ARGANS A Bgo] BE A
- E-Business Model®] &&A1d 2 A= &

L Ae

AT It 2vjake] JHY E8o] B3
HAAM, NdEL UHUE 7Iwez e 7t
A AEgEA AGd YL Rolm gith

E3, Aol AAANE Fohel A2
Agse Fae duae AHY wEUs
2dol 71E AE L Mu=g PN E

A Zistel= E-Business T9E9o 7w
ol ZIdE9 x=go] IFH2 gt
ol HEo], 7Idd anAzt, Zidst V)

Azt AHE AFH VEYAE T3t A
gats ARAAY FLe ARSHA, o
A AdedulAY, EC A0 1
#2], E-Business Model 7% & Url%"
Z 3= EC Management E=
Management’t M 2& &9 Zofz
Hol 7t EE€ & T+ Uth
7199 gdAFgAE 71&Y
AgE AAANNAY AFE3E =S F
AgdHn glow, EC #HAPEY Az
S £98 AAse FA, 7199 AAAH
SJEVES #Yste A, ARAY FH
Al RAME2E 74]“‘ e A,
E-Business Model & gste EA Fol
FodHdHAER ‘3}3’— ATH.
Jde A= @Z}HEH‘E Z|te 2 e
E-Business® MEZ & Ald39< %%3}7‘3
E-Business Model®# 7]&9] Apddds &
A& AY 7r3l3l= E-Business Modeli +
B 4 ok Axes AdHUE FAo= 4
< A9 9e AEde BdEoY, o=
JEY v z2Ux 2d2 Aoy Fh &
A1 71EY AdE9e FA3AY Fstet
EHELS R EY gridEe g #A

m

R

71dd =3t EC

AR Qow, AEsed Agseat =
o gtk o] AFAME F 58 =Y
Egetol AAAN WL 28

o to I8 r{r
215

AAGAR &7l A 71del =ld o
I Esieh olsh Wiy Wi HE AL
d&53 glen, 71gEel MG AE

il

op

E1A .
o] ATdAE AAGAH} MdY AP
A wA Fgg  AZH(Strategy), 7l
(Function), = 2 M X(Process)E T¥3to] H
stz ok A AFHeE G851
+ E-Business model&& A3z, o5&
sagawz BEsiuxt 3t} Loz 7
HEY AAGARE AFH oz Gt
E5E £ 7 Jde VEY BHEES 1EF
13, olE% vlgoz AW RAHES A¢H

olf

o it

E
_é

?‘S}J‘l_x} 5t9, 43742l E-Business ModelZ
S BAste Huzt g Agd B4 ES
?f_él"-‘i 2994 E-Business Model2 70

_°,L

1 A3Aer ZEstele VIdEd Rz
Et;—!_!ixi 2 4 YL Ho|th

stRlgto 2 AXFAHNE =YsEE 7Y
o QurHAAEL WAooz AAFAYIL
719l A (Strategy), 71% (Function), T2
A2 (Process)ell 1 & addko] wha <9
4x9 olgeo A U+ E-Business
ModelE9] tdh A&d g8 71545 o
g Zldiet Bgs H4FHoR 2AG AF(E
st AL gt

II. ARG A N ddd sl 9%

1990 th

1=]
AR Ee

zo| wlZe) AAANA AFH
AARAY BFe FEees

FAYL FEES AA, 199%5ddlE A2 A
A AAAA JeNE B AEALE

PN

Ad4+E ZFA ST, 19979 = Syt
Mz ZF AdHEZ A0 ARAGAHEE

o

g T A AYHY PGS
G Fol gow, EZ348 T AAAY
#A/EE UG G A7) AW
@ 9

AR BFAAE QB AR A
3w 7197 JRsE TE 2 AR
Adstzel #H9 o]F¢ WRE I 9o

H, o]Z 93 7149 A B AZF(Information
Strategy) B A4 AH AEHEC Strategy)
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o Jidte] @I Y. JIPFELS 159
JEVEZS] A oA AARAHZ A
3te] A} 7]% (Business Function) ¥ %
= 2 2 (Business Process)?] ®3lo] 2w
sta ok ARAH @Ho] AxHe HAH
Al ZIdES A, ARV, 9F Z2Ax
A A W] dojd R Z HqZFHu,

S&87l=

Business Strategy

-3
RY

IAY BHAAM BRL 1, &5
] SoA AAE FdE AFE A
Ao AAZAH} Fzse
olgle HAdIH(HAE )
e Ad B4, AR 45 94 2 ¥
T 873, AB(HOIH)% FIEFAH(ZZ
Ax)e 2Estd 84 78 & v
719E2 AAEA
B FRBAME BE
Hl-&9] Has AF
MEls JIEAZG o
=, ¥4d 4, A
2 R AFANE
THE ZE= A
e, o189 F4A

|
Ado] 7hsdtA H

o
i

N

O N &
T 2 M rlo
et
o X2
flo o
ot
ofN ket

/HI% HHIQ\

Business Process [% ™ Business Function

Atk olg  FA

Ade) AxY 2 =

Aol AUAE 24

g & gon oz
Eote]  FIHom
ARG ALE 7}
Ae 5 k.

<I¥ 1> AAGAY 71ed BEEFAY I AAgAH &7l

AAZAN 7€ 2] 7tHE 714

=2
AP el Wzt Wi A ¥, 9gR
739 WIE Ys 4 Jon o5& AF
2 AMuj2e W3, Y 7] % (Business
Function)®]  ®3, H#l2YE Z2Ax
(Business  Process)®] W3}, ZAdA
(Business Strategy)e] ®¥3d Soz FRET
F Atk (<28 1> FXR). JRHoZE 7
AL B BHe WwIe F3F F871d
qetol w3l HYy 9 AAe WHIE AL

gdx g $ 9o

ARFA7Iee BA, 2w g &
TS, AAAZGANAMY BARAE & 7Y
e 948 223 FHE dEE9 FopoA
gez2 33 d. 7I9dE9 Subcontract$}
Outsourcinge 2 o= wHch ZFrtstn ¢
om, 71Ed F8 AFEFESoINW AA,
Az, 29, FARF, A9 2 Aua T
oAu g A= glo] s 550 YF&
Tt 98 Edol ol FoAa g, ol
HAL JFxA & (Value Chain)el 2E @
dlA H& 719 =2 Partnershipe] AH=E 73
A-AE FRE e 713E AT
ASS BoxFa Q18]

A 71dEe AAA
A Zlewe, EF8Y, EC AEUY #x,
719 W AHAL QA R Awng, 7]
4 AR B, V1A AdAA Y TH F
TEME, A FFNE, FF2R 2

7HA A2, 3% EC vHARY 753 Fol
B @2 #HE THAoF ¥ Aoz HoY

III. ECol did dA e A+E

HZ JidEe #AH9

E-Business ModelE2 #
g8 F3L YEHOE BAFE datn &
T Utk AALZARE AFH ez G F &
&3t= EFE°] HlE E-Business ModelE ]
=3 Aok 71YEL E-Strategy® 7531,
olg wgez 7|9l 33 E-Business
Model&< AdEste, FAH AL A3 2233
=& MEstx, ogg #EIn #BIYIE
E-Management 85< EHof & 3102 W
Ak, HIZdEeE %2 2 Fxpsod  9sd
E-Business ModelE°l W3 A8 AFEo]
g gloen, E-Businessdl AFAQ 7]
e BB A s ST ALES T3
o &3 o

Timmers(1998)= H|Z2U 2293 AlYGFHA
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Che Mamame | OtxiAs s |
Jls PartnerNet
= St
== | HI3XE Al S Cios
TradeZone
BEEEEEEE =
|
= IndustryNet _____{ JA HELIEI= '
% =23 I Amazon.com
& [ otxiate MBI~ M2 Frcar memne
)é' JAL Marshall on Internet
Flentop ==Y J r 204s I SCS/Infomar
Travelocity
e [ mermuia PR
crel
. e = I Yah
j ' Sv I =3 jH 22
< -
X HANMA el
<19 26> Timmers® E-Business Model H] i
S5 759 Qgd @ 49e TP A 2Ax 34 29 5o drh #BAAAAE

A FAES AT %

£, +94 O
o 2, wz=gs zdod Adate 44
ge TAMQ FAE Eahed, Aedold

AR YEHIE 83 A FAE A
Byl Bl2Ux 29 E= E-Business Model
olgtm A% F Ytk

TimmersE JHYE FAHo2 3 H2Y2
2dES E-Shop, E-procurement, E-mall,
E-auction, Trust service, Information
brokerage, Value chain service provider,
Virtual community, Collaboration platform,
Thirty party marketplace, Value chain
integratorsg 22 ¥, o5& 75H FF
(Functional Integration)® 8Xlg] A%
(Degree of Innovation), ¥ & FTAHLSZE H]
o BMIATHE 2 FxE)

Jutla, Bodorik, Hajnal, Davis(1999)=
E-broker model, Manufacturer
Auction model 5 2.2 TF&¥3t3 gtk

ol F(1999) AZAFFH FEAA
doiM e HlzUxs RHEE Afistn Q)
oj5o] w=w, AFAiYe E-Business
Model‘—:—oﬂ“ 44 goldE viAY B ¥
toldE w9, Yeste wA AW
2etel nA Auz AT 2Y, BF of
A4 72d OEF 2% FZAN 29,
4

w Age 2y, P 29, 42

-—_ =, f A

model,

I 3 Mo HI o

al
\

71% x43F 24 Partial Cyber Model, Full
Cyber Model, A7 Cyber =4, Comparison
Broker Model, Comparison Distributor
Model, Atol®] ZAuzd Alojy 4& 2d F
o2 FE3I Ao

o]F& AAZF(1999) T AHY H|=Yx
2Yse By, FAY, APY, AuAT
FARFYEE Soz vrz o diEE
AE FAGY Mujz FAPeR AEE
god, FAEAE Ay, AulE FAE,

48 So] ok wANEL BuE AFEA
g ALY Foz FEY F glon, A
HATHL ABAMNY ArxaNgo 2 AF
e 2893 Sgdez FE3n I
o] 0] A|¢t3t E-Business ModelE2 719
BPgdFde 7RSS B 5 e, o ‘E:IL

AME 7149 A9EF5E ATFMNL, AA,

o, ArAER), 4, 5, 23, A, 3&
of, ZAME 2, HAZ|(AFEAR ) 5o 117HA
‘ﬂﬁé}ﬂz} g} 71dY A8 FEE T
22 A¢+d E-Business Model&& T #3}
we (¥ 119 2o

IV. AA3A 49 458 &85
93 # A&7 E-Business Model
g8 A
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[® 15] E-Business Model® &-&A}d

T °F E-Business Models g8 ALg
4 9E-Shon R
7 o] 8 (E-Auction) v\;ngvcfe;);%ac:tn;b r:’1vww.auctlon.co.kr,
www.shopping.com,
£33 E(E-Mall) www.mkmall.co.kr,
9 uj www.interpark.com
%7} X133 (Third Party Marketplace) Wy edex.com, tradezone.onyn.net
= www.dell.com, www.ge.com,
AL A dv) =3 WWW.cisco.com ¢
?_]_E‘] ‘5‘3 ;_} ;ﬂ S‘I_]-UH Zl’zrj S&UH %@_E{g www.goldbank.co.kr,
www.cybergold.com
www.apparelex.com,
74 AFYE B (Virtual Community) www.indconnect.com,
www.firefly.net
ZYRAME ME) 2 AEF
] ) ) WWW.UpPS.Com
(Value Chain Service Provider)
AR =L www.metasite.com,
= 7k A& 583 (Value Chain Integrator) www.netbuy.com
A www.marketsite.com
www.schwab.com,
A ¥ %71 ¥ (Information Brokerage) www.travelocity.com
WWW.yahoo.com
A Z Mol 2 A FH(Trust Service Provider) |www.belsign.com
AEHA vl MR H www.martiz.com, www.ewatch.com
Qe o) 23 www.jal.com,
3 FEANEE www.dell.com
- www.hundai.dept.com,
2 A 2R X2 ET www.hansol.csr%.com
= | 293 (E-Procurement) WWW.anxo.com
22 FuigA 29 WWWw.wine.com
e 2 A} T2 A 2y www.boeing.com
¥ Z PE A (Collaboration Platform) www.genial.com
g4A Aol §F BY WWW.amzon.com
& Aoy % 23 www.barnsnoble.com
ws [T BAee by com,wwbestbookcom,
HufF FHEY www.buy.com
ol A 9 7 2 s priccne o
221 nAAHA#E B www.dell.com
DA A 2Rl IAME A B www.ewatch.com
Al 317 Hqu) 23 www.microsoft.com
33 = E-Business ModelE& #4d o=z st QY FujAE Y MIEE BNl e
AR 5 Je AFES MEsAY 43 ¥ W, 7IdES  AAGAHY E-Business
g F e VEES YA ALEREH ModelE29 A&EH 88 AR X3t
Ed giass Timmers(1998)=  E-Business =5
Model&& 4149 AZ9 75 T A 2427]%91 HEgd &84S F dAygste 4
TE I3 vmEgot o5 M= T £ %9 s Porterst Miller(1985)2] 71X
4 JtesAds AY3Ae B oA F "PQ-‘?’—@. Z Y A (Framework)olt}, olEL
(1999)2 ¥ AdYu &S F Fo2 MA 714 el B7171A (Value-Added) 33£S 58
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[® 16] t}<t§ E-Business Models

A BES E-Business Model A% - 4% E-Business ?lﬂ‘)_l H2Ux 2d
(Timmers, 1998) Models(e] A 7, 1999) (0133 - A, 1999)
ATNE AEzesz HY 2
A A Collaboration Platform
Ty
FojgAed EREL R
= E—Proa‘lrement o] 1] 7 o) 2. & Auj 2 2 B
£ fuction Apolsl 93 2 AE HYY
Aujs i 8
Aazzqs g 2d
AR HEE 23 FEAL 2Y
Value-Chain 715 Ags 24
S . Service-Provider 25 ofeas 2
o HlufERd
e N EEAE D
na
g4 doluE gEa | o0 Y
ot A | -~ o olWEY
. . HE tjo]dE oY 2d o
e 1 E-Auction, Trust Service, ulA @A x
deigle] gA ALY =24 )
E-shop, E-mall, 3272 Au A
Third Party Marketplace | €3 Alolnv] B g Fle e 283
of 2E Aoy 2d 29
AT Aloln] Bg Aua AY AT
EEE S
a7 Virtual Community e A M2 e 2d| L FAHY
L S Information Brokerage AARR AFde 2 = B3y
Zuz §AY
My 2EH
e ERE
CHEaE ) Az AFULY
Y% E(Primary  Activities)® AYEFE o), mAR A AAFEE2(H7]) o2 7B
(Support Activities)® EF3lx, FLBFE [ T - =
o] 382% wE ARV FEAHEL A w3 Porter?t Millers 7199 X855
HelRA JigEe] ArnIies AHFHRE & & Firm Infrastructure, Human Resource
248 & Jde INHSAHAES BHE B Ae A Management, Technology  Development,
kst ot Procurement 5% T3 ded, AA4
o] 2dlg AYAYY AFY FLEE ARE L3t 71de €5ES V&,
& BAE2AM AMEE £ ded, e 714 AR#E, AAH, Partner ¥, AL#e,
9 FREFES Inbound  Logistics, A AFTe, 9¥BY T2 FRY F A
Operations, Outbound Logistics, Marketing S Ao,
and Sales, ServiceelX QF/ME A, Fl, H] %8k A7) Ives and Learmonth(1984)2
AXHERA), %, 5, 23, AR, & vzt YA AF R AM¥2E ALY
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(Resources)2.2 B o] XYL Auart &
&3t AAES 137149 dAZ yFo AHE
71ee AgH LS AEHES FHoE F

s E=ZA  Customer's Resource Life
Cycle Model& Aletatar Qlt}, o] Eo] A|AF
Azl 29 FHFI)oE 13 JHXo Z=2
M 2AE o] Ao H A=, Establish

requirements, Specify, Select source, Order,
Authorize and pay for, Acquire, Test and
accept, Integrate, Monitor, Upgrade,
Maintain, Transfer or dispose, Account for
2t o] 2942 E-Business 2 do] 1

t
s
o

AgF el Fdolxe nAY 24 m—7l
T 87A9, AAdE, FHA Hg, F

l'.>|i Ao 8 & o
fru

, Ag, 8, A9, §F, =4, 1A, ¥A,

g Ax 5o AANEL YRE E3std A
FFE £33 (Integrated) E-Business
ModelE 2 wA3dtdor 2 2o A ¢l2A
#A o}

71E 9 AFAE ] A ket 1 Ne

E-Business ModelE& °olE9°] #AFde F8
7}% (Business Function)g@ & F%3ld w49
o, AAA FA, FHAA, FF, I’-«‘V\i
H2 Fo2 FRE 5 on, olF 7T
3t Qe ¥2RY: 2dEn 9 &8
A ES [E 2]9 kel

E-Business

28 7154

V. ARG A 4 <
Modeldl dist A3
ZA}

Z1dEe] AAEAUNE AFgHez &8s
7] 918t =219 71del A3 E-Business
Model& 7Adstes 3ol T F£3)

FAbEl s ok A9 VdAGEFAAM B2
2 0 2 A2AA Y (Electronic Transaction)E 4
£3tsta Qx| GFd AGEFoN AAA
HE NFHoZ E45 vEATET, 59
SUE", ARA AA, FALY, SIS,
Au 2 FaAd g gy g5 4w

Ztol i3 AP (FEQ) &8 59 FxEs
gr14oz2 FIANE F A& A2z 7d=
o}

7149 JtxAE A 98F5E(Value Chain
Activities)o]l 1 ©Jw $ E-Business Model&
g&stoor & AQ/? FAs =dstof &
E-Business 71&€, Alg3 Zgsteior &
E-Business Model, A& oz Xxldleol
g E-Business Model, o]& A&z o=z 2§
3RS wo 4AAQA &3 Fo dsted iy
2o 7o ol&Holn =A< NEE
< ZIgg L Qi
o] AFoAE AAGAHSY &L HT
o AEE9 dES FEe VNExAYE dE
AR NA dutBeARES WEer 434 #
£-% 7}A 2 E-Busimness Model2 %33}

AzgAHe] Ay &8 7t S 99
o BRuzat 4vt ¢ FAEL ARG
e A &8 Hatdq 2 BAHE 7}
I UAARE oG A HIZstedoF @A, o] Fo}
7, AA, 28 59 FFoz 71y
AN 8 71t FAHAY
b B2 oggs 7

ﬁﬁiﬁmmmﬁ

,\l
W Z‘i
ZZIWUES MEse
I YU

gutBEs WAeE dAALANS
E-Business Model®] #&& W3 71z F8
ZALE A dEX7 o] Mo, dA 20
o 7 Ao FAsle 46HozRE HEX
7} FeEA .

(& 17] AAEAAS 71985 U 9F 4=

2% 8% E Az ¥4 ARl B¢ YT
A 3.14 5.45 5.29 4.69
A4 3.00 4.73 3.86 4.12
7ol 4.86 4.00 4.14 4.35
A 4.00 3.45 3.86 3.81
F¥ 4.14 3.82 2.71 3.62
%5 5.14 5.00 4.14 4.73
2 2.57 3.18 3.57 3.08
sAR R 5.00 545 5.29 5.12
Neda) 5.29 564 5.29 5.27
DA 2 514 5.73 6.71 5.69
H7) (A A 8] £) 3.71 5.09 457 4.42
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[E 18] e-Business Model®] A2 & 7154

B of E-Business Models Az | FEH [ M2 [FFH

4+ ¥ (E-Shop) 467 | 4.67 5.67 4.69

73 1 & (E- Auction) 3.00 | 375 5.00 411

Bl 43 &8 (E-Mall) 5.25 | 6.00 5.67 5.31

= Z A %% (Third Party Marketplace) 367 | 575 4.00 4.33

Qe A =¥ 475 | 550 6.00 5.24

Aeidl AP Ao BERY 467 | 538 5.33 5.00

71 AR Y E ¥ (Virtual Community) 429 | 5.40 5.86 5.08

721 A S Mul 2 223 (Value Chain Service Provider) | 5.00 | 5.63 5.40 5.24

A1 ) 9% ) 7}xAte £33 (Value Chain Integrator) 500 | 550 5.33 5.20

AR %71 (Information Brokerage) 3.75 | 6.43 571 547

A Aul A A FE(Trust Service Provider) 3.50 | 6.00 5,67 5.23

Al Bl GAAE 367 | 5.83 6.00 5.27

A8 Ful 29y 486 | 517 5.00 5.06

3 FEAYNEY 5.00 | 4.00 450 455

BF ol E2AEY 467 | 4.80 7.00 5.00

ol YAk Z 2 3 (E-Procurement) 5.33 | 6.00 5.00 5.64

22kel gy 2y 540 | 6.20 5.50 5.62

AL 2 Ba Z2AL H4 2Y 500 | 5.86 5.67 5.53

33 Z9PEZ3(Collaboration Platform) 3.00 | 5.67 5,67 5.15

4R Aoy {8 5Y 350 | 5.00 6.00 478

HE AoY % BF 350 | 3.67 5.67 4.33

& a7 FHEY 2.00 | 4.00 5.33 4.00

HafE FARY 150 | 4.25 6.00 3.89

Aolwl Ao YA A 2y 267 | 450 7.00 3.89

22 uAAY P B 500 | 557 5.80 5.39

IAME A | 2 aAANL BY 500 | 586 | 557 | 555

A Y 1A Huay 5.00 | 6.14 557 5.60
AdutAAEL AAGAY 7199 " #H(564), THPEANHEG62), AHARLHX H X

E FoA nAME2(569), BFl(527), "
8(5.15), #5473 T /1% & 4% ¢
A Aoz dqZstn YUt RS
AzgAAN7E 714 e AGe2) 7 2
st2 7HAE Aoz AAs UReH, 714
o g% Z2 A6 JIdd B97F
G2NAdE & WH3E F A=
Aztata QAo ARGART 714 g
2o & 43S AxY, F8d, A=A F
o7 TR BE [ 3194 2o durde
AEL 7199 AR AAZANG & +d
& 3 Aoz 7Y(5.88)3tL AU

At A5 E-Business ModelE2& #
Aol 714l AlF3] EYdiord AIEFES
el A vlAY, #ole] $o2 JAE
9] %1 th. E-Business ModelS AZFH oz 7}
2 & ges F e F9EgF Boke
AMu) gk $E3a YA

—_—

g rlo

i}

=
)

719 Uel -] E-Business Model&& A4
o2 8% F de 7FeAd dstds =

(5.60), 22t AAMH2=(555), WEAHFHA
#(553), AR FMHGAT) T £22 XA
52 th. E-Business ModelEdl thdt A3
287154 S AR, 8§49, Avad T2
2 FEste B Age [E 4]0 893t

VIL 48
WAgANE NG e ARGA

H(B-to-C EC)t 71d5 719de] AAZA
#(B-to-B EC)Z T8 & + gl&d, Axe

71gdel M2 AHg7IE e AEE wEo F
I o Fxes del FRV)EE 7IRES
2 ste AP A9dgs $#E S wEA &
ozx 7149 AAFE AA EFolv EHAE
Fa Ao

71958 E-StrategyE Fd3le do 3o,
TEoR AYgdE EC7INEE FE31 FF
23ly) E-Business ModelE& 7&3le AA
A HI F AR PAH

5ol @
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o2 7194 HAgsE=R 71 9
E-Business ModelE& 7l&eta A L3z =
rEo] g FAld s oo gt F37 H]
ZY 2 E A (Integrated E-Business Model)E&
o] o & 98+ Electropia, Metalsite, Digital
Exchange, NetBuy SolA ZolE 4 glon,
o] Al CALS Al=dojy g7t 4
fr EC(detx Z2HE) 5k o] RH ¥&
T AR

AA493 ECY HEE mld Fa3
ol H 1 gleH, ulF 9 Dell AFHAE
Hulg 53 ¥ Fux FEALE b=
2 2dS AE3lsta glon, ojgk FA|d
Aol FE3E 40,0009 1A 9 AF F8
A 7D AN ArHoz &L3l1 ¢
1 g}

o] ARG AR HAFH Lo o

ﬂaN\OHLrﬁoi

dFE=  EC  AH(Strategy)d X9
(Prorities), EC #HEV @(EC Partner

Management), EC 17§ Au]& FofoA &
T A Aoz Jididdg. o] 7 AAEE
o] AAFAR HEFH L3 E-Business
ModelE<€ 719 &5 &&sty= 7143 EC
ManagementE &< oz AHYs}He dT
AZA ZFFolurt E&o] HJow =
v} o]},

FuEd

nYd, “CALS Al2" FHIAAAA 714
F AHA FEe yAdAd #F I,
T A AAH(CALS/EC)eHE], A4¥ 3%,
pp. 1-24. )

2. olAlqt, IMF A dAAsN* CALS/EC
=9l e AFFE aske st
H, $H4kd, 1999

3. olFE IS, YEHUA HlE2Yx FE Al
E, i AANEA}, 1999
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