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Abstract

Social commerce is becoming an increasingly popular shopping method among college women students. This study
focuses on the influence of the satisfaction lavels and repurchasing intentions by consumers for restaurant and food choices
according to social commerce attributes. In this survey, 351 valid surveys are being used to test the hypothesized (183 users
and 168 non-usesr within 6 months), in order to ensure validity and reliability. As a result, factors such as perceived value,
product diversity & information, delivery, ordering convenience, site character, price competitiveness, time pressure, and real
time information are all being found. Factors of perceived value (p<0.001), price competitiveness (p<0.001), product diversity
& information (p<0.05), delivery (p<0.05), and site character (p<0.05) significantly influence the customer satisfaction rates.
Factors of perceived value (p<0.001), price competitiveness (p<0.001), time pressure (p<0.001), and site character (p<0.01)
significantly influence the repurchasing intentions. In addition, it has been found that the customer satisfaction rates
significantly influence repurchase intentions.
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M = SZeto| (We Make Price, ]3} 9I1|Z), 712 12]o}Groupon
Korea, o] L5E) 59 Ao E7} 432 Frster F4

48 A(sockal commerce)ts W) HAL BAHOoE & EE HHu glom, 28 UEYIS BEIHE 28AY
8 W|E )24 8] A(social network service, o135t SNS)& B 2 Aol ©YIZke] 2 He| Y A B 7]YEo]

Olt

L AL 23807 23 2010), o] g0l 20059 oFF9] FESIAL Ath(You JH 2011). AAMAE &2 TUe
% H]‘:r“'] T5AH] 28] 21 21 of(shoposphere) 2 Ao] F5, AATESAIRE AMTIRE 2 59 AR Al
ES B3t A aRES oM, 20081 vl= 2FE(Groupon)  F3 #H ] BAE SRt )= o|th(Gong Y1 2010).
olgke YAI7H 45& AE olF SNSof| 7HhE & AV ARHH o2 S (attiribute)2 FFo] 7H SHE 2v|st
ol AW B, AUEE o] &3 SNS ofgo] thFIpEE I oI HHSY FEE AF0lR E o lom(Kotler &
A 2L ] Ao R FEET g 22uolA: 1996), £28AHAE F AlF T Alole LZalH= o
Z~(Ticket monster, ©]3} E}Z), F3(Coupang), AHo]2 2 AHASS] Fl&EAE 7HAAL Stk 53], £87H A0
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eetel 2B HolFe Lekel FEPU BAL
s glom, slolsm, =98 Fo| 28 YEND Aulx
ggsto] @7t AAEES Eot 7HE IS TS 5
9 e, AAZHE, A H A2 4, o]
Z3ZEHGu & Jang 2012). 21E|Hl o]
3t WS 5 o8 AYS Tl T2
s Az £48 B4 AT, AolEY] o, Au
A, F2A4, TAAL A A8k tHEighmey & McCordb 1998).
Hoffman 5(1999)¢] AFelAe FAtolE &4 & et
FEAY Y AGA Fol AAUE| FFS k= 2
£ EHth Kim & Stoel(2004)2 Yl 2B52] Fr7FEHo
2 AuY, o, AEREA, ARGZ, AL AFE
RAIASHAE.

A AEERT W PN HEL B, o)
o 7H 583t FFS v o] H(Chang & Wildt 1994),
Felgo] £8ANA o] g0} b Fa Ao FAT
T3 AL gt X2 ZFR7 Sk A8 A
o] Ug AuRES) B 2HAOR Uehta, 244
Brhe FAH HEo) B olojd NZH AXet 24
A 2o gt = 7ol 38A BAE 7Y & Aok
st thLee = 2011).

AVAEL REAE AFS T 18] BRGNS
alol, 7ol ¥ WS EE 0SS Ausie] AT off
Aot 344 FRAEFAE FdFS v 5 ArHKim GS
2013). A&} Al Fdtes FEES AEUS o|&sh= gH=et
Fojolge] BE §olel Jake vAH, Aeo) Fat o
¢l %9] shtoltiJarvenpaa & Todd 1997). A|E7}2|e} B
484 &% /NS Foly] o], 23 WHEL oloj4
FRG R AT TR} 6 e GAARE s
b =22 F7] f&el 8 & WEE=E o|o] X tH(Peterson
= 1997). Szymanski & Hise(2000)= e-H£2] A4 a9l 3+
o ApolA] ABS) A ARt FRY AL, dulAs A
Alo] Ysh= AES AAT 7Hsdol EobA7| Wi T
=7} 3748 Relebn FAshh

AE AP A LE(Gehrt 5 1996; Li 5 1999; Bhatnagar 5
2000) A H] 20 et A ZHs QUEYl 43 9] g G
Fo 0 A= nole] U Ttk S AHREL 9l
Byl Pl w5 Bl BAsks S4017] vl 7o)
o] & & 7540l o, vigAHlAe TEE FFS 1|
Z Aolz}t R tHJun & Hong 2003).

Al 7FeFek(time pressure)> LU} AH]FYF A oA AxH]
oA 275 = B sHst=t AR sh= AREe #
A= Aostar glom, AlFS st 2ag ARt
ol BH=zo g AHolstal It Wring P 1974; Svenson & Edland
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3} A=Al F G AT A
1987). 22| 8720 M= HjREo] AlFolu A
HIAE e 5= e 7187 AldtE o] S-S Z=xst] fa)
AlZE 5F 3H wAIRE E-gsto] FujeAER S
stA Hrt.

UATHEL 282 o FFE uAH AT =zt
A AdEa, Yoprp uANrE2 u A0 FAHA FES
Leteh A= aB|R7L o] 85 AB| 2o T3] ThA] o] &
513 4o et the AtolA] o] 7] a Aul S olge
=E F53 A= 2 Medougall & Levesque(2000)+= & 25H
o JEYl FEolA e 9] vhE a3 Fo] 7] oY
el vl Fa3 JES 57| wiZel, e 2uje] of
gt 7o) At o, At FF] A el gk A+
= AR Y 1 A= 2T AT " Gl
B40] 243 319irHiun & Hong 2003). LAFHE o] &4
= Aol QErt Bris ATEL vwE wol At
(LaBabera & Mazursky 1983; Rust & Williams 1994; Taylor &
Baker 1994; Sivadas & Baker-Prewitt 2000). 413§ Lo A=
WEE A2 A7 oo 29H G vld Bk opy)
2, 5o)% HEg e, 599 HrE oAl A7) o
=& dkstota st th(Sivadas & Baker-Prewitt 2000).

22 28AHE AASY AA0] H3E, FEE5H
o] AAUWHEA el AntEES] ojEEA o] o]&
£7h & tepEY vzt S7Heha qlotk 94T A
Fofo] T 7L oby BT Aolrh

ES
= =

2 Aol AL o7} e 28AYAE BT 24
R} AF Folgdo] LATE, A7) oo ujx 4
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1. ZAF CHAY

AEZARE ALl YA digtae] A3t 52l 2 gt
AL g2 2013 10Y 20~30Q 0] RAMEQITh 2 XA}
of $FAl 20139 108 7~114 P dhshAY 508 o=
A 2AE AAIStS £ At G2 tiEAy <] 80% o4
o] 67§E W AEAHAE o] g3t A HI AF 7o 7
ol gl A2 Yeht, & A A= A2 s T
de g ZAME AASHEAT F 370RE uiaEste] RAGH
SHOoZ FAAZ Y £HE3 Aoz =y 1988 A<
sk, F 35199 SHE 24 AEE Ao, oF 6
N ol SARHI AE Faf o]-& FHo] fl= SHA 168
BE AYgt F 183571 HFEA o AREE A
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2. ZAL U H UHE

H A9 ZAEFE= A8 A7 Bearden & Teel 1983; Chang

Table 1. General characteristics of the respondents
User within 6 months (N=183)

& Wildts 1994; Taylor & Baker 1994; Jun & Hong 2003; Lee Item N(%)
S 2011; Lee 5 2012; Zhou 5 2012; Kim GS 2013; Li 5 2013) Everyday 42(23.0)
£ 7|22 stof, AL ALY PREARG 9 &8 AT A o] § Frequency of 2N6. times/week 73(39.9)
Ay, 29ANA oS, HEE, 13 A oea site visiting 1 time/week 31(16.9)
TS QUARG B AT o §AHE PRI, 23 times/month 2101.5)
FoE, ol g2, FHEHESGH), A5 ol G5 A4 _tmelmonth Sl
A2 o] HlA, o 8517 Sk ol L. 18] Tl H]S = & Internet banner 78(42.6)
— e > e v T nole el Friend recommend 22(12.0)
9EFOE FASITE 2EAML FujEAHS F 36T, T Approach Newspaper/TV 8( 4.4)
& 38 AT A= 3o s, FAE channel Mailing 10( 5.5)
(likert) 55 H=F AMESIATE A2 S AL A Personal SNS 15( 8.2)
A=A AEAE viZE £, AF st HHAE AR5t Application 50(27.3)
S We make price 47(25.7)
Preferred Coupang 81(44.3)
3. A2 2AM social Ticket monster 47(25.7)
SPSS ver 21.0 program S 0] 8-5}0] BT, WE = commerce CJ o'clock 2( 1.1
2 oz AQS FE5) 9% Sl 2Bl 4K T T —
Holow, 228 2212 aQIEA ANe AFE BAE F Average 10,(;00~30,000 won 59(35:1)
off Bl at A2 dS Aottt B3 8074 Aol o purchasing 30,000~50,000 won 19(11.3)
o 22E WSRE Aol §olHQ JFVAS Al o 50,000~100,000 won 5( 30)
3 IARAS s Everyday 5(2.7)
2~6 times/week 19(10.4)
Zdn} 9 p=t : fg‘;;?:g 1 time/week 67(36.6)
2~3 times/month 91(49.7)
1. ZA} CHAERIQ] UHIALSH 1 time/month 1( 0.5)
S HYEY UREARRFS Table 19 AAISHTE A&l Restaurant 160(87.4)
2T o dstinel A F91 35199 AR LHHE  Buying foms o o
o} o] F 671 ol 2BAMXE o]gsto] it ol (multiple Clothzs 83( 45: 4
Qi sh 18393} ARo] g 168 o R TR choice) Cultural ticket 45(24.6)
6714 oy uf Fo] Y T F LEAHE AfO|E Travel/lcisure 29(15.8)
e HES AW R, 4279(23.0%)2 L =, 7378(39.9%) Computer 36(19.7)
= EFYel 2~63], 3175(16.9%)2 AFYoll 13], 2195(11.5%) Using channel Smart phone 145(79.2)
2 3t g 2~33], 16%(8.7%) St gof 13] WEsIF T} 20~ Tablet PC 2( 1.1)

0HE A2 SEAHE o AR A7 =T &

Non-user within 6 months (N=168)

of 1~28] WEdthe $Ho| 32%2 7 B4 dekit Everyday 1(0.6)
(Zhou 5 2012). SIS} WatoEL} o Za]A 0|4 of 2°6 times/week 339
£80] Eob & Aol R sl o g Ao vepd  Freaueney of ] tmeesk 12( 7.1
Aom Angt 7o e gvme @ meel gy o 20 tmemod o

_ _ 1 time/month 17(10.1)
o 2-38), 67%(36.6%)°] Y7Ll 18], 19%(104%)°] Y5 None 04
ol 2-63], SH2.7%)°] ML, 179(0.5%)°] T 2ol 15](0.5%)° Don't know wsing 34202)
TYst= AR eyt 28AHAY o] § HEE A Reason for ~ Complicated buying 31(18.5)
B 18@2.6%)0] e A =F vy FE F3lA, 50 non using Don't believe quality 101(60.1)

8(27.3%) ol&AolA, A+ F4 227(12.0%), 7H SNS

Others
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AE 1578(8.2%), 1 WY 10%8(5.5%), A& TV S exa)
Q1 FaL 8TH(44%) 9 =22 BT 7|E9 A=
=2 AEUE F8 2EAHLE Frojshs vl o
Ao} FAFSEATHLI 5 2013). 7H g@ol st F52
FTESH 23 SA1H 0] 16078(87.4%), 1]-8- 897H(48.6%),
O] 837H(45.4%), A1E 507(27.3%), E3} ElA 45(24.6%),
A3 9 YA 297(15.8%)2] o2 YEgth A& s
< AR AEE Wol olgst AR w8 AlEF
o F9 Fle: & ALE UETh Li 5(2013)¢] 3=
I S5 28AE LR 3 AFETAE T A
SRS 7HE A Flste FEoE SEIth oA o
SHYE0] 7P A o] 88k AL TS 8175(44.3%)
o] $HI e, I thE o2 QU 427(25.7%), Bl 479
(25.7%), CJ 222 29(1.1%), 7€} 6(3.3%) 2.2 Lrebytch.
2EAME oA AW EH AntEZo] 1457(79.2%)
o2 7 =& SEHES EAoH, HAFH 36%(19.7%), 1
213 53 PC 2%(1.1%) 2.2 SHE3tRh 139 FHi7H4
2 10,0009 T]gko] 857(50.6%), 10,000~30,000 w|gto] 59
(35.1%), 30,000~50,000¢1 |]gko] 19%8(11.3%), 50,000~100,000
o] 59(3.0%) 2.2 Vel

670 o 2BAMEE o] &3t SAH AlF
Aol flv SHA T 120%(71.4%)2 A|EE HES A
Aol L, 487(28.6%) HHE BHL o, F7EA| o]
FolA|R] gk Aoz yepgth 28AMAE AMESHA| &
< o= AT ER, 10179(60.1%)2 AlF9] A& AHT +
oA Q] Aoz yehylt) E3F 317(18.5%) T+l A}
B 349(20.2%)2 28 AM A o] §HRS G 8

wsA] etk St

932, oFo] 2l Zheingen value)©] 1.0
sstgon, YL aolx

Aol 04 o2l B9 S aele] &3k Ao Beshol
FEetenh WA B 2dl 24T A3k F he 4o
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o] Ay weli

HPATEY 2B weste] WEHS “AZE A,
AEY hpy L AR, S, “Fuje] A, “ApolE
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A538}= Cronbach’s @ 72 ©]-&35te] AE3H
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ot YRFH © 2 Cronbach’s a ko] 0.7 o] A9 4=/ o]
At & 4~ ¢J 2 m(Robinson S 1991), Table 29] AJAISt B}
oF Zro] & Aol ARgE WrollA =2E 2919] Cronbach’s
aghol ot 54 F= A Bt A= A g
o] 07 oo Eht, Al E Stk Ao 2 sient
(Hair S 2006).

B A7 247Am 204 SAHT AE Tuldgo] v
2o} Ao SlEote] BRIAS AFeLA shack wehd
2 S bl AR ofE Wb S 7P, of HEe) T
2 v sobry) 98] ATUALN S SAFAT Table
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QBN B3 =EH 2EAHLE B SA- T 4
F FuiEAgo] o] WEro| nX = FFE otk 7] 3l
OE3 AR A e, 1 Ail= Table 40 A|A|sk
At

F&po] tigh AA) A E(R)S 61.2%0]9, Fghe- 34.281
(P<0.00H)o2 FAHOE {Folido] Sl ALRE YeT
Zr S A fY8E gotry] Y3f gk AHEdt
A3k, 28AMA L&A F A4 7F] 4=0.300(=4.139,
p<0.001), 7}8 ARAY B=0.275(4.523, p<0.001), A|=2] t}
oFA U AB B=0.145(:=2.434, p<0.05), % B=0.165(t=0.319,
p<0.05), AFO|E &4 £=0.138(=2.144, p<0.05)2] &0 2 T
Lo GFE vx= AR Yyt A8A A BEE|
= e 7HEA, 713 ATt AT ARE GRS v)A]
A & Ao g Uryltt &, aHR s &AW 204 Fu)
g AlFEL AB|28] F-o] Z7HX|7} Qlew, 7HH ZHA = o] QL
Pes Y 2 UEEE 7= A0 E YET 20-30t o)l A
24 £73& o] &3 u) 714 8910 7|Hletth= Aot GAL
3t 272 B QiZhou £ 2012). Choi 5(2012)9] £]4]7]¢]
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A QaloA] FEel ZA)9 o] ghEe] {92l
= AR BAEQY B3 e5Y SHAES
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Table 2. Reliability and factor analysis on the items of social commerce using

923

Factor Items Communalities  Factor loading Eigen-value Variance ratio Cronbach’s «
Q24 792 71
Q25 811 .839
Perceived value Q26 703 756 11.194 32.924 904
Q27 .695 678
Q28 .696 .593
Q8 .631 .533
Q9 715 692
Product diversity Q1o 715 697
& information Q11 .666 745 3.627 10.667 874
Q12 715 773
Q13 .697 731
Ql4 .623 687
Qle6 .530 .533
Q20 616 .548
Q21 .650 .601
Delivery Q22 675 .688 2.161 6.357 .870
Q23 17 706
Q29 .698 .683
Q30 769 741
Q17 .680 761
Oder convenience Q18 174 .841 1.927 5.668 812
Q19 759 .808
Ql .638 656
Site character Q2 77 750 1.540 4.530 799
Q3 652 579
(0] 71 7
Price competitiveness Q5 758 792 1.247 3.668 790
Q15 576 .603
Q31 789 .847
Time pressure Q32 .854 903 1.148 3.378 .830
Q33 704 743
L . Q6 709 622
Real time information 1.029 3.028 707
Q7 750 768
KMO=0.880, Bartlett” test=3,881.17 (»p<0.001), Total variance of %=70.22
Table 3. Correlations among variables
1 2 3 4 5 6 7 8 9 10
1. Perceived value 1.000
2. Product diversity & information ~ .401** 1.000
3. Delivery J07**.450%*  1.000
4. Oder convenience .101* 317*%* 0 163**  1.000
5. Site character S590%*  484%*  540**  201**  1.000
6. Price competitiveness 339%% 470%F  331** 420%*  436*%* 1.000
7. Time pressure 319%*  190* 350%* .043* 277 149*%  1.000
8. Real time information A50* .348* A44* 261* A29* A45* 256*  1.000
9. Satisfaction O57FF 531*x 615%F  214%*  507**  549%*F  206%*  438*%* 1.000
10. Repurchasing 622%%  469%*  S3T7FE - 306*F  602%*  532%*  401*F  493**  761**  1.000

£p<0.05, **p<0.01
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Table 4. Effects of social commerce attributes on satisfaction

Factor B SE Standardized S t value
(Constant) .101 249 408
Perceived value 292 071 .300 4.139%%*
Product diversity & information 155 .064 .145 2.434*
Delivery 144 .062 165 319%
Oder convenience —.031 .047 —.035 —.659
Site character 135 .063 138 2.144*
Price competitiveness 274 .061 275 4,523%%*
Time pressure .026 .035 .039 753
Real time information —.003 .054 —.003 —.051

R=0.612,  Adjusted R’=0.594,  F=34.28]%**

£p<0.05, **%p<0.001

T 2R PFo] g At A¥AFY Aot FA
3FETHKim & Han 2008; Lee 5 2011). ¥ oA = A=
o] GF Y} AlFY HEA Tl HEHE G vA= A
o= ehgt

4. 287F{HAQ| FOHEH0| XHTOH 2| =0l HES OIX]

AN T3 £2E LEANLE FA 4L 4
E Fohggo] Aol m G Lobus] i3 oF

3| AEHE AAEHHoH, T A= Table 59 A AT

FEgol] gk AA| AHER)S 59.2%0], Fak 31.058
(P<0.00)E FAHoZ Fol4o] & AR Yepdrth zt
S A4 oS dotry] Y3 ghe A&
A3}, 2EAMA FuldA 2 ZE 71R] £=0.304(=4.080,
p<0.001), 7}2 AR 5=0208(:=3.335, p<0.001), A|7ke}a} 5=
0.181(=3.449, p<0.001), AFo|E 44 £=0.196(1=2.956, p<0.01)

so= A7ohe] B AL Ao tehteh A7
b A AZH AMGUSE 2AAHA Pz
FAA JF v ARATet fARE 2E 2
ChPark & Jeon 2012). ¥, AH|A7E AE el Wast 5
B A7E 2 FolAAE sof ox1ARel FE5A o
of Buto] M AWE HyrkLee 5 2012). wehd E A7
A= ARHPo] AToel GaEE A A T, TR
ol L TIAA g Aot GARE RO R Uehgeh
B WS A S ol 88 5AE ool g @ (Chung
5 201204 Aol FF 7ol BEe] MY = GRS
F3 Mg QI8 B Tzt 2L AoR ek,
£ AT A2 AR AT o] FAA G o
A fARG ATE BT IHY SRl Tl F Bk
Aol A7l o] WA G AT Aol AL
Aulzt Aol ool 4712 d3E vIHO ki & Hong
2003), & @A Bl Aohe] oS w4 ik

Table 5. Effects of social commerce attributes on repurchasing

Factor B SE Standardized A t value
(Constant) 141 .260 541
Perceived value 302 074 304 4.080%**
Product diversity & information .062 .067 .057 935
Delivery .005 .065 .006 077
Oder convenience .088 .049 .097 1.778
Site character .195 .066 .196 2.956%*
Price competitiveness 212 .063 208 3.335%%*
Time pressure 126 .037 181 3.449%*
Real time information .081 .056 .086 1.440
R=0.592,  Adjusted R*=0.573,  F=31.058%**

#5p<0.01, ***p<0.001
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=, 2HAe 28AZ o] A AHA2] Ao] 27k
X7k Qiekn AZstEA 7He Aol 9 A9 AT
2 shul, A% AR} Bl AFS] S A T AL
dttn AZE A9 ATHE s Aoz tehgek

o

5. AMIHA 0|8 HFEQ} T o=

2AAMAL] o] §UEE = Aol Q=] v FFS
A% A5 Table 69 AA3FAT

F&H5] it AA) AEHR)S 57.9%01H, Fke
248.614(p<0.001) &2 EAHOoZ QoXo| gl Ho= e
Wtk ZF S9¥so BAE foS wdsl] flete ke
ArZEst Ayl BEE S=0.761(:=15.768, p<0.001)= ol <]
Tof fogt FFE v AR YEigTh AuRke &4
A 2o A FRlet Al Fol| TEFL wf ThA] Fufd oAbt
UE Ao E et BEEE Al oot uj$- §-91F
ol AL = Aoz vehd A3 HT(Jun & Hong 2003)2
Aol FARE 23S Yo

Table 6. Effects of satisfaction on repurchasing

Factor B SE Standardized A ¢ value
(Constant) .880 181 4.863%**
Satisfaction 776 .049 761 15.768***

R=0.579,  Adjusted R°=0.576,  F=248.614***
*#%p<0.001
Qo w #E
e L EC RS E e L e
ohe] ATBAZ wsl7] 5 2BANLE olgate] A
AT AE 7o Aol U old e oz HEx

AFE 35ttt AAEY] 2EAHA s wets F
3 28AMA Aol utAY A AAES A, 384
WAL BAStA; SHTE F 3707 E wjEste] RA S
1955 A &gt & 351571 4 A7 2 AMEeH, /1Y
oltf SAHT} AF Ao Bl Sl 18377} HF A
AHEE T YR, AT A o] 8 A, AFAHA 2
o) &4, RS, dea Aou] =g AT dFY
of MY Ee F 2~63] W&tz Yol 115P(629%) o=
ek o, g gol 2-33] el sto] 919(49.7%), A
Ul A =% o FE FlA 78%(42.6%)°] ©]-83H=
Ao 2 Vel B3 1457(79.2%)0] ARfEZO 2 A
HAE o] 8sh= AR Ut ot Ee] 28AMAE
o] &3dto] AT AE Al FFE vIA = 8 8l
FE9AL, ZF 8l “AZHE ZHX]”, “AlFY thkd 2 A

oftjAye) adAR L T 454 925

By g, cSruf o] ZHEA, “Alo]l B &4, “7HA FAE,
“AIZEREP, “AAIZE AErE YEbgth tEEole AZ4d
7FA] B=0.300(=4.139, p<0.001), 7}2 AR B=0.275(:=4.523,
p<0.001), A|E2] thoky 9 HRE B=0.145(:=2.434, p<0.05), B}
% £=0.165(=0.319, p<0.05), AJO|E 24 B=0.138(:=2.144, p<0.05)
o] o= FFS VA= AR Yehth a8AMA )
&4 F A7+ 7HA] £=0.304(t=4.080, p<0.001), 7}2 AR
8=0.208(=3.335, p<0.001), A|7FE}F 3=0.181(+=3.449, p<0.05),
ALO|E &4 =0.196(1=2.956, p<0.01) 4= & A|Fufjol g
< A= Aoz et 28AHL o] § EEE f=
0.761(¢=15.768, p<0.00)E ATLml 2o S-23t Fgke u]
A= AL YeEhglth

ojFel AuE & w, 28 AFe] EHiEL Y=
Aol A el AULEE ARG 580 FL2 ojAE
A ALY E FA 1Y Ao AbREH 0]
o 28AME QAEL ol59 UEH} AFHES Fol7I
el Y vF 2SS Ao, 9IS vIXA g™
8R1ES BA st &85to] WE Aol 8ES FHAIAL
st &3 AFollMe AR S gAML Sl

5o G HIXE ThRR 2ANSS o] §3 F74AHQ

l

B =22 20138 SooiAfestn sl Ao
o3 AT AL
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