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Abstract

The purpose of this study was to categorize and comparatively analyze tourists of different life-style groups who visit Yesan
according to their lifestyles as well as their consumption behaviors and attitudes towards local foods or specialty agricultural
products in order to understand the various needs, attitudes, and behaviors of consumers in each life-style group. Group 1
had a high percentage of single people in their 20s and those who worked in technology. Group 2 had a high percentage
of those in their 30s and 40s who were married and were professionals. Group 3 had a high percentage of men and those
in their 40s and 50s, as well as a high percentage of high income, highly educated people. Group 4 had a high percentage
of those in their 20s or those in their 60s or higher. Compared to other groups, group 4 had a larger percentage of lower
income and less educated people. In verifying the difference between life-style groups in terms of their behaviors and
attitudes toward local foods and specialty agricultural products, consumption and experience of regional specialty foods
showed high average scores in groups 1, 2, and 3, with significant differences from group 4.
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<Table 1> Demographic characteristics of respondents

(N=509)
Characteristics Frequency %
Male 231 454
Gender  pemale 278 546
2029 90 17.7
30-39 156 30.6
40-49 154 303
Ag 50.60 74 145
60-69 30 59
>70 4 0.8
. Single 124 244
Marital Status r. rieq 368 723
Couple with children 331 65.0
Single 59 11.6
Living status Husband and wife 58 114
With roommate 11 22
Etc 47 9.2
Elemental school graduate 3 0.6
Middle school graduate 15 29
Education High school graduate 155 30.5
level ~ University graduate 272 534
Graduate 46 9.0
Etc 17 33
Farmer 11 22
Profession - Government employee 104 204
Office worker 82 16.1
. Technician 45 8.8
Occupation Personal Business 53 104
Housewives 121 23.8
Student 41 8.1
Etc 46 9.0
< 1,000 thousand won 14 2.8
1,000-2,000 thousand won 63 124
Monthly  2,000-3,000 thousand won 109 214
income  3,000-4,000 thousand won 112 22.0
4,000-5,000 thousand won 82 16.1
>5,000 thousand won 115 22.6
Seoul - Kyunggi province 252 49.5
Kangwon province 6 12
Residential Chung-cheung province 217 42.6
Area  Junra province 3 0.6
Kyungsang province 27 53
Etc 4 0.8

718t 157 (29%)5 WERISlaL, WE71zke 1 198
(38.9%), 1924 1769 (34.6%), 38H4d 574 (11.2%) ©|AL
o, Skl ?‘SﬂEHb b glo] W 1319 (25.7%)7F 7HE B
Rkow ks sk dfolle FERYY 927(18.1%), A
73%‘(14.3%), 9 357 (6.9%), 28 3478(6.7%), 7338 59
(1.0%) 522 Yeton, o3¢ e 4 13 171%
(33.6%), € 1~23] 169 (33.2%)7} thF-Eo|lor, 2 3~4



<Table 2> Characteristics of behaviors related with tourism

(N=509)

Characteristics Frequency %

Alone 27 53

Family 303 59.5
Accompany Friends/acquaintance 100 19.6
colleague at work 29 5.7

club/society 31 6.1

Etc 15 2.9

1 day 198 38.9

1 day 2 night 176 34.6

Length of » 4.0 3 night 57 112

V‘:mng 3 day 4 night 9 18

M5 night 9 1.8
Etc. 58 114
Condominium 92 18.1

Pension 73 143

Motel 34 6.7

. Hotel 35 6.9

Village lodging 30 59

Camping 5 1.0

No accommodation 131 25.7

Missing 109 214

1/month 171 33.6

1-2/month 169 332

No. of times 3-4/month 53 104

of travel >5/month 22 43
Etc 58 114

Missing 36 7.1

3] 5375(10.4%), 2 53] o] 2278 (4.3%), 71} 5878 (11.4%)
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<Table 3> Factor structure and reliability analysis of respondents’ life-style

Factor Eigen Variance Accmulated Cronbach’s
Factor . variance
loading value (%) o a
(%)

Buy high priced organic foods 765
factor 1 Dinning out at high priced restaurant for good atmosphere 725

(tendency to pursue . . . . 2.428 16.187 16.187 587
Dining out with family frequently .659

gourmet food) .

Picky for taste of foods 622
factor 2 Like to get along with others 833

(tendency to pursue Very actively involved in society 768 2117 14.112 30.299 .876
outdoor activities) Dinning out for good foods 571
. 3 Looks good when men use perfume and accessory .802

factor 3 gpoes and accessories should be suit to the cloths 716 1.997 13314 43613 698

(fashion-orientation) .

Accept new trend quickly .709
Do interesting hobbies faithfully .694
factor 4 Attend a culture class in community 626

(focus placed on  Place a aptitude before money to take a job 613 1.924 12.824 56.437 526
individualism) Instant foods is harmful to health .539
Prefer the job with abundant personal time 414
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<Table 4> Difference of life-style cluster groups by the four factors
Cluster 1 Cluster 2 Cluster 3 Cluster 4 F p value
factor 1 3117209 3214660 3.96+.49 2.73+51° 108.7 000%#*
(tendency to pursue gourmet food)
factor 2 . 3.95+.60" 3.92+.65° 3.61+.54° 257450 149.9 000+
(tendency to pursue outdoor activities)
factor 3 3.84+.63° 2.65+.70 324£76°  2.80+.66% 59.0 000%#+*
(fashion-orientation)
factor 4 3.24.60° 3.90+.63" 347458 2.91+.54¢ 559 000%#*

(focus placed on individualism)

YM=SD

DValue in the row with different superscripts are significantly different by Scheffe test

#£%p<0.001



<Table 5> Demographic data of four life-style cluster groups

. Cluster 1 Cluster 2 Cluster 3 Cluster 4 5
Characteristics X p value
(N=104) (N=94) (N=155) (N=128)
Male 59(26.5) 41(18.4) 68(30.5) 55(24.7)
Gender b nale 45(17.4) 53(20.5) 87(33.7) 73(28.3) 3761 051
2029 33(37.8) 11(12.6) 16(18.4) 27(31.0)
30-39 37(24.7) 29(19.3) 47(31.3) 37(24.7)
40-49 22(212) 34(23.0) 59(39.9) 33(22.3) o
Age 50-60 10(14.5) 13(18.8) 25(36.2) 21(30.4) 35.784 002
60-69 2(83) 5(20.8) 7(29.2) 10(41.7)
>70 0(0) 1(50.0) 1(50.0) 0(0)
i Singl 41(34.7 17(14.4 25(21.2 35(29.7
Marital ingle (34.7) (14.4) (21.2) (29.7) 32.409 0.01%*
status  Married 61(17.6) 76(21.9) 123(35.4) 87(25.1)
Couple with children 63(19.7) 64(20.1) 109(34.2) 83(26.0)
. Single 10(20.0) 13(26.0) 14(28.0) 13(26.0)
st‘:t‘gf Husband and wife 4(40.0) 1(10.0) 3(30.0) 2(20.0) 13.303 347
With room mate 17(30.9) 4(7.3) 16(29.1) 18(32.7)
Etc 1021.7) 12(26.1) 13(28.3) 11(23.9)
Elemental school graduate 0(0) 2(66.7) 0(0) 1(33.3)
Middle school graduate 2(18.2) 2(18.2) 2(18.2) 5(45.5)
Education  High school graduate 32(22.2) 23(16.0) 43(29.9) 46(31.9) padls 058
level University graduate 54(20.7) 5521.1) 89(34.1 63(24.1) : :
Graduate 7(15.9) 10(22.7) 18(40.9) 9(20.5)
Etc 9(52.9) 1(5.9) 3(17.6) 423.5)
Farmer 2(182) 2(182) 3(27.3) 4(36.4)
Profession - Government employee 17(17.2) 19(19.2) 40(40.4) 23(23.2)
Office worker 21(25.6) 15(18.3) 24(29.3) 22(26.8)
Occusation  Techmician 12(29.3) 9(22.0) 8(19.5) 12(29.3) 17684 014
CCUpAtioN - personal Business 7(14.3) 13(26.5) 21(42.9) 8(16.3) : :
Housewives 14(12.8) 26(23.9) 39(35.8) 30(27.5)
Student 17(42.5) 3(7.5) 7(17.5) 13(32.5)
Etc 12(11.8) 6(6.5) 11(7.2) 16(12.5)
<1,000 thousand won 4(30.8) 2(15.4) 2(15.4) 5(38.5)
1,000-2,000 thousand won 13(22.0) 12(20.3) 16(27.1) 18(30.5)
Monthly 2,000-3,000 thousand won 21(20.6) 15(14.7) 31(30.4) 35(34.3) 16255 365
income  3,000-4,000 thousand won 19(18.6) 23(22.5) 30(29.4) 3029.4) : :
4,000-5,000 thousand won 20(25.0) 14(17.5) 26(32.5) 20(25.0)
>5,000 thousand won 25(22.1) 25(22.1) 45(39.8) 18(15.8)
Seoul - Kyunggi province 48(20.3) 47(19.8) 84(35.4) 58(24.5)
Kangwon province 2(33.3) 2(33.3) 2(33.3) 0(0)
Residential  Chung-cheung province 50(24.2) 40(19.3) 60(29.0) 57(21.5) 11.921 685
Area Junra province 1(33.3) 0(0) 1(33.3) 1(33.3) ’ ’
Kyungsang province 2(8.3) 5(20.8) 7(29.2) 10(41.7)
Etc 1(25.0) 0(0) 1(25.0) 2(50.0)
%p<0.05, **p<0.01
9 olg, whe] A= e Boly MRE BT ATEATH S50 o AR P 2] Folrh YA
T 4= INRJAFTAIS} HAAFFEE 20012t 60TH o]/ = a17] 918k AR ( testyd A%, AESH, 4
HFo] zom, Jiidog te +d34 vlaste 7H4S Aol thaliA vl Fek ko] {-e] 2l zpe]7h vebstth. A%
300241 olsls} TESREYISS SHAE AR gL M oA 20009 B 2R 1 <90RES) AEFFY
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037’]' 7H(?JT

AZ=73” 31.0%2 =4 et
A& 12.6%, 8 3 “n)
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<Table 6> Tourists’ behavioral data of four life-style cluster groups

Cluster 1 Cluster 2 Cluster 3 Cluster 4
Characteristics 1> p value
(N=104) (N=94) (N=155) (N=128)
Alone 8(30.8) 1(3.8) 6(23.1) 11(42.3)
Family 54(18.5) 63(21.6) 107(36.6) 68(23.3)
Accompany Friends/acquainta-nce 23(24.7) 12(12.9) 29(31.2) 29(31.2) 28,961 016+
colleague at work 8(30.8) 5(19.2) 3(11.5) 10(38.5) ’ ’
Club/society 6(24.0) 5(20.0) 7(28.0) 7(28.0)
Etc 3(20.0) 7(46.7) 3(20.0) 2(13.3)
1 day 36(22.2) 34(21.0) 41(25.3) 51(31.5)
1 day 2 night 35(21.5) 32(19.6) 67(41.1) 29(17.8)
Vﬁgﬁg‘ ﬁorfle 2 day 3 night 16(32.0) 8(16.0) 18(36.0) 8(16.0) 32059  .001%**
3 day 4night 5(26.3) 2(10.5) 421.1) 8(42.1)
>5 night 6(10.9) 8(14.5) 16(29.1) 25(45.5)
Condominium 18(20.9) 15(17.4) 38(44.2) 15(17.4)
Pension 16(22.5) 15(21.1) 18(25.4) 22(20.6)
Motel 7(20.6) 5(14.7) 14(41.2) 8(23.5)
Accommodation Hotel 13(38.2) 5(14.7) 11(32.4) 5(14.7) 26.961 .08
Village lodging 6(21.4) 5(17.9) 9(32.1) 8(28.6)
Camping 0(0) 2(40.0) 1(20.0) 2(40.0)
No accommodation 23(19.0) 20(16.5) 31(25.6) 47(38.8)
1/month 36(22.2) 34(21.0) 41(25.3) 51(31.5)
_ 1-2/month 35(21.5) 32(19.6) 67(41.1) 29(17.8)
No. of times
o ] 3-4/month 16(32.0) 8(16.0) 18(36.0) 8(16.0) 32059  .001%**
>5/month 5(26.3) 2(10.5) 421.1) 8(42.1)
Etc 6(10.9) 8(14.5) 16(29.1) 25(45.5)
*p<0.05, **p<0.01, ***p<0.001
Aol oREE" 184%0lA WAl UERITE 0ok 40 6. mEIZEe] THESHE) S
Wk AV e FHe 24 3 “ONBET AR 7} 248 Aee] Aol 2 BAe] S5tel mARA

7Hz} 31.3, 39.9%°121, 60t ©1d-> T3 4 “THATA]
HAFTFE A 4L7%2 UERTH(p<0.01). PIEA7E 7HE
B2 e 24 1 <o gsd AT 34.7%0130S
o, 23 4 TRATAI AT M= 29.7%S R
ATHP<0.01). A= ZololM= w3 3914 Bl H
Al Aoz E7E F e AFEM@2%), AEH - ¥
T(404%), AFFA(29.3%) 50l =4 UEigteH o A
wol] Hlste] FH-o] HEE EA YERSTHp<0.05). 49
Hlgo] 7H B ek 2 1 e dFT”
S8 FAMESITH

o]} ke glolz ek /Y FHhS &HAke] 7Y A
3 5o Aeld AAet 54 Al e Bk 244
=27 Eekshe 3R /id oz dAH o) (Kim 2005),
Hgan|ate] 2H] B% P oS 9908 F-88l T8
g o, & A7eld #54 lel2ied /9 Y
Zbe] QIFEAIS SAole FESA aFlad] Hd]l &
sH A9, ARlA BAek A7des), A el A 2kl
ME e A3t Bzl vb QItk(Kim et al. 2011).

< AAlsier, ] Aol 3o S SelM fol
gk zto]7} vERdth<Table 6>, 7k 5 o8 SPAh= &

~
<

AAQ FoldE JerAA=T (p<0.05), 244 A st= H]
2 24 4 INATAI} HAFTE” 423%004 =9k,
oy 2 “QRETH INATAZ” 3.8%= 7HF AT V=
I A T HES o 3 “maFETe) oREEY”
36.6%Z 7Y ko, AFAIR] F3e 3 3 cn|AF
o} F&F3” 31.2%4 +F 4 31.2%7F 7P A A
Atk o] 4= 9 13 vk 2 4 Ii]IESAI9F 9
AFTE” 31.5%, € 1-23]00|A] 2-38]= 3 3 “H|AF
9} RFEd o] 7t 7+ 41.1, 36.0%, ¥ 53] o] +F
4 “TRQAFA S} WAFTE” 42.1%7) 7P =4 ZAME AT
(p<0.005).

T 13 2 49 FAYES EAF H3she vE0] 30.8,
£23%=Z o2 el viste] 294t ol v 1 “9RE
T AT 24 NRJAFAIS HAFAY ol v
20| 3T Fote] e AHE daEe A &

ek 2 3 “n|AFTe} AREEY NS V1SS 36.6%7 &
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<Table 7> Factor analysis of local food and specialty agricultural products

Factor Eigen Variance Accm.mlafred Cronbach’s
Factor it | s (@) variance o
(%)

Research before traveling what the specialty foods are 554
Dine at restaurants frequented by locals 769
Dine at places with regional characteristics .856
Consumption and Dine at places that sell regional specialties .807

experience .of Dn.le at re.stauranFs that use. locally grown p.roduce. . .807 5006 31288 312588 915
regional specialty Enjoy tasting regional specialty food at tourist destinations .826
foods Visit traditional markets or restaurants to have a look at regional 500

specialty foods ’

Visit restaurants that sell regional specialty foods .646
Try regional specialty foods at related festivals 561
Visit facilities that manufacture or process regional agricultural products .610
Experience of ~ Ask locals about regional cooking or research it on the internet or 641

regional through books ' 2426 15162 46450 643
resources Cook food themselves at accommodation places 703
Participate in experience programs on farms or rural areas 702
Consumption of Research before visiting what regional agricultural specialties are 741

agrlcu'ltural Pur.chase.r.eglonal agricultural specialties . . .666 2104 13.150 50,600 654
specialty Visit traditional markets or stores to have a look at regional specialty 631

products foods '

Wehe AT Ve AHo Sute] Fejelt
A 7 Aolge Ui erghon, iite] BgASe] A
Sk Feje ZERQ AHcIom, T g B8, &
a0, vk 49 olge] 2lgly, Suk gl B oo W
E 578%E UERIGIT ojalr)7e] e 2 Gl
4 Folde e ekglvh Bae] Qo] B Song
(2002)8] ATAAE o8 Fubs Q7 5ol uhe}
Thesl Uehhe ofaje] SRl i o] Aolg 2t o

E= N
S Rl gelZehd 4 WEje] Aolske AAH
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Bl etk 177] E3ollA 8218 FE317] flste] a<1%
Aol 0.4 o)kl 7He] &3S AlQlstar, 16h 5

Ql AA]sle], KMO A= 0.925, Bartlett
o] 18 AX=3428477 (p<0.001)E £231 B-A1S 3179
HTE9] eigenvalue valu= E5F 1 ©)/do]aL
9.6%2] AH#HS HojF7 ti<Table 7>.
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GG 7] A5 AU 2 SAEL PR,
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g Wk AV PRI, P
& WREelA FESAS BT 502 eigenvalue= 5.006,
4% WS 31088%elm R 4] - AREL ekl
THo=0.915). 821 2& FEAL - FH A Aol tigt 4
N BFORE o]FolAH A FEL= Xﬂz 7hg8heE Al
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ojm] AAGAAAFYE HeEhITHa=0.643). 221 3& A&
EARSOl ik &H9) Hi=E '_TLH%P: N EFOR “HE
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=5 78] Slsl AYAE B *’JFUHZ}O HEdt 52
2 eigenvalue= 2.104, 2% HE2 13.150%°1H X955
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<Table 8> Difference of life-style cluster groups towards local food and specialty agricultural products

Cluster 1

Cluster 2

Cluster 3 Cluster 4

Characteristics (N=104) (N=94) (N=155) (N=128) F value p
Consumption and experience of regional specialty foods ~ 3.67+.77%?  3.84+.66° 3.68+.74° 3.02+.80° 27.581  .000%**
Experience of regional resources 2.62+.90 2.66+.71 2.65+.80 2.55+.68 S13 674
Consumption of agricultural specialty products 3.16+.84* 3.35+.81a 3.20+.77° 2.80+.75° 10.185 .000***

DMean+SD

DValue in the row with different superscripts are significantly different by Tukey HSD test

#p<0.05, **p<0.01, **%p<0.001

T3, 2 2 NATAIe}F AT, 2 3 w2 FT
o} QR FE” ol = HApS HoluA 3 4 9
AFAIeF AFTE e TAF G485 JepAT
(p<0.001). AY FEAHE AH]A 891 B3k £ 1 “oi-&
2 WAFTE, 23 2 NRJAFAIS HAFFE, 3 3
“paFre) RS SollA =2 WS Ho|HA
3 4 NAFAS HAFFF o] SAA FedS vER
ATHP<0.001). AHAFAAAE 212 Wl -7
2ol -2 YERHA] exdT.

FESAAH] - AP A AGFEAE AEA 29l
oMol A 7P =& HAHTE YEille Je 5 2 «9
F253 QAFTAIE” 4.20+.9909 AHFe] AFH <l EAlo]
AR = oA AAFEITE 4.05+.839, KoM Hujsl=
A FEAES Pty 3.51+1.003 59 oA 7HE
it AT UeERTh 1 29] 542 ofdo] vlwA &
o] Z3tElo] v AHWEE 30the} 40001 7IEEo] T
5 o] FIL 3l sl R EES AT Q1A o
7tel HAnEES FoAeRE Fe] E4S YepiEA

S A FEARES HFHo7 LH|sla, AP
s mg JFH0=2 sl o= Yehal itk AY
A RONME FESA ZHES AGFHE0A Eoli
A A4, JIEM 58 F3ll Gokath 2.94+1.092904] T
2 el sl w2 FAS Bt FESAS o]gshe
71 22, AR, AH|Z, 94, A
o] 40 mep 8ok &
(Kim 2014), FEZAF} FENES vleke P53 HE
ol ot A3 821S =
REdsdl=3

ol 3 4 IHIFAIet WAFTE S BRE FER
I A ke Av] 9 el AEE BE QQlolA 7t
S Ha s UEREA (p<0.001) T 2F S 78
= APFEAS YL it & £ 49 99 tE F
chol] vlEte] 20uje] FAHI7F EoH, A5 0] WAL A
gt o] Bol X e 5AAE 7KL 3o, A
gJo] Aol (Song 2002) 54 Sl= &2 Full= #EAk
o] Ab] AAA E/dell we}t 2 Zjo|7t FElo] yERdTiaL
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A Aoz A, e et sh 237 el
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<Table 9> Mean difference of life-style cluster groups towards local food and specialty agricultural products

Factor Cluster 1 Cluster 2 Cluster 3 Cluster 4 F value
(N=104) (N=94) (N=155) (N=128) p
Research before traveling what the 35741.039°2 365410020 341+1.073°  2.8241.090° 14776 .000%**
specialty foods are
Dine at restaurants frequented by locals 3.85+.944% 3.89+978°  3.73+961°  297+1.112% 22425 .000%**
Dine at places with regional characteristics ~ 3.79+.889° 405+.839%  3.88+.885%  3.02+1.122° 28485 .000%**
. Dine at places that sell regional specialties  3.70+1.042%  3.87+969°  3.83+.954°  3.08£1.069° 16.610 .000%**
Consumption and Dine at restaurants that use locally grown b
experience of roduce 3.64+1.070% 3.85+1.005*  3.79+.931° 3.09+1.137 14251  .000%**
regional g oy tasti <onal ialty food at
specialty noy tasting regional specialty food at 3 99,1 gp5a  420+990°  4.00£952°  326:1.124° 21414 000%**
foods tourist destinations
Visit traditional markets or restaurants 03 1) 167 36500 028° 367410600 3.02:808°  10.696 000+
have a look at regional specialty foods
Visit restaurants that sell regional 35349160 3.674808'  3.56£987°  2.96:942° 14451 .000%**
specialty foods
Try regional specialty foods at related festivals ~ 3.56+1.035% 3.56£1.001°  336£1.154°  2.89+£1.052° 10304 .000%**
Visit facilities that manufacture or process 41,1 137 237:087  254+1.141 24651037 548 649

regional agricultural products
Ask locals about regional cooking or

Experience of research it on the internet or through books

2.75+1.237%®

2.94+1.092®  2.95+1.192%  2.54+904° 14776 .010%*

regional .
resources ;‘;‘C’; food themselves at accommodation ) 40111 95141075 24341243 2561010 22425 795
Participate in experience programs On 5 o3, 1 303 58611093 27541124 2.66£974 686 561
farms or rural areas
. Research before visiting what regional a a " b .
cOnsgm;inonl Of ggricultural specialtes are 32041144 319412030  3.08:1.099° 266:1015° 6448 000
air)l :;;irya Purchase regional agricultural specialties 3.26.935° 3.5141.003*  3.38+.942% 2.90+.946° 9.114  .000***
products  Visit traditional markets or stores to have 5 ) o5 337410300 315610800 285510000 4518 004%*
a look at regional specialty foods
DMean+SD

DValue in the row with different superscripts are significantly different by Tukey HSD test

#p<0.05, **p<0.01, **%p<0.001

1. AT SEAES] AEE IRt 45.4%, AR 54.6%
ollom, AFHZE 200]17.7%, 30tH 30.6%, 40tH 30.3%,
50t 14.5%, 60t 5.9%, 70th ©]’¢ 0.8%, V& 24.4%%,
71E2 7123%C190 0. A4 FHie ek Ay 7S A
65.0%, F-59 AF 114% , 25 AE= ey 2724
(53.4%) °] 7P Bth AAe £Exe AUFTT7F 23.8%,
A2 - T 20.4%, AHRE 3IAMD 16.1%, 71 AAN
10.4%, 712 8.8%, S 8.1%, & - o1 FAKA} 2.2%, <=
o|en, 9AEL 5009 ol 22.6%°] 7HE =A e}
WA, 200~3007H 21.4%, 300~4009H0] 22.0% <O =
HwA A5o] &2 F/5o] Bldth AR Hxe ME

2 7718 49.5%T =W 42.6%0] ThHFEES 213513

Hol| &3t A2 = 7153 I T 59.5%0]
7P gBtom, WHE77Ee 1Y 38.9%, 192 34.6%, 39H4

X =2
9] 2= RIFEZTAH QS 3 HHAFTA, 99
AR FEEHIOH, 7F ol o5 7] 8]lo] A
ke M-S 56.4% ©]3Uth.

3. WFAHAES] go|Z2 el ARl mE a9 3]
o8 BRsiden, #3 12 104%, 3 2= 949, +3 3
= 1559, &3 4= 12890t 4 1 “¢]FLE} siA
FTE e AR ez te 33 vlasie] 20t1e] wEA),
Yo z= 71&Ad TAHE FA49e] v&o] =T +
3 2 “9FFa ANAFA S 30th9} dothe] 71EA2}
AEZ e nFo] o 7 3 “n|aFe} RS e
g3t 40u-50tHe] Bl &3, FHe] Hjgo] EA e}
wom 7 Y S00RH oY, tiskEY] o) a1 ek Rte]
5ol =om, 3 4 “INdFAIe}t HAF7E 2 2002
60thol el HFo] Tom ThE FH3} Blusle] ALE5E
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I AstEAte] A Hlgo] B2 o= Yelt).

4. 7k 4 AFPE O] Aol EXA A= HE
3 4ol =kom, 3 204 7P Dkt 7k s
sk H1ES o 7F 7P w=eH, AR e
A 39 2 47 7P =A AR o8] Sl

37F € 1332 7P B2 Aom AL 13
3 49] FAYLL &2 A3l Hgo] o2 ol H]s)
o =T

5. A9 FEHE A 4] PE gE 29l
A0 AR ] ajle] FEEOH, 82l 12 FES
2] 28] - AFAS JeRITh 291 28 AGALAFA. &
9l 3 A FEAEANH o= Yoy siic)

6. Bl el 3 Y e FEAHE g
A5 B FFE glo|Z2eld 1 E Apo] HAFoNA &F
B4 - A 29 1 «9Reey a1,
3 2 NRAFAI AT, R 3 “H|2FTe) o
58 SollA =2 HAE HolwA #J 4 IHJAFA
oF A AFTE ] FAA Felde JETE A 5
AHE 1A 20l Y 1 “9REEs) WAFTE, +F
2 “NAFAIL} HAFTE”, 7 3 “n)|a] e o ReEy”
SoM =& HHEghe HolHA 3 4 AT} HAAF
T3] TAA Folde YeERATE AGALAEY 8
A2 ] 7] FrolA Aol VeRA] ohtt 4 4
& e FEAH AF5akE A1) 2 o dEE w
£ 89094 7Pg e HaEsE et
glo]| Z2ERY 2 ARt F3E AL, EelHo®
A& & e 7R e 2EE SAolnh B Aole &
ES2HE MEgEd Hes 5 A AvE)s |
THT BT 52 H5E Uepo] FES2 gk 4H] 8
T APEE Fol By HEHAS & F o, A 2t
doll gt AR 5ol A &5 52 d st zle=

offft -
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P A% T2y, B FAES o183 P

40 M 52 el Aoge] SRS AT
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