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Abstract

Purpose: This study applies the Unified Theory of Acceptance and Use of Technology (UTAUT) to explore the impact of
ChatGPT users' technology acceptance (performance expectancy, effort expectancy, and social influence) on WOM. Research
design, data, and methodology: A survey was conducted targeting ChatGPT users in their 20s or older in Korea and used for
analysis. Testing of research hypotheses is performed using SPPS and AMOS. Results: First, ChatGPT users' technology
acceptance (performance expectancy, effort expectancy, social influence) was found to have a positive effect on continuous use
intention. Second, ChatGPT users' continuous use intention was found to have a positive effect on WOM. Third, ChatGPT users'

continuous use intention ChatGPT was found to have a full or partial mediation effect on the relationship between technology
acceptance and WOM. Conclusions: These results mean that ChatGPT's outstanding functional utility, convenience of use, and
recommendations from people around them have a significant impact on the continuous use intention ChatGPT and WOM. As
Generative Al becomes routine, disruptive innovation through Retailtech is expected to promote changes in distribution. This
study confirmed the relationship between continuance use/WOM and technology acceptance. Distribution companies need to

improve efficiency/convenience using Generative Al and implement various WOM marketing.
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1. Introduction
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2. Literature Review

2.1. Generative AI and WOM
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2.2. Unified Theory of Acceptance and Use of
Technology (UTAUT)
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1991; Davis, 1989; Fishbein & Ajzen, 1975; Venkatesh, 2000).

2|1 §87|&+8 2 H(Unified Theory of Acceptance and
Use of Technology, UTAUT)Z 7|&+82%Y(Technology
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(Bhattacherjee, 2001).
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3. Research Methodology
3.1. Research Model
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H, (mediation effect)

Continuous
Use Intention

Figure 1: Research Model

3.2. Research Hypotheses
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m2tM o efe 7|Ex88 =
F=&(dat7|ti, =70, AtelH
=

3 3
7ty BN HMEQAL of A tEE¥2 LSt 2o

0

i

.
Q

[=]
X

am oy
M

3

H1: 4ddAI AL8Xte 7|&+82 X|HAE2 0 tis &
oIgh H(+)2 S 0| Aolct.
H1-1: dab7[= XEAE2 =0 Tl Feleh F(+)el et
= 08 Aotk
H1-2. =37|0= XHAE2 =0 Tish Reloh F(+)el et
2 08 ZAo|ck
H1-3: AR[H B2 X[HAE2E0f Cfs) Foloh F(+)el ¥
&2 O/E Ao|ct

&AL =0t & 2% MEH = HF0| WOMO
(Gu et al., 2018; Hwang & Cho, 2023). WOM2 28

a

= I
S =
/MBS S 24, 2 8l =81 2Estol st
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£=2 QA0 2CHHuete-Alcocer, 2017). 12|21 ChatGPT2t
= oM 1 F&o| HF = RACHIo &
24 HESIAQ4 2EAEAFE ST
L2 womel = #Hel/ant
o2 EEANF ME/MHIA0 Cist JHId ZE,
ot 97&% 220N SFEH XY 23t
2023). ChatGPT2t &2 M7|=014 WO
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mata of AfE

St 7lE+8(gat

1gghe SEBsE woMmitel A
A o

a2t

N
H
=
N
i)
= A
ot

i

m> ]
HI

30
i

o

e

H2: ‘4dFAlI ALEXtS| 712482 woMOf| |elgt F(+)2l

Zo|ct.

H2-2: = 37|0j= woMo| CHs Rt F(+)el g2 O/
Zo|ct,

H2-3: At3|Egek2 woMoj| CHsll Rolst F(+)el I&2 O]
& Zo|ct,

WoMIt X|HALELS|EE RF 2HAFYESH 7|E482
s

AN ZL23t FeS stChHwang & Cho, 2023). WOME
Cteot AL 2|RE E0 3EA dde 3/te S00A|
qeS oo, 2023). 7| Y2 AH|XIL HE/MHIAE K&
MO Z A2l ZE 8j0f $HCHCharm et al, 2020). A17|&/A
HAE X&EHo R AM8Sts AH|[Ats FHAMZSHA 3H
ol WOMS & 7+5°80| &CHCheng et al, 2022; Hwang &

Cho, 2023). ChatGPT= FZ 72l Zt2| woME &3l =%
SHA MEIZ|RIQD| CHE AH|XF M3t wOME &
E= FH2 MdolM E3 FEZ T CHHwang & Cho, 2023; Jo
& Park, 2024). SNSQt 22telEHES S FHITH EMn
oA mtgE = ACHJo, 2023). WOM HX| AMXI7} 7|
=0 DHESIL X|EHEFCZ AESiE = ZR0Tt 7hsSht

o
(Ramadhan et al, 2022). MH[AE X[&£XHOZ ALESHE AH|

e 7|E0402 7|90 o B2 7|08 5tH woME &
S A7 7 X0 =20| =lCHHwang & Cho, 2023). 2t
M ChatGPT AFEXRS| X|ZALEL|EQ WOMS| HAE &AM
StOXp SOt O ATl JHEMFE CH3ot 2Lk

H3: MMdEAl ALEXO| X|HALE
ot "(+)e] &S o|H Ao|ct,

ol = woMmo| CHsH |9

woMe| 7tE 583t Mz e MHIAE XMoo R ALESt
AXt e AFEAF QJX|0|H, D2 woMlt Z2 HZAH
ol HRUAOIME S xtilol AHEE T, 71EL I/
CHHameed et al, 2024). 1242 =F £ A4 O|ClojQt Z
2 ARUZAHOM M E Sl ME X AMH[20| Chet HEet
Zdde Mutg £ QUCHFarzin et al, 2021). WOM2 AH| X0
olgf ZHEE|N FnECt O F FES 0/XH FUHOZE Al
oMol Mz

| d4%/43E LIEtE X|®O|7|= 3lCHRamadhan
et al, 2022). YEXMOZ WOME ME/MH|[A0 CHSH AH|XL

o F7rapga 1o mE ofArEH

S0l ZHEs S O
FCHGu et al, 2018). 7|Y2 DHHAHS HMSHT| el 7&
of &t EXE SHX|BH EXIF =940 Ao H T T
29| X|HAMEOZe woMlt 22 KE T HEZS 2T
Of stCHCobos, 2017). [2tA O] Y7 CHSot 22 A7t
HdE 83l XHAEoE2 7|81t WOM EA0lA o474
gats AMmEQLCt
} wome|

H4: X|&ALELe|E = MEEAI ALEXLS| 7|&
ZAOM oh7iES B A
H4-1: X|HABOEE *<>"’S§AI AHE ALl k7|t woM
o| EHAHOIM OH7HY Ef

H4-2: X ZAEo = MMHHAI AFEXIO| L&7|Ciet WOM

of BAOIM Di7iYeS & Z0|Ct
H4-3: X[EHAEo == HIdPAl ALEAtSl  Atz|H Fetat
wome| A oM DH7HHEE e Zo|Ct.

3.3. Research Design

AFME YAl LHRS| J|e+82 3712 o9l
(S 7|0, =HTI0, AlRlY Fdeho= g5t X|HAL
2t HEXEeR ZYSto & 67lef Cf

NES 2E5HA ABSRALE. FH=F= S 2074
o o (=1

o, Zt o500 tishM= 1=THH
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wx oo ofo
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JZX] @or, 5=019 2¥crel 58 HE== HFoIAUL.

gar|t= Alte 2ofg & Aok, '=8E WEAH Z4
g & UCh G s SYAE = U 2EHOILNE
e AIBE ™S HR7| oY, AR HEY MHAR
HEot7| L, 'AHEY-O| =3iX|7| o, ‘M3t gt
2 MY g2 LA , e

SAMBoEE ‘UE JHsOtE AL AR8Y 2ol ALY, Lt
= AEHe=z A8Y AZOILl, '*HeRE AL AMEY W2
o2 woMm2 'FHg Aojot, ‘Motet Aot '3FH2=
O[oF7|g ofgto| QUCKel 2 371 2gez FEstALt. 1 &
of 42 SEXY 7|28 Ad & & 5 4 E2¥E =T

5tof, 2571 225 EH|SHAC

3.4. Sampling and Data Collection

O] A= MMEHAI AHEXIS wOMO|| Feg O/X|&= &
2018 =QIst7| 3t 2Foz 2022 1Y 1LLEH 627}
X| CHstOl= 20CH O|AfS| ChatGPT AMEXAIE CiAMoz 22}
o HEXZALE HASIRILCE O 17t #Asto =HE S8F
Xt 21080 MZANME AT EMO ALESIRALCE +=TE BE
AEEs EAZZIY SPSSet AMOSZ 2M3}SiCt

Hu, A7 SAHN Sde8 TSt uX SEA Cieh iz
248 HASIRCE EM, WA Lerdar EfFGdE 2l
I5to] EHME QQIRAM M2l 2MIt SolM QQIEME
HAISHRACE AW, FE0E EfDHES TS| It THE
EtZEd24S HASHIUCE U, 2¥ Mzt 7HEAZE
Q5to] AELFARESEM) 242 HAISILH X[SHALE
o|= 9| Dj7§EIH= AMOSQ| Bootstrap RS A3l A
ZotQUCE SEM 242 J|E o|28 HAE/EMdte0 HEst

Ch(Hair et al., 2019).

4. Results and Discussion

4.1. Demographic Information

o] dlt= SEXA 210% & 200H 37Y(17.6%), 30CH 67
(31.9%), 40CH 55H(26.2%), 50CH 37H(17.6%), 60CH O|& 14F
(6.7%) 22 LIEFGCE 7h7 YAS2 5002HI0A 1,0002H
103(49.1%), 5000t OJ2F 91FH433%) =02l =Y
106 (50.5%), 01 104H(49.5%)2 LIEFSIC E 2 AR E|

130F(61.9%) 2 7t& HQUCHsee Table 1).

Table 1: Demographic Characteristics
N(%)=210(100)

Variables Items N %
20-29 37 17.6
30-39 67 | 31.9
Age (years) 40-49 55 26.2
50-59 37 17.6
Over 60 14 6.7
Under 5,000,000 91 43.3
(F}?g‘vi\%”ocrﬁme 5,000,000-10,000,000 103 | 49.1
Over 10,000,000 16 7.6
Male 106 | 50.5
Gender
Female 104 | 49.5
Office Worker 130 | 61.9
Professioal 28 13.3
Student 14 6.7
Occupation
Self-employed 13 6.2
Housewife 14 6.7
Others 1 5.2
Under High School Graduation 3 1.4
Education Under University Graduation 180 | 85.7

Over Master’s Degree 27 12.9

Source: Authors’ suggestion

4.2. Measurement Model

| Cronbach's Alpha

Sotn, =N QM (CFA)S

tol o] eo| &HFNYE 7ol EtEdo|l HELA=XE
2}OI 5} S Ch(see Table 2).

Table 20f| 2, == 671 2=9| Cronbach’s Alpha %t
2 2% 06 0|22 0| Aol HARHEo| HEE A2
2 mehgh = QICHChurchill Jr, 1979; Morgan et al., 2004). 1
2|1 Std. loading2 25 0.5 0|22 3{8H | 0.5~0.95 LY
2 R9IBICHBagozzi & Vi, 1988). 5H HEEQ| THY Xt
d452 fg =HoH QIEM(CFA)L Zits x2=161.495,

df=125, p=0.016, x?/df=1.292, RMR=0.036, RMSEA=0.037,
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GFI=0.921, AGFI=0.891, NFI=0.918, TLI=0.975, CFI=0.980& L}
EfRICH LRHO 2, y/dfer2 ek S0 MHE x20 ot

54
S HojF=H 3EEf o HMEtHol Mg RHESIN, O
o Mgtk X5k HEHQ £F ZUS0| J|ESS 8
g = As A= UEH HFS 2250 25t +HE
O|2X Yol HuEtyQl Motes ¥t 2 5 AUCKHu

& Bentler, 1999; Shi & Maydeu-Olivares, 2020; Xia & Yang,

2 HAeX| BIEho| fI5tof, N EE0| it ME(AH=(CR;
composite/construct reliability) 3 Ha24Z3=(AVE, average
variance extracted)atS AHESHO 2 QISHRUCE Table 200A 4
EAl+(CRE 7t R2 20| 0806 BwzMFEAVELUS
1Y 2& U0l 051ME, Ol MAAFOM HAIE 7|E(CR
0.60|4, AVE 050|4hi¢tE FZFSt= ZAO|CHBagozzi & Vi,
1988).

2019). =k O] Aol 5 HE=S0| WFS0l s thEd
Table 2: Reliability Test and Confirmatory Factor Analysis Results
Constructs Items Std. loading SE. t-value AVE CR Cronbach’s a
It will save my time 0.628
Performance | can achieve my goals faster 0.703 0.129 8.020*
Expectancy 0.644 | 0.878 0.797
(PE) It can improve productivity 0.775 0.138 8.541*
It's efficient 0.734 0.127 8.256*
Easy to learn how to use 0.795
Effort Customizable and easy to adapt 0.768 0.089 10.801*
Expectancy 0.653 | 0.882 0.804
(EE) Easy to get used to using 0658 0.100 9.214*
Easy to adapt 0.644 0.092 9.008*
| use it like me 0.618
Social | like my use 0.730 0.140 7.962*
Influence 0.511 | 0.806 0.788
(SI) People talk about ChatGPT to me 0.689 0.113 7.672*
| am influenced to use ChatGPT by others 0.749 0.129 8.081*
| am willing to continue using it if possible 0.904
Continuous Use
Intention | plan to continue using it 0.857 0.059 16.846* | 0.844 | 0.942 0.897
(CuUI)
| will continue to use it in the future 0.829 0.058 15.891*
| would recommend 0.863
VO\II\;)Cr)d'\;IC))f—Mouth | would spread the word 0.844 0.135 10.873* | 0.743 | 0.896 0.836
| am willing to talk about it positively 0.688 0.132 10.717*

Model Fit: x>=161.495, df=125, p=0.016, x*¥df=1.292, RMR=0.036, RMSEA=0.037, GFI=0.921, AGFI=0.891, NFI=0.918, TLI=0.975, CFI=0.980

Notes 1: *p<0.001

Notes 2: AVE: Average Variance Extracted
Notes 3: CR: Composite/Construct Reliability
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20| =HoIE(H, 7HofA FMAlgh HieE 20| 2= 2

l

227F F(+)Q Zngo|ez YHAHEIGYE HESIRAC

S
> rlo

Table 3: Discriminant Validity by Correlation Analysis

= & RUC(see Table 3).

Constructs 1 2 3 4 5

1. Performance Expectancy (PE) 0.644

0.564*
2. Effort Expectancy (EE) (0.318) 0.653
. 0.337* 0.360*
3. Social Influence (SI) (0.114) (0.130) 0.511
. . 0.566* 0.579* 0.439*
4. Continuous Use Intention (CUI) (0.320) (0.335) (0.193) 0.844
0.495* 0.492* 0.579* 0.660*
5. Word-Of-Mouth (WOM) (0.245) (0.242) (0.335) (0.436) 0.743
Mean 4.000 3.920 3.445 4.052 3.614
Std. Deviation 0.7089 0.6790 0.7021 0.7006 0.6461
Notes 1: The diagonal value is AVE.
Notes 2: *p<0.001
Notes 3: Parentheses( ), Squared value of correlation coefficient
4.3. Structural Equation Model (SEM)

O @io| FHHABO o TERYHARHSEM) 24 dehe XSABOEE wESE fadt ¥ & YL
&510], =EE A= 33 ZChsee Table 4). ZHo| Xgt H2 7td2 22 I ACE 4d AFE RO
L& x2=140.581, df=122, p=0.120, x?/df=1.152, RMR=0.035, g2 W oty st HAE # 243t
RMSEA=0.027, GFI=0.930, AGFI=0.902, NFI=0.929, TLI=0.987, el & OMOf| Relst F(+)al ¢S OiX|=
CFI=0.9902 LtEFGCE & 99| EEE Mgk $XE F LIEFSCE CFRH GOb7|0i, =370 |olot I
ZYUHPADHO| Wt 7|ELE ot X X ESI H LGHH XX RSHACL d2AFE 7IZE2E WOMO| AtelH d
HEHHO £ ZS0| 7|F0 =82 + A= +EY AL 0.434 (t-value=4.932; p<0.001)9| YeHS o1 QY2
B LIELLE, A7 2P0 i Mg 7|ES MUtEeR & It7ICH 0.072 (t-value=0.772; p>0.05), =3H7|Ci 0.006 (t-
=3 |

St
Maydeu-Olivares, 2020; Xia & Yang, 2019). [2tA & A9
T2EY M= PEEE 2 QaEAE dYst=0 AU
SEo Ao 2 TEHEICHHair et al., 2010).

UTAUTE =83t MdHAl AFEXIS] woMo| @&2 0O/X|
| 21t Z

J

K| HAE LI E=0]| OfLE

J
S Qo3 Fwol ¥

el

OX|= A2Z LIEtGCE d2H %
£ 71E22 XZAEQZ0 7| 0347 (t-value=3.591;
p<0.001), ‘=2 7|C 0.344 (t-value=3.577; p<0.001) AtZH A
3 0.226 (t-value=3.037; p<0.01) =22 Hzrzlg Ho|a
Ch Ale 28M/MMMEE 20138 4= ACHKim et al, 2019).
Y MHAR HMZ5L7| 2[R0 FHARESO0| &S 0O/X|
2 nl

SYSAI ALBAE] Y|EE(8atI, =TI, A=

_

Jap =

4

SRHLASHA AA /KN E[ACHJo & Park, 2024).
o SrEY MHA dEa 22 48X GH
HEZEH =M/ WOMIF ZH2 AL
FHAHY CHAl 3 2 WOMSIE
A2} &
N A SHAl ALEXLS| K| HAL
oot HE ZeX 243 At
OjX|= A2 2 LIEtGT Hd2A+E
ZAHEO| & 0464 (t-value=4.588; p<0.001)
2o|1 T} X&HAEo s woMO 2-H
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+ ok,

Table 4: Hypothesis Test Results using Path Analysis

Hypothesis Path Std. Estimate S.E. t-value Results
H1.4 Performance Expectancy 2 Continuous Use Intention 0.347 0.128 3.591*** Accept
H1- Effort Expectancy = Continuous Use Intention 0.344 0.110 3.577** Accept
H13 Social Influence = Continuous Use Intention 0.226 0.075 3.037* Accept
H2.1 Performance Expectancy > Word-Of-Mouth (WOM) 0.072 0.094 0.772 Reject
H2., Effort Expectancy y - Word-Of-Mouth (WOM) 0.006 0.082 0.063 Reject
H2; Social Influence 2 Word-Of-Mouth (WOM) 0.434 0.067 4,932 Accept
H3 IContinuous Use Intention = Word-Of-Mouth (WOM) 0.464 0.077 4.588** Accept

Model Fit: x?=140.581, df=122, p=0.120, x*/df=1.152, RMR=0.035, RMSEA=0.027, GFI=0.930, AGFI=0.902, NFI=0.929, TLI=0.987, CFI=0.990

Notes 1: *p<0.05; **p<0.01; ***p<0.001

Jd2|3 o] MM MMEAl AFRXLS| 7|42 WOM
AOJOl Mo X|&AREL| S| Oj7i2= AMOS2| Bootstrap
FHE AHESHO 7*’<°P°°‘Ef(see Table 5). Bootstrap g2
U= A CHEF 95% 42| 77tE MEHon, A
| o™ Oi7H ZH7t 5% F+E0M &
AXMOZ QRolgt HOZ EHEHSICHPreacher & Hayes, 2004).

Of7fZate| 2AMZ0N XZAEo == HHHAI AHEXLS
e T Mib|tl, =70t wOoMe| EHAOAl e
OfZ7HZ2at7E Qe A2 LIEIGoH, AtgA dare 22 0Of
NE7E e WO 2 LIEILE H4 ARIHE 2 RHEHE|RACEH [}
2hA AlZH Hofn UEH MH|AQL Z2 A8 HHES FY
of HdEAl AR WOMOl& X|HAIE 0827 5% o
e sictn g = QUCH
Table 5: Mediation Effect

: Total | Direct |Indirect

Hypothesis Path effect | effect | effect Results
H4. |[PESCUISWOM |0.233*| 0.072 |0.161++| Full
mediation|

H4> |[EESCUISWOM | 0.166 | 0.006 |0.160*+| Full
mediation|

Hds  [SISCUISWOM  [0.539**%0.434*+ 0 105+ | Partial
mediation|

Notes 1: *p<0.05; **p<0.01; ***p<0.001

4.4. Discussion

MR, WdGAl AR YlE

o oo

TS, =7(o, At

o YEme A
2 LERRCE o] ZAnts MY AT (Bokhari & Myeong, 2023;
Venkatesh et al., 2003; Venkatesh et al., 2016)2| AZA1tQf
o|x|o|-|:|- UTAUT— gkg.ol- A—IoH01:|.L'— 7|AA_9. MJ——'|'7|EH, =

O o

& 5)0| 3o =0 3FH = 0K
pL|
=

Argolzo 2HHOl ¥ Ojxs Ho

I8 d 0l =
E Zd% 2oI8} A CH(Camilleri, 2024). O] ¢ro| ZADE Azt
Hof, HEd MH|AQL FHARES AF S0 g‘*&%AI%
XEHOE AMESEE St 2% 2210|2t= 20| ZHQlk|
AL MHFAlE XHESHE MHAZ HO|MO| EfSIH =
27 0|Ch(Lee & Shin, 2020). :La| TR, APSA gk

~
=8 BHSts ZIITA0M £33 FR23CHVenkatesh et
al, 2003). ChatGPTQt Z2 *”“°*AI'— ALEXES| TICHO| =&
SH= MH|AE X237 8l = 2H8l0F SHCHCho et al, 2023).
=M, dddA AEXS| J[&+8 FOM ARAH 2
wWOoMOl 28X Ql dekg 0|kl A2 LIEHECH o] Ay
£ M (Jeong & Jo, 2024; Slade et al, 2015)2] HFZAD
P oX|erot ofgh dapo|n, =357|0i7F woMmo
gg 0jficks M ATReE Hoizle Z1to|CHKhan et al.
2024; Loureiro et al., 2018) UTAUT MR = 7|&+8(dL
7|th, ==7I0, ArRl® dehol woMo| felst dekg oji
CtD 8t CHJan et al, 2023; Khan et al, 2024). 8}X|2F =&
Z10het dapv|tle |olst F-koA 7t LIELIX] §fE =
QICHATrfi et al., 2021; Slade et al., 2015). 2N WOMS A
AZ17] 23t AlZ|E dgol dgto] F8235tCtJeong & Jo,
2024). O|E 2Idi SNS &2 &&sfof otCt CIX[E HFLA
OlME Salf ME/MHIA0 CHst 741X ZHE, AHE 27|29t
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W =

IStA Moo A meE = UACtUo, 2023).
SHE 3EH 422 MER ABXIE AIE

BAM/TEOEE R = A7 MEOICHL et al, 2022).
MR, YAl AFEALL X|HAHELE= WOMY SEH
o dgg OXl= A2z LIEtEC 0] Zits MAAF
(Farzin et al., 2021; Hameed et al., 2024; Kim & Kang, 2023;
Quinones et al., 2024)2| A+Zntet LX|sHCL WOME
ot AL E2|RE E0l 38X dYE S/ot= FOiN
SIEZ 7|¥2 AH|AL ME/MEIAE X[EHo=z A
F=E d{OF $tCk(Jo, 2023; Charm et al., 2020).

AR, RHAELlEE AHEAtel 7lea81t

r

e

njo
e M
oo %

Of

A aH
wome| ZA oM 7SS St W2 R LIEFRICE At2|H
g2 RE07Y IS ot HHH cHo0f, dup|tie &
HO7 A2 ot QUCH AFR|H Fgkdh gHEsto], sNs/22t
QIEMES Z8SIH FHAT TMuAoA mI=HE 4SS
=2 =& UX|T Aot 7|0 SHBEH FHAZAES H
SE ME o7t AA ECHCamilleri, 2024; Jo, 2023). A|Zt/
S "ostn HEE €& Aol ftn = siFe
=g AR XEtEE =0|H AEXISl 9X|E =0l
7l0igt 4= QUCKBlumel et al, 2024; Cui et al, 2024

Iranmanesh et al., 2024). X|EAIROEE =0|= i 7|9

HiZU A 2@ S0t o MEf 30| 2Rstot

5. Conclusions

5.1. Implications

GEGAIZL| 7|2 U0] ASFEHD UAs HEOAM, O A
T MdYATE HIECZ UTAUTE Z83H0 ddHAI ALE
Ate] womof dets OX|l= MRz 7|e48 X|&
AEOIEE st womtel BAE =elstRict 12l
A &HEAM4Eeze miZizitE HSSHRACE AFLZDLl Qo2
Chsat 2ot

HA, A AR 7|&+8(dat7It, =37IH, At
gy gehe XSHAE=0 38HY IS OXl= A=

,_
il
m
i

[l

>

S =

o2, d4898A AEXe 7|e+8 T AR
|EAE =0 38X °
AW, SEEAI ALERLS] X EHAME S == WOMO| 27
g&ge 0Kl ALZ LIERICE UN, X[HMEQEE
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5.2. Limitations and Future Research
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