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Abstract

This study examined the effects of considered attributes when purchase on consumption attitudes and consumption
happiness as well as compared the effects for sensible consumption and sentimental consumption. Data was
collected from 373 consumers in 20s and 30s from November 15th to 20th in 2017. IBM SPSS 25.0 was used for
basic statistical analyses and for paired t-tests, and lavaan 0.6-3 package and semTools package in R 3.3.3(2017-
03-06) was used for structural equation modeling. The results of this study are summarized as follows. First,
there were almost no differences in product types between sentimental consumption and sensible consumption.
Second, consumption attitudes toward sensible consumption were more positive than sensible consumption;
however consumption happiness from sentimental consumption was higher than from sensible consumption.
Third, considered attributes when making purchases were divided into subjective, objective, and symbolic with the
effects of these attributes on consumption attitudes and consumption happiness analyzed by structural equation
modeling. Regardless of sentimental or sensible consumption, objective selection attributes have a positive effect
on consumption attitude, but subjective selection attributes have a positive effect on consumption happiness. This
study implies that sentimental consumption has a positive value for contemporary consumers and that it should be
counted as a feasible consumption activity to enhance consumption happiness.
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4

(2o

o(% ﬂl(O

3 sl Tt A X
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/\1 A2 ek Nam, 2017). Y53 4 JAE 2ldi2kst
FA S 2D} ok AFo® HRIY 4, et
7} Q1o (Han, 2012; Nam, 2017) 3§&3F Au|743]
f|-- %36_} A 3o =2 (Lipovetsky, 2009), av|Rke] 4F
2HESE SMEEEA T Fa o] AR
CHHan, 2012), AH|AFS2 HAA] Hoh 4S8 o o 3=
$5S =79(Sung et al., 2013) AlEL] 4Bl YHE,
P o 7 o]o]ZHKim et al,, 2015; Lee et al., 2015; Yoon,
2014), wfZeol] WSEet PEIFO] S 4ulE dopt &
Q3F ghpolnt, ] eAqtollA] /34 asmlrt il s 52 At
u] 7ol ujxji= Fegel wel AHJung, 2001 Yoon, 2014)
O ZAAH|e} FHAn]o] whL vlal 5 (Kwon, 2017)= A
gYe]o] LA /g 4] aH|of o]/ d 4] An] o] An|ing BlaLs]
= Aok ool AR oF

A7) poket, = 3
qzmghwwa}zwl u] o] 7)2e ARufet

e
'C__O;g

i_‘

Mo H 1o rlo
o2 32 i)
1o

o

2 0] 1A o] o] Tk

=

T2 tHChoi, 2011), d¥&-& A (well-being), 4 Hd7r
(subjective well—being) &&= F3¥ICt F=3H4] ohd e 7)ol
o] AAle] 4l s A o7 Flshe FuhAlQl HeldEolH
(A 5 AR e e, 2012, 44
218 A&717o] Far oA ARl F7 v Ae] A9l Adefel ofs
P WAL, QXA A Kk A7 A ] 4ol Aol gt o
091 /1 o) ol 350 oo R e Aok
L T, AR}

=0] AlRFOIL AH] 2 5]
Wslch(Jang, 2014 Slmg et al., 2013), =, AH|E E3)| 4t
EASE =7 Adeieleh. Nam (2017)8 AREE- thelst
BYEO AHFLL 9l o SPESE AH|HT-S )

N o

d
B

v12-s5 Fol

#olet Sick, Sung $(2013)2 217k 4
49l eEroR Al B} wi fel2jel A1) Aee Sial
A Esle] ulet B $EE Bebd 4 ke Aolet sl
v/J\—H] [} o=

P ARPES B|IL GO molanofl A TP =2 &
=

)
M
2
=
jul
L%
B
=
gi
o
J

W AxHARES 0] QI Jeond} Kim
(2011) A=HRY RS 4] Sof] Lyl 4 71 71, 1
2]ar 2xH] Aifof] gk QIA[A] H7EmA] FH
2 Ao mlelsiAlet, Leet Jang (1996} AHIAPISS: A}
740] 7|t ARE- Sl AAlR Ll A2 AR e &
2o Tk AxHfRe] QUIAJA], ZP7gA) et mpolgian Al
O AHRRRO] 2718l B19lT), AH]dEo|2) 4]
S-0] Aol wlef 7ok An|ARRiEoILy ARSIk g

= ZA| A o)1

Z]o

o op 4
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(Sung et al., 2013), aH] AJH
HFz o] oﬂi_/] A s 4

1, HRER
s QI o dluhe HlRFASEa vl A5
O] oLk g Aul7h el 2ol ] Fie o] o)
25 Soh i shgiek. A0 AL B 1) A
O Abvl% AFEAL ) 2t
ATEA| 12 7P 2onIsk o)A o] 2ol Hol7} 9]
=712
ATEA 2: A 2ok o)A 2enlel] it B Fol 71 9)
717
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ATEA 3 74 &
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ATEAl 41 A3 Axv]e) o/ d A A Ale] AlElEAdo] Amel

ulo} o] 4% 47} St AulaEe Hol

§ 2 Ewm anlApt 87} 3

Qlo] ohHERT ™ HAS A, 19 295 64714
2,30 1078-S tjales 20l A}{ I }9} 119 15215 20
A7kA] 2,300 3735 Ao 22l B ZANE 2SR,

N CEEN
A 67 ool izt 5
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2 AtollA T A vl ARG FH ol bl whet A
Aol HgHom s AASHz AH'R, o]4d4] AH|=
ool RS o AREME Foll Al Vs, 7H 5 A
ARl AR v, #Aste] 7P & 28E = Aus A
Eloh= Aaul'R AgoJstal, Ziztof| fgsls e o uff Aty
Yl Aensad o il (Adomaviciute, 2013; Basaran &

www.fer.or.kr



2 AH[QF O AH|: AH[EH=Qt AH[H=O| H|w

Table 1. Characteristics of the Respondents (V=373)

Family and Environment Research fer

Category f (%) Category (%)

Gender Male 197 (52.8) Education <High school 20 (5.4)
Female 176 (47.2) <College 79 (21.2)

Age 20s 189 (50.7) College graduate 242 (64.9)
30s 184 (49.3) Graduate 32 (8.6)

QOccupation Students 76 (20.4) Residence type with Parents 193 (51.7)
Managerial 14 (3.8) independent 180 (48.3)
Professional 34(9.1) Monthly income (10,000 won) None 56 (15.0)
Clerical 169 (45.3) <100 60 (16.1)
Service 20 (5.4) 100 ~ <200 67 (18.0)
Sales 4(1.1) 200 ~ <300 113 (30.3)
Blue colors 5(1.3) 300 ~ <500 60 (11.5)
Housewives 12 (3.2) 500< 17 (4.6)
Workers 2(.5) Employment status Full time 245 (65.7)
No jobs 22 (59) Part time 57 (15.3)
Misc. 15(4.0) Unemployed 71 (19.0)

Buyukyilmaz, 2015; Botti & McGill, 2011; Choi & Choi,
2011; Hwang, 2006; Holbrook & Hirschman, 1982; Jha &
Adhikari, 2016; Kim & Choi, 2016; Kim et al., 2015; Lee et
al., 2015; Sarkar, 2008; Yoon, 2014)& #alslo] 234 <4
Haeg), 704 44 102, A4 &4 4039] & 263, 7
d AAESR Hre(1=-s] st ket 2=a12s14] ohte,
=% e Q) 4=RE MRl 5= Tefell
o}, 6=Telsisicy, 7=ulle el Rch R S gaisct,

APAA 2o} oA Awlo] chh AvlefEl Zhzre] A
= o]w] Aztsh=Alol that Aule] QU o HofsliL, Lee
(1997)7} =743t Fishbein & Ajzen (1975)2] Ej=iid 2] wo}
Choi (2003), Min 5(2012)¢] =5 Zisle] & 6514, 74 2
A Hre 2459,

PpAERO 2 Hjsie An} S sl Ll s
=2 AoJslal, Sung 5(2013), Howell & Hill (2009), Van Boven &
Gilovich (2003), Hills & Argyle (2002)2] =5 #alsto] 7]15 7
o, A 2w T o, T PAEY Aem SAsKI

2 AR 2Rl AR e A EYQlE Sl 2,30
o AR SRR ARt e L= ske] ekl A
2ARE AAISER O AR gARe] HEAl 54 Table 13}
2t AR o) B8 IBM SPSS 25 (SPSS Inc., Chicago, IL,
USA)E ol&sto] 7|2 SARAT &3t 342, R 3.3.3
(2017-03-06)2] u}7]Z] lavvan 0.6—3 (Rosseel 2012)} 37|

www.fer.or.kr

srolx Qol

= =4
(Confirmatory Factor Analysis: CFA)S £l 24 H& 2] A=
ot Bl E HSolopit o] oigh H52] o)zt Qlvk

(Anderson & Gerbing, 1988; Bagozzi & Yi, 1988; Fornell &
Larcker, 1981).
= Aol = SR AR A5S ool Al 7HAE A

single measurement: Fornell & Larcker, 1981) $-2- Z|3£A1=]
= (individual item reliability: Bagozzi & Yi, 1988)& Z} 24
O] thEARIA| 2 (Squared Multiple Correlation: SMC)o] 0.5
olAFo] 7Lt (Bollen, 1989; Lu et al., 2007), FrA<=e] tiet 2}t
ZA 2 FE9] #7351 ARk (standardized factor loading)©|
0.708 o1%HYoon & Choi, 201502 7|50 2 3} 0.6 oAH(Hair
et al. 2012) 0 & AAE ZAw 2haiste] 2215 #8590}
A= ARl tiet S5 WA debd(internal
consistency)2 H7}8l= Cronbach®] AlphaA|s=2] H]E A4

Q1 THEe] BAZ Slds] Slal M40 el £ o)
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o5t g AIF = (Composite Reliability: CR)S o]-&3Fd=t,
McDonald (1970)= OmegaZ|s=&, Raykov (1997)= 31444l
2| (composite reliability)®, 1 ¥°] Yang & Green (2011)
I} o] G A iAol ofRt WA AHd Al®) = (internal
consistency reliability estimated by SEM)% thofsh ¥4 2]
Omegarl=7} thefshAl EA WAL 7dEo] ghom 2t AR
el BofolAl A= HAE AL QIck(Bacon et al., 1995; Dunn
et al., 2014; Padilla & Divers, 2016; Viladrich et al., 2017;
Zhang & Yuan, 2016), 3 Ao A= RoJA] AFE%= Omega
A4=5 0|85}, Bagorsi & Vi (1988)7} AQKSH= 0.6 oJAS:
Zharst] zltof] AIQbE= 0.7 o4 7|08 Sk3iTt,

A= Fornell-Larcker”|<=olet oA = FHAfrs=e] of
3t YA 59| Hattis=E 4k (Average Variance Extracted:
AVE)e] 0.5 o[dR1719] 7|5 A-8-s13ict.

Z2A4ngo] Elgr AdutA o ey (Convergent
Validity: CR)2} ZHHEF = (Discriminant Validity: DV)= 7
Sol=tl, 2 Aol SHETE(CRIE AA, FHHaz=o] of
gk 7} A EEY A= A4 914 (the statistical
significance of the factor loadings)S z4k(Anderson &
Gerbing 1988) &-2- tZH(Dunn et al., 1994) & BH7}5}0] z4to|
— 2%t AL 2K} Aof 5= 7] (Hair et al., 2012)2 48
S10ck, S, SolH AREHE GA ol det SHAEEe)

EAREEEHAVE) 0.5 o9 7|ee eHEdE dSole &

2 A5t A THER=(DV)= A4, Fornell-Larcker”|<=2.
= AVEZ} 21 Aot ohe i s 1] Al Al
ZH(squared correlation between the two constructs)E Xt 1=
o712 wksk= vyl S4), Fornell-Larcker”|s22] Ha o
& Gefen} Straub (2005)0] ASksE 7FAHHAS=0] AVES] A<t
o] aiid R} v A He] Al e

rerke s 5 7b) Wike A gkl
A1 Znt

Qo] 2Anee] AFE 458 29 R 3.3.3 (2017~
03—06)2] 3}7]A] lavvan 0.6—32} #|7]4] semToolsS ©]-85}o]
ShRIA QRIEA(CFA)E 774 4|9} o]/d 4] AxH]of| tjalf v
©] Table 2} o] ALY,

192 | Vol.57, No.2, May 2019: 185-199

A, /g2 Axnlet o]/ g4 AxH] Aol a3 Alei/da) 7t
Zhol| thgh AH[E o} AH|SYE-S ok SR 3 AAE 23
sh= Smgol diel] &Rl aQlRAlS AAekal AlRE 151
AR 751 A& (standardized factor loading) (708 o4
S V7o & A #AIR X (dividual item reliability)S 725 Zu}
+= Table 22} e}, 7/d2] AH|e} o] /g 4] 4x8] Al2] 23412 =7}
G HIFoA] FEH R TS S50 SRS skl
WA Anle] Ak deisd] 5 el o o7t Sl =
578430 5 FAIs] I8l 29 Zi), dapdom AaA]
Al 35Ee), I Adls] 3Es), AR sy 25
ZoHEf e 45, AE[egE 5Egto] A E|ic

AdE S ER AAE SHRGol dis F WA =helA]
QRIEAE A Aut, 73 A anfof tigh nd A3 A

4= 47=380,203 (df=109), CFI=,929, TLI=.923, NFI= 904,
RMSEA=,082 ©|%laL, o]/d%] axnef tfgh el 23te 2|4
L 47=413.786 (df=109), CFI=,938, TLI=,923, NFI= 918,
RMSEA=.087 o]lth. A FAIZ =S ehll= F230lw ek
708 7|58 AMlEl e gh 29 AMASRaL, A|aE 53k

A
HAFES] b e 37 BRRE Asto] A9 Aledy 3%
4 B

Il
—
g

3T =
o, b AEis A sua APA Alela A oe) AuElE 3
v, s 35ake Aldste] HE 2 4uaS LS

TLI=,958, NFI=,948, RMSEA=061 ©|4)11, 0|42 4njo] i
gl AetE 2= x2:152.049 (df=67), CF1=.978, TLI=.970,
NFI[=.961, RMSEA=.058% Ueht} & Ha ZAHngrc}l o
Fakoct, HE ARl el F A Al=w 15 W
OmegaAl=et Al WA A1Z|% 3 Wl AVES w413
o}

ol

f

7}

O
m oE

¢

Ol
)

Y o] eI (CV)i= zgto] 2 o1 (32 -2 o]0
AF o2 Fogtrle) AVE 0.5 o]ARI7Ee] = 71#] 7] &L
Table 20f|4 2} o] F=3hol| whet 7lefd =7} 2elw et
HHEG = (DV)+= Fornell-Larcker7]|&3} o]2] ¥ o g
Gefen & Straub(2005)0] A|okol Wl o &2 BLAst Av) 7RA %]
Zx]of tfgl Table 33 o]/g4] Aol tfgl Table 4ofjA{e} ¢

571 78S BT Saato] Begs 42,

bl
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Table 2. Reliability Assessment for the Measurement Model with CFA

Individual item reliability Convergent Composite reliability Construct reliability/
Standardized factor Validity 1 Omega Convergent validity 2
Ltent variables Observed variables loading £value < Ave (average variance
< <-2.0/2.0< extracted)
b<
Sentimental Sensible Sentimental ~ Sensible  Sentimental  Sensible  Sentimental ~Sensible
Selection  Objective Is it useful 738 827 17.347° 24462 759 799 846 869
Is it comfortable and easy to use 716 753 17.546 149"
Attributes attributes s there a valid reason for purchase 694 744 13682 16932
Excellent in functionality and performance 696 666'
Is it good compared to other products 666' 797
Is it on-going useful 687" 673’
Is it superior when compare information 661 704
Is there a need as a tool 633’ 692’
Is the buying goal clear 605' 732
Is it cheap 401 428’
Subjective  Feel good 864 819 42426" 23457 877 886 916 922
attributes  Feel enjoyment and joy 825 87 32483 44827"
Subjective  Upon purchase, get a good feeling 783 822 23.600" 35340
When purchase, any good feelings 727 654'
Is it intuitively attractive 687 700"
Can't explain, but like it 674' 616'
Satisfied appearance and color 591 550
Can experience a variety of senses 544! 730
Satisfied my dreams and fantasies 494' 608'
Don't need it but want it 438" 348!
Symbolic  Isit a trendy product 866 884 13965 33391 846 901 926 952
attributes I it a trendy brand 802 862 12969 28.161"
Does brand image match with me 691" 689'
Can express my personality 540' 651"
Consumption attitude | think it is a wise consumption 895 896 50227 48851" 910 924 932 949
I think it is a desirable consumption. 863 867 25885 39403
I think it is a reasonable consumption. 857 903 31.554" 59.502"
I regard it positively 732 874
| think it good 692' 796
Consumption happiness I'm happy 883 894 38.645 52473 902 928 910 931
| feel good 871 879 52638 63.256
I'm joyful 809 865 33.844" 48963"
It makes my life satisfactory 764 708
It makes me happier than before 731 91
| feel proud 704 764
| feel comfortable 587" 718

Standardized solution, which is the first stage of reliability verification, is deleted below .708. and select common metrics for both sentimental and sensible
consumption.
“p<.001
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Table 3. Discriminant Validity of Sentimental Consumption Measurement Model

Selection attributes

Consumption Consumption

Objective attributes Subjective attributes Symbolic attributes attitude happiness
. . L . 715
Selection attributes Objective attributes 846 232 338 291 131
L . 839
Subjective attributes 054 916 229 020 686
7
Symbolic attributes 14 052 8 181 136
926
. . 868

Consumption attitude .085 .001 033 932 032
. . 828

Consumption happiness 017 A7 018 001 910

- Diagonal line bottom: Is AVE greater than the square root values of correlations between potential variables based on Fornell-Larker standard
- Diagonal line top: Is the AVE square root value proposed by Gefen & Straub (2005) as a variant of the Fornell-Larker standard greater than the correlations between

potential variables

Table 4. Discriminant Validity of Sensible Consumption Measurement Model

Selection attributes

Consumption Consumption

Objective attributes Subjective attributes Symbolic attributes attitude happiness
7
Selection attributes  Objective attributes 869 % 238 -.059 739 316
N . .851
Subjective attributes 057 922 .600 .200 710
. . 905
Symbolic attributes .003 .360 951 -014 .340
. . .900

Consumption attitude 546 .040 .000 949 330
. . .867

Consumption happiness .100 504 116 .109 931

- Diagonal line bottom: Is AVE greater than the square root values of correlations between potential variables based on Fornell-Larker standard
- Diagonal line top: Is the AVE square root value proposed by Gefen & Straub (2005) as a variant of the Fornell-Larker standard greater than the correlations between

potential variables

A Znlo} ol AF wo] AulEE ALS] 5591744
£ Table 504} Zo] wlws] H g4 4nEEe- ofF
(22.5%), BFE(8.8%), FTHEB.6%), A135(5.4%), A1%H(5.4%)
o o]/H;Q /KH]% V]ﬂ_ 18 5%) x}4(9 7%) 7}11
(6.4%), FTHE(6.4%), A35(5.6%)=0-2 VFEldTh, AR At
21 2,30t AwlAbe] TP 2ot o] dmle] AH|E 7t
o ol wh= xfol7} LpehtA] oj= 7| &A7H(Dhar
& Wertenbroch 2000; Jha & Adhikari 2016; Lu et al, 2016;
Okada 2005)2} o] /34 0 =Wk Jrifjsh= Al 22 o]/d 4o
=RE sl AlRRCR Uil Zlo) ohzl shuhe] AlEe] 114
X4 o]k]x% E/Ho] 5= ;(Ho]-\:q A YS 7(4 xﬂ

2 FESHE 718 AulAe] o] nhiehs 412 ojnlgic

sk,

5O o|4A A=
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5. AH[EHE 2 AH|SHE H|R

A an|e} oA Aulo]] T AH]EjES} AH]e)E o] 2}
o|& H|wa}l7| 98l Table 7olA9} o] TS AL AlA]
SFATh = 71A] AvleEs §-o)st 2o |7} LI O o] A A A

H](5.754)0f] Hiet Amle s} /2] 4xn](3.639)00] TRt axmE]
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Table 5. Product Types of Sentimental and Sensible Consumption

Sentimental Sensible

Family and Environment Research fer

Table 7. Consumption Attitude and Consumption Happiness of Sentimental and
Sensible Consumption

Rank (% Rank (%

an consumption (%) an consumption (%) Category M SD t

1 Clothes 84 (22.5) 1 Clothes 69 (18.5) Consumption attitude  Sentimental 3.639 1.263 24063

2 Cosmetics 33(8.8) 2 Cosmetics 36(9.7) Sensible 5.754 967
H . . . .

3 Cell phones 21 (56) 3 Ome 24(64) Consumption happiness ~ Sentimental 5.501 950 8.247
appliances Sensible 4903 1161

4 Food 20 (5.4) 3 Cell phones 24 (6.4

4 Shoes 20 (5.4) 5 Food 21 (5.6 p<.001

Table 6. Selection Attributes of Sentimental and Sensible Consumption

Standard
Categor Mean
gory deviation
Objective attributes  Sentimental 4.536 1.168 21.118"
Sensible 6.020 910
Subjective attributes  Sentimental 5.453 1.005 9.050"
Sensible 477 1.281
Symbolic attributes  Sentimental 3.950 1.607 .099
Sensible 3941 1.613
“p<.001
= wrh 3RO b}EP*E}.

6. TEZEo| "Wt

AR Zd] TO- o)A A An|E ok o) 1egie Al
Z}zbo|| thRh Amlejiegf Anleiof Rl R (structural
R 3.3.3(2017-03—06)2] j7]A] lavvan 0.6—32} Tf
7]1A] semToolsE ©|-&ato] H7lst AT}= Table 87} ¢}, L%
2 o] Asl-= Hooper 5(2008)2] 7}o]=e}2lx} Ahmad &
(2016)& rarsto] F7igh A} W vhEAe]e 4520
37 axmjet oA Axnfof TRk R O] AT} nlAEH

A o 943tk

model)S

R, 7+

4
Asnjsyol u] )i olgke: o4 4mo] Holut fofshA Lt
(e}

el whet ol 42 Awlo] tigk Aulemrt A A4S A
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Table 8. Evaluation of the Structural Model

Sentimental consumption

Sensible consumption

Standardized

Standardized

coefficients SE i coefficients SE ?
Subjective attributes — consumption happiness 702" 037 18917 731" 054 13559
QObjective attribute — consumption happiness -.042 057 -732 .004 078 051
Symbolic attributes — consumption happiness -.023 051 -443 -.095 059  -1.613
Subjective attributes — consumption attitude -1M 058  -1.908 010 064 156
Objective attribute — consumption attitude 2797 064 4351 738" 038 19.190
Symbolic attributes — consumption attitude 112 .061 1.817 024 061 .389
Consumption attitude — consumption happiness 063 048 1.303 179 071 2516
Goodness-of-fit index  Absolute fit x 157.262 (df = 67, p = .000) 152.049 (of = 67, p = .000)
RMSEA (<.07) 061 .058
SRMR (<.05) 044 047
Incremental it CFI (95%) 969 978
NFI (.95<) 958 970
NNFI(TLI) (.95<) 948 961
Parsimonious fit y[df (2:1 or 3:1) 2.347 2.269
PNFI (no criteria) 698 707
“p<.001, "p<.01, p<.05
44 v B RYHOR WIRICE A, o) A] iR A8 & olZo] 2 2,300k AT S SR AR AT 9o
LS ATA 4, A B, AR SR veaL anlE] o] A anfvE s o) Qlom 4he] A S AAE
=, Znjgiol gt FRY YRGS AEA Auk, A B 9l SIsHy|o) @A A Eak chopel 71 F ShE
ol 41%| dovje} SIS A AEi o] sulee] A o FH 5 A8 A,
T VAANE axH]RERll= k] AleEAdRto] S Ao R o AR, 2,304 RAES /g A0R 2SS L o] E
P vR= A SR VERITE AH[E T AH|S R v|X= G 2 AH[E AU o] Aol A ATl aresto]
& oA axH] Alofak FofShA| LR A el d e e ATEIRE A9 U] F 3RS fe vh, Ak AdelibAs 2
=S PN AuRRel| o vk Ao YERdT arefsto] Aeigh A9 A4le] bl E v S A 0= 7RI, o]
Ao AE o R Ui} 22 ARES EEdll & 4 & B9l AR VIR FoRIAY S VS AU
olrk, £ LS Alylel o 2 S450] dupt A HE
WA, 2,30t MRS A o AnlE S o) dAle. TPE e 7-8RHA] ARg-o] GolRtA] Sl ek Al
2 2012 3 ufo]] Zbzbol] ot o] FHEA T /b iAot Po] WHSIA A solof 3 23 £AEL ot
Ut Aol s wi KR Rt olgHon Megt U H FEPIE SRslths 2 ojufaiey, o)wa Ll
L}, o= Ao =N il Al 22 o ot sl 2 Anfxp 7Qle] Sl wiet thEAl 7R 4= Qs el e
© AREOE W= Zlo] oyl ek ARl tiell A4, o] T - Wkl o b, axH]Eiis A o= gRejof| o5
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