The Research Journal of the Costume Culture
Vol. 20, No. 4 pp.500~514, August 2012 http://dx.doi.org/10.7741/rjcc.2012.20.4.500

A Study on Sportswear Brand Loyalty and Purchase Behaviors
according to Lifestyles of 20's Single Women

Hae Seung Suh and Su-Yun Shin'
Dept. of Clothing Science, Seoul Women's University, Korea

200 OIE OIS ZJOIZAEIUN W ATXY0] MESMESY
TORHSO| T 917

el s o2
Agelddetn o7 o

(2012. 4. 27. 492012, 7. 4. AR 2012, 8. 1. AAEHY)

Abstract

The purpose of this study was to classify the lifestyles of 20's unmarried women, identify the differences among
the lifestyle groups, and analyze sportswear purchase behaviors and brand loyalty according to the lifestyle types.
The subjects were 312 single women who had purchased sportswear. The questionnaire consisted of measurement
items for lifestyle, purchase behaviors, brand loyalty and demographic attributions. The data were analyzed by
Cronbach's a, factor analysis, cluster analysis, ANOVA, x’-test and Duncan's multiple range test, using SPSS 18.0
program. The results of the study were as follows. First, as a result of cluster analysis to classify the lifestyles
of 20's single women, 4 groups were identified as practical and advanced-media-usage type, adventurous and
self-actualizing type, enthusiastic-fashion seeking type, active and leisure-oriented type. Second, 3 factors of brand
loyalty were classified as continuous brand loyalty, habitual brand loyalty and no brand loyalty. Third, upon
analyzing the differences of brand loyalty based on lifestyles, practical and advanced-media-usage type and
enthusiastic-trend seeking type showed no brand loyalty. Forth, 4 groups showed different sportswear purchase
behaviors, such as purchase motivation, information sources, purchase frequency, purchase cost of one time, purchase
place, the number of possession and purchase items.

Keywords: 20's unmarried women(20t] o]Z o %), brand loyalty(4/3E 54 %), lifestyle(2}o] ZAEFY), purchase
behaviors(7 ] FE&), sportswear(2EZ o)

6,5079] €, 2008 26% 36149 Yof H]3} 26.86%

I . Introduction 7t Sl S4AHGDP)9 3.18%E AHA|5}

= Ao 2 FA I th(Ministry of Culture, Sport and

oA HF o] w2y 2009W = &2yt Tourism, 2010). &3] AZE = AQjofA] AXL 2 &£
A= 33% 44399 Y102 20059 19% Aol AR l= H|F2 14.4%9] °F 3% 8,0009] ¥

£ RS 00ds Ageida ) sEsudTe e B

- 500 -



Vol. 20, No. 4 A8

o I Axx WY AL wE L2 s
Z o] th(Lee, 2011). A A2 o] A& s}
gro]ZAE A} o] 7} 9l 7ol gt ¥
Y E%iEQ} & #] §}7} QJ |

[o

=2 o ofN rE mﬂg reore |
o
ﬁ.rL
[
Y ;0

>
N

1
Xﬂ%’—%.‘lﬂi Samsung Design Net, 2003),
W 15~20% A® A A%
3 = éié%]oi Al 2009 22 93359 Yo
A 11.6% A4AsE 2010 3% 30002 o F2E A
Z| g ch(Fashion Journal, 2011).

Aslelst AAA ASit gobdel wet 9%
AR F DAFOR BAT o4 £uRe 49,
T 23] o]y A= ol Fojdlth HFo] 2008
H 27%0f A 2010 34.1% 2 5715} 2w (Ministry
of Culture, Sport and Tourism, 2010), 20119 A3E
zgo] AL 71542 BE011 A ZAA A
TAEHA AE7He BESS Astete] gL o4
I 7)o FH3tL Qlth(Samsung Design Net,
2011). 2 FAAE AAgo] £ 0 4L &
v 7130 Wo] =&F o] 9low(Lee, 2011), 7| &
YT e A59 YRES AAS A 2
Hj5t7] gzof, ol59 Fi#FS olsiste A
uj & =@ 35}ch(Lee, 2009). T3 44.5% 2] u| & o] A
o o NEEEoR WAV AEL Ausion
(Park, 2006), A £AF A}, 25~294] o}/ <] ]
E80] 54 A 102% 27k A0 e} oz Ak
oA Bl oo Fae] AR Yes & 4 Ut
(Statistics Korea, 2011). £3] n]& 2#}0]9] of7}
28 490 g 24 23, AE2 S5l %
e HFS AASH7] g ell(Koo, 2006) o=

oL ZAoR 3 Ax Yol giat A7t
© Wadt AAo|t} &tH, gto| T ALY AP A

Mo WEW ohet EY JAe i HEL
AT 5o A WASS 27h0R 3k glolA]
wAY A% 5ol Bl AHEH 9lchSolomon,

et

v= T H
1994). i} o] ZAERY S AREE AZEAG
ALY Agsrt AxxYojHtts AX 28I

Al 39
22 S0 AgE o, A5 dH AT 5t
Gt 200 W& 4o o] ZAERUS A3}
i, a0 B o5 Az o] FAHE
U3l At vk dAolth

wepA & Ao A Axzg o] AlFfA F
of &BRFR FRASHL Gl 20T BlE of 4 )
ZH glo] ZAE S Pk, fPH Az =g o]

SAEe} i Ee LA st gt o5 o &
Zzgol HRHESA 20t o] & oS BARTS
T e AR A -l 7]ofstalat gith

II. Theoretical Background
1. Lifestyle
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. Brand loyalty
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3. Sportswear purchase behaviors
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2. Measurement tools and data analysis
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ko] Ze= WA A 2 2AIAE I 5 testE AASIALH, FA I A= SPSS 18.05 Af
HEs 2AZ g yolrp, ot f2nm & kg
{Table 1> Demographic characteristics (N=312)
g::;:i?g Elccs Measurement item F(r;;p,lrseor;c)y Relifiz)ility
Early 20's (20 years old~22 years old) 154 494
Age Mid 20's (23 years old~26 years old) 105 33.6
Late 20's (More than 27 years old) 53 17.0
Kangnam 65 20.8
Residence Kangbook 116 373
Gyeonggi-do & capital region 114 36.5
Et cetera 17 54
High school graduate 17 54
Academic University student 187 59.9
ability University graduate 83 26.7
Advanced degree 25 8.0
Employee 76 24.4
University (graduate school) student 193 61.8
Occupation Inoccupation 9 29
Specialized job 14 4.5
Self-employed 5 1.6
Et cetera 15 4.8
Less than 2 million KRW 35 11.6
More than 2 million KRW~less than 3 million KRW 48 159
More than 3 million KRW~less than 4 million KRW 58 19.2
ncome More than 4 million KRW~less than 5 million KRW 45 14.9
More than 5 million KRW~less than 6 million KRW 60 199
More than 6 million KRW 56 18.5
Total 312 100.0
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3. Research subjects and data collection
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IV. Research Results and Discussion

1. Categorization of group types by lifestyles
of 20's single women
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{Table 2> Factor analysis of lifestyle (N=312)
Factor Measurement item Factor |Eigen| Variance|Accumulative| Reliability
loadings|value| (%) | variance(%)| (%)
I enjoy a lot of excitement in my life. 0.778
I want to learn as much as I could. 0.743
I am involved in the things that I am interested in. 0.739
I tend to enjoy my works. 0.734
Adventurous I would like to try new things. 0.646
Z::.lasliilg I like the challenge that I have never experienced before. | 0.641 |7.761| 19.901 19.901 0.871
_oriented I think I can overcome myself when I am dealt with difficult 0.574
problem.
I want my ability to be recognized. 0.569
I do what I want to do. 0.526
I am always looking for a thrill. 0.462
I follow the latest trends and fashions. 0.896
I always think about fashion. 0.895
Fas.hjon I like dress 1n. the latest. fashions. : : 0.881 4885 12.506 32427 0.841
-oriented I read the fashion magazine to catch up with fashion trends. | 0.845
I dress more trendy than most people. 0.831
I observe the celebrity fashions when I purchase clothes. | 0.776
Internet is helpful to enjoy my life. 0.896
It is important for me to purchase advanced instruments. 0.866
Advanced- | I utilize IT instrument in various ways. 0.865
media-using| | am interested in product purchase through the Internet. | 0.826 4.540) 11.641 44.068 0.725
oriented I often purchase product in social commerce. 0.750
I gathers product informations from cable, home shopping 0.704
and I am willing to purchase products from there.
I make purchasing decision based on quality than brand. | 0.875
I purchase product that can be used for a long time. 0.866
. I seldomly purchase product which is difficult to maintain. | 0.829
Practical -
oriented | When I buy expensive products, I cut expense of other products. | 0.803 4.451) 11413 | 55481 0.734
I consider coordination with existing products when I purchase 0.672
new one.
I utilize discount card or coupon for purchasing product. | 0.654
I spend a lots of time for community activities with people. | 0.856
I am actively interested in club activities and meeting. 0.832
AcFive I have a ch.eerful ;?ersor.lahty and. open-minded. 0.811 4377 11223 66.704 0.809
-oriented I get acquainted with friends easily. 0.782
I heavily suggest my opinion in the meeting. 0.780
I can be familiar with person I meet the first time. 0.758
I spend a lot of time in outdoor activities. 0.874
. I enjoy swimming, climbing, and strolling for my health. | 0.854
_L:rlii‘r‘lrfe o |Lcnjoy a hobby steadily. 0.795 |3451| 8.848 | 75552 | 0.589
I travel a lot. 0.688
I often visit art exhibition and concert. 0.593
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{Table 3> Cluster analysis of lifestyle (N=312)
Practical and advanced-| Adventurous and |Enthusiastic-fashion| Active and leisure-
Factor media-using type |self-actualizing type| seeking type oriented type F
(n=83) (n=80) (n=69) (n=80)
Adventurous and self 358 C 438 A 362 C 409 B 43,009
-actualizing-oriented
Fashion-oriented 223 C 341 A 347 A 259 B 72.379%**
Advanced-media 346 A 367 A 277 B 249 B 68.3467+*
-using oriented
Practical-oriented 395 A 391 A 317 B 320 B 40.137***
Active-oriented 301 B 404 A 2.86 B 385 A 101.128%***
Leisure-oriented 277 B 343 A 257 B 340 A 44.348***
**%p<0.001, *Duncan : A>B>C
YA 0I%=69)2 FHE YBoR HUF A FA402 Gustdon, a2k Fohsh 4
T aQolN £ A4S Ul AFH BHFE  Esh AAw O 4o o £ 209 AF|
FoR Hystdch o5 fFol N W g A9 o 4EE Husis §Po= HF
Ao WztE Faf AH4le FdStL, AAE e Ao B sttt 99l 32 A FUg AR
E2bo| 4ok AolA Kim(2010)8] Aol £ o2 AF4 a9 o 5oz st
A EEl olzagd F RN EF T FARE © 8o 504 3w YYsut

BEE AT 3 4= SHEHAY 25.6%(n=80)=
FAE Ador FEAF 27 o7 X 89l 3. Differences in brand loyalty by lifestyles
AN E2 A5 Uetlo] ‘54 o7t xFgH 2 types of 20's single women
2 gstglnt of Hehe A9t o] £ O R 4t gto] ZAEY 9o w2 AREA T 2fo]E A
EAEE LY, AE FHE S AAEY A7t HE7] Y5lo] dPHTFEAT} AL AA S 2 Duncan-
£ £717] Y3t sty o8 Aztet= HgE testE AAstga, 1 AT (Table 5>¢+ Z}.
7FA AL Q171 w2l Kim and Lee(2008)9] ¢1-0] ek b Az z=go] F1ro A&A T4 Aol
A ERl EholZAEY T AABFAY AT 2 BAF Ad A Ao HF S g E Hdo
o - frAbet HEg wel Hlaf 7 w2 A4E Uetfo] 2z 2] 4%
of thall A&22 43 i’“‘ﬂiié Hol& Aog
2. Sub-dimensions of sportswear brand loyalty et wekd 2RA AT Ad AHH &
200 W& o}y AuRo] Ax=go] FiFA MNP L shto Aol HEYE A, 2T
o SIS B A AARAL AN HEFAYEE Holt AS % & 9tk ¥FAY
stolth AFEWH o R Varimax 3| A9 4 ol e AE&H HduA 833 H54 o
HEAS AN A3 F 142 7hd 209 & AZLgol 2z =9o] Ao g3 HZA4 He
Fo] TPRIoZ FEH AYstglon], 28% & B A8 Yoy 49 A4S, Ao
O3 8E FE5G o] 852 AA W AE Sl Aol At YRS IS5t &85k
o 72479%9) dHEs 7hAH, i Aie ARE ddgo] uet o2 Hdo] v Axe A
(Table 4)9} Zt}. o] wr=n] 7hAof o) 7t w4
29 1 AHAlo] Fofsh= ARE AF4ow £ ol AMHEE 7HA I 917 RO R S|M T A
of stu, A& FAYAE 2L e FBLE AL I fAETE 9 4%, Kim and Ko(2002)9] 7
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{Table 4> Factor analysis of sportswear brand loyalty (N=312)
. Factor | Eigen |Variance|Accumulative| . ..
Factor Measurement item loadings| value | (%) | variance(%) Reliability
I tend to purchase favorite sport brand continuously if I
L 0.839
become to like it.
It is very important for me to visit to the same brand shop
hen I need to b It 0831
Continuous | Vhen T 0 buy a new sportswear.
brand I will purchase favorite brand sportswear even though price 0.824 4350 | 36.253 36.253 0.802
loyalty £0es up. .
I recommends my favorite sports brand to others and I will. | 0.823
I have favorite sports brand product that I purchase for years. | 0.821
I tend to purchase sportswear among my favorite brands. | 0.810
1 choose the brand in sale if my favorite sports brand does not. | 0.790
No brand | I usually buy sportswear which gives free gift or discount price. | 0.771 2733 | 18.607 54.860 0744
loyalty I tend to choose other brand casually if my favorite brand 0734
does not carry the product I want. ’
I continually purchase the same sports brand products as
. . 0.905
it is troublesome for me to make comparisons.
Habitual I purchase sportswear that I bought before as I do not have
brand . f h ﬁmep"to . 0874 |2.114 | 17619 | 72479 | 0687
loyalty © -
I habitually repurchase same sports brand because of 0629
convenience. ’
{Table 5> Difference of brand loyalty according to lifestyle types (N=312)
Practical and Adventurous and Enthusiastic- Active and
advanced-media self-actualizing fashion seeking leisure-oriented F
-using type type type type
Continuous brand loyalty ~ —0.6081 C 1.0191 A —0.4461 C —0.003 B 71.348%+%*
No brand loyalty 0.6790 A —0.6290 B 0.5631 A —0.5612 B 61.924+**
Habitual brand loyalty -0.2195 B —0.3210 B —03120 B 0.8183 A 31.244%%*
*#%p<0.001, *Duncan-test: A>B>C
AR AE Fo] AAE 2e 2HALFE F =S Hoje A& &+ ok
Aurt d2 AR Yegon, o5 waA |
3ol S 553 oR £483510, EFEY © 4. Differences in sportswear purchase behaviors
5ol ubeh Ao g7t M) vz % 4= by lifestyles types
g e AeR AT + Qo 584 S49 go]ZAEHY fRof whE Axzgof FyF
AolE EAT A, FFA A7MAFY o] Axzx Z YofRy] 8 HEEAI RAEHE o
Aol Aol it A FAHEE Hole A TilE7], AR, FoHE, o=, e,
SR UEE of & Fel of Ade ARFAH= TUAN, 5= FuljESAA BF Fo7t Aol 7k v
AR e HA o Frj Aol e LE2 o] o RSt}
Fold GUHOR RS FusE 25 ¢ amzgol FYES AvE An, Aoy 7
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{Table 5> Sportswear purchase behaviors according to lifestyle types (N=312)
Type | Practical and | Adventurous | Enthusiastic | Active and

advanced- and self- -fashion leisure- Total xz
media-using | actualizing seeking oriented (%) ()]

Items type type type type

For sports activity 6( 7.3) | 40 50.0) 8(11.6) | 20(250) | 74 23.7)

Wear as daily

clothing 10( 12.0) | 16(20.0) | 19(27.6) | 36(450) | 81( 26.0)
Purchase . 191.472%%*
motivation qGL‘l);gyﬁ“‘Ct“m & | s3qa33) | 1(137) | 7100) | 14 174) | 68(218) | (12)

Reasonable price 30( 36.1) 8( 10.0) 2 29) 5(63) | 45 144)

Trendy product 1( 1.3) 5( 6.3) 33( 47.9) 5( 6.3) 44( 14.1)

Acquaintance 11( 133) | 12( 15.0) 3 44) | 24(300) | 50( 16.0)

Salespeople 10( 12.0) | 25( 31.2) 70102) | 150 188) | 57( 18.3)

Magazine 3( 3.6 5( 63) | 17( 24.6) 6( 75 | 31( 99)
Information | Internet 37(44.6) | 20(250) | 23(333) | 18(225) | 98(314) | 67.808%**
SOWce  |'pome shopping 120145 | 5 62) | 2 29 | 5 62 | 24( 77 | ¥

Product display in 7 84) 6 7.5 9% 13.0) 7 88) | 29 93)

store

Catalog 3( 3.6 7 8.8) 8( 11.6) 5 62) | 23 74)

Once a month 0( 00) | 18(22.5) 7( 102) 8( 10.0) | 33( 10.6)

r?lg‘;i};“ tworthree |14 160) | 38(47.5) | 23(333) | 20(25.0) | 95 304)
Purchase 08.127***
frequency | Once in six months | 37( 44.6) 9(11.2) | 21(30.5) | 13(162) | 80( 25.6) (12)

Once a year 22( 26.5) 6( 7.5 50 7.2) 5 63) | 38 122)

Whenever needed 10( 12.0) o( 11.3) | 13( 18.8) | 34( 425 | 66( 21.2)

Less than 50,000

KRW 45( 54.2) 5( 62) I 14) | 11(138) | 62( 199)

More than 50,000

KRW~less than 24( 289) | 26( 32.5) 5( 73) | 27(338) | 82(263)

100,000 KRW
Purchase | More than 100,000 155,665+
cost of | KRW~less than 12( 145) | 33(413) | 20(29.0) | 28(350) | 93( 29.8) S
one time 150,000 KRW

More than 150,000

KRW~less than 2 24) | 13(162) | 28( 40.6) 9 112) | 52( 167)

200,000 KRW

More than 200,000

KRW 0( 0.0) 3( 38) | 15(2L7) 5 62) | 23( 73)

Department store 6( 72) | 29(362) | 19(27.5) | 32(40.0) | 86( 27.6)

Flagship store/

roadshop 3( 36) | 18(225) | 30(436) | 19(237) | 70( 22.4)
Purchase | Outlet 20( 24.1) 4 5.0) 4« 58 7 87) | 35(112) | g5890%
lace i 15
P L‘:;T?et shopping 35(42.3) | 18(22.5) | 10( 14.5) | 12( 150) | 75( 24.0) (13)

Large discount store 9( 10.8) 6( 7.5) 3( 43) 5 6.3) 23( 74)

Home shopping 10( 12.0) 5( 63) 3 43) 5 63) | 23( 74)
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<Table 5> Continued
Type | Practical and | Adventurous | Enthusiastic | Active and
advanced- and self- -fashion leisure- Total xz
media-using | actualizing seeking oriented (%) ()]
Items type type type type
1~3 46( 55.4) 1( 1.2) 8( 11.6) 3( 38) | 58( 186)
4~6 31( 37.3) 8( 10.0) | 37(537) | 27(338) | 103( 33.0)
T;O“S‘;bs:oﬁf 7~9 6 73) | 39(488) | 17(246) | 22(274) | 84( 269) 177'(313;***
10~12 0( 0.0) | 21(263) 6 87) | 15(188) | 42(13.5)
More than 13 0 00) | 11( 137 I( 14) | 13(162) | 25 80)
Zip-up/track jacket 6( 7.2) 8( 10.0) 6 87) | 17(213) | 37( 11.9)
Windbreak 2 24) 2 25) | 26(377) 4 50) | 34 109)

Main ;‘z‘f{‘;“g/down 3( 3.6) 4 5.0) | 20(29.0) 8( 99) | 35(112) S
ﬁ‘;rnihase T-shirts 25( 30.2) 6( 7.5) 3 43) | 10(124) | 44141 | (1)
Training pants 34( 41.0) | 25(313) 8( 11.6) | 25(31.3) | 92(295)

Jeans 6( 7.2) 6( 74) 4 5.8) 7 88) | 23( 73)
Running/yoga wear |  7( 84) | 29( 36.3) 2 29) 9( 11.3) | 47( 15.0)

Total 83(100.0) | 80(100.0) | 69(100.0) | 80(100.0) | 312(100.0)

550,001
5710l Lol AEH AGuALEE L 75/F BE 355t AR YeFo, o il
o] EokA(43.3%), 7k o] AGaNAN(36.1%) 2% Fe& F7e FDY AAT Zo] LA (word of
29015 Fufste= Aoz Yed, 7H4] ¥ mouth)& F3f 53 JEE o] &st= AR 3
o AxzQolg Fujste A 4vE ke A A% 4 o
= @ 5 Yk AFHA Zopd P Auto] A% Fuigl o] glojr= A8A FdufA &85
2 &FE A(50.0%) Axz=olE Fufstn, 4 oherh Az z ol 67 doll 19(44.6%), 1d0] 1
=4 HAFLFY e FPE79I%)S oJFE 1(26.5%) Fuists ALo®: e Axxofof
rxZgolE Fufjsti 7P74°l Ao H2.9%) = gt TAlol o2 Hel Hg A& ¥ oopye},
SHS 7 BA Ugst @54 oArpA g W & Eg UH‘I" 254 AL & & ok A
YFECZ 2H-857] fei(4s. 0%) Ax Qo5 F 2 Aot HE 2 17l 191(22.5%) st W
Yot ALz Hol, Ui A EHE**Ol AR =7F =4 UrEbbkoﬂi HAAH O o2 ko] H]
H AxzolE YAHOE et AS ¢ & 3 FojRl=r) 2] o AAle Aots Ads)
p=g 7] et Axx o od AxzolE A=
AR oA AEH HeviA FE&FL < Hog AHste AL & 4 Utk
Bl Ul(44.6%), &£ (145%) S A RS I5 13] o Al gHor HEH Foujy &83
St HlFol A Ueon, AHA Aopd HY < TRk OHM 13] o A] S9F A wRH(54.2%)&
< o] W Q(31.2%)s A5 &8ss AoR A&she Aoz ygyon], 54 fjix+3L
Uebdth 2524 3217 FA24.6%) 5 & i‘”é%lo% IS5 A o] 4~207F ¢ w]7H40.6%),
ot AR Yy, P& destes ZHZ2E 205 A o] AH21.7%) A&k LAY H[Eo] =
7|gto g o ARYE FEES 4 & Yotk 2 A vetd, & ddo v ZAo g v
A A7A YL th=rh AAB0.0%)S T3 A =d vlud g ugE AETE 4 5 ik
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TgLE HHEE dvEd, dEA A A, 200 vlE oA &u|AY] gol ZAEA S
A FEF2 7t A AT+ A3, 7H4el v fEety] fste]l adEA s dAe A3 =4
WA AFE AHY 2P E(@23%)S ol gste, e AF, WAdR, AduiA 28 AEAY, EEA
Heto wlsf Al m A (24.1%) 3 4T (12.0%) F, 7R FFe 6712 Qo2 ZZE Tt o]E
o &0l & ACE UE, FAd auyEE VEo2 FHEAT 23, Holziud f32
7 AdE & At ole A& & hAd dustd ddvAE 3 FEE st
ojZABtdol thE FFo wef FHAAMAE L FEste] dEH LvE she A8H A
7 ol o] gt AR uEhd Park(2000)9]  Z&F, M2 Ao g A Y, BxY
AFARE AAT. S ddujd 283e s Ad RHske AHA AordHY, Ao ®
Aloet A Aol e 2 Wobdy Aed she S AMlE RASLA sk A5 sl
& ol gste ASR ey T, YREEe T A4l e EVl= BF

Bl oM AgA HaA &832 A VTR /M4 RELR ERHAY
1~374(55.4%), 4~67H(373%)9] ~AZ29o 5 B A, FEFAES K] st 8
ot Qe Ao e, Ao Azzg) Ao AARE 23, AAle] Fobshe dRE A4
of Hig/larh A2 AL & o, AHH A o7 Fopsn, AL FYAE ZaL fle AEH
PP FE T-97M(48.8%), 10~1270(26.3%)  FA, Forshe AT YA, o2 AR o F
S Bfsta glo] S AT s A=34 2 2dY AlECl 9l Af UE FEE AEse
o ARdE &+ Ak H3A, T ol st YRE o2 AR a9l

FrERCR A8 HdvjA F8F2 B o 5o Aste s34 549 3714
doldHhAI(41.0%), Bl 2(30.2%)9F o] F§E  8QIOE YERETE
b VIR AlEE ilehks AoR Yeith AR, golzigd f3of TE FEFYES
AHA Ao HBLE 222 S5 AT /8 Aols 4T A AHH AopdHY o] A&
7Hol36.3%)8 F2 %L Wats Aoz yege  F4 2UdA 7 w2 S UEdo 222
o, A54 fAFTHL Tk s ol(37.7%), AR dis A&He] FRFAHEE A= A
WA (29.0%)& Friste ALRE uERd  oR UEREth A8 duuA 2893 454
thoo] 27HA] 5 AT 2z oA P E - fARTFY A HSAAN w2 s ug
Aojgt otolglog Eua 97] wjEof(Hwang,  Wol 47 7}AZ f-of wet GRrAse] 22
2010), H3¥E HEE o FY A4E Sy w@ds o oo B 25 oAFRE 5
ot 54 AT AA/EIAYA119%) B FAHNM TP w2 WS Bl A 7
& FE Fishe A0R yet 2xxgof Fo]  dol e A2 WA sRHoR i
A diET @7 ok Foly e &5 & Fiste #EAY HEE AL Ylee & #
T o oA A48T 4 e Edold 2HEE Ut
FE e A ¢ Aok AA, 284 daA 2892 HAdst £33

27] Hrhe 71%5/EA(434%), 714 (36.1%) &

of Ax2 o5 Fujst= ACE Ueiith FJEY
2 YHYI44.6%), S4B (14.5%)S BE8HAL
:’L

V. Conclusions

]
£ ARE 209 018 o1 auAe] dolmag ol FHUE AL £ 43 o
A gug g mExiol AR AR RS ARAHol] AT Byl A2 e & & A
AN, AZAFE AEZG0] THBE 2 chUA, WA Aot e =HAA HAL A
FHE Aolg s W AR BES H000%) AB2GoE o)
2 Aol A%e aoksid hedt gt stel, AmgoR Aol BuAGIINE A3 B
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