUACH

N

=0, A=Hulgol

E
& Ol MBI O s ¥
1 0(21.3%)Me=2 5

gAHUE 6K

del BN(15.8%)= UELOD, eAmues ge BT ¥USCZ XOIS BRSNS 221}
MU0l 22 M EYUE vE@E TR Mgy L HES0 MADIZ S
UCH HASUTE MEXUIY 4NH(57.1%), 2o OIr0l =L 5 g2 SHEHEE 28 =
M2 2Hese%), Jeln xZomuyige oy S OE ASE UISARES RIS T0DE A
(@] o5 H Y| C cC T ol
(5.3%)7 ABEAD FAMIYS Uen gg S0 FES MSUZSUHMZ TODE LA LS
o ABES SHE YMANUAE XOIE 20D 2
OlpfE 2o I Ya= ZE U iFy wa 5= F T AU
Sse SUS|EIE 2SI HEEUYS It
20l NBSID UCs BEFS 9oy Duc ga 2 BU BES KT 2¥MC [30 02
Of T2t AFBE YIZAMERS S8 K& A8 HE ARE& 782 2a8s
MZSBOMS Che X0 USS AINGHD L
<E 2> 4% SUC S0 IE U ANEY Sy 2yl
ER=EE _
s T ORold | etolaa = 2) &
jrpes 45(57.0%) 15(19.0%) 15(19.0%) 4(5.1%) 79(100.0%)
= 45.0% 75.0% 65.2% 57.1% 52.7%
oF A 23(82.1%) 3(10.7%) 2(7.1%) 0(0.0%) 28(51.5%)
23.0% 15.0% 8.7% 0.0% 18.7%
010 18(75.0%) 1(4.2%) 2(8.3%) 2(8.3%) 24(100.0%)
=7 18.0% 5.0% 8.7% 28.6% 16.0%
x o = 14(73.7%) 1(5.3%) 3(15.8%) 1(5.3%) 19(100.0%)
- 14.0% 5.0% 13.0% 14.3% 12.7%
53 100(66.7%) 20(13.3%) 23(15.3%) 7(4.7%) 150(100.0%)
- 100.0% 100.0% 100.0% 100.0% 100.0%

98



<H 3> IU 845 FFEYCEY EHEREN MOE WY ANEY FEY S4BlE
EEEEE
A =
= WA CIXOI 2ol &l A 20| =P
e 21(58.3%) | 6(16.7%) 8(22.2%) 1(2.8%) 36(100.0%)
== 44.7% 85.7% 72.7% 100.0% 54.5%
o1 A 10(90.9%) 1(0.9%) 0(0.0%) 0(0.0%) 11(100.0%)
21.37% 14.3% 0.0% 0.0% 16.7%
oo/ 6(100%) 0(0.0%) 0(0.0%) 0(0.0%) 6(100.0%)
== 12.8% 0.0% 0.0% 0.0% 9.1%
=0l 10(76.9%) 0(0.0%) 3(23.1%) 0(0.0%) 13(100.0%)
= 21.3% 0.0% 27.3% 0.0% 19.7%
. 47(71.2%) | 7(10.6%) | 11(16.7%) 1(1.5%) 66(100.0%)
= 100.0% 100.0% 100.0% 100.0% 100.0%
<HE & 34 4= i EHERY0 OE Y ANEY F8Y giplc
SHERSH i
el AHEE— WAg CIXtoIU EIRES =20l 8
e 24(55.8%) | 9(20.0%) 7(16.3%) 3(14.0%) 43(100.0%)
== 46.2% 69.2% 58.3% 42.9% 51.2%
o A 13(76.5%) | 2(11.8%) 2(11.8%) 0(0.0%) 17(100.0%)
S 25.0% 15.4% 16.7% 14.3% 20.2%
oo/ 12(66.7%) 1(5.6%) 3(16.7%) 2(11.1%) 18(100.0%)
== 23.1% 7.7% 25.0% 28.6% 21.4%
o= 4(66.7%) 1(16.7%) 0(0.0%) 1(16.7%) 6(100.0%)
= 7.7% 7.7% 0.0% 14.3% 7.1%
= 52(61.9%) | 13(15.5%) | 12(14.3%) 7(8.3%) 84(100.0%)
= 100.0% 100.0% 100.0% 100.0% 100.0%

I LA HFY SRS RSO T2 UL A 20l UERD, 1 OS2 AU 29H(15.4%),
HEY QY WMNCE MHE 2D <E H%  LFHUYD ZNEHUIAS 2 1H(T7.TRMCR S
2L Ust IR ASCUCE 2H0IMA HASE H2X

<B 40 VB Z2DE 2HEY 2 942 Ulgol 7H(58.3%), L= 334(25.0%), 12
HEY SUME R et ASE WY ABEZ D QARUYL2 2H(16.7%)2 LENLD TOEU|
[EY LMBICE ASHUY0l 43H(51.2%), & U2 AFSEX AUACHL MY BHCO| AL M
AEUL 187H(21.4%), 2OIXUIY 17I4(20.2%),  HUILOl 3H(42.9%), LARUILOl 2IH(14.3%
D2l ZORUY 6H(7.1%) &22 LIEILCE 210 ZOEULS 14(14.3%)2 AREHUD &

SUC QELEZ NAHIGI A6, HAZEME  AZULS LIEHLIR 2gATH
= NEHUIY  24H(46.2%), AAIFUIY  130H 0l2ist ZUES 2oU5HE 2 L= =
(25.0%) 2 LAXUIY 120H(23.1%)Z SFALGHH At HIYABEHS SHE SN PA0HH A=A Ul
SHUD ZOIHUIYS 4H(7.7%)2 LEFGCE CIXE 0l JH& B0l LIENtCH: BEES Mo e
OIHEME0AME MESHUI0l 94(69.2%)2 IHE C Q0 W2t AIBE UYAHE SHUE XHO0|
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