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Abstract The purpose of this research is to draw family restaurant's strategic operation plan by seeking factors
in diverse angles that can affect consumer's evaluation on the service of family restaurant that executes SST(Self
Service Technology). For this purpose the research investigated the relationship among technology readiness,
customer participation, service quality, customer satisfaction and service repurchase intention. As a result, First
optimism and innovation in technology readiness positively affected service quality. Second, emotional
participation and physical participation in customer participation positively affected service quality, but
informational participation did not positively affect service quality. Third, service quality positively affected
customer satisfaction, and customer satisfaction positively affected service repurchase intention. Therefore, this
research confirmed marketing effectiveness of technology readiness and customer participation and proved the
possibility of service quality, customer satisfaction and service repurchase intention as antecedent variables.
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(Table 1) Results of Reliability and Exploratory
Factor Analysis

. Factor | Eigen |Cronbach
Variable ltem Loading | Value ‘a
X1 778
optimism 1.493 864
technology X2 613
readiness X3 797
innovation 1.856 826
X4 339
fional X5 693
pzx‘;i Or;(m X6 | 761 | 2302 | 883
customer - X7 &7
... |informational | X8 788
participation participation | X9 332 1973 84
physical | X10 157 ;
participation | X11 329 2061 838
X12 820
service quality 1.659 765
X13 618
X14 .
customer satisfaction 1.692 829
X15 844
X16 639
repurchase intention 1.583 741
X17 131

(Table 2) Results of Confirmatory Factor Analysis

Standard
Variable/Factor Item| Factor | CR. AVE
Loading
X1 772 9617
imis .62
technology optmism X2 302 0620
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tional X5| 93% 11.309
p:g‘;lonﬁon X6| 893 | 10933 | 0729
customer - X7 119
.. .. | informational | X8 906 8.358
participation participation | X9 711 - 0663
physical | X10| .82 11.158 0708
participation | X11| .825 o
. . X12| 710 9.294 _
service quality RO — 0.645
. . X14| 803 6.345 ~
customer satisfaction REE — 0.578
. . X16| 793 9.110 _
repurchase intention RS — 0.591
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Qe ik BAA AZA 7Y 0074, CR.gEol 2235,
p=0052 7} H1-2%& A==
zj 47(4 71—017} Aﬂu]/\iﬂzloﬂ ] ]
= G ot X430 F2A57F 0232, CR.4ko
3 H2-12 A8 =T
BRA FFo7h Mulz=FgAel WA
gk $AAN B2A47F 0073, CR.gkol
o 717 =) e}
aAFe] F EEF] o7t Mu|2FA] v
w4 AZASG7F 0137, CR.gke
H2-3& A== 3o
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(Table 3) Results of Structural Equation Model
Estimation
Path Estimate| SE | CR. | P | Result
value
B optimism — _
Hi1-1 service quality 139 | .049 [2.822| .005 | support
innovation — U D _
H1-2 service quality 074 033 12.235] .025 | support
emotional
H2-1| participation — 232 | 060 |4.600| .000 | support
service quality
informational
H2-2 | participation — 073 | .039 |1.879| .060 | reject
service quality
physical
H2-3| participation — 137 038 13569 .000 | support
service quality
service quality —
H3 customer 1105 | .270 |4.09 | .000 | support
satisfaction
customer
pg | saustaction = ger o1s 14620| 000 | support
repurchase
intention
7. 48
2 dFe ddHaERddA HAAadS ARt
£ 71&7]8 AZ U] 2(Self Service Technology)’d3

}i]l_
A 71EEHE,

al
S SR ELECE

e, M)

<37

-

23, ARt

%, A

A s ave 23 0

22 F g G BF A
B AZEAe FAACl s nxE Aow el
B A viglo 7 sl g AR s An)A}
59 JE T s BS =ol7] f8) BE Aut
Eol 71470 AT Ao F01E AL ol 4
AR F Q2 o8 A T4 5o AF8AS 7}
03] 71478k AZAH| 22 tR)e] 51 A9l uol

o
b
1=
ol
ol

]
2

f
>,\I

)

(A

ol

o

oxl

1%

2

2

fo,

il

o

)

3

Q

2
oo ofl 1o
o ox
2
o,
2,
o
[o
=)
2
o
-

>
= 2
[~ &
N
i E{H N
Y
o2 — & o

ol

o,
I

o

Tv o

U _‘T{ rir

o2 rir
i E re

-

o

f

R

o

rir

~N

z
[>
o
2 rlo
o
ol
=2

it
o my
)

me
£
N
X

> HF

[o _EJO i
R
jus)

|

off
B

S
=

&2

2

f

8 X

o

o

t

ot

=

c

rte

e
o

rr

o

Mz > rlo
fm
ol

)

o
1
Y

N
N
fl

N

fo,
1>
r)~
2

(o

_0|L
R
N
2
M
o
=
A
=Y
=
o 2
o)

AN
s
>
I
[
il
2
o
=
o
s
o
-

R
= oz
2
o
o2

2
o2 >

2
=2
=

) x
&
>
=
[
il
o

3, ofo
_C"L
N
=)
Ao
2

o 1
)
i) o

1o =
r
X
N
fd
12
o
2
=
FN
o
=

ol
——

)
(o
fitl
vl
gl
i
i
il
s
re

2

o o

F_4F_4[ﬂ
o

i)

o

ol 10
=

oxl
)
of
x o o
o
=
}

T
b

30

)

2

iy

)

_E

orr &

L HR

o ro

LERT
BN
= 1
AN o
O

-~ Lo
4 K
:% N
Lo (g
I
o o

rr ol ofl s

N

i0)e

N

=

1=

[

2

jus)

0%

3of| 4 %= Anderson et al.(1994), Brady et al.
Cronin & Taylor(1992) 2] A8+ 2z}
HolozH 7|E A gl s Fist
T 9tk

Al 71s7F AZxqu] o] o] go] F53)
A FEelA AnRke] o gk JiQ1A EAdo] 7]
gk anjzke] BEE P45t A

S
g

)

2 fo
e
2 o

o
o
)
o

f
)

o,
ofo
=,
30,
2.
ofy
ko
ol
% o
fo fo X oo (= orr

R
[>

s

AU, T1ERE Ao e A A sz
oA F2 ool 4] s olo] wka) E AT )
A FAe) A7 7%k A 2 ol
HAEA W AARE APl e nAE 9 A
Zetomd Ao WeE dod Fadn B
&

A7l Bl g 2k

AR, 2 AT e AERe] Ve r|u Az

74 | The Journal of Digital Policy & Management 2013 Sep; 11(9): 67-78



The Effect of Technology Readiness and Customer Participation on Service Quality, Customer Satisfaction and Service Repurchase Intention — Focused on Family Restaurants

Fol A mrk T Al 2 A 249 & At
oz MRS B Aranel By U A4S =

A, B ATE $EA} S AFHo]7] G
Felh ik webd el
Aoz A7% B sl
% sjolof & otk

29 % #4090l 1

il
e

i
-3
o
[N

n L2
ol o,
z

o

(T oo i
)
)

HEAREY
o2

1
ok K

k)
o
1o

o=
o

[_n i
ﬁOﬂ’
ki

[
o

2,
=)
‘2
-

ey N
o My

o,
B
ok
>
2 ox
=

o rlr

O

=)

Kt

lo

of
o
tlo
e
<
i
%0,
i
o2
i
e
-1
=2
2
rir
N
)%
Ay
-3
b
2 Lo

=T o =)
:?1:,4
ko
o
o
o MI
E:)
o
K
e
o
EE‘
=
ot
e
-4

o2 [»
_?L
£
o
e

S

=)

k1

1=

2
£

1o

N

N

N

=

b

N

)

>

oo I

o[>

r okt

_‘tj i

ol wd

y 1

=

0
2
>
N
ins
1o
ol
oX
SE,
=
=
1o
ac)
)
k1 of
off
o
BN
i)
E
_1
i

sol Q7o) WIS B8 Wl 1
oIk

rir
=
k
01011
o
ku
o
posk

REFERENCES

[1] Shamdassni, P, A. Mukherjee & N. Malhotra,
Antecedents
Quality in Consumer Evaluation of Self Service
Intent Technologies. The
Journal, 28(1), 117-138, 2008.

[2] Meuter, M. L., A. L. Ostrom, R. I. Roundtree &
M. ]. Bitner,
Understanding

and Consequences of Service

Service Industries

Self Service Technologies

Customer  Satisfaction  with
Technology Based Service Encounters. Journal of
Marketing, 64, 50-64, 2000.

[3] Davis, Fred D., Technology Acceptance Model
for Empirically Testing New End User
Information  Systems: Theory and Results.
Doctoral dissertation, Sloan School of Management,
Massachusetts Institute of Technology, 1989.

[4] Dabholkar, P., Consumer Evaluation of New
Technology Based Self Service Options : An

Investigation of Alternative Models of Service

Quality. International Journal of Research in
Marketing, 13(1), 29-51, 199.

[6] Parasuraman, A. Technology Readiness
Index(TRI) : A Multiple Item Scale to Measure
Readiness to Embrace New Technologies.
Journal of Service Research, 2(4), 177-192, 2000.

[6] Meuter, M. L., A. L. Ostrom, M. J. Bitner & R.
Roundtree., The Influence of Technology Anxiety
on Consumer Use and Experiences with Self
Service Technologies. Journal of Business
Research, 56(11), 839-906, 2006.

[7] Firat, A. F. & A. Venkatesh, Postmodernity’ in
the Age of Marketing. International Journal of
Research in Marketing, 10(1), 227-249, 1993.

[8] Chul-Ho Jung, A Study on the Classification
and Satisfaction of Service Quality Elements in
the Family Restaurant Using the Kano Model.
Productivity Review, 26(2), 217-241, 2012.

[9] Oi-Sul Jeon & Sung-Kyu Park, The Structural
Relationship among Quality Dimensions, Customer
satisfaction and Purchase Intention of Chinese
Consumer to Enhance Profitability of Intent
Shopping Malls. Productivity Review, 23(4),
45-75, 2009.

[10] Sang-Lin Han & Soo-Min Park, Effects of

Attitude and
Usage Intention of Self Service Technology.
Entrue Journal of Information Technology, 8(2),
51-63, 2009.

[11] Lin, J. & P. Hsieh, The Role of Technology
Readiness In Customers’ Perception and Adoption
of Self Service Technologies. International
Journal of Service Industry Management, 17(5),
2006.

[12] Liljander, V., F. Gillberg, ]J. Gummerus & A.
Van riel,

Technology Readiness on the

Technology Readiness and the

Evaluation and Adoption of Self Service
Technologies. Journal of Retailing and Consumer
Service, 13, 177-191, 2006.

[13] Zhu, Z. C. & K.  Sivakumar. Nakata, Self
Service Technology Effectiveness : the Role of

Design Features and Individual Traits. Journal of

The Journal of Digital Policy & Management | 75



JISEHIZS DAFOP} MHIASY, DABHE, MH|A KRojolzol OlXls ¥ - HURHAEYS FMo=

the Academy Marketing Science, 35, 492-606,
2007.

[14] Berger, S. C., Self Service Technology for
Sales Purpose in Branch Banking. International
Journal of Bank Marketing, 27(7), 4838-505, 2009.

[15] Silpakit, Patriva & Raymond P. Fisk,
Participating the Service Encounter. American
Marketing Association, 117-121, 1935.

[16] Larson, Rikard. & David E. Bowen, Organization
and Customer Managing Design and Coordination
of Service. Academy of Management Review,
14(2), 213-233, 1989.

[17] Dabholkar, P., How to Improve Perceived

Quality by  Improving

Participation  in in Marketing

Service Customer

Development
Science. Academy of Marketing Science, 483-487,
1990.

[18] Cermark, Dianne S. P. Karen Mary File &
Russ A. Prince,
Service Specification and Delivery. Journal of
Applied Business Research, 10(2), 90-97, 19%4.

[19] Keh, Hean Tat & Chi Wei Teo, Retail
Customer as Partial Employee in Service
Provision ; A Conceptual Framework. International
Journal of Retail and Distribution Management,
29(8), 370-378. 2001.

[20] Rodie, Amy R. & Susan S. Kleine, Customer
Participation in Service Production and Delivery.

Customer Participation in

in Handbook of Service Marketing and
Management. Teresa A. Swartz & D.
Tacobbucci(Eds), Thousand Oaks, CA ; Sage

Publications, 2000.

[21] Mun-Shik Suh & Jin-Woo Ahn, The Influence
of Customer Participation on the Interaction with
Service  Provider
Korean Management Review, 38(4),
2000.

[22] Bitner, Mary Jo, W. T. Faranda, A. R. Hubbert
& V. A. Zeithaml, Customer Contribution and
Roles in Service Delivery. International Journal

and Emotional Elements.
878-934.

of service industry management, 8(3), 193-205,
1997.

[23] Lewis, B., Service Quality : An International
Comparision of Bank Customer’s Expectation
and Perceptions. Journal of Marketing Management,
7(1), 47-62, 1991.

[24] Parasuraman A, Valarie A. Zeithaml &
Leonard L. Berry, A Conceptual Model of
Service Quality and Its Implications for Future
Research. Journal of Marketing, 49(Fall), 41-50.
1985.

[25] Parasuraman A., Valarie A. Zeithaml &
Leonard L. Berry, SERVQUAL : A Multiple
Item Scale for Measuring Customer Perception
of Service Quality. Journal of Retailing, Spring,
12-40, 1988

[26] Bolton Ruth N. & James H Drew, A
Multistage Model of Customer’ Assessments of
Service Quality and Value. Journal of Customer
Research, 17(March), 375-384, 1991.

[27] Cronin, J. J. & S. A. Taylor, Measuring Service
Quality: A Reexamination and Extension. Journal
of Marketing, 56(3), 55-68, 1992.

[28] Gronroos, C., A Service Quality Model and its
Marketing Implication. European Journal of
Marketing, 18(4), 36-44. 1984.

[29] Gronroos, Christian., Service Quality : The Six
Criteria of Good Perceived Service Quality.
Review of Business, 9, 10-13, 1988.

[30] You-jae Yi & Taeshik-Gong, The Effects of
Customer Personality on Consumption Emotion
and Service Performance : The Moderating Role
of Customer Contact. Services Marketing
Journal, 1(1), 7-41, 2008.

[31] Woo-lee Choi & Jong-Hee Park, The Effect of
Customer Participation on Service Quality, Value
and Repurchase Intention. Journal of Marketing
Management Research, 14(4), 177-204, 2009.

[32] Hyung-Seok Lee, Gi-Sun Lee & Sang-Young
Kim, An Exploratory Study on the Determinants
of Customer Satisfaction in Credit Card Service.
Journal of Global Scholars of Marketing Science,
13, 29-48, 2004.

[33] Oliver, R. L., Cognitive Affective and Attribute

76 | The Journal of Digital Policy & Management 2013 Sep; 11(9): 67-78



The Effect of Technology Readiness and Customer Participation on Service Quality, Customer Satisfaction and Service Repurchase Intention — Focused on Family Restaurants

Bases of Satisfaction Research. Journal of
Consumer Research, 20, 418-430, 1993.

[34] Johnson, M. D. & C. Fornell,
for Comparing Customer Satisfaction Across
Individuals and Product Categories. Journal of
Economic Psychology, 12(2), 267-286, 1991.

[35] Byung-Wa Yang, The Effects of Customer
Satisfaction and Relationship
Behavioral Intention. Korean  Management
Review, 37(1), 35-66, 2008.

[36] Oswald, S. L., D. E. Turner, R. L. Snipes & D.
Butler, Quality Determinants and Hospital
Satisfaction. Marketing Health Service, 18(1),
19-27, 1998.

[37] Oliver, R. L, A Cognitive Model of the
Antecedent and Consequence of Satisfaction
Decisions. Journal of Marketing Research, 17,
460-469, 1989.

[38] McDougall, Gordon H. G. & Terrence Levesque,

Putting
Perceived Value into Equation. Journal of Service
Marketing, 14(4/5), 392-410, 2000.

[39] Soon-Han Bae & Seung-Hwan Lee, The
Exploring Effects of Cultural Difference between
Korea and US.A. and Technology Readiness On
Users’ Perception of Mobile Service. The Korea

A Framework

Marketing on

Customer Satisfaction with Services:

Society of Management information Systems,
4(2), 35-49, 2010.

[40] Kum-Hee Hong, The Influence of Consumer
Technology Readiness on Service Quality and
Satisfaction in Internet Shopping of Clothing
Product. Journal of Korean Society of Clothing
and Textiles, 27(8), 2003.

[41] Zeithaml, V. A, A. Parasuraman & A.
Malhotra, Service Quality Delivery through Web
Sites : a Critical Review of Extant Knowledge.
Journal of the Academy of Marketing Science,
30(4), 362-376. 2002.

[42] Kelley, S. W, S. J. Skinner & Jr. J. H
Donnelly, Social ~ of
Customer. Journal of Business Research, 25,
197-214, 1992.

Organization Service

[43] Langeard, E., J. E. G. Bateson, C. H Lovelock
& P. Eigler, Services Marketing : New Insights
from Consumers and Managers. Marketing
Science Institute. Cambridge, MA, 1981.

[44] Bower, K. S., G. Regehr, G. Balthazard & K
Parker, Intuition in the Context of Discovery.
Cognitive Psychology, 22, 72-110, 1990.

[45] Kelloge, William E. & David E. Bowen., On the
Relationship Between Customer Participation and
Satisfaction Two Frameworks. International
Journal of service Management, 8(3), 206-219,
1997.

[46] Hsieh, An Tien & Wen Ting Chandg, The
Effect of Consumer Participation on Price
Sensitivity. The Journal of Consumer Affairs,
38(2), 282-296, 2004.

[47] Parasuraman A. Valarie A. Zeithaml &
Leonard L. Berry, SERVQUAL : A Multiple
Item Scale for Measuring Consumer Perceptions
of Service Quality. Journal of Retailing, 64(1),
12-37, 1998.

[48] Anderson, E. W. & M. W. Sulivan, The
Antecedents
Satisfaction for Firms.
12(Spring), 125-143, 1994.

[49] Cronin, J. Jr. Joseph & Steven A. Taylor,
SERVPERF  Versus SERQUAL  Reconciling
Performance Minus
Expectations Measurement of Service Quality.
Journal of Marketing, 58(January), 125-131, 1992.

[50] Brady, M. K, J. J. Cronin & R. R. Brand,
Performance only

and Consequences of Customer
Marketing  Science,

Based and Perception

Measurement of  Service
Quality @ a Replication and Extension. Journal of
Business Research, 55(1), 17-31, 2002.

[61] Jamal, A. & K. Naser, Customer Satisfaction
and Retail Banking : An Assessment of Some of
the Key Antecedents of Customer Satisfaction in
Retail Banking. The International Journal of
Banking Marketing, 20(4/5), 146-150. 2002.

[52] Oliver, Richard L. & Willam O. Bearden,
Disconfirmation

Process and Consumer

Evaluation in Product Usage. Journal of Business

The Journal of Digital Policy & Management | 77



JISEHIZO DAHOP MHIART, DABHE, MolA KAOHOIE0] DlXls FE - T

HH2HAERS Saoz

Research, 13(June), 235-246, 1985.

[53] Szymanski, David M. & David H Henard,
Customer Satisfaction : A Meta Analysis of the
Empirical Evidence. Journal of Academy of
Marketing Science, 29(1), 16-35, 2001.

71 & A(Kim, Hyo Jin)

(B9 b
20049 290 1 Adestar Redot)

(A3t A

S20109 39~@A) : BhekaL 4
3t} W)ty

\ ok AulvbAE, B

- E-Mail : hyo—jin83@hanmail.net

g A 2(Han, Sang Lin)
T 193 29 ¢ mEfslE st

(B4 b

- 1987 64 @ FETHUE L MBA
(393 2

-1991d 8¢ - s Yol st
A9t v

-2001Y 3~@A) ¢ et
et w4

- PR §ET), B2BOMIE, dolHlaniE

- E-Mail : slhan@hanyang.ac kr

o

78 1 The Journal of Digital Policy & Management 2013 Sep; 11(9): 67-78




<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /All
  /Binding /Left
  /CalGrayProfile (Dot Gain 20%)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Warning
  /CompatibilityLevel 1.4
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJDFFile false
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /ColorConversionStrategy /LeaveColorUnchanged
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveEPSInfo true
  /PreserveHalftoneInfo false
  /PreserveOPIComments false
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile ()
  /PDFXOutputCondition ()
  /PDFXRegistryName (http://www.color.org)
  /PDFXTrapped /Unknown

  /Description <<
    /FRA <>
    /ENU (Use these settings to create PDF documents with higher image resolution for improved printing quality. The PDF documents can be opened with Acrobat and Reader 5.0 and later.)
    /JPN <FEFF3053306e8a2d5b9a306f30019ad889e350cf5ea6753b50cf3092542b308000200050004400460020658766f830924f5c62103059308b3068304d306b4f7f75283057307e30593002537052376642306e753b8cea3092670059279650306b4fdd306430533068304c3067304d307e305930023053306e8a2d5b9a30674f5c62103057305f00200050004400460020658766f8306f0020004100630072006f0062006100740020304a30883073002000520065006100640065007200200035002e003000204ee5964d30678868793a3067304d307e30593002>
    /DEU <>
    /PTB <>
    /DAN <>
    /NLD <>
    /ESP <>
    /SUO <>
    /ITA <>
    /NOR <>
    /SVE <>
    /KOR <FEFFd5a5c0c1b41c0020c778c1c40020d488c9c8c7440020c5bbae300020c704d5740020ace0d574c0c1b3c4c7580020c774bbf8c9c0b97c0020c0acc6a9d558c5ec00200050004400460020bb38c11cb97c0020b9ccb4e4b824ba740020c7740020c124c815c7440020c0acc6a9d558c2edc2dcc624002e0020c7740020c124c815c7440020c0acc6a9d558c5ec0020b9ccb4e000200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e>
    /CHS <FEFF4f7f75288fd94e9b8bbe7f6e521b5efa76840020005000440046002065876863ff0c5c065305542b66f49ad8768456fe50cf52068fa87387ff0c4ee563d09ad8625353708d2891cf30028be5002000500044004600206587686353ef4ee54f7f752800200020004100630072006f00620061007400204e0e002000520065006100640065007200200035002e00300020548c66f49ad87248672c62535f003002>
    /CHT <FEFF4f7f752890194e9b8a2d5b9a5efa7acb76840020005000440046002065874ef65305542b8f039ad876845f7150cf89e367905ea6ff0c4fbf65bc63d066075217537054c18cea3002005000440046002065874ef653ef4ee54f7f75280020004100630072006f0062006100740020548c002000520065006100640065007200200035002e0030002053ca66f465b07248672c4f86958b555f3002>
  >>
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice


