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A Cross-cultural Analysis on the Evaluation of the Hotel Brand Equity:
A Comparison between Individualism and Collectivism

Lee, Tae-Sook * Kim, Chul-Won

ABSTRACT

This study was to compare the evaluation of hotel brand equity between
two different cultural character groups: individualistic group and collectivistic
group. Singelis et al.(1995)’s INDCOL scale was used to measure an
individual’s cultural characteristic and Lassar et al.(1995)’s five dimension
scale was employed to measure the hotel brand equity Data were collected
from 180 Koreans and 100 foreigners from 7 countries at the Incheon
International Airport on April 2010. Results of a factor analysis yielded four
dimensions of brand equity including performance, social image, value, and
attachment. Results of multi-group covariance structural analysis revealed
that there was no significant differences in the path coefficients of the
measurement model of brand equity between individualistic group and
collectivistic group. Practical implications and limitation of the study were

also discussed.

h

io1z=|(Individualism),
ZIEE9| (Collectivism),
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& o|&ate 19| 34 B4 °ﬂ “/H??} O]Gﬂt H %ﬁio}.l— S v wEst
2 Pl M) Anjzte] tigk o] #& Wslof Hrke 877t SHiE L Sl

71E 475 A9Ed, 3 Bl=at 7] S0 tigk 2 (Prasad &
Dev, 2000; Forgacs, 2003; A& - oJels, 2005; Kayaman & Arasli,
2007: A", 2009)& thdsHAl o] Fo1A gARE, tiito] oY (emic) AT,
Z ol g 54 EstollAwt A8E e dS ol &3t 1 35 WollA] HA
He B} 5ol el A=A ek ol whet vkt =7k 34 &
of W F7ke] BHe] s EAI7F iAo, ole FHlo] AEst FA
ARl Abarof A Bloju, bkt 315 783 o e " (etic) 9] ¥ Z&
o} U BgaolA H B wEe BAoA e At AAE L YA THEARE -
A7k, 2008: A5 - 3433, 2008), oFF mlgek AAoltt.

ZHE oW 3514 i olA] ALsh=rtel wht An|A; Eel] ThFet xfel 7t
Hepdtt, Qlzte] Hofdtes A RE Zee wIA R AR En, 2047] $RE
T B2 A7 B35 AR Ak dda Bidste] ofdlstd e vy
71& $ith(Kluckhohn & Stodtbeck, 1961 Inkeles & Levinson, 1969:
Hall, 1976: Hofstede, 1980; Brislin, 1993). A&7kx¢] tj# —‘f'*ﬂ B W&
3} ol A o] THRIF - AT ol & A& 3o F7HE SHH
2 Ate ARt AFEY go Jee] 54 o A8, T *4 T4

IOH
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Bol F2 uehia, AAFeE AP et 284 540
AQAFe)s) uFe] o2 e & vt ol &, BARAL A
Aol 2u)A 54 vl v ohleh BHAT Aol fE3t

ol AN B HAE AP Brhw vmRad 2L B
Y ola T Bast gom, e e 58 BAE PHoN EAAHQ ol
AP ARUACLE 277 FAQA B =917t Basth

ol £ AP E F/PIE BRI AAF-FUF} ohd v =
7] A 2R} A9 Fe]-wTe] Y golehs AWMEE o §3 ML FEA
BN 38 BAE AW el A e, 188 1 5YE
galel 59 vbIY 99 AR WS AN Ft.

(¢

II. o] 2% i3

1 S6 wale A7 PHes

2 —

SEAE AE[ 2 Al tiEA BAls Ao A ARE FHela glow
(Berry, 2000; Brodie, Glynn & Little, 2006; Xu & Chan, 2010), 2
T B9e ol Algsst 7199 A BRE QA Ho] grk(Kapferer, 2008:
Keller, 2008; Post, 2008). T3t sHE2 At AldEet gustA 2l=s
wolZoly, wHAE Heke] FAQ FA 84R 1 7HE Wolgela tt
(Dev, Zhou, Brown & Agarwal, 2009; O'Neill & Mattila, 2010). =&
Bie 2k o9 Bl =9 A 4H|AeF SE AfFe] 7EX| 9 ddd Blo]
2 Fel= 1 lom (Bailey & Ball, 2006), BEHE 23} 712 4 @40 8}
AEnit} oAEe] thFeitt. WA, Kim & Lee(1998)9] 45 AwHd
S BAlE AR = 249 A oA JpdstEofof efar, 179] oA H]
Frlojof & THo HAlE AU E Fall vEshix] Bals A4t 7hx] o #
dE 57 (a8, Aks]A oln|A], of &, A ZbE 71|, AEA) 291e Sote] 1
A 71ke] sd Bale 24k 7RIS S35l Prasad & Dev(2000)= wl=
o] 105 7I7E WEeR 58 HAE 2 AFE AR FHE2RA 34
(Top-of-mind brand recall) % 2|2} 47 A5 (brand awareness index)’
2, g3 v A, HEdgE] 7H], AseE BaE 3RS (brand

o
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performance index)® Hil o|& A& ASst] An|x} 242 A= zRak
2|47 (brand equity index) & 7H&at%ith. Kayaman & Arasli(2007)< 2174
o 2A% 39 Balle xpike] Adst B 4709 Bl A4k ] e (BAE Q)
A, Bl A%, A4 %7% B oux]) &9 I AAE AT &
Ato] Z 2] ~(North Cyprus) T&oA 1170 veke] 34549 u4S thae s 4
=72 ggon 1 A uA 7 Bl A4 JHE BAE X EE A9
o 7 e Rde AAEe ez ElEtt. Kim, Bongran &

Kim(2008)& &€ HaAt zpaky) nAe] xz2+d 712 a8z AR orelo]
HAS AZ87] 98l 24 719 BAE 2P 28-S o7k 2 BHET) s

IgR=R I 3
BHile AR, A4d 42, BAE A, BAe A onjx] 59 471A] 84
2 08 oiue Bdle 3%, A4 F4, Bds A/ 9 59 37 a4
2 sl o] Ztzke] mgo] mAjo] A zshe iAok AR o=dl A=
FFS AT A BAlls QA A2 [ 7] 4R TAE o] Bl
= 7bA g AR wo] QS nlAE Ao R e Xu & Chan(2010)L
el dgdrokes 92l 39 Bl 2t P ead HilE QA His
A, 4R Z(QoE), HIE F= 5o 47 Adez Atsisint. 43
A (quality of experience)] E3d A& TElskglolxe] Aol A7} HA=
Apbell Tk =07t Sk gl ZIQ1E Ao R, TE F&de Bk uAE
AR &7 35 A7 S-S Axs] A% A7l it o] Ate A
o A2 AgFens sdvte] Hile 2t dA ZH S Algeta, od
BA= 2Rk 7R Ao tig ojale] AAE Foled Zofsiilen, s uA
o A4 8 ] A9 §¥E 53 BAs A A £HE 7HeA 6
< g Bz el of

@ 2 710 nd= A 49, A4k wd= AL AR Sr
: A 74 2ke] Ao ol

=

A, Add g4, =S B

ol =
= el 74 842 AN oIF 8T ANE S99 B

ia's 1-
) 1
[
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(E 1) 29 23l x4 7ML
a7 Rl AT AL
Kim & Lee(1998) AEA o[oIA, A=, 1A, BA%

Prasad & Dev(2000) 43}, BHAE QA=
Kayaman & Arasli(2007) 4, HIA= AT B ojnx] HI;E QAR
Kim, Bongran & Kim(2008) FAE, A4E F4, Hals Qx| HA= A% oux]

AR AR A R A R A R A R
S | 0% | | PR | | | N R [ o2

R I e

Xu & Chan(2010) oAz, HAE a5 , 3
45 (2001) A, HAE Ak, AR, oA AXE
7914 (2004) A, Adeh ek, AZd 24, QAR
479 - 0|81 % (2005) AFEA olulAl, A=A, A4, o7

A, HAE A HaAE ojux] A€ £4
4208 (2009) WA s

AR 0 AYAT EUR =2 A

NAFe)-F 9] o] 2L Tkt o] As|AdS AT  sle T8 o
o]&(grand theory) 224 71%5< 317] W] H|mE3} Ao B IS

|
Wolgth (g, 1997). ol#igh 7HIFel Jeo i (individualism-
collectivism)& Hla#3}t Alejgt, 22 A2jdt, E31FstelA Aolgh w314
AFEEZ] ME TE de Hla AW glo] et 34 54 Jide=
AA = 2L e (Triandis, 19955 Oyserman Coon & Kemmelmeier, 2002).

Hofstede(1983)2] AelA, AT A4=(index of power distance)®
gk 54, 4 60, "l 4002 Yehd w2 TiQ1Fe] #38te] AP o Q1Y
1 lem(Schiffman & Kanuk, 1978: Hofstede, 1980: Hsu, 1981:
Bellah, Madsen, Sullivan, Swidler & Tipton, 1987: Chang, 1991: #+-
7, 1997), =2 el 4] w7t2 A4H o] Sk (Hofstede, 1983:
Gudykunst, Yoon & Nishida, 1987). o|A4 & =753} A& SEAe] vHe
= Baste] SHAE &k w7k A4 e v, o] & #Uie o R oY
& sl = HAFe-H ST /o] =7t 1t #3HA Aol & AHshe dde
YelH, Q1o ot HeolE Fdet Ao v Jfd oz getsilea
n] gttt (Hofstede, 1980). & 7iQ1F99] with7} FeFoleh= ot} ol g
T mEd ool dFels FEE £ glon, v Hxz o I}
7F ANQFe] 5k ARSIQIA], Fee] 3k ARSIQIAIE sl Aol ol gt
WA Frleh A diFEe w7kse] JiQ1FY &3k &ota, ofxot Bl

|, okt 7bee] Jire 3kl £3thE Hofsteded] #7342 dAst

(]

<
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Al ol Aot} ey a2 H o A= (Hui & Triandis, 1986:
ui, 1988: Singelis, Triandis, Bhawuk & Gelfand, 1995; Triandis &
Gelfand, 1998) & A%<l sk AeFelh 9% Ao vl Ade] ohjeh =
el olel el AT ik BHAQ Adoleks #4& tgn
AE I3 AT FUFAE B A TG 4 dow, T3

o] & Az FEo] L= ‘I}B‘r =0 dFo] Ha, dgo] ER
G0 ARl M= Q1O dEE Hole Abge] v e
of ARl M = H e dE& Hole Algo] o lal(ZT ,
ofe} et auje] Ay 3o uwep WEd S’,ﬂ?‘rﬂ 73t
(Triandis, 1990). B&o], HFALS7} SUSteHA o= AlS]o]d &4
mlell A e, Z& JRQIF Al Bl £4dntE AYa e 3k
o] Eshde] RS etz Ay JAek(@atA - 4%, 1993). Wt
oftizt 7HE Am|ate] JHQlFo]-HetTel A3 TY w3t AkEl e sl= AN
ol whe} Zol7}k s o AL, Y w3 AL BAEY vhefFet Aol S
= PAE Fog WieRA 28d + o

olg|g AMdE m|Fo] &, F7Rte] H E-E‘i}zi(cross cultural) T4
718 AIFe]- Z‘D‘r—r«l 7H“‘—% TATES B0l /RIFE TR B
oo} g, FQlFFoAM = T2

e
dlo

iy
o
N,

R A A A

H oo a4 4N N o

—

o

¢

=
, AFTE FRE Vgt -Zr%gol 11]7]QJ— Ak
(Markus & Kitayama, 1991; Singelis, 1994; Triandis, 1995).
Triandis, Leung, Villareal & Clack(1985)& /NQ1F=o-FtF9] 7ide] &
A4E(level of analysis)©] 7} FEolAQ A= 71 T4 thFaat A=
ke, 7iQl FEe] AQlFe-HeT] S Hofstede(1980)¢] A72%
oF PHE JaeXs AVISIATHAHTH, 2004).

A o JetFol= o] FTFo slolA 7HRlo]l A Hiu, 52 3wl
FAAA] e Aol & om|gtH (AR E], 2007). &, QTR AR E H
o] R ETh 7§19 ofs| HAIZE A [ Abs]ol = AfQle] BAE
o Hee] 542 AR /i Hajirhe 45 Y WY el 5%
715 dHe 278k AR 717 stk (Hui & Triandis, 1986). 2
=, Z70Qle] JiIF ARVt B JEF A e a8 JIAA T 7HA],
A3 BE, aeja Aot e £ o' Yepdth(Triandis, 1994).
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T51' Bl Hekro])d 8 Hale 2MbEA] 34 Ade
Likert 5% A FostA (1) oA - FH(5)
2 Adist TEAA 54 5, AR 2AREAT THRIF
o-F T AL Singelis et al. (1995)9] 28] 71&E INDCOL(ZRQIF2]-
Aol Hx)olm, nAd 7|23 HAE iR Hrb YL Lassar et
al.(1995)°] AAlg H o]},

Singelis et al.(1995)¢] 23] 7Hd INDCOLE 471A| 9] A = (53 A
AT, FA4A AT, F94 JdFe], F44 Jubo) 2 PN
A= 7t 8 F 325U 02 HoJgith o5 FYe JiIF Y H
Fo] 3} YA E AFE bl F5olv Ao J vt thES Adstast $2
A% A9 NdE —ir Fetod, ciQl#AA NN AARN A2 e HeH F=x9

;& ™ HE
Jﬂ ¥
Hog
o M
s
ofo
o ol
£

HA

A0 =EAGT hABANA Aot AAYE oz wF B8
FAH PUF (L £AH AAF), BEHS HPoE AR BAE 5
B4 QUF (R £ AT 2 BRAAG. B AT E AT
Wl o o] AUA ZBAUS v £33 0|59 AxE A gt



274  FAEAT A|35H A3T(FH A8IX)

(# 2) 4= 74

A R i A o] &4 ZA
_ Singelis, Triandis
_ FHA NAFe], 44 AAF], = ' '
3t 54 @A ATie] 227 2Tl 32 %%k Bhawuk. & Gelfand,
(1995)
SH 813 (performance), AF8]4 o|m]z| .
SR A= (social image), 7F (value), A1FA 17 3t Lgii?;aMl(tfglgs;&
AP 712 (trustworthiness), o2 (attachment) '
T EAA i N
SR CIERECIES 5 e -
Lassar 5(1995)¢] A|Ajgt BAH= 2Pl H=s Martind‘ﬂr Brown

(1978)°] Zﬂ/\]ﬂ A2+ EF4d (perceived quality), A28 713 (perceived
value), ©]7#|(image), A% (trustworthiness), 7% (commitment) &<
AHE U ABE S5 st AAE Aot} o5 BT A =
AFE AA 12 02 83719 AN EES Jdslslon, AlFE e AA 7
T84 F 5A 89 HrtakE e g Fokslglnt. o] FEES AdEael wE
zpol & ek F7HARL ZAL] ofste] Aol H& F /A A tial 3/
e e 149 dEoR HF FEHUH, FEde] Agle] B7kE + 3
© dvHdE g5ap] At 2EAR AdEER FAset] Bis 7 & H7t
=3 % ATl E o] Hert et AlFTS W OE AL o] oAl 7] ol
22 A Gqellx Y] AL 7HsAde Alast, o5 AdE ALkt

TARE 7|sBAREA, A =i, g
5} A
<>

1= o
2
ko
r (e}
Hr
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Sud
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o] Fehzt AolAZEE A3l G TFEN S o

=t H H
AT T 542 2Acke A WHeE AEHL e B4
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V. 2554 A3

1. 9ukd

H
21U /{6] "\L‘/H

=

A

ARz Fol@ eHAE viRelol 180%W(64.3%) #=elo] 1007
(35.7%)017], =<l gyl AL ThRom zAEow, oF v
(50.0%), AUTH23.0%)] ¥l5o] & A= hepdiy.
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(F 3) M2 5% Ao}
: EER :
#2 W g wm =a wm 2w 9w mgs aq o
= w0 B 02365 5 &
(23%) (50%) (2%) (3%) (6%) (8%) (8%) (100%)
T349) (%) 064.3 35.7 100

.3%(1389), o140l 50.7%(142%) = ebstar, 3o

3
A tEEY o] B A s

(E 4) METAl| ATEA SN S4

. ) e o]
- =) #89(%) RI=M) 74981(%) ¥=) #88(%)
. g A 84 46.7 54 54 138 49.3
°T 94 96 53.3 46 46.7 142 50.7
20t 96 53.3 64 64.6 160 57.1
30t 22 12.2 22 22.9 44 15.7
a8 404 34 18.9 10 10.1 44 15.7
50t 18 10.0 3 3.0 21 75
GOAl )% 1 0.6 0 0 1 0.4
e 31Z0] 3] 24 13.4 11 11.3 35 12.5
o )= o4 155 86.6 86 88.7 241 86.1
gHA 25 13.9 13 13.0 38 13.6
AEA 35 19.4 39 39.0 74 26.4
4 22 12.2 5 5.0 27 9.6
Ae A}-“zra 74 411 24 24.0 98 35.0
e 5 2.8 6 6.0 11 3.9
F5 8 4.4 - - 8 2.9
74 1 6 - - 1 4
71E}k 8 4.4 1 1.0 9 3.2
AZ2] A9

N (222554 AT Here) (324/554 Feel)d o
o wHslgon, AFe duse] Wigelt. A2, AT 52.1%
(1467), Dol 47.9%(134%) 2 Yepth. 7oA =
4 15.4%, %374 71159 36.8%% Uehgtenl, AeFeldie £474 )
9 15.0%, %94 7H°1—Zr—4 32.9% % Uetwtt. Sl s
%TAA HZe 2 Aolrt gglont £44 gl w53
8o et

&R
=
r [
N
1o
L
i)
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(E 5) &A7HRe| THelFo-FiEtFo| 3%
o 9}l el ER
- N FAE(%) W= A (%) Nl 7841 (%)

A7) 52 52 94 52.2 146 52.1
e 48 48 86 47.8 134 47.9
& A 100 100.0 180  100.0 280 100.0
2. A=A 9 B 14

& 79 F8 4 Wkl B 2] W) A EE 0.8500% ek
U ARl S EE FEsIa, 17719 g5l daf 242 Q1A (54
&, Hlgld )kl KMOZkel 0.858% Welwton, T34 A% 23 (FoedsE
0.000)ellM %= g do] g dolge FAF7Hde] 7124E7] vzl Q&4
of mj-¢- Aol FJAHAT. 220 NE F2HJ e ARkl 5olske]

(E 6) 228 ¥ 201FM Ant

59 ool B

9 9 3 B A
: A A @ A9

(@E A9 A9 o] 59e Ade a9 502

29l 1 vi(e] 592 710l AFeHA 2 44 FolA 98 TTT ) s 17917

A v2o] 2ol ARR AS neidl B, O Be AAE ag ) 727 S ool 1T
13(0] SHE ZHAE ol g3 &) 590
pl(e] 59 BaleE Sow F499 A= Agel e 794

20 2 p3(o] 2L EAgE] & LAHD) 752

S48 pa(o] 58 HAEE HAEeAe A A8S T D) o1 2407 14451
p2(] SHE Faeke B9l ofvd BAF 9% Ad) 589
22(c] 299 tste] 244 =4S AT 98 738

5913 al(0] 29 ¥E34 o) 29E FoIA L 4] T4 ) e 1ot

N2 a3l Aol W} o] Bae] chele] W 8 S 1A A9 623
(159 7197 TAAEE 05 DT 9 517

o sﬂﬁ 549 5 ij”}?};ﬁﬂif T ogd) ngls

U T gl(o] 39 BA=E U] A RakE 64

e 2] SNE CIB3E 201 ool A2 D oaq 18112832
309 A7EE o] 598 zo Ao A/ A3) 618

KNMO: 858, Sl8 Ay Melus RaFzdy: £y

AA & AlFE = 850, (N= 280, 3= 4+ = 16)
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G 8Bl 28 4] el 167] FES FelA gABsoR 4

A
t}ARA] (Squared Multiple Correlations: 0.4 o] vehfd =
IS5 HgE & Aystes Zoz siad)r)

(E 7) =ols 20124

80 SHTdE BEst A mEak tgk AVEa 7I1g412]|=b

col 1 v3 (&) 761 - -
e vl (7}4) 729 079 10.329*** 0.620  0.831
71| (value) -

v2 (7H) 735 082 10.374***

p3 (F4) 676 - -
2l 2 pl (£9) 579 135 7.385**
] == ' ' 0567 0.839
(performance) P4 (F5) 652 129 7.961

p2 (SFeh) 606 131 7.622%**
99l 3 a2 (37 704 - -
of 2 al (H3) 756 122 10.035*** 0.675 0.861
(attachment) 53 (12) 691 .109 9.510
209l 4 s4 (£7) 796 - -
AHE A olmlz] 51 (HA) 679 088  9.933** 0586  0.806
(social image) g2 (zP2A) 556 084 8.992

Chi-square =147.042 Degrees of freedom = 59 Probability level = .000
GFI=.926, AGFI= .886, RMR= .039, NFI= .875, IFI Delta 2= .921, CFI= .920

*** p<0.001
a © Average Variance Extracted
b : Composite Reliability

3. 7iQ1Fe] - Awzeelol] iz thEAlek 24

1) E™d=LM(measurement equivalence)

23 YL AR & JdddA 2 ARE vlws] 8 7 Fdho] 2
o2 Bl whgagleS gelehs MHoR TR QAST YT
£ Asshe Aot 8QASE S WA AL Alele] AAE YepER
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AFlM = AR ol W=lat o=l 7 feto] AEZ@l el SLst

ABFEAE Ao $18] 8- AR FUA (factor loading equivalence)

factor covariance, error variance equivalence) 5= S7MH|gEd=z d4et
T zdo) A3 A4 2 AP vuE B aQlEdAded dal A5
G QA LS A e 7hek BE ALl YAt HFE AAIsH
2 ook ¥ohd S50l AHEATt & 7] wiEel x*&
Ao, 1 AZ} x*ako] gro] 16.50]3, BEZEe] A{E Atol 7t
ol a=.05 FFolA zto|7t FolokA] & Ao ' e F Jeit &

ARE Al AT ol A= 2 H=rF =3 =9l
| ELHA 7I5slles HAAFER & Atk

of
N
N B
o o

o 41 o © o
o ot oY
@ e — o

ox, & o
(o
—d
=

S
g
o,
o

(E 8) CIExE QolRA 2ol x* 2T H|n

model X DF  TLI RMSEA Ax®  Adf
unconstrained model® 229.272 118  .905 .058
measurement weights model” 245816 127  .905 .058 16.544 9
structural covariances model® 278.302 137  .897 061 49.030 19
measurement residuals model® 342.288 150 .830 .068 113.016 32

saturated model® .000 0 1.000 - -
independence model’ 1284.015 156  .000 161 - -
a @ HASG md(=7|A2d Be FUA AT s
b : F71EA R (S EYAA AAF e A8 8EAX] T AdRd)
¢ TR BU(SHFA BY Al TRFEA B AdRd)
d @ 3% 2 R (FRFE4 B Aok SR 2t TUA Alekrd)
e . ¥gzd
f: =grd

= h =
CFI= ot BXolA 239 118 ueshA] Soke Ae2A f8skA &
7] w2l mefehA] FUATHH S, 2007), RMSEAS} TLIE EEA7| 9
sl ke WA gkom, g & F3EHA B S FAl 1
sl Aol 9ol &8I tH Gerbing & Anderson, 1993). RMSEAE .05°]
3]

=
e 4w, 08ol3ht BRe AYE, 100]5he WE] APww BA

o
e 2
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2000), TLI

A3,

&

5 o

3

SEl Bl 2R Folel| o)
1 2™ (Browne & Cudeck, 1993:

o

[0

E

0

1o
%o
N

&l A

3]

RMSEA #3 TLI 3 71428 u

o=

o
ﬁo

22 RMSEA9

13

Q

&

HEAtn B 4 e, TLI® ZA$ 905=%

.058=

Adf
9

sz
16.544

RMSEA
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(E 10> 7HelFele} EetFele| RN ZUM H|w
model X DF P x/DF RMSEA TLI Ax* Adf p
Model® 209.582 118 .000 1.776 .053 .891 - -
31’ 214.984 127 .000 1.693 .050 .903 5.402 9 798
22 229.814 137 .000 1.677 .049 905 20.232 19 .381
ECER 253.517 150 .000 1.863 .056 .879 43.935 32 .000
Zslre .000 0 - - - - - - -

=Heg 1269.151 156 .000 8.136  .160 _ .000 - - -

a: unconstrained model (FARY: 2+5LA At ¢l2)

b: measurement weights model (81842 TLA Atrd . S I)AAF, =
[Q1EA A aQlRatgo] FYsitia Alekshs Bd),

c: structural covariances model (T-2FE4F YA Adnd : 2319 &S ¥t +
23 Eo] Bsitta Aokels wd).

d: measurement residuals model (SgHFZA} FLAd Adnd @ BY2E sl 54 B

4] bk AET FUFS Akt we)

e

BENA3 EARde] CEA ST} v wale] Fuzt 2@ )7t SDsithn A
kg 2319 YBAFS 214.984, AFEE 1272 Ueht 54029 x*Z7VF
& Holx glen o AfE F7H9 F7H S 1@ x2o] W3l BAFo] p).05
FrollA FARG] RPAFEe} vwste] zto|7t gtk AT & AjEsH
dozH MAFol e ko7t QRIAAX 7} vl §- FARE Tl FdE= B
o). S Fegt FRFgEAbe] Fdsitta Alkdt By 29] A o] FEdH
e 274 2@ X2 8t BA 0] p). 055l FARDe] R geel
Hlastel Afols} gk ARAPo] Adsle] AT s ekt FaFRAL

£t}

2 A7E SENAE A Bl ge vmBaks B AR
o gaFole] o fol@ Aol2 AFeknA sirh

1) AHREE a2l x29s} FAIR] p . 05FFAAM BAA foldS Grsh] Hsixe A
T7F 10] S7FetAY A w 3.8401709 x2¥st $AIFE Hoof H(Hair et al., 2006)
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