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Centered on product involvement regulatory effects

Yan-Lin Wu', Yong-sook Lee?
A graduate Ph.D. program, Department of Fashion Design, Tongmyong University
Professor, Dept. of Fashion Design, Tongmyong University

o 2 ATL 32 ZAY H4NAE Ao SNS BREC] Al A 2AA AT ARl Fexo] et
715l Holz A2 s4o] 484 WEE] ML JRe BASIL BRI} of el WAL 2UnNE
35t °

Aot ASEAS A 2ARE 20259 68 1LFEH 15%A}0]9] H|o] Ao AFsh= ZAIH) o4 3068 HA4:
Ql AwS AASHLT, SPSS 24.0% AMOS 262 #4835t 2453t &42%, A4 #Ho2 "oy,
, 784, A 4714 g]ler FREeH, o] i o, &ol4, {342 AA fIEEo] fejn|

P2 TR v, AAYL {olRt I vAA Rkt A4HE B2 S B4, A4H v, A
A4 129 4717 gRler FEHACH, o] 72H AR BN AJFE go] AEA U] 7
For, A7d v g4 nae Fo T2 WAA fh= AR YERT HEe], AFHe=
oA A2 Hew A4 SAJo] ARGAL ] Fo%t H(H)9] FFE mH L, o] Fdof
3|Ao] AR ETo B9 JFE HAE FACE Yyt olgg B4 AT oulE: AF9] ol
1A HEgo] HEA YEheE AR, & d79] 242 fiAdol Bl 2 I ZAH o d4uAY
A28 olsfista, FF SNS 7|8t HAERFo] FAAHL FFe ASE b 72ARE &8st Atk

o,
ox,

Hr ot oo i =4 N fO
flo
Frn
I

O
PUBCRTEIY
Nl op me
8, 50"
i o o

27

i)

BCRENS
S~

HN > 1o,
o

=
L

I

FHO| - = ZAIh o} gAERE, SNS EHE, Al 9 FHARA, AZE Hel, AZ4d I, AFHe

Abstract This study analyzed the effect of perceived benefits and perceived sacrifices on user
satisfaction for content provided by Al fashion recommendation services on SNS platforms for female
consumers of Generation Z in China, and investigated the moderating effect of product involvement on
this relationship. For the empirical analysis, an online survey was conducted on 306 women of
Generation Z living in Beijing between June 1 and 15, 2025, and analyzed using SPSS24.0 and AMOS26.
Results show that convenience, ease of use, and enjoyment significantly increase satisfaction, while
discover ability does not. Usage complexity and privacy concerns negatively impact satisfaction, but
perceived cost and emotional fatigue are not significant. Notably, in the low product involvement group,
both perceived benefits and perceived sacrifices positively affect satisfaction, whereas in the high
involvement group, perceived sacrifices have a negative effect. These findings highlight that users’
satisfaction with Al fashion recommendations varies by their level of product involvement, offering
practical insights for SNS-based fashion platforms targeting Gen Z women in China. Korea Internet of
Things Society.

Key Words : Chinese Gen Z Consumers, SNS Platforms, Al Fashion Recommendation Services, Perceived
Benefits, Perceived Sacrifices, Product Involvement
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(Table 1) Factors of Perceived Benefits

Perceived Benefits

Researchers R U|EOG| E| PF| PE| EE
Lee Ji-Young(2020) @] O
Choi Joo-Won(2021) Ol O
Joo Yoo-Zon(2022) O] O] O O
Han So(2023) o | O
Choi Cheol et al.(2023) O | O
Yoo Hee-Ryeong(2023) o | O
Ahn Sung-Hoon(2023) O O
Ko Kyung-Won(2023) O O O
Lee Mi-Na et al.(2023) O (©]
Bong Myung-Hwan(2024) (@] Oo| O
Kim Jong-Ho(2024) O | O
Yang Da-Hyung (2024) O | O
Choi Hee—Jung et al. (2024) O O

R(Researcher), U(Usefulness), EOG(Ease of Use),
E(Enjoyment), PF(Preference Fit),
PE(Performance Expectancy), EE(Effort Expectancy)
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{Table 2> Factors of Perceived Sacrifices

Perceived Sacrifices

Researchers PS | TE | PC | DR | TLR| PR| IB

Lee Ji-Young (2020) [ORNe]

Kim Hye-Kyung(2022) O] O

Mandari, H. E. (2022) Ol O

Joo Yoo-Zon et al.(2022) O

Jeong Dong-Ah et al.(2022) O

Ahn Sung-Hoon (2023) [ORNe]

Choi Cheol et al.(2023) Ol O

Kim Chan-Won &
Cho Hang-Min(2023)
Lee Mi-Na &

Kim Min-Jeong(2023)

Jeong Ji-Young(2023)
Cho Eun-Sun(2024)
Ko Kyung-Won(2023)
Park Joon-Gyu(2024)
Jeon Joong-Geon &
Han Jin-Uk (2024)
Bong Myung-Hwan(2024) [oRNe] @]
Jang Eun-Gyo &
Lee Jin-Myung(2024)
Woo Seung-Hyun(2024) O (@]
PS(Perceived Sacrifices), TE(Technical Effort),
PC(Perceived Cost), PC(Privacy Concern),

DR(Delivery Risk), TLR(Time Loss Risk),
PR(Perceived Risk), IB(Information Bias)
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[Fig. 1] Research Model
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< SHHA AT tpdH o g AFE o] 917] o=
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& 32059 HEAE HjAgt Zo|A SHol AT
HAEAE ALt 30655 2F 4ol 285t E}

A= ZHEE= SPSS 24.0 9 AMOS 26.0S &

Slo] WImEA, Q1 QARH(CEA), B, A
A 34 9 FRAHARYSEMS S5 FAsioln

4.1 B o| Ekl

ZA YA Q7 ABIEHE B4 (Table 3)° A
A sk k.

(Table 3) Demographic Analysis

Category Sortation Frequency
15 ~ 19 years old (adolescents) 102(33.33%)
Age 20 ~ 24 years old 153(50%)
25 ~ 30 years old 51(16.67%)
students 161(52.61%)
Professionals 35(11.44%)
Office staff 24(7.84%)
Occupation Service industry 22(7.19%)
production industry 31(10.13%)
Individual operators 22((7.19%)
freelancers 11(3.59%)
Less than 3000 cny 145(90.06%)
Student 3000 ~ 5000 cny 16(9.94%)
monthly 5,000 ~ 7,000 cny 0(0%)
allowance 7,000 ~ 9,000 cny 0(0%)
Over 9000 cny 0(0%)
Less than 5000 cny 62(42.76%)
5,000 ~ 7,000 cny 55(37.93%)
Monthly income 7,000 ~ 9,000 cny 11(7.59%)
for office
workers 9,000 ~ 11,000 cny 10(6.90%)
11,000 ~ 13,000 cny 3(2.07%)
Over 13,000 cny 4(2.76%)
people in total

*1CNY=190.94KRW (Based on June 19, 2025.)

AFd= 15~19417F 1028(33.33%) 2.2 71 W3
I, gL sh(zSsHY, sk, skl S)ol 161

WG2.61%0% teRith 193 40| Yt 8ES
3000918t TTto] 1838(59.09%) 22 7H W&ok, 2
el Wp ET 5000912t B]gto] 57%(38.00%)
o= Fbg Be Aow ehgtt

AR 71 SNS BYE AHAHL (Table
49} 2.
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(Table 4) SNS Usage Patterns 2 AR AEAE WA 5 o=, 5T A+
e 7|E7 192 AA519 1, AA SdA}e
s p— E— 5.718< 71554 HE_ AR, A -SEHARY
WeChat 97(31_7%) 2595%7]— ]E 7]— 11— “?‘l— B——G\E 4_5“6]'93\‘:]' l?l{&oﬂs
Douyin 76(24.84%) EUE 99184 Zilo] =, SNS SHE9 Al A
Distribution of Common - - =
SNS Platforms Little Red Book 64(20.92%) FAMu 20 SHAEO| 7 EUES w7 FELS
Kuaishou 30(9.8%) ‘2 AYn Yooz E3 Hl 53248 7)1EshY |
e Tl 918 st 1A 8EAel 2491%7) °lg Ao
Almost every day 149(48.69%)
20t QQlog 35 .
4~ 6 times a week | 106(34.64%) s e SN
Fre(lgi?g\n/to\fi;\?\/ssh‘on 1 ~ 3 times a week 35(11.44%)
3 ~ 4 times a month 9(2.94%) (Table 5) Analysis of Satisfaction and Dissatisfaction
Once ~ twice a month 7(2.29%) with AI Services on SNS Platforms
Active search 73(23.86%)
Categol Sortation Cvrl First place
System recommendation | 85(27.78%) gory score P
Methocioonie?]kitammg Advertising content 33(10.78%) Discovering new styles 5.71 68(25.95%)
Friend's recommendation | 61(19.93%) Saving time 5.24 37(14.12%)
Recommended by others | 54(17.65%) iigls;:g‘g? Al Interesting content 5.17 41(15.65%)
Al-recommended Never 32(10.46%) Recomme Accurate recommendations 5.03 27(10.31%)
dati -
content interaction Occasionally 66(21.57%) g;\,l\'(c)gs Mathh with personal 5 49(18.7%)
frequency Frequentl 208(67.97%) on SNS proerences
quently e Improved shopping
Platforms - 4.68 22(8.4%)
Al recommendations are Yes 262(85.62%) convenience
associated with Trustworthiness of
purchasing behavior No 44(14.38%) recommended content 418 18(6.87%)
Unclear recommendation
standards 5.67 54(20.61%)
= Dissatisfactio | Too many advertisements 5.32 39(14.89%)
SEAEC] 7P A AREShE SNS EHE2 A n Analysis of ‘ " 03 55(20 990/0)
= Al Recom naccurate recommendations . .99%,
1.17%), ©--291(24.38%), AF28720.52%) <o&2 :
(B1.17%). H92124.38%). AF 0.52%) <& ge”dat'on Style/size mismatch 506 | 35(13.36%)
Rt %3 240 937 H9le F4o® SN | Seness - o
on SNS Repetitive content 4.82 38(14.5%)
=1 01‘9‘6]'—1_—’- 9o , }\}:—9—‘9_7‘?":‘ ”HA% ZMJ ‘é‘%‘%— Platforms Privacy concerns 4.68 23(8.78%)
2 FEEE Aoz Holth mid Zdx g v System errors or delays 4.14 18(6.87%)
‘A9 MY (48.62%)F ‘F 1~23]'(30.13%)7F tHHEES
ARG, B AT YHOR M BAEE 4o amuoin
- —_
8t 3lel, Al o] RAAHA 4H] Fao NI . ool Al 23 = e
2 9l Aoz Holth £ A= SNS EE2] Al F3AH| 20 High ARG
T Mo A . 5 y
L e Aol A ¢ . . 2 gEro] e v e FEstuA TRYH
ZHl= 25 dHAoA = AIAH F3H(38.18%) T A+ o B} "
I S aqrdo = CTEICEMS 283tlnt 24 AMOS §A 7]
A FAG182% 0 FE ARAT Al FHA2HE = 15 AN, £ LA T 6 29
= 5990
= GAoA 323 4TS 6l Y= AE B - = v
WAE A=s1A S,

Q.

AT Z0A1I20] Tk ABARS AL US(87.01%)
o uhg A Lreht AL diREe] L8RS Al %
Bt A3H02 Wgshn Sl Aow Mot
A1 2205} o) g5 o) SRl ol AY 51
(85.6299 012HL SHBAGH] oA Al 2R A
Fof Y502 olojd 7HsAe] e FouIst Jarel
74 Aoz mald

(Table 5)] B4 Zjo] mw, SNS B4
AL TR 2AAE A0 et 9E 29 B M B 9

o

[RIEA(CFAS B0l A+=23Y HiA=E
slolgt ZAxl, X2=913.435, df=815, X2/df=1.121,
RMSEA=0.02, GFI=0.881, AGFI= 0.862, CFI=0.987
2 e} Autdo g J|1Z2A2 utEshy 23] Adte
7} @45t Ao 2 gri=Erh E3t CR 32 2% 0.7 9]
A, 223 89148 ARA] GA] BE 0.5 oo R £
FE A= Big/do] FEE
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4.2.2 HEESYL HEETYE HE

2 AFME AFEF 9 B AESH] 95 7
FAHES9] £A70E AE|=(Composite Reliability,
CR)Q} Hd-EAE=E3 (Average Variance Extracted,
AVE)Z 243

0]/3(0.862), +549(0.868), £7/3(0.856), AH&-E3443
(0.868), AR =2(0.875), A1ZE H-8(0.869), 7
44 1=2(0.865), AlEHIE(0.884), AHEA SR
(0.902)2 Yeht Wa di/do] 80| FEEHISS
SRISHA T} E3, AVE #2 iR 0.6 oo & Lt
wom, HMolX(0.595), £0]4(0.611), #3814 (0.622),

E4 A3, (Table 6)oll4 ZE ¥49] CR g2 71&
291 0.7 AFsletglon, A0 & WolA(0.854), & BFA4(0.616), ARSERAN0.621), 7HQIEE =2(0.637),
A7k ¥:8(0.625), A W2(0.617), AH8A T
(Table 6) Confirmatory Factor Analysis (0.648)7} 71245 &==319t;. AETAE(0.560)=
Factors| Estimate | S.E. C.R. P | Std.Estimate | CR | AVE E]’—/J\— 17?}7'” L]'E]"}T&L—Q%q CR %):O] 0.884% l,%-?— E‘i‘f’:}'
1 781
o T Tiame T+ e AAgho] HhRE 0.7 oldes veht JFES =&
C o2 [ o8| 3iar | = 750 | 84| 9% 7hsdt o= wtdEnt ok Fornelld#} Larcker
1.036 | .077 | 13.489 | ** 778
: o (198113919 7|l w2t ZF 8219] AVE Al 4to]
fou 8% | 065 [ 13795 [ = 755 w2 | 611 T2 e 7o) AR A velhdo] wef, 2 o
947 | 066 | 14.369 | ** 781 : : o] ZHuo THETY 5t uE Aos WS
= 20 7S
535 1 065 114289 T g T EHH Y2 wHErG] B3 S E Ao R Hrsk
1 wew 754 4 ok
1.02 | .075 | 13572 | * 795
A 792 868 | 622
1119 | 081 | 13.866 | *** 812 423 7223 26 9 JHEAS
’I XRK 77
1045 | 075 | 13.937 | ** 798 TR BYE Fofl AXE S A5 2
D o089 | 076 [ 14207 | 818 865 | 616 IH= (Tabl 3} 7t
. . . . . e NI :
1.014 | .078 | 13.074 | ** 751 = < a _7> =
1 wex 816 2] AT X2=668.838, df=593, X?/df=1.128,
903 | .062 | 14.541 | ** 772
uc o1 Toss iaze T 266 868 | 616 RMSEA=0.02, GFI=0.8967, AGFI=0.877, CFI=0.998
908 | .06 | 1512 | ** 797 Z Yyely 2E 77} 7|EAE TS, LREF 9]
1 wee 816 = - -
APt i 94t Hoz was,
prc | 1002 | 067 | 14.948 802 a8 | 621
999 | .068 | 14.682 | ** 79 : :
992 | 067 | 14871 | 798 ) )
1 P 802 (Table 7> Correlation Between Variables
989 | .07 [ 14212 | = 802
PCO 032 T 071 [asar | = 79 875 | .637 CO |EOU | EN | DI | UC |PEC |PRC| EF | PI | US
924 | 066 | 14.022 | ** 798 c |7
! o 779 EOU | .364 | .782
1.003 | .073 | 13.797 | ** 779
EF 1 071 | 14084 | 793 .865 | .617 .298 | .382 | .789
1.034 | .074 | 13.998 | ** 79 337 | 440 | 443 | 785
1 i 762 - 447 |-.429|-.489|-.465| .788
KKK
877 | 0N | 12316 709 PC |-.388|-.439|-.413|-.466|-.485| .798
936 | .071 | 13.197 | ** 755
Pl ™60 072 [ 13051 | == 751 884 | .56 PC |-.425|-.457|-.381|-.384| .531 | .484 | .791
986 | .075 | 13.121 | *** 752 EF |-.409|-.407|-.409|-.407| .485 | 457 | .440 | .785
'9172 078 | 13.288 | ;gg Pl | 323 363 | 323 | 295 |-377|-320|- 352|440 748
905 | 062 | 15208 | 88 US | .433 | 464 | 455 | 430 |-528|-515|-.492|-.419| .378 | .805
us 1.027 | .066 | 15.487 | *** .799 902 | .648 The diagonal value is the root square value of the mean variance extraction|
1.028 | .064 | 16.083 | ** 822 index (AVE).
986 | 063 | 16.728 | *** 808 C (Convenience), EOU (Ease of Use)
CMIN (x3=913.435 p=0, CMIN/DF=815, RMR=0.02, GFI=0.881, E (Enjoyment), D (Discoverability)
AGFI=0.881, CFI=0.987, RMSEA= 0.002 U (Usage Complexity), PC (Perceived Cost)
**Significant at p<0.001 level PC (Privacy Concern), EF (Emotional Fatigue)

C (Convenience), EOU (Ease of Use)
E (Enjoyment), D (Discoverability)
U (Usage Complexity), PCO (Perceived Cost)
PRC (Privacy Concern), EF (Emotional Fatigue)
Pl (Product Involvement), US (User Satisfaction)

Pl (Product Involvement), US (User Satisfaction)
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Holdo] AR THEol A IS AT 2
3, &3} ASE 0.128, 72 1.975(p<0.05)2 UEr
U Fo=E 0.050014 BAZHCE fostyion, oo
w2l 7Hd Hi-12 A==k

folAo] AREA TSRO HXe FFS ST 2
3, #E38} A4 0.138, t32 2.032(p<0.05)Z YE
U 894 0.05904 BAFHCE Rolste] 714 H1-2
= A=

540l ARRAF WEL] WX S ST A
¥}, B33} ASE 0.136, 17 2.028(p<0.05)E et
U o2 0.05004 BAXHCE folste] 714 Hl1-3
2 AHE .

o] AR WSO vl JES HST 2
3, EZE8} ALE 1.14, 132 0.591(p»0.05)2 Yl
BAHCRE Fo5A] Yot 7Hd H1-4= 712t=|qich &
A4o] AR TEEo] Rolgt IS HXA o2 A
2, AP AlE 890 oFE 8AaNTHE F45H <l
A7) 2L & Qlch ZAdiE FE g 58o] FHol
U Al 3319] A 715700 9j&s1A] okor, 958 W
o734 & FHHA A 840 o s e
P 7Fs7dol IA YeRTh

AREEA0] AR T o] vX|= IS AST
A3}, EF23} AGE -0.186, 7S -2.274(p<0.05)E
Uelt §95F 0.05004 BAHCE foste] 7Hd
H2-12 A== it

AAFE o] AR TEL] vA= IFS AF
3 A}, #323} AL -0.196, 7S -2.719(p<0.01)
2 Yeht f25=F 0.01004 BAZHCE felsto] 7Hd
H2-2= A=

A Z+e v]-go] ARRA} RkELO) v RS ASTH
A}, 23} AleE -0.119, 32 -1.607(p)0.05)%
Ueh BAIH 0= [oJ5kA] ot 7Hd H2-32 7|ZtE]
k. ot A= ARSARTE SNS 71HEe] Al S A H|
204 dgok= AZH-F314 Hl8-S ddiHes 34
U 383 HEoR QlAlehA] gks 7HsAdS AlARE
o} 53], tiFEe ZAH AR £ 7]k SNS &
7ol Q&stal, Fel= A HA] HFHA Ao o
Fol2]7] wfio] H-E AA 7t UEEE Aok 8912
2 ZgokA] Aoks 4 Utk

AAA D27} ARgA BHEE] v|HE= IS HAE5Tt
A3 #1323+ A4E 0.001, 17 0.021(p)0.05)E
et BAFCE [olstA] glop 7Hd H2-4& 71Z4=%
o} o]et Ayk= Al FHAAE ARG Tl ARGAE

ol A84 D2 3A JAA5H] gAY, 52 1A
A HgE AAH 7)5olv =4 W8] At EAE of
AL 7sAS AARIE E3E ZAdE gRE Zd=
o gt W=7} Tgsteete w2 39stAY A3
o= HRE AHk= 5ol FHolur| diol, 3784
27} ARG g5l AP AR FFE PIAA] gkt
SiASE 4= Qich

AEH=] 24aNE Ao Ao theddE
A(Multi-group Analysis)¥ A122-8 dHinteraction
term) 4 AAISH

Aol HoollA A2t |3} ARSAL THEEE O] A
oA AFH L] 2EaTo] A3t B4 A= BED)
Ag= 0.134, g2 1.973(p<0.05)E F2J4=& 0.059]
A BARCE F9std, 7Hd H3-12 A= et T
T7F F2 ARRALSE AZE " 8Rlo) H ¥
Al T F S HojErh

Ao} oA AZtd AT} ARGAF RSO A
oA AEHE] 2Aao] Ast B A=, IFE
3t AdE 0.663, a2 9.788(p<0.00)E Ro)4E
0.001°14 BARCR FoJste], 7}d H3-22 AHE
ok o= AlEol et Bio] W2 AL E A7
H 31 aRlo H& vAsHA v AlARRIT

Y, 1o} HoolA A7k HolTt AREA} RS R
o] TANA AEHI =S 2HaTol Tt B4 Axt
. B&3} A -0.008, 13 1.653(p)0.05)2 12
5] ¥of, 714 H4-12 7124 et

23] oA X4E 38T AR TEEe] WA
oA AEHE] 2AFo] A5t B A=, IFE

i

(Table 8) Hypothesis Test Results

] _ Sd.
Hypothesis Esti SE | CR. P Esti | Recital
relation mate mate

H1-1| CO | —| US | .137 | .069 | 1.975 | .048 | .128 |Adoption

H1-2 | EOU | —| US | .143| .07 | 2.032 | .042 | .138 |Adoption

H1-3| EN | —| US | .158 | .078 | 2.028 | .043 | .136 |Adoption

H2-1| UC | —| US |-.176| .077 | -2.274 | .023 | -.186 |Adoption

H2-2 | PEC | —| US |-.199| .073 | -2.719 | .007 | -.196 |Adoption

H3-1|PB&PI| —| US | .241 | 122 | 1.973 | .048 | .134 |Adoption

H3-2 |PS&PI| —| US [1.168| .119 | 9.778 | *** | 663 |Adoption

H4-2 |PS&PI| —| US |-.184| .085 | -2.156 | .031 | -.115 |Adoption

*P .05, **P<.01, ***P .001

PB (Perceived Benefits), C (Convenience), EOU (Ease of Use)
E (Enjoyment), D (Discoverability), P (Perceived Sacrifices)
UC (Usage Complexity), PC (Perceived Cost)

PC (Privacy Concern), EF (Emotional Fatigue)

Pl (Product Involvement), US (User Satisfaction)
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3} AP -0.115, 72 -2.156(p<0.05)2 o5z
0.05°14 BAZH R fosto], 7Hd H4-22 A=
t}. ol Ao gt Tio] w2 ABAYSE A4
314 golof RAYHoZ uge 4= S 9wttt o]
£ Ao igt
of tigt Z|zte WelHrh= 258 A7k A 84
o] Uz 8RS 4 S AlAKRITH
ohA] ol o] AR ofu] ApAle] HEst V)&
I ASE 7T Q7] wiEofl, Al S=HAm| 204 AT
S 714Q1 Hojo] wEEo v|A]= JFFo] iHo
2 AEY 4 Qirt

2 w45 ABBelse] 2AaNE 4S5 Y
o). ol i3 A7k Hel(Hol, Sold, f314, WA
B3 A9 YRR, A4 H8, AR
wE, A NS SYASE AYST, A8 U

2 FHUSE 4T TRYIARICEMS T
A

oA TH|2 FES AT A9, AHA AgAF gt
< ofngitt. §h, WAL BAFCE
S H|X|A] o, Thes] AER FHE
ot ATo R SRV S| 52 AlAekgit

Azt 31 921 Folde AREERAT AAFE o
Z0] AR kol §Ogt £(-)9] IS vAE &
log FRIEGIch 53] ARt AIAES offA
7AY, QG E &g EQEe 7l A, TSk
7} @A3] Wobd £ 8-S HojFich a8y A4
v 83} 744 g2t wEro] EAZo R Sol5 ATk
< FA %= AoF Yeth ol ZAd o4 A8t
E0] SNS 7|5k Al 54 AuAE 22 FR2Z o]8a,
JE g Zel= Anlof Q&sf A Fdolu v
& 245 34 9Aohy ¢7] WEo R AT 4= Qi
ueba] AR ol JgFS vXe= 8 A7t 3
Ay 2RI Al FHAMUAL] ARG Hedat ZQIEE B

5] e A & 4 ek

E3 B AToAE AEwelws} A9 Helwt A
218 8)go] AgA BFES] VAL FFS 2AY 4
QIeHe Aol FE stk Aol AxtolA AEls

g 2EaIE Yepgth B3, Aol JooAs AlE
AT} A7 BT ARGAL RS 7] Ao of
S RISt 2EaV=E et v, o] Hdt
oA A=t A4 B3 ARA T 719
AR Hsf 28T 271 fle A= YEhET awo]
HaolMe AFHe=rt A2 883 AR TS
7k Al dis) fojgt 2EaE Yepygth 1]
HeolA Aztd dejEks 2744 38 247t o &
8AIBkE FFS B oSt Aike AlE o] =
off weh Al F-Au A0 7HA] HI7PIET} ARGAR
L 274890l A= Aor AARIG.

E ATEANE v o R, ot 2 AHA A%
AXE 5 At

BA, Al FABI A0 FRler HUEE FIAE d
87} ot AR RS AATs] A= A A
&0 2ot 3E HolHE JusH whget w3
F:7do] o]FojHo} 5P, A|AH o R Fu|Re A7,
Al ERIES WHR 7314 845 Wi EH=E A
2oz ggoto] ARAL Fde B T e
of gttt EA, AREAL JUEH|O|A(UDS ThAs}et AR
A 150] 73t 87 HH AAH AMEY S W
71§18 AA ol FZgol w2 UI/UXE 2AsHL,
2H ARAE 47 E8Y & A=F et Thol=e}
W& ARE AFofor gk AA, PR HEo] thet
AlF GE7F deFont, ARgARS] ARt HlolH7E 4
H-Z&Hhs HolA ol tiet geket e &9 4
RS whshal, FHet Bk AAE 753510 ARARR
HE AFE de Aol Sa35it. vA[HoR, ZA| <]
ST BHARE W 2= 9 o] T asit
ZA= SNSE SHoE A FEE Zds] 4sk
Z8le Bl Aoz, ol59 4v] ¥ F1 &
2] gk 71839 F-l= F4go] o] FofAof & Zol.
TR B A7 54 A Hede dides o 24

= AE AY7] q2ge] 5 dFolMe, FE, o
F, ARE =4 52 W] AlEsiet HEef 4 ¢tz
59 AEE, A ¥k, BAHE 14 5 okt 4l
2 2Rle SOt oHF BAE deHolo & Zlow
oA

ftfo

-~
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