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ABSTRACT

This study performed a analysis of customer purchasing behavior in family restau-
rant. The type of family restaurant marketing activity was classified to free gift
promotion, special menu promotion, discount promotion, membership program, coupon,
co-marketing promotion were assumed to stimulus. The awareness of stimulus and
exposure, attention, comprehension process was assumed to attraction and the
contribution of stimulus was assumed to satisfaction on this study. A sample of study
is assigned women customers are core customer group not family restaurant but all of
industry. The study has showed co-marketing is the most outstanding marketing activity
in family restaurant all of aspects and the awareness and attraction of co-marketing is
higher than satisfaction.

A result of t-test for awareness and attraction of discount and coupon premotion is
attended. Attraction of them is higher than awareness. But satisfaction of them is lower
than attraction means that family restaurants should makes an effort to develop the
customer satisfaction to ensure customer loyalty through the discount and coupon
promotion.

On one-way ANOVA of awareness, attraction and satisfaction by age, discount and
coupon promotion is related to it. Specially as low age as sensitive in awareness,
attraction, satisfaction of discount promotion.

Key words : awareness, attraction, satisfaction, family restaurant, promotion, customer
behavior.
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price Memory Variables of
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splace » sensibility W *purchasing .
register = sOCiety group
spromotion | ® Short-term
memory sevaiuation of sculture
siong-term  [®| Ppost-purchasing o
memaory ssituation

Source : Suh, Sunghan, Understand of customer behavior : 2nd Ed., Parkyoung-sa, 1998, p.67

<Fig. 2—1> Theory of customer behavior.



34 B2 A A 0B A 13(2003)

3L 53 tHA] sl=uEo] A2 AR B o] £F A ") o]2A &HF
2o A% AR RE S A Jehbe €84 g 2olge 54& AY
3 gck?

2) EQAO| XI=(Stimulus)

ZH|AL %0] e AR, old AFL 7Yl A EEE B A=
oz AB|ANA AFHe 257 2ok 719 84 Hsd vHAESToEA 4P,
Z | Z(product), 7} (price), S-E(place), X (promotion)2 o] &3] 714 HERE
24 sl Yo HARAE BR LN AA Agdozy FFAH PFieE
B=E f=30.

&g, AH)zks 7|do2RE AFHe AAATED ol AH|z} AL 71
olut Azte] A mel AdHer HAHE M2 AFHE FESA drt

3) 3=2x2s

(1) ==(Exposure)

23 ANt sARREE AR GAE DRItk ole EEA A=) &
Hlzle] A7 83 P& AASEY7E Y] e SASE e FEARY A &
Agtz & 4 ok

(2) 2tpl(Attention)

FolE U8 AT FolA dRwe Qs Anrle] FRA]EFe dF-E
g3ste gAlelth Avjzke FEAE 5 H FAE 7R 2 7] Wi ASE A
3l A7sh, AR £33 UniR] AFEL 1 o) BRAHA o] IR
%=t

(3) Olgl(Comprehension)

o] dAlol M= AEE ATl dla) AT ou| & H31A At F9] 9 o]3)
e FHA o2 Py TR oEE AS7t B diEd ol§ A#
(perception)o] 2z 3hvte] /id ez AR ® Fit

(4) =8(Acception)
M FH dis] oz i AR RN olF & 5 e S
AARSA Hed olAe] 89 dAolt). ASHEY Y&o] AAsA L ol

4) 2’3 32000), Z=v1=FeYFe] o si(H2), DAL pp.67-71.



Ry 2gExte] viAR EFo) e A nAe] AR, iy, DS AF AT 85

vl 2} AAGA 1S -85 Aolekn B 2, 3 9L ATk A o)
Btk 88 FRE 54 AP QK] PohlArEge F o) 88 % 3ok

(5) E&(Retention)

FE507 FEIL AA FejJAA o 8T ARZRA] 718 o AR E
= o] ©AZE vi2 BREGA 0T o]FA A7 ARA ) A FEE BRT A
el T Az} FrjeiardR e VxAages &edr”

2. I2ldAERe| g &g

1) ME2iAEo| Jid

AP L Pl E FAoR BE f2EXE, ddey 2T, /TE teld &)
2E%, gUss2 o2 FEF & Utk o5 Fu sid s AERe] 84
1988 288 S 7Moo AR ZI(Coco's)Ate) 7| EAF o nieste] 22
298] aEFo] NPT EL3th ay o} H 7] Hded aE e g &
A7 BE A7/ BE9] X8 MEE 7R gloy, FuldiM e el
EZY §¥S dUix=art 34 AAE & 5 3len JHEe] JAEFsETE o
& gxn F AHAE BE £ e A2y AQ A2EFH 2H|AE Fu|RR
3 A= vyt glo] 1AL R sl g HuH HAE & & URF sFe 2d-
He4, agln 39y 2L E AMuAE 2a Wt g3 3o gleid Ay 29
718 d&ste Oy et dnt?

ojn} Aghd ATE B <A dUH2ERY AdFde e £k

e HUYY 2EFL “HAEF = o] A&F A2 QA god
A 1AL Agdta ojdolE Bulg 71E nAENA thgE vl 7w E AT 9
2 olgtm Fositt #4480 “Fa 28 A5 A JEEHY
I4E & F UARE I 22859 o|AAQ FH7IE d&dhe daEFoy,
Z71 FA7Y i 24 Ve S0 Drkx & Holth AMulaE FHE5I A
25 71822 it A2 gL H2ERFS 2FE ks 7P YA = B o] A
o, 2715 999 1 F& Bl Ao EH7IE dEsty itk g #E

5) 2173 #2000, HAA
6) F8(1999), ALUAAN2ET UL A A7, g2/ 7], 5(1). p252.

7) Mahmood A. Khan,. Concept of food service Operations and Management, New York :
Van Nostrand Reinhold, (1991), pp.18-38.

8) F3-8(1997), =23 o] ekl B3t A, FFE2)e18]%], 3. pp.343-365.



86 FZZ2YHHA A 9B A 15(2003)

A AEFL AHEHI

oliel Ade) S TPk EF AR DY £24) B AL 2ET
o) Beje vrEsu 17 € 20~3000e) e 2& FuAoz shn, FAe Hel
B A2} B R o) RE Ak o2 Bei71e) FadlA AT,
Az AN AEE A0 Y £ Qe 2ASS FE daEPolHn @
& 9dk

2) ME2IHAESC] sg

1988 d FI27t ) el 2Ege] AT A FEHAA 88&EHlF V)
43 d2EZe] Pz FAAE 2A20 olo] TGLF, WYL, 4 &3, BEY
2l § Oy 32 Hagde] Tedo] Ilde sided2gFe] 73 A
A} 28, ¥n-184 Y2, JHFE told H2EZe] A o =Y

(Table 2—1> Status of Family Restaurants in Korea (unit : hundred million-won, %)

. Benn Outback Sky Tony
Section TGLF igans Marche 1:ltbeak Lark Coco's VIPS Roma's Sizzler Toud
S (&)
Company name Foodstar Dongyang Amoje O-jijeong Foodvill Coco's Foodvill Sfl:;? B:‘; glns
97 362 176 74 ~ 150 3% 40 65 128 1385
98 340 19 78 4 162 250 38 54 67 1230
Sales 99 388 286 110 75 215 285 75 15 61 1576
amount ‘00 600 408 260 150 300 235 130 115 80 2278
o1 750 550 430 350 350 250 240 140 98 3,158
2 850 760 670 590 S50 320 400 144 150 4434
9798 v6.l 14 54 80 V359 V50 WIT0 V480 V220
9899  14.1 459 410 667 327 140 974 389 0 281
Z:::)w‘h 9900 546 27 1364 1000 395 V176 733 533 194 487
W01 250 348 654 1333 167 64 846 217 25 386
0102 133 382 558 686 ST1 280 667 29 531 404
'97 8 6 2 i 19 3% 1 3 4 80
98 10 6 2 2 18 2 2 3 2 77
Ntf‘mber ‘99 12 9 4 3 18 31 3 4 2 86
:m 00 17 10 7 8§ 21 2 3 5 3 103
01 19 210 6 2 25 8 5 3 120
02 23 17 11~13 24~25 45 32 14 7 4~5 177~181
9798 250 0 0 1000 V53 vILl 1000 0 v500 V38
9899 200 333 500 50 0 vl 500 333 0 vIL7
rGa:’:"h 9900 417 1Ll 429 1667 167 VI29 0 200 500

00/01 11.8 200 429 1000 48 V38 166.7 0 0
01/02 21.1 417 300 563 1045 280 750 400 66.7

Source : Food Merchandising year book, Food Journal, 2002, p.287.
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2 71Reth =3 7ol & Flo) o] 85 E AT 7| “BHEE(satisfaction)”
2 7Pgsid aFsiied (¥ 2-2)9 2] YR F 3tk

6. =AIR AA

B a7 AL 20023 109 A, AL, A7) AGel] AFdh= 204 o3
o gz, HZ /R ool ALl e BE Aol 3lE 250%E HE2
Z 39tk 2L Yo FA) A AEF ] A3sta = HEEE
AAE, MEHE, REL] BT ZALE AASAT. 2Ate] Ee HEAHoR
20023 109 1938 F ¢ 30U470A] & g3l X HEAE wiEsi] A
. AP Y AEAE 2AREC 938 F 21597} AFHA2H JFe2 86%CIN
5|48 MEAE vige s ggo] RAZ Ax A ert Wojdvy g
65-o] AEAE Aelstm 20955 Q7o) o] &3t A ES] W& o|&H WA
ofx] maat uie} o] Al MUY A2EFZAAN HAH T e HAREEES BE
olHE A}, ST PAL, APAL, AZ2 WYL, FEHAL AFA 2T
Pol Folglony, eH(likert) 53 A EE o]8dtd FHIE=F U

a,

Information Decision making/ .
Input A effect variables
P Transaction Qutput
Marketing Awareness of = awareness of Process of
. . problem i
Stimulus Stimulus '{‘,fr{s”;it{{;?,
sredemption " exppsure sinformation ) Cussctazrrrc]:zr ’
nt . i
eve = attention searching hil =perception
special meny scomprehension . ;Tscgrlw\:ity
promotion salternative plan [_) devotion
. evaluation .
=discount Attsr?ctl?n of —4 =attitude
promotion Imuius v e
; =purchasing ariapies o
smembership * acception ot . environment
program . sevaiuation o
sretention post-purchasing = socisety group
=Coupon (satisfaction/ *_
disatisfaction) sculture
=co-marketing Satisfaction of wsituation
promotion Memory stimulus

<Fig. 2—2> Model of awareness, attraction and satisfaction of marketing activities
on Family Restaurant.
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7. 2Agly

ARz FYE 20989 HEX) = SPSS 10.02 &3t v FEL AT F
AR BEA 2 durgrEe] MIERA S AAs 5, ddn2e Al iER v
H8ze QAT njd g, BEre BAE Hasly] 5t T-testE Tl £4
HAt} £ Ao BE vAEEE AL, fEE, PERe] £42 AsiA 24t
EM(one-way ANOVA)ES A A8t

m 20 % nd

1. BIE A2

ERe| ATEAH E47 utE 92 P NEENS A AHE (E
3-15% 2k,

o] Bx S Ay Hw 20~254)7} 148(70.8%), 25~304) 7} 509 (23.9%), 30~
354 107(4.8%), 35~40417} 19(0.5%) 2 Ueht sfde]s| 28 o] g32e 20~
304 TAjo] FEAo|ATh TR A o] YoM E Aol 135F(645%)2 7MY BL
&g Uehiz A

<Table 3—1> Frequency analysis (n=209)
ltem Variables Frequency(persons) Ratio(%)
Age
20~25 148 70.8
25~30 50 239
30~35 10 4.8
35~40 1 0.5
Job
Student 135 64.6
A business man 21 10.0
A professional man 13 6.2
Service man 12 5.7
Running business on one's own account 2 1.0
House wife 2 1.0
Others 24 115
Awareness of marketing activity route
Homepage or Internet banner 68 325
Advertising of newspaper or magazine 45 215
accomodation from server 19 9.1
PR leaflet in store 56 26.8

Others 4 19
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= AFA] DMZ B34 AAE Z57 itk Aoz vehyg @A e
2239 AFAIZZIRE 08T vAREF] o 2T Aoz HAn.

2. Jl=SAEy 21

AL 2EZe] AR EEY QAR EdAME AFA T2ad, FEP
AL QALY M2 BEPE JE AT F aAEL AFA =2aPE
7hg 8ol AAIE e Aoz Yehd Hed vleh 2ol AA s 2EF oA
T AFAA AFrARS dAlska glem, TR At e Ao 2 Algdnt

3 YN 2B AREE A iy o BT ERFAME FEDAL
AP} AFAZ2aRe] ¢o2 E e Vel 3 JATh 2AEL 4 714
gloll dd opAGEFol DAsHA Mg g =732 gle 2oz gddn. 4 &

{Table 3—2> Description statics analysis of AWARENESS of marketing (n=209)

Variable

Ytem Mean SD.
Redemption Event 2.52 1.01
Special menu promotion 293 1.07
Discount promotion 3.28 1.00
Membership promotion 2.82 L1l
Coupon 346 0.94
Co-marketing program 3.55 1.03

<{Table 3—3> Description statics analysis of ATTRACTION of marketing (n=209)

Variables

Item Mean S.D.
Redemption event 2.49 0.88
Special menu promotion 2.82 1.00
Discount promotion 3.57 0.90
Membership promotion 2.77 1.03
Coupon 3.72 093

Co-marketing program 3.45 1.00
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{Table 3—4> Description statics analysis of SATISFACTION of marketing (n=209)

Variables

Item Mean SD.
Redemption event 2.54 0.86
Special menu promotion 2.84 0.86
Discount promotion 334 0.93
Membership promotion 287 0.92
Coupon 3.50 0.96
Co-marketing program 332 1.00

€ A48t A=l tigt wiFE =rle 2AEL JAPH o AFe] PjE
FESHA] A3kE Aol TA] 2 v 8le #8357} Bate] RS AR 7190
ARl b 7ol Aol ol 8dnt. wWEbA FE, A PALE B vHAREFL
At A oz trirt 41 A FujE ol 2n, FAnAE WF & e
i H] o) Fnt. o] FEojt FQAPAt Tl T REErt FrFoiA
W=A AFeE F2S F ok

AL A 2EF AR E T BETd] B3 Bl e FE, AL AFA
T2 ¢HE BHHST e A o2 vEith b FEF AFALY H S
e REert dAdo g g2 Aoz B 2y AFA T2y
A€ A=e AT, Az BEEe) dellA 7R Al Hlsted mAe
2 9Esta sle Aoz vehh AFA Zeadde] Ao, AFAL ARl o
Be FE Ve nAe NEZE FPok st

8. T-Test&Z1}

T AN e 0] Hh e 2B AR EE #F QA% WY E, B
EE QAERNEE, ISl E, QA E-IEEY Hog Ro] BTEE ttestE A
ABRH. o8 B AAE, Y s, RET e F7 Holr} Yk FEel U]
3t EAsITH

1) HY2HAER OBIEES0) OINT-THISON CH8t T-Test

RYFF 95%(p<0.05)0l4 AL BEF A3 AW} TEo] YoM §
9H Aolg GERAITE o] AL AL FEL 2] A @ BpAREE v}
= WP sst v e A NPT BAYAE AAELD HEES O
stor] FEA YOIME IS AWt HAL o =71 Y8e T 4 Ak

2) MEZHAESE OBIEES] MHR=-0EET0 (8 T-test
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Frol=FE 95%(*p<0.05)0lA A& S5 A @AY, FE AFAF LR
Pol goIA A< =G0l Yehth o)A P PALet FE, A FAIZ 2
< vHAEEE el Wig D g5 xlo)7t S-S rlske Aolth E1dA 3L
ojM g s}t BETHT A Uehgon FE JoME Yy} gEeEt
it} AFAZ2 Y = s} FETRT Ho) SHAEL AAPA}, 2

(Table 3—5> T-test of AWARENESS-ATTRACTION of marketing (n=209)
Item  |Section|Awareness| Attraction | t-value | Sig. Item Section | Awareness | Attraction |t-value| Sig.
2.52 322 2.82 2.77
Mean Mean o0
i 0.02 i .05
Redemption 0380 | 0.704 | Membership 0.705 | 0.482
event 101 | os8 program | 10
S.D. SD.
1.09 1.07
29 | 28 36 | am
Special Mean Mean
pecia 0.11 -025 .
menu l 1.552 [ 0.122 {Coupon l -3.99310.000
; 1.07 1.00 0.94 0.93
promotion SD. SD.
1.02 0.93
328 | 357 3.55 I 345
Mean Mean
i -0.29 ; 0.09
Discount 4193 | g,00¢" | S keting 1495 | 0.136
promotion 1.00 | 0.90 program 1.03 | 1.00
S.D. S.D.
1.02 0.92
*p<0.05.

<Table 3—6> T-test of ATTRACTION-SATISFACTION of marketing (n=209)

Item Section | Attraction [Satisfaction| t-value | Sig. Item Section | Attraction | Satisfaction | t-value Sig.
249 | 254 277 287
Mean 0.04 Mean 0.10
Redemption : ~0.637) 0.525 | Membership : ~1.538] 0.126
event 088 | o8 program 108 | 0w
SD. SD.
0.97 0.98
N 282 | 2 y 312 | 350
- ean ean
Special -0.02 022 .
menu —0.352} 0.725 {Coupon 3.330{ 0.001
promotion | gp, | 1% | 086 oo |09 | 0%
0.98 0.95
357 | 334 EEE
Mean 0.22 Mean 0.13
Di . " i .1 .
isoount 3,110,002 {COketing 2294/ 0.023
promotion 00 [ 093 program 100 | 100
SD. SD.
1.06 0.84

*p<0.05.
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EZ AFANZEaY & EES 273 gE v A4 BEE o) mjAA] R
e Aoz BAED ol me] ANAYF FAA FulA, FRA L] GA
gA A=, & wAEEF i WF =7} FEse A, ol Zo] vz
Hsld BEEr} de A9E Ji et vpE g deide el A3 ¥E
& fFEE AT, A $E ¥ A sz vlale] ¥ REEde JEE
A3 =HA A TEE FEY & A 8o

3) meZiMAER OHEESS| AINE-DEET CHst T-test

FFE 95%(*p<0.05)oA R3S AFT A% AFAZRIHY] FEAAN
FolH Holg Bt AR EE] AT - WiE =0l the T-tests= 12 o] AA|F
AR EE ttd AFAQ WHE =7t Gold Aoz HEs dE
e 73 Qe W QAR - EEE v R EEA tiE A4 2 24 5
gFo| o] iR et BAV At & F Utk AFAERZOY L QAT
EEG £ Ao veht 2 AFAIZZ O gigld B2 e ¢ 2L e
WA AR AR nX e I old] HAA] Eihe Aoz EMHUT. B &

A gas AP Je AFAIZR 3RS o] 83ty nYnAE FHsty AEE
A4S BRI dAME AFAZZaY] HEEE Y F JE EUE k8o
gR3 Acs BAEHT. weli AFAZ2 WS B3l 7o) A3l AES ¥
st Aol 83t
<{Table 3—7> T-test of AWARENESS-SATISFACTION of marketing (n=209)
Item | Section | Awareness | Satisfaction | t-value | Sig. Item Section | Awareness { Satisfaction | t-value | Sig.
252 254 282 287
| Men 0.01 Mean 0.05
Redemtion : -0.193]0 847 | Membership : ~0658] 0,511
event 101 | os program 1 | o
SD. SD.
107 115
N 293 | 2m N 346 | 350
. ean iean
Special 0.08 -003
menu 1.173 0242 Coupon -0531| 0.59
promotion | g1, |27 | o3 o 0% | 0%
1.06 104
328 334 355 332
Mean l Co Mean li
Discount ~0.06 . 022 .
romton TS ~0919]0.359 marketing TR 3.540 |0.000
SD. - : program SD.
1.05 093

*p<0.05.
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4. A/ASASM(One-way ANOVA) 21}

A E~EF vAEEE tg 2] A BE AT, Y E, HER
) BAL 95t R 5T 95%(*p<0.05)c) A YUY EAEA(One-way ANOVA)Z
A

1) 0] IS HRYAEY DBISRS0] OIXIE X0l 241

AFoMEYAL FAYA), HALZTY, TES) F5o] Aol Aoz et
o} AEoPMEYALS] AS 35~404F ALNE Aol Re4E AFINEBA}
o) MzEYom, BAPAL HAT2 Y, TEE FA1E FHE YT 53
2ze 200 e nATAA e B INEES Y 2o BT oA
Qeo] WEeFS s1F0) DAATHE AN HAL, B o)A@ FEL) Deyo]
2l Fatod ANSE A9 e, 200 2we) 22 FEL B Yl 27
Sof) vjato] QB Ago] B4 Bo] w20} Ao olH e ATS WGk

f o ro

2) 01210) M2 MUSHAE (BISES0 T X0l 2

AgolMEBAL, B oAl FAWAOIN FHQ ol S BASHT. 53|
gAGAtE Aol RE £ YT} £ Ao Yehon], AFolMEYALs)
S FAALE AR

{Table 3—8> One-way ANOVA Analysis of AWARENESS by age

. Section | 20~25 | 25~30 | 30~35 | 35~40
Awareness item F. P

(person) | (n=148) | (1=50) | (©v=10) | (n=1)

Mean 2.26 2.02 1.60 3.00
Redemption event 2743 | 0.044
S.D. 0.89 0.84 0.69 -

Mean 244 2.10 2.10 4.00
Special menu promotion 2.283 | 0.080
S.D. 0.90 0.96 1.28 -

Mean 2.81 2.34 2.00 4.00
Discount promotion 4952 | 0.002'
SD. 0.95 1.08 1.15 -

. . Mean 258 2.16 1.80 3.00 .
Membership promotion 4.148 | 0.007

S.D. 0.91 1.07 1.03 -

Mean 3.04 2.46 2.60 4.00

Co
e SD. | 099 | 109 | 134 | - | 5% 00

. Mean 3.15 272 3.10 2.00
Co-marketing program 2.333 | 0.075

S.D. 1.07 1.06 1.28 -

*p<0.05.
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{(Table 3—9> One-way ANOVA Analysis of ATTRACTION by age

.. Section | 20~25 | 25~30 | 30~35 | 35~40
Attraction item F P

(person) | (n=148) | (0=50) | (»=10) | (n=1)

Mean 244 2.10 2.00 4.00 .
Redemption event 3.766 0.012
S.D. 0.90 0.73 0.81 -

Mean 2.69 226 240 3.00 .
Special menu promotion 2.932 0.035
S.D. 0.93 0.94 0.69 -

Mean 3.28 2.84 240 5.00 .
Discount promotion 6.289 | 0.000
S.D. 0.94 0.93 0.84 -

Mean 2.63 238 2.50 2.00
Membership promotion 1.122 0.341
S.D. 0.89 0.94 0.97 -

Mean | 333 3.08 2.70 2.00
Coupon 2.603 0.053
S.D. 0.92 1.00 0.94 -

. Mean 324 3.02 3.20 4.00
Co-marketing program 0.777 0.508
S.D. 1.07 0.93 0.91 -

*p<0.05.

{Table 3—10> One-way ANOVA Analysis of SATISFACTION by age

Satisfaction item Section | 20~25 | 25~30 | 30~35 | 35~40 E P

(person) | (n=148) | (n=50) | (n=10) | (n=1)

Mean 2.55 224 2.30 1.00
Redemption event 2.299 | 0.079
S.D. 0.95 1.02 1.05 -

Mean 2.67 248 2.60 3.00
Special menu promotion 0.582 | 0.628
S.D. 0.89 1.05 1.17 -

Mean 3.17 2.64 2.60 2.00 .
Discount promotion 4.441 | 0.005
S.D. 0.94 117 1.07 -

. . Mean 2.73 2.34 2.30 2.00 .
Membership promotion 3.019 | 0.031

S.D. 0.84 1.02 1.05 -

Mean 328 2.84 2.50 3.00 .
Coupon 3.924 | 0.009
S.D. 0.97 1.05 0.97 -

. Mean 322 290 320 3.00
Co-marketing program D T 099 L0 - 1.126 | 0.339

*p<0.05.

3) 20 ME WA DPISES0| BES XI0] 84
SAPAL HYZ2 Y, FE RN /@ 2ol 8 Lehle Aoz BAF
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Atk B3 Ao] WeFE TE U DI} £ AoE Y FE
& Qo] $e4S AT DEES} £ A0 Uehded oA e Aol
$e4E FHAd) Bae Rl 7198,

V. @of 8 &=

B A7 ddedagde] uo] gAreERe] BES il FuldFS ste
Aol PN sk AR EEY QA xS YR, BEHEE 2R FY
YL 722 BEAMsgch

AP 2EZNA AAsa e AN EEY] F3S ZFNEYAL, Sdd
¥ A} QYL sPz2ay, FE AFAZROYo 2 Yol ATz 71
atar, AZ9] Q1AlF e o) e] AR A HH A o]Foix e T HEE vl
Y, T3 Fo & grld o= A3 79EE HEHER /e E43IA
t}. £3] Aol el & TEL U AEY B ohd BE A TlA
8% Moz AAHI Y NS o LA

2 A3, A AL 2EF AR ES FolA AFAIZZ 2] 7P )
AP 3 Jon nAe JRNEE & Aoz vyl QA=) Yy, =
£ FAeog ENF A7 Aze thga gk

AR, QX =9} NEEE B0 2 3 TtestA YoM AFAZZ YL QA =
vlEte mjg et R Aoz vehd, AFA Z2OY] vEEE 2d ¢+ Y W
Qo] W3 Aoz Al gk EE AFAIZZ RS WiFH e} BET e 2jo] 4
AME Folg FEoed P xd vl BFTE HolA: 3oz EAHR
t}. o] & ARG EA AFAIZRaY o2 Q3N o] BHF &S 7R
F3e Aoz e AFAIZZadE AAF JdAME 149 YA AF
AR L st Aol "asith a3 A3 E ANOVARM AT |A A FALZ
2a9e] =B Fo3A gL Aoz ENEHL

4, AT} vF o] T-teste] Aol AL FEo] F& ol &
BREY F FE 2% AARRY olP o) 2 A0 U], @AM} FE
S o] 43 vHAEEEL 24 nfH S 5Y ¢ UE WIS & 5 Ak
25 BB HE HEEE Bo R 3 TtestBA L 3 Aol g Eoj )
3] BERE Be Ao w Yeh, @APAY FEEFE B YT =4 a7
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