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Fashion Consumption Expenditure During the COVID-19 Pandemic:
Comparison by Generation and Income Status
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Abstract

This study investigated how COVID-19 imparted the fashion expenditure of households in Korea. During the
COVID-19 pandemic, the ratio of fashion expenditure to household income and the ratio of fashion expenditure
to household consumption expenditure were estimated using secondary data of national statistics. The household
income and expenditure data in Korea were extracted from 2018 to 2021. The household was categorized by
generations such as gen Z, gen M, gen X, Baby Boomer, and Silent generation, and the household income status
was identified by the income quintile. The outcome revealed that the ratio of fashion usage expenditure to income
decreased following COVID-19 equated to before COVID-19 and revealed the significant differences by income
quintile. The ratio of fashion consumption to household expenditure significantly differed between the pre-COVID-19
and the post-COVID-19. The difference in the ratio of fashion consumption to household expenditure was important

by generations, and it was not affirmed by the income quintile.

Key words: COVID-19, Fashion Consumption Expenditure, Ratio of Fashion Consumption Expenditure to

Household Expenditure, Generation, Income Status
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245715 A S(disposable income)< ‘A5l A A Fo]
3L
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AR BT S nanAEe

= @ F e 250 E FAEAL S (surplus)>
ARTFsASAA AHAES 7S FH R Ao
o] AREEH AT
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household consumption expenditure to income)~ =
7HEE] A5 tiH] AHIAE ) HIEE SHEHUY,
2504 A 24P]R|Z H]E(ratio of fashion consumption
expenditure to income)<> = 7Fo] A5 HiH|
LA Zd ] v &R g3t AEUH] A
A~H] A& H]&(ratio of fashion consumption expenditure
to household expenditure) U] 7}72] & AH| x| =

T MALRAZ ] A sk HEsE SA AT

NALNAE S FAY MAFFA 2 3 R,
AR, ol AU, ATFE EBIE AuAEE
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AZE 48 9 9o el B B, 7IEk SRS,
5 o], A7 ), oI5 B M) B, A,

Aldk @ A A B8 2 Eksh) o|n) 8] A AH]R]
2 o &AH| A Bl o|u]-87]7], A o|m|8-EF =

2 Aol FAF 7H-EF 22 AFE(secondary
data)E Aol &tk = 7Hs Al 2 Y (www.kosis.kr)
7HA 5 82 AKhousehold income and expenditure survey)
oA A5E FHAH SAAHY 7T F=AE
A &9 FE7HE e F71H 02 S
=W 7hre] 7HAFAl AuE getetil, A5 4|
T WstE vetstet 223 ARE
(Statistics Korea, 2022a). =AM A W= H=rol] 7
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191 = 291 ool Bol FHAL HZ B AAIE
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2022b).

B A7E 98 439 23 AFE 20200 H) 2o
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Sk o

7HAI 2] Bl

20213 T RESAHE

2021; Lee, 2021a)oll A A3k
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AF 7 A5UH] fALERE
v ak7] 98], IEU19 A 7] el 2020
71EoZ Z21H9 ©]1(2018~2019'F) Z=21H9

FAZLH9 Al7|9] DMAHIX

IXIZ2

= —

©]3(2020~2021'3) A7 = T
S 7HA A5 A AR AE R 9 v &9 Aol E
SHEE (dH R Felst A ti(Table 2).
FEUH9 o] F A5TH] HALNAE v &S
FZ19 o] 7.8%°l HlE 7

oIk 2ol 7k UEbskth(r=3.116, p
9 o] % JHA4H] F T AL A
o, 2021d 4] 3] &A=
= A LH] AFe] HFo] &
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41.2. I2LHY M=, ASHSO| ME JHASK| H3tet
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F2UH97F Sl 7Ol Rl Gk 7S A5
=o] we} Aw R 7] &), Z2H9 HAE 2018 F-E
2021 d7HA] ASE9E THAFA S FolE Halst
A THTable 3). 1915 A5ET 7HAE 2
Zo] BT Fof Fajdo] ulo] 1*% Holm,
2019358 =7}slHA] 7HAIA = &
S HoFErh 2899 3RSE
Hol=dl, 258 SA92
HE kA, 7R E 2
stthzt 2021 3155 HoETh 4
AR ARl e S BoFE, IR=U99F 4§l
S7kshH ZHAIA &
ZA] weFsiAl Tt 35

o|N JlnE
N0 XN
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—

H

o] &Aoo 7 AL 4 Bxzloo]

AH| A Z ] 2020 TF

Table 1. The household balance from 2018 to 2021 (unit: KRW)
2018 2019 2020 2021
Income 14,597,743 16,013,892 16,901,320 17,476,865
Household expenditure 13,017,803 12,882,137 12,954,285 13,319,406
Household consumption expenditure 10,295,761 9,875,792 9,942,028 10,193,899
Surplus 1,579,939 3,131,755 3,947,035 4,157,458
Ratio of household consumption to income 7053 6167 .5882 .5833
Fashion consumption expenditure 965,567 891,304 818,060 842,658
Table 2. Ratio of fashion consumption expenditure to income between the pre- and the post-COVID-19
Pre-COVID-19 (2018~2019) Post-COVID-19 (2020~2021) t-value
Ratio of fashion consumption expenditure to income .078 .052 3.116™

"p<.01
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FRaS e 9% vA £ 9dE 7
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[e)
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s
o
™
[
M
[

>
N
e
o
&

M =+ 3 FTHOIE FA AT
F2UH9 A5 L5AZ wet 7HA 4n] 9] sl ] FAZA, FZ2U9 A5 A 7I(F=14.846, p=.000),
zpol S A=3s1r] Yafl, ZE U9 A T2 FEI A 2EF1(F=63.392, p=.000)°] W= A5UH] 4H][A]|
7)ok 2ERIAE SYUFE, 250N F 20AF 0 F g BE 2 FadE Fo8 202 vehgto
Table 3. Household balance by the income quintile from 2018 to 2021 (unit: KRW)
Income quintile 2018 2019 2020 2021
1™ 667,397 897,516 944,122 1,019,043
2nd 1,813,004 2,261,358 2,329,857 2,460,968
Income 31 3,154,620 3,607,729 3,632,727 3,794,004
4t 4,790,141 5,249,703 5,344,652 5,491,594
5t 8,561,310 9,262,874 9,519,047 9,780,703
1 1,332,150 1,216,865 1,249,209 1,328,730
2nd 2,115,289 2,086,210 1,988,232 2,103,316
Household expenditure 31 3,081,548 3,003,614 2,808,320 2,950,160
4 4,043,891 4,080,971 3,984,194 4,045,871
5t 6,060,083 6,264,589 6,163,772 6,441,119
1 1,156,541 1,041,005 1,084,549 1,150,350
ond 1,759,682 1,692,034 1,621,574 1,697,383
g{‘;frfcll‘i‘t’l'l‘:econsumpﬁo“ 3 2,421,320 2,319,043 2,171,518 2,283,702
4t 3,066,794 3,018,412 2,939,693 3,026,468
5t 4,283,295 4,220,256 4,179,112 4,313,942
& -664,753 319,349 -305,087 -309,689
2nd -302,285 175,149 341,625 357,652
Surplus 31 73,072 604,114 824,407 843,843
4t 746,250 1,168,732 1,360,458 1,445,723
5t 2,501,227 2,998,284 3,355,276 3,339,584
I 55,199 74,305 69,142 71,588
2m 91,367 141,138 119,434 124,220
E:;L‘L‘;‘;tlfr‘;“sumptio“ 31 137,329 200,158 166,091 175,827
4t 189,774 264,134 239,374 242,756
5t 287,318 393,844 347,625 366,153
Table 4. Ratio of fashion consumption expenditure to income by the income quintile
Income quintile )
p e 3 o = F-ratio
Ratio of household consumption expenditure to income .4D02 (5:/2];; ]§/2C8 '7];4 1'4AS] 63.392""
Ratio of fashion consumption expenditure to income '036 ‘034 }(3)/53 '037 1 27 22,5317

p<.001
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sto v, W] Fezhg ade frolekA Ft
dr(F 1.863, p=.124). 25E9E A5UH] AvAZ
3}

= HE, WA LPAZE H]Eo
o] A pH|AFo] £25HT =2 Ao g Yt &
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4.2. F2LHO A|7|9] MICHe}
IHMAH|X|EL| AIO|

SEAIB0| THE

421. I=LH9 MFO| MH X|SchHH| HMAH|X|E
HIZ2| XO|

FZH97F Mt eF AEA TS HAALHAE
© G Tetatr] fl8l, |A Z2uhH9 H5717)
AoiE A Eoie] s8R E H)&2] 2ol & v s}
Ak ZZLH9 AF 7172 ZZ1H9 o] (2018~ 2019
W)z F21H9 0]5(2020~20219) A7 2 FEE AL
o, A= ZAY, MA, XA, Wolu] o A, AL
AEANNZ TR A AZUH] s 28 AZ 4]
&2 U 7He F ARAEY F A LHR S 0]
A8 &R AL ol EUE I2 M5
19F Al A Ziy] A AM A E v &) Aol
o] A LA (two-way ANOVA)S. 2 el slg]th

Al

N

=0

IXIZ2| Hsk MicH & ASAS Hlm 11

EAAT, 219 AT AI7I(F=19.158, p=.000),
Aol wE(F=38.093, p=.000) A ZthH] =4 24n)
A& ¥& Aol 7t FaIE fFolg Ao E Vet
on, I AF A7k Al 7+ e g G
SAHLE frofdhA e UTHF=391, p=814). A Al

geld 2% 2} o) vl Lz o)F A7
EHAZ F A 2vg HFo] ZJE RO
gels Ak

TR A5 A7) Al e] 7} FazE o v
AL Tl FAHOE stk WA A2
19 A5 A7 7HA1 9] AZtH] A LRAE &
o] zpolol] tis SHEE AH A F28 o)zt
UERE O W (=2.365, p=.020), T2 ©]H (2018~
2019%) FHF 9.0%0 A FE 1 0] F(20203~2021)
Bt 7.9%Z ol thTable 5). T 717y At 7t
Ay KAL) ZE B &) Afolg dAR-AEA
o7 g3 A E fFolg o7t vrebytth
(F=36.605, p=.000). A++-H5A7, ZAH = A=
WAL A E B o] 114%2 7P =kom 2g
A Aldl= XA, ol Alg) B} 2 Zo=
FAFHATE AFLYHE At 7F A 2H A E v o
g Yol Aol & A A= ) d 87 HA
Bl A A S Bl g0l =S AT F AT
(Table 6).

F7H R A A RNAE F AF FGE(©
F, AR, olu S A 2, AJA AL ) A S THH] A
AEH &S AEE v wsE 2 ZH(Table 7), 42

HIAE 99 5 7P & HIES AR et o7 Al

R

fl

T

il

N

Table 5. Ratio of fashion consumption expenditure to household expenditure between the pre- and the post-COVID-19

Pre-COVID-19 (2018~2019) Post-COVID-19 (2020~2021) t-value
Ratio of fashion c.:onsumptlon expenditure to 079 2365
household expenditure
'p<.05
Table 6. Ratio of fashion consumption expenditure to household expenditure by generation
Gen Z Gen M Gen X Gen BB Gen S F-ratio
Ratio of fashion consumption expenditure to 112 .096 .083 .080 .063 38240
household expenditure A B C C D ’

ok

p<.001
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T A7 HlEe] Aol7h glglom, A%
o F 7P Hgo] A& AAANT L oju gAu
oA AT AHol7t AT Z AT AL F
AAAT w1 &o] TE Aol va) Erom, o]
H) e Al 7E 7bg e 202 ek olu A
229 2MAZINE ALAE )7} B Aol v

3 s ABA Sl A ApA|Sh= W&ol 7 =keH,

F29 A5 A=

o F T FoE &5

2 ﬁJJr(Table 8), T=1}H9 A%

FZ1H9 ©]7(2018~2019) 3}
FE1H9 0] 320202021 )2 FEHATE 25A=
o] 5E9Z FRENS

snA el RS

Al71el mhE

I o2 wolu i A7t 52 HoE MZAY (F=5.390, p=.023) A=t H] HAHLH|AE v &9 T8
of Hla] o]m-g&AH] 2 AH] HEo] ARo] =2 Al = Folgt Aoz yeigow, s 7] A5ES
oA E=A YebaS FRIsiAth H FR I FoekA] U THE=.866, p=488). T3t 5
2o AF Aok 259 434S G A4
422 F=LHM9 T=o| A5AIE0| WHE AISCHH| O 2 FEA] FUTHF=191, p=942). 25E-AE A
IHHH[A|E HiZel X0 Zo0H) HALHAE HES YYRAEH O vy
F2H9 AT, 25AZ W2 AEvH] o440 gk A 3Table 9), B+ HALHAE T 9] Zpol=
AZE HE9 Zol5 Dot ] flaliA, WA FLaHA AE5FTH &8 R H] ZAoRE Rl
Table 7. Ratio of item-specific fashion consumption expenditure to household expenditure by generation
Gen Z Gen M Gen X Gen BB Gen S F-ratio
Clothing .505 464 485 498 .609 2.110
Footwear .089 .087 .085 .082 .098 698
Fashion category Watches/Accessories 'O/i“ '0];9 ']g/]g '0(1:0 ']‘3)/]3 13.379™
Beauty services ;}g .385 ;}g .31;7 A4z7 18,656

p<.001

Table 8. The results of two-way ANOVA analysis: The interaction effect of COIVD19 and income quintile on fashion consumption

expenditure to household expenditure

Independent F-ratio

Main effect «
COVID-19 (the pre- and the post-COVID-19) 3390 023
Income quitile .866 488
Interaction effect 191 42

COVID-19 X Income quintile

p<.05

Table 9. Fashion expenditure and ratio of fashion consumption expenditure to household expenditure by income quintile

Income quintile

5th 4t 3rd ond 15t Feratio
Monthly fashion expenditure (unit: KRW) 338,861 231,261 189,221 142,917 94,654 53.765™"
A C C D
Ratio of fashion consumption expenditure to 091 084 088 087 080 1018

household expenditure

p<.001



AUATHF=53.765, p=.000), 2HIHES EQ1sk7] 91 A (Lee, 2021b)oNA 2L 05 7te] B2 o] &
ol A 2HAE T AALNAZ WSS AR A SATANA AEY T 2HAE] HFE FolE A
= 25w W At gl AR IHAT. o] Uehde sl AFAE T AR
) 7 A RS F A LERE B SS oF Z g0 o 8% HEE ASATY Hol= YeEA

8%t = WEbstT Ues IRt 53] A5ATE Agely 8 F
[}

o] #HHAo] JqOS HZ(Han,
2018), I EH9 7ol HAaH| A3 stetol=
5. A= Hol ¢ gL}(Lee 2021b), 5 AEF+ 53] 4w
Ll [ —
(e}

Pelol = 25R 6w AuA

A% A9 T shre) 2H Ao® e,
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]
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e
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L 229 227t B AFF AaATe Al

ol 20219 = AH|FEA = EF5) = A eth(Kim & Moon, 2016; Kwon & Kim, 2019; Lee
] A Z0] HIES FoiatA] ZUTh ol AL & Kim, 2021; Nam & Nam, 2022). 53] & A=
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A4S MRS 2ot AH|g Y F g aH] ¢

S
7 AEE YA A AERS F9]
(Chakraborty & Biswas, 2020), 2~H] 3%
ST el 2 4= 2 thBaek & Ahn, 2012; Chung, O FAFET= AAl B 343}, o] m| A B 2ol A A
2000; Hoyt, 1938; Lee, 2014; Ziol-Guest et al., 2006). H o] 7h vrebsETE AJAl R FFshe sl Ad Aol A A}
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S, 1599 A9 THAHRAEC] A5HT = 2 o5 Wgdd A3z e 4 Aot

S A5-A] Bggo] FRIEUh AR E 9 B A ZE W97 A Al S VIHeRE T
TE S ASASH vE et 2R gRlEo] A o]A = o]F 7|7kt ANAES] NEHE S FU 7
%1 7(Lee, 2021b; Park & Chang, 2021)°] 4] SAF3F 7} Al AR 22 ARE EUE GAFo R SRIg) o=
AZu7E A5AS] Al e Z20R sfiMd + A 2 MY gske] Aol 3l g EE THotslel

Aok 2y AA 2HIAE S AN AA s thetl oo 7RItk & A7t 2k B 7 AR
HlE2 25AT e Aele vehA] skt A9 ol Btz & F&F ATE AT AAdL v 2k



T HHL2HAZ Faol thsh A st A5 A

H| X2 o] E3k0 7 dnkslslr)e o @) wpabs 35
AA A B A G Sl A
H) 2} 7ol whoo] T AR S B ek A=3
A72 Bed Btk itk 58 43HY 5 A
RS wase] F AuAe] F2U199] T 2]

A& ele] Wt i AESle iAe F71e

i)

ATAME T2 Al Y G i o)
o

A2uAZEe] GaFs =l 7HEe] Ak 2545
ztolnto & SRlstith Sl 7HAl 9] AR E A%ES
spetgith= AAA AN THA 2Bl 9] el
P A= T8 SAHSE Ao AEASTS
2 A3 A (Kim, 2021; Kwon & Kim, 2019; Lee &

m, 2021; Park & Chang, 2021)o1 X %= F 2317 th+
oA 3L Yok I & Ao A= 7HA 9] glolaZ
HEES] #AHAAS EYE 7
o] zfolE A Eo =M I

-
e
Jo
ofl
5
Kl
By
)
B
i

REFERENCES

Baek, H., & Ahn, S. Y. (2014). The difference of the
effects of private tutoring expenditure on the change
of consumption structure of households depending
on income bracket. Korea Social Policy Review,
19(3), 9-47.

Bin, S., Yum, H., & Shim, S. I. (2021). Fashion
consumption culture in the post-COVID-19 era
identified through big data analysis -Focusing on
articles in the Chinese fashion network LADYMAX cn-.

Journal of Fashion Business, 25(2), 80-97.

Chakraborty, S., & Biswas, M. C. (2020). Impact of
COVID-19 on the textile, apparel and fashion
manufacturing industry supply chain: Case study on
a ready-made garment manufacturing industry.
Journal of Supply Chain Management, Logistics and
Procurement, 3(2), 181-199.

Choi, B., & Oh, S. H. (2020). Consumer sentiment and
non-face-to-face Economy in Seoul in the 2nd
quarter(2/4%-7] A&A] 202} A 77 7)9F Bt 7
A). Policy Report, 303, 1-26.

Choi, Y., & Lee, K. (2021). Changes in consumer
perception of one mile-wear and home wear: The
impact of Covid-19 Outbreak. Journal of Fashion
Business, 25(2), 110-126.

Chung, Y. S. (2000). Consumption expenditure pattern:
Research trend and future perspectives. Journal of
Consumer Studies, 11(2), 85-101.

Eger, L., Komarkova, L., Egerov4, D., & Micik, M.
(2021). The effect of COVID-19 on consumer
shopping behaviour: generational cohort perspective.
Journal of Retailing and Consumer Services, 61,
102542.

Han, J. (2018). Analysis of the net burden of tax and
transfer policy across income distribution using
household characteristics. Sogang Economic Papers,
47(3), 65-98.

Heo, Y. (2022. 1. 3). The domestic fashion market is
expected to grow by 6.2% in 2022 to KRW 46.4
trillion(2022d =u] HAAAIG 6.2% A4S 463
4499 Auh. Fashionn, Retrieved from https:/m.
fashionn.com/board/read.php?table=1004&number=
39605

Hoyt, E. E. (1938). Consumption in Our Society. New
York: McGraw-Hill.

Kim, J. (2021). Changes in household consumption
expenditure and consumer trend index (Prospect).
Monthly Labor Review, 3, 91-93. Sejong: Korea
labor institute.

Kim, M. J., & Moon, C. S. (2016). A comparison of

patterns and their

consumption  expenditure

determinants of baby boomer households and elderly



FZLHY Al7]Q] THEAHIXIZC| Mk M X ASASS Hlw 15

households. Journal of Consumption Culture, 19(3),
31-54.

Kim, S. (2019). Three Essays on Household Consumption
Expenditure (Unpublished doctoral dissertation).
Pusan National University, Pusan, Korea.

Kim, W. (2021). The structural changes of Korean
consumption since COVID-19: A Comparison with
global financial crisis. Journal of Korean National
Economy, 39(3), 107-140.

Koh, A., & Lee, J. S. (2020). Sustainable fashion
consumption in the post-COVID-19 Era. Journal of
Consumer Studies, 31(5), 1-17.

Kwon, J., & Kim, R. (2019). The generational concept,
range, and characteristics of Korean consumer:
Review of generational research in consumer studies.
Journal of Consumer Studies, 30(5), 77-99.

Lee, H., & Kim, R. (2021). Comparative analysis of age
effect, period effect, and cohort effect through time
series data analysis -Focus on changes in consumer
perception of corporate social responsibility.
Journal of Consumer Studies, 32(1), 49-73.

Lee, N., & Jeong, H. (2013). Components of the
generation rift: Cohort effect and age effect(Ath
go] A 84 IS E g} AFEIN). Journal of
Legislative Studies, 19(3), 37-83.

Lee, S. (2014). The effect of household demographic
trend on food expenditure pattern. Journal of
Consumption Culture, 17(3), 85-104.

Lee, S. L. (2021). Covid-19 and changes in consumption
patterns(Z 2k} 2H|3IEl WS, Proceeding of 2021
Spring Conference of The Korean Home Economics
Association, 42-72.

Lee, T. Y. (2021b). Changes in the composition of online
shopping channels after COVID-19(Z =419 ©]%
224l &3 Ade] 4 wWsh). KIRI Weekly, 511,
11-17.

Lee, T. Y. (2021c). Discussion on declining propensity
to consume after COVID-19(Z 29 ©]% AH]AJ8k
aletol] ek =2)). KIRI Weekly, 524, 1-7.

Lee, T. Y. (2022). Characteristics of the recent decline
in consumption by household type. KIRI Weekly,
497, 13-19.

Nam Y., & Nam, S. K. (2022). Consumer Happiness by
Generation: Focused on MZ Generation. The
Korean Journal of Consumer and Advertising
Psychology, 23(2), 129-152.

Oh, E., & Yoo, 1. (2021). Consumer sentiment and
retaliatory consumption in Seoul in the first
quarter(1/4:27] A&A] 2B|2F A7 7] 9F BHAA4H).
Policy Report, 321, 1-26.

Pang, W., Ko, J., Kim, S. J., & Ko, E. (2021). Impact
of COVID-19 pandemic upon fashion consumer
behavior: Focus on mass and luxury products. A4sia
Pacific Journal of Marketing and Logistics, Ahead-
of-print.

Park C. (2021). Characteristics and implications of
changes in private consumption after the spread of
COVID-19(Z21H19 3t o] 5 vIZkAaH] Wslte] 54
HAAMR). Financial Brief, 30(12).

Park, S., & Chang, M. (2021). The effect of Covid-19
on the perceived inflation rate by income quintile.
KIF Policy Report, 2021(1).

Shon, J., Kim, C., & Lee, H. (2021). A study on the
response of each generation to the communication
characteristics of the MZ generation -Focusing on
generation MZ, generation X, and baby boomers-.
Journal of Communication Design, 77, 202-215.

Son, M. Y. (2022). A study on the impact of COVID-19
on fashion consumption expenditure: Focusing on
household consumption expenditure. The Journal of
Integrated Humanities, 14(1), 35-84.

Statistics Korea. (2022a). Statistics Overview(EA71 L).
Retrieved from https://www.narastat.kr/metasvce/index.
do?confmNo=101006

Statistics Korea. (2022b. 3. 11). Household Trend Survey
Statistical Information Report(7}A53=AF SAA
HEA),

Suh, H. (2017). Understanding recent decline in average
propensity to consume. Journal of Korean National
Economy, 35(3), 75-105.

Super high-end or super-cheap... Polarization of retaliatory
consumption (comprehensive)(Z2w oA FA] 7}

HEAHE =53K(59). (2021. May 13). Newsis.



16 2018 - 248

Retrieved from https:/newsis.com/view/?1id=NISX20
210513 0001440333&¢cID=13001&pID=13000

The size of the domestic fashion market is partially
reduced due to the impact of corona in 2020(=Fu]
AN FE, 20209 F2Y GO AR 74
(2021. June 15). FASHIONBIZ. Retrieved from
http://www.fashionbiz.co.kr/article/view.asp?idx=1
85602

Ziol-Guest, K. M., DeLeire, T., & Kalil, A. (2006). The
allocation of food expenditure in married- and
single-parent families. The Journal of Consumer
Affairs, 40(2), 347-371.

4 2022.11.15
FAHST 2022.12.19

AAEA: 2023.01.02.

(©) 2023 (by) the authors. This open access article is distributed under the terms and conditions of the Creative Commons Attribution license

(http://creativecommons.org/licenses/by/3.0), which permits unrestricted use, distribution, and reproduction in any medium, provided that the original

work is properly cited.



