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Abstract

Purpose — Various social issues have arisen since the begin-
ning of the 21st century therefore, enterprises that disregarded
social issues have become unsustainable, and social enterprises
have appeared to address these issues. A social enterprise is a
social mission-focused organization that uses a market-based
strategy and has a vulnerable business structure. To be self-sus-
tainable, a social enterprise should make consumers aware of
the value that it provides and secure its profitability through con-
sumer consumption. From this perspective, this study investigates
the relationship between perceived value (utilitarian and hedonic)
and loyalty, and examines how memory and attitudes play medi-
ating roles between perceived value and loyalty. For these pur-
poses, the author developed a structural model consisting of
several variables. In this model, perceived value, which was util-
itarian and hedonic, was proposed to affect the memory and at-
titudes toward social enterprise products, thus increasing loyalty.
Therefore, memory and attitudes were proposed as core media-
ting variables between perceived value and loyalty.

Research design, data, and methodology — To analyze the
proposed model, data were collected from 582 respondents and
analyzed using SPSS 21.0 and AMOS 21.0. To test unidi-
mensionality and the nomological validity of the measures of
each construct, we employed a scale refinement procedure. The
results of the reliability test with Cronbach’s cand confirmatory
factor analysis warranted the unidimensionality of the measures
for each construct. In addition, the nomological validity of the
measures was warranted from the results of the correlation
analysis. The result of the overall model analysis demonstrated
a good fit (x2=529.881, df=144, XZ/df=3.680, p-value=0.000,
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GFI=0.905, NFI=0.948, CFI=0.961, RMR=0.036, RMSEA=0.068).

Results — The findings are summarized as follows. First, the
hedonic and utilitarian value of social enterprise products had
positive effects on memory and attitudes. Second, the hedonic
value of social enterprise products more strongly affects memory
and attitudes than utilitarian value. Third, memory and attitudes
had positive effects on loyalty. Lastly, memory had a stronger
effect on loyalty than attitudes.

Conclusions — The purchase rate of social enterprises’ prod-
ucts increases only if the products are included in the
"information search" and "alternative evaluation" processes in
consumers’ purchase decision-making processes. Therefore, a
social enterprise must actively promote the fact that it pursues a
social value, and shares both the hedonic and utilitarian values
of its products. Accordingly, because hedonic value has a more
significant impact on a company and attitudes, a social enter-
prise should develop hedonic values for product consumption,
thereby leading consumers who care about value consumption
to purchase its products. Moreover, a social enterprise must
maintain good memories and attitudes for consumers because
memory does not change over time, although attitude does. The
limitations of this study and suggestions for future research are
as follows. This study viewed "consumer loyalty" as the success
factor of social enterprises, thereby considers an "increase in
sales" as the success factor. Therefore, in future studies, di-
verse factors, including social contribution and word-of-mouth in-
tention, should be regarded. In addition, future studies need to
thoroughly review and make assurances about the relationship
between memory and attitude.
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1. N2
20M|7] THhol 24 Al ZHle 7|20 7|1y ZEMAS 2F
=2 7| dF0Tt xS XE A0| X|HIEOIOM Z|at 7|7t
FHO| A2|H, ZHE N "XH FZHE0| FAIZO CHChell,
2007). O[22t OlF& 7|¥el 2 M7t Af2lH, FXIH =2|0f
ofgff #=REClE 330 25 O/FOX|1 UARUA7| UHEO|Ct
(Thornton, 1999). 12{L} 21M|7] E0{ABHAM AIS|EME D23}
X S= 7192 XF7tse &= S =Ren, £Z S0 o|2fst
Atz| ZHE siZst7| I8 AIE7|E MEE 285 ARRIE At
FE 0| XZ|(Alter, 2004)Q1 Atz|H 7| 40| SETH7| AIRRULE

A2E7|ge o2 & XY CHHREH YA 7YX
Cist AMEHZ Zh= M3|H SHZ J17 dilztE(Dees &
Anderson, 2003)C. 2 ™HO|Z|H, TOZE= AIZH =X =MHE ¢
s AR|E ZHKE HMSdte 7IgeE HolE £ UCHAustin et
al., 2006). At2|H7|YPE2 HIER, AHEHE 7|82z d= HI
LA o2 XHo| XFZEHIt ARENE siZst7| s X[
Qlom, O ==X} ME § UOIXK|Z QCHKerlin, 2006). At 7|
A2 SXE S FF AFAL| ol IoiEto ol 2FEl=
HEWZL OtLl, BN s X[GARRI0IM Atz|E 3XE 2ot At
MEXE St HEfE 2FEICHCornelius, Todres, Janjuha-Jivraj,
Woods, & Wallace, 2008). [[}2tA] =tA, Atz 25X, 7|YXHf7=
£ 7|22E St= AR|™ MUO| ME Rfk|l= 20| OfL2} &=
HRAMQl ZDIE LIEHHCE
AB|A7|He HAME J|Hte 2 gl Ho|x QX|2t, Kerlin(2006)
O| SX}E0| FED StEA Yolot UKX|SHH, 7|Y¥e| Mlnt £
10 O|Z T Z(double bottom line: ZAX|A X2 Alz|™ ZHQl)0|
M X&7ts4YE dXote aST&(triple bottom line; ZX|A
A, ARR|E M, otAN MehzE FE WHME|D CHBorzaga &
Defourny, 2001). =HAX M2 70| 0|} Ate|& oot
OofL|2} 2tdX 0l MHaptK| ZE&SICHElkington, 1999).

Jd{Lt MES di §8, 2|0 Toists AR 7|2 AH|
7 7|&20] E|0joF 7|Y¥o| Mgt ElCt Al SXS Qo =3
o THF erdd S FIIFel et 22 X|&7tstt 2abE el XY
FHEZE HMIIS2E f0t0F St= ZO|CHComelius, Todres,
Janjuha-Jivraj, Woods, & Wallace, 2008). At2|X7|®0] AAZ
SEE| YsiMe ARIFT|]0] MEdte 7HKE AH|XEIE Q14
St AHIE 8ol £=20| SEE|0j0F X|£IHsE = UCE F, A
2|X7|Yo| 4=9ldo| =HHE|7| siMe LEEQl 7| YPut OFEEZEX]|
2 AH[XOA JHKIE M3 &= A= MES /W LStojoF Bt

M2 S0| nATRe| Fo ZAFQlez FF A0 =F
S Gt QICHParasuraman, Zeithaml, & Berry, 1988; Brown,
Churchill Jr, & Peter, 1993; Zeithaml, Berry, & Parasuraman,
1996). 2L} o[zt A7o| U2 7IXE ZalSHX| Xotct
= CHEEE XL QCKRavald, & Gronroos, 1996; Anderson,
Fornell, & Lehmann, 1994; Heskett, Sasser, Jr, & Schlesinger,
1997). 1 Zo| AF0|ME= X|ZEl 7HK|7t ZEE|QUS [, AH|RRH
S8 O & MAyEsle HoZE LiEt=H|(Jensen, 1996; Woodruff,
& Gardial, 1996; Heskett, Sasser, & Schlesinger, 1997), AKX =
OA S HEXeE G7At 25 X|ZHE 7HX(e] #2771 O S8 B
B1o| SILtE ZHOIZ|RUCHHolbrook, 1999; Cronin, Brady, & Hult,
2000).

RIZHEl FHX|E 1990UC) MAXIQF REYHIO| BeEol Mato
2 2147|102 O =240| AL QUCKHVantrappen, 1992;
Woodruff, 1997; Forester, 1999). Hartnett(1998)= 7|®0| AH|X}

=
o

[=
—

o RTE EFAZE 42 OS2 FI|He=E W O ZEs 9
oA 7HXIE MSE 4= AUCt SHACE 2Lt XS] Ab2lS
7|2l ME0il CHe AH|XHEO| ofist JHK|E X|ZSH= 7tofl of
of Ot RS MO|CH £3], 2t MEnt Fa2l A=lE7| e
XS0 CHSHO] AHIASO| A JHXIE X[2fe AQ7t= O|2H
S ARE EoIM A7 TlE EHRIF UCE o3 2FHOAM
AR H7|e| ®Z0of CHol AH|XE0| YEHHZn SYsHAH H&
A 7tX|eF HEA JHXIE X265, O A A&7 Yol KEo
oistol o3t Ei= W HE2 EO|l= 7IE Asts A2 Ate|H
7|ge| METFOEES A0l CHet HEHE =0ICk= Foj|A O|2
A ol AEXo=z oln|7t ULt

otm, X|ZEl JHK7F SEE0| 583 922 sioisiHet: 1
ZHX|7} 21| X] AS™ CHOtof 2ofs {MEHol H 2
C}. Nedungadi(1990)= ME! TE2MA0|N 2 EHAICl 5242
ool £=F0of| w2l Fatd = ULk StR2LE, 71 7|8 MERZ
E3 Oet2 ZEAF|X| R0 X2 24t 2 YAERS Z2H
St A2 7|9 7|8t MEHO|Ct ofListH Hi1EQo| QlAlo=Z A
EYE Hotetgr| mfEof CHeto] ne{E|X|  @b=CHPosavac,
Sanbonmatsu, & Kardes, 2001). £3t, 7HK|= EfEQt SMHEQt
HE0l Fot dEZ2 0OX= AR HS{MCHVaske, &
Donnelly, 1999). Ef=7} CH&0f CHSH S78& s SHEOl AH|
Ato| =l Hr20|2h= ZHHE(Fishbein & Ajzen, 1975)0)|A 7HK|
7b EfEOf ¥E2 O/XM, O Zot S4=0 ofst HEZ 0/X|
= 718 MEHT|Y MES MR At 297t UL B
dEe 7199 F71FQ MEEael F2 ZERel0|0(Jones &
Sasser, 1995), SMEO| Z7l= MAXNOo=Z 0|AS ZIAZ £
Q7| UfE0|CHReichheld, & Sasser, 1990; Reichheld, 1996).

Ol2fgt MetojM = [, & UTFO|ME X|ZHE JHK|, 7|9, Ef
£, J2|n 34=0| it O|EX nEZ ENE A&7 |Y ME
Off CHet AH|Xtel X|ZHEl ZHK|7F 7|at EFE0)| ofifst FakS 0|
Ke=X|et 7|90t i =71 SE=0] OX|= F&o| Cist 2MTte
EM, B2 AIRX7|Q0| g = UTE AH[R| BHEEE o
g £ e AFREEE S OIEH AAEE MAISHD At2|H
71ge| oAEo Eest A2 AAMEE  HMAISEIXE oot
(<Figure 1> %t=x).

2. 0|2 HjH
2.1. AFSE 7|

ARH7|ge Fe[7|at H|He[7| /el B2t "ElE AR =
Mg QMMoZ ATSIDIA Afe} Mu|Ao| MATINEES 3
Ste 7|QolC ARR[A7|gE2 ARlA 2X I AME =X2 Al
of Z=PSCHe oM SEXel EXS 2m oLy, 22| AL
dHH, ArRld, 23t8 §4o o2t M2 CHE SEHZES 71X
FINE|0{ 10 QJUCHDefourny & Nyssens., 2010).

A NAMSE AR 7|go| Chet 240 S7t=|0 AX|TH L
Bt G217 XpMANY 2|0 Alp[XMAXQF HlwsHH, A2|E 7|
Aol oigt A= O EISHH, ARRA7|Yel 7HEx =7t0tCt
CHECE ARRH7|Yel ME CHE #X Fxb 229 HWE{7h Yt
2 OfEA St I&E FoTt gl7] W0 ARH7|Y 222
AESALE AF5H=0 olZ2S =212 = UCHHaugh, 2005).

AR E 7| o] CHot =e] MAATSS HHEDM, AR|HXHEO

dar ZT0F HHSHM ARH ZH, ARH7IY BEQ L7t



Sang-Keum Park, Yong-Ki Lee, Dongkuen Yoo / Journal of Distribution Science 13-12 (2015) 73-84 75

Sot ggoto| et H(Birch & Whittam, 2006), Atz|X 7|
o MzE gof ¢EHel =FE HoMes =Xl OfjetF2o
Chet 2% S Me/H7|Ye| X&Hel ks oEA 7HE ALt
Off CHSH 27(Trexler, 2008), SEAH|AE HSdt= S0 o £
T2EAMO AMBH7|Yof Cheh 22| &2 At X B gt
#HE A7 (Marguerite, 2010) & Ats|H7|e| X|H7tsdat &
o A Mot BEHE LES0| FE 0[F1 Ut

TUol ArRIH7|Y A7te B2 GAO| BIEH B2 ATt AR
g1 7|= Ot AMH7gel FHUNT Stz HEEE AF
Ay 2ol g7= e ==Lk Z¢0| 2/(2013)&= 2000 ACH
ERH 2012 8HINX| =L SA &R0 ARE Ar=|X7|Y
oE g4 73HS YR ARHY(Y A7 S EMOIis
O Ar=ld7|gel g8 8 Mk, 26%, Ats|47|gel gt
19.2%, 7f'Eut EF 2&H AP 16.4%, =222 15.1%, 7|Ef o
g S RN ARA S XGEHE, ARIH7|Y 222 AR
Ctd E3HGCE

Ol =HAUFOA LT ARH7[H0f it AH[XQ| o4 8
aH| B ol =AY TAEAeL AIFREHe HES
Y7IME £ A ARH7|Yel Xl O oo oist o
£ OFs| ojgg &Folck.

2.2. X|ZtEl 7HK|

7K AH[X}F HSE Olslste 7t Z&st @ & StLo|ct
(Zeithaml, 1988; Dodds, Monroe, & Grewal, 1991; Holbrook,
1996). X|ZtE 7tK|= AH|XEQ| O]Qlof 7|X3t HE Es AMH|A
of CHet AH|Xfe] FEEAEOl mIJLZ O|=ICHBolton & Drew,
1991; Patterson & Spreng, 1997). LESH X|Zt=l 7(K|= H|-E0
Lot AH|Xto| FRAOlI ™WItE HO|=ICH(Monroe, 1990). O|2{¢t
FEA TER2 AH[ZPL £ AE0| 2™ ME4 ChECn 42
Sl= MEE Oo|0|stCHAgarwal & Rao, 1996; Netemeyer et al.,
2004; Wiedmann, Hennigs, & Siebels, 2007).

XI2tEl 74K oA E datol - 2aHE 7HX|D U7| o
20| Cr¥sHA HATE|X|n /JACHSweeney, Soutar, & Johnson,
1999). 7|2 HME2| 7HK|E Sl AHXIQ| FOIE F=gd = AU
71 WEof I XZE JHKle S E251A4 AEln ot
(Steenkamp & Geyskens, 2006). X|ZtEl JiK|= Z7|&Ql 1ZH
HAHE |Xlste 593t Z2Faclo] & Ot ofL|zt, FOjol=oj
g2 O/X|ls =23t 932 StCk(Zeithaml, 1988; Zhuang,
Cumiskey, Xiao, & Alford, 2010). X|Zt=l 7tX|= XS0+ oLzt
B0 CHet 7HX|E ZESHEICE Yoo & Donthu(2001)= HZE &
4aF oA X=0| 39t =F2 JHKle F 7HK| ®ME S0IAM
HAHEHO| Sl MEBO| HisH FHSH HHMEO| TS AH|XtO| 7t
X| g-30| =Lt SRICL

Sweeney & Soutar(2001)= X|ZH=l 7HK|E Z™EA JHK], Atg]
A JHK|, 7HA0| oigt 718X 7tX|, 2|1 SEo| thet 718X Tt
X|Q| 47tX| Xt@oz RLESIH ZHSIFOM, Yang & Jolly(2009)
= X[ZE ZHKE 718X 7K, AflE 7HK], dM& JHK], 2|1
™A J4K|Q| 471K kpelog2 RESIY HLSHRICE Wiedmann,
Hennigs, & Siebels(2007)= AH|X}Q| X|ZtEl 7tK|E Z2FEE J}K|,
7|s™ THK|, X5t ZHK|, O2|3 AFS|A JHK|Q| 471K| Xtz
TESI O, Burmann, Hegner, & Riley(2009)= EZHE & E{O|
FHehd, X|Z4E BEde 23, J2|0 D|de| 37X KRR 3
23510 X|ZE=E 7HKE ESHRICE Rintamaki, Kanto, Kuusela, &
Spence(2006)= X|Zt=l 74X 7|5X JHK|, YA JHK|, d2|D
ArR|® JHX|9| 37HK| XteE RSt ARSHIIC EDE, Irani

& Hanzaee(2011)= X|ZtEl 7HX|2 A2A JK|QF FYEHE JHX| Q|
274K Xl 2 FLESIQICE Hirschman(1984)2 T & ATo| AH
Of CHell 2zt = 2i2te| Xt=0f et HE8& JhX|et A It
KE AH|XIOA HBSots FEE 2 5 UCtD FHSIAUCL At
2|E7|H2 At2|2A siZol2te 7|gel |XE JHK|D 7| ME
o, AH|XH= ®Fe| HE8X ZHM # T OtL|Z}, HZ0| Mitz|:
oofE|= HYZof et A JHXE K[2be 5= UL

&9 JHXof Cigt =7 ol3ts FE HE8X JHo| xF2 &
Z=1 QCKBloch & Bruce, 1984). AH|XIZF EHQZE St= HE0
O H8X 7HX7¢ B71stH, O &4 MES Foig = UC
(Babin, Darden, & Griffin, 1994). A% JIX| S0M 71 52
ot X|ZE SE2 AH[XHO| ol EHE JHKE X|E = Ue=
F8 QeICE X[Z= FH2 429 MEHQl =40 Cizt &
HIXte| FEXOQI fohs o|O0|5CHZeithaml, 1988). H&% AH|
HEo T|MOl HE2 E| MHYEICHBatra & Ahtola, 1991;
Kempf, 1999). Holbrook & Hirschman(1982)2 7|& AH|At HE
M| Fof 2HO|AM AH[XOF KEel HEXQI e xFE
Eo=2M H8H JIXE Iz} St 2ld oAMEE S Tt
SHRALE

A 7HK= J8F TJHA[Of H[S{ FREO|D JfgHQl HIt
O|CKIrani & Hanzaee, 2011). O|&Q| 2™ JiX|= 7|&o|L} B
= S 2Ho CHet ZFH Htgez AFERJUCKKIm, Cho,
Lambert & Roberts, 2010; Vigneron & Johnson, 2004). Z{j=t™
7Kl =8 240t 22| MEs Sl Mot EA=R e A=
OlAlE| 0 QICHHirschman & Holbrook, 1982). EESH Ff=rd AH
Kl EASEC oflzt ATl AFA IJHXz HrIEICH
(Bellenger, Steinberg, & Stanton, 1976). A JtK|= Ats|H 7|
Yol 4ES Sof XAE J|5H B BT SH2 ofn)
SICHDubois & Laurent, 1994). [t2tA I|EHH JHK|= ATO| 2
FHEOl 2 HKE Sl n3Ele Aol £=FZ ololgict
(Irani & Hanzaee, 2011).

O|EXoZ TH|&= WS MYsl= HZ4=0|CHWilliams, 1979).
NEQ SH2 AH|XIe| FOf ol&S A B7IAIZ|4, 0|0 2}
AH|XIO| FOf oA ZA™0| HekE O|kICKPark & Park, 2003).
XzE 232 2 7142 X2 2%, HE Fojele, 12l
MNE Meint b0l A=0|(Netemeyer, Krishnan, Pullig, Wang,
Yagci, Dean, & Wirth, 2004), H|E9| SE3t Q9012 AH|At M
Lot ME0l oot =2 7td2 X2 QX0 Fg= OfxICt
(Kalra & Goodstein, 1998; Netemeyer et al., 2004).

23. 7|14

7|ole BP0 Chet 2|40z ofFo| FH| ofof Y e
Z¥o| IS LoIn, AH[X} WES IHsH= ROIOE AH|}
o gt XAl =g o ot ofL|et FOfHSO| O|FX|7| ¢
St O ZHM0l Q9QI0|CHKronlund, Whittlesea, & Yoon, 2008).
7192 o "M2oh7| ot o=HQl plaez AFHQl I
A2 Qx| UAH FoAEMoR LiEtL= £730| AUCHDuke &
Carlson, 1994). AH|XIQ| F|Atdt QIX|= 1A HEE 7|Astn
719% HEE 0|20 ¥ = QCKRichardson-Klavehn & Bjork,
1988).
CHatof Cist £ 72 3EEe =g Fddto] MEE &
&2 SCKPine & Gilmore, 1999; Gilmore & Pine, 2002).
HE 3|atnt A2 EfE0f CHot 219 H|XSH RECE 7|9

T rr

of o8l LtEFE == RUXIZL 7|90t EH= AtO|Q H2HEAIZL LIE}
LIX| Q= o7t 748 LEIL}Z| [fE0j|(Petty, Cacioppo, &
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Schumann, 1983) 7|21} EfE=7t BIEA| 22 O|O|F AMO0|X| &
= Z48 92|0|3tCHRussell, 2002). Biehal & Chakravarti(1983)=
MEH Zato| XIo|7F AH|XIS| 7| HZ Mo LU= A2
HF745I O, Levine & Edelstein(2009)2 7|2 AH|XEZF SLOf
25E St o AoM FZ23t oozt SHaCt

>

24. EjE

Eiz=ol 7HE2 W2 ATFoN Holx|X|2t, CHEES| o= Cf
Atof| CHst M2l MENE LIEtLD QICHEagly & Chaiken, 1993).
Bl CHAO CHot SN = 2™ AH|Xte| ARHE HHE
oF UHMQl Efeo| HEE F'H0AN £ 0| 0|27(7tHK|
D= Y0 el =™ =ICh(Fishbein & Ajzen, 1975).

AH[XFH SO 25 HAT0|A CHAO CHet Bt Ej== ETHX|
Baico| 715Xl ZHOM FdE #E ofL|2} otL|2f, CHeo|
AEIEQl Q010 OsiAME HWAMEICHPark & Young, 1986). Wu &
Wang(2011)2 EHE EHEE F S ZRO|LL HEE 240 7,
A=l X[AO|Lt Qo2 LIEHLE= QXA 20, HFo|Lt B
Lo oigt AH[XRS] FAMEel Hgez LiEth= FME a0l
2 Ufelel HE et e MEL HAHE WAS2E LELE 55
X QOl(Assael, 2004)Q| 37tX| Q0loz FMEICt] SIQUCt

Rl AFOIM O|O|X|= CHO| CHS AH|XRS| FEHA QI
W7t == EjE0f| eSS O|XICHAaker, 1996; Faircloth et al.,
2001; Thorbjernsen & Supphellen, 2004). O|2{st H2HE0f| CHTH
AH|XIS| FEEQ Ejrs WSEE 7 ZE = UCHKotler &
Keller, 2008).

25 FHT

of

dEolee POz, #HoE, HME, =0 ds, 121
7td BIAEG o5 YWME £ QoM(Zeithaml, Berry, &
Parasuraman, 1996), AH|XI9| =2 EZX0| L3t Efe= SO|H
ol slE ol E {3 4= QCKBurton, Sheather, & Roberts,
2003). 3EOM2 FHHQ AHZ B HAHE XISt 7|2
£ Mo 7|ojstez 7Y LHAM F23t 1H0|CHAnderson &
Mittal, 2000; Storbacka, Strandvik, & Grénroos, 1994).

X7 BEE0| ofst A= MFojo| 2EES HFUCL OlE =
0f, Brown(1952)2 AH|Xto| FLOfuiEHO|| o2t MAQl S4=, A
2 34, 208 B8R, 2|1 B8k 939 471K fEc=
TESI¢ o0, Lipstein(1959)2F Kuehn(1962)= =MHTE Xi+0§
SHE2 =FSIGCt O2{L} Jacoby & Chestnut(1978)= ESMEE
TIgst SHEQ Ofete| BF0M 2= MAMHE F5HS7|0= £
Lt SRACE o3t BZHEol ZHEEZ Eetstol Engel &
Blackwell(1982)2 H& IO BiojLt L7 7[7F St StLt O]
o] BHEQ| CHot AH|XIC| Efe 3 HSO|2tn L.

Jacoby(1971)= THEE HITE FfASOIM LiEIL= A2
M ago|2ta SHSICE EESH Assael(1974)2 SHEE A|ZH0| X|
L= EHE0] Chet Yatd e =o/FQl Ef=atn SHRACE 0|2
ot Olfe B4&E7t 29Xl =8 &S M0 HS2E LIE}
Lt7| Dj2O0|CHKeller, 1993). 1fHQ| GIL0|A THELS xfO4O|=
ot SME0| O/X|l= ¥eE 0O|X|X|2HOliver, Rust, & Varki, 1997;
Selnes, 1998), A 2|7} XfFOHC|=O| XH{XQl MaiQoloz A
£ CHDoney & Cannon, 1997).

AHIXS| BHEE AOAM ZYEYMEC 2t HE, 2
E, OAIH, d2|10 MH|A0| CHSE AH[X{e| ZCE LIEFLIH,

Ol 4= XF0j=2 O|{FICKHSzmigin & Carrigan, 2001). Jacoby
& Chestnut(1978)= =X o] X Al EjE, J2|1 AH|Xf
|
A

Ca
=F
O| CHAtO|| CHSH K| o2 O|R0{X QJUCtD SHHCE

3. A4
3.1, X|ZHEl JEK|QF 7|1 Zho| 2HA|

X|ZtEl ZHKeF 7140 CHsl AT &M= OFRIMIX| SITE|X| @
UL 2Lt AHXe| X|2HEl MKz MEO|Lt EHEE B
= dHE = QUL XAl QX|IPYE AH|XRZE RHO| AH
| s 7Hustn 7|st ZAE 2|O|stH, XA Es MESE Lt
FCH(Foxall, Goldsmith, & Brown, 1994). AH|X}o| X|Zof CHzt
JpX| BERS 2H|RIO] 7|98 § BSHOE T & Y1, 2H|X
o M&Zol thet 7|tH Es 74 E ME MEio XES
%= QUCKLichtenstein, Bloch, & Black, 1988).

AH|XES| QIX|REE MBSl HEE o3 THAQ FHTFE
Sl 7|d=ICH(Myers & Shocker, 1981; Olson, & Reynolds, 1983).
XZE 7HXeE 22 HME0l CHet thMeb 7|do] LX[SHH, =2
+=Zo| F37t YAlSICHBabin, & Babin, 2001). ESH SMHEZE
O|0jX|= mEM AAZ2 X|[ZHE JHX7t 7|92 NELD M

o

—=
2 ds3 £ QEE S0 FCKStayman, Alden, & Smith,

LY
.

o
—

o
E

_—

w1
el
o A

[1X=X
==

1l

ofm

oj2fgh MAMAHATE HEoZ 2 AP M= ARIHZ|Y HEZO
|2 719 7t HAE M52 fIoto] thg

<H1> X|ZE Z7HK= ME 7190 F(+el ks 0IE Aok
<H1-1> HE8H 7iX|= ME 7|90 E(+)
<H1-2> 3N ZkXl= ME 7190l E(+)

EEEE
ol e

3.2. X|ZEl JHK|QF B ZHo| 2HA|

7tX|= AH|Ate| Ef=0| F2kS O|XICHHomer & Kahle, 1988;
Manfredo, Fulton, & Pierce, 1997). 7tX|7} &=SQo|x0f O|X|l= &
ool ot AFOoIM EfES| Oi7f 2ibe ABEIJAX|DHPits &
Woodside, 1983; Homer & Kahle, 1988; Shim & Eastlick, 1998),
Blees s HOb= A S0 0|27 2ot M3 Qolo|ct
(Fishbein & Ajzen, 1975; Gollwitzer, 1993). 0|2{$t 0|89 = M=
2 CHo CHet EIHE D3 2EM O|F0f & £ AUY| W0
CHafof CHoE Efe AFEo=Z WESO=Z O|0fH = UCKShim &
Maggs, 2005; Hartman, Shim, Barber, & O'Brien, 2006). O|2{st
MACITE HIECE 2 oM e ARIET|Y MEof CHe X[Zf
El I K|t ME EHE Zte| BAIE BAMSH7| fI6to] Ch3it &2
7HdE HESIRALC

<H2> R|ZHEl TPl RE Efzo| (ol YEr2 0" Zolct
<Ho-1> M8N TRl HB EA=O H(+)
<H2-2> AN FHRlE HB Efzof F()

et 2t M
N
o
i)

EEEE
o e

33. 7|Ynt SE= Ztel 2

Alba, Lynch, Weitz, Janiszewski, Lutz, Sawyer, & Wood(1997)
= dE M2|o| 4282 LH[Ate| J|Yof| 2|FESHY #Sh= H|
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Z0|Lt MH|AE &2 4= QUCED SIRACL 02T aFIoA HE0

L= O|EICHHuang & Yu, 1999). O|2{st
2 SFoME ARIEZ|YEel ME 7(dat &
A 7| HAE EAMSHY| fI8t0] Chgat 22 7Hd2 AHSIRACE

<H3> X ZF 7|92 S8=0| F(+)el deFs 01E AO|Ch

Ajzen(1991)2 Ef=of 2|0f CHS 2A40(M Ej=7} HS9:
£ QLS St S, Macintosh & Lockshin(1997)2 M@z =
Heof CHeh Aol Bi=7t ZH=0| Faks DRICHL SHRICE
Dick & Basu (1994)2} Neal & Strauss(2008)= HzHE =ML 7}
Bl=ot A XASE AZAZO UCD SIRACE WS XpA2 Alzt
O] XLtk dHeXoz HAMEE FOiSH= AH|XtO| HEts LIEHH
10 BiE K2 AH|Xfe| MEMMQl QHEEE LIEFACE O2%t M
HOITE HECE 2 AT M ARH7|Yel ME B2t 5
T Ztol MAE 243%7| 25t Chaxt 22 7HEE 2833t

<H4> HF Eie= S0 F(+el &S 0/E Aot

4. Ay
41. EE29| A

= AT0|M = OFEEH27MA(NZE AHAZHA), CHEOIRHEHZ AL
g AMH|2), d2|2 AUF7|(BoRY S FYAS 18 FIIA
) S ARIFTZ|YO| MFOILt MHIAE FOjsh ol Y= A
ez HdEX=AZE HAEIRACE EEXAtE 2015H 9F 24
LRE 108 1227HK] HAEAD, & 599579 HEX|7t 2%
Edn, o] & =g =X 172E Mo 58287 2 AT
o Z40i| o &&|RACt.

glEl AEXC EANMZ ¥ 242 SPSS 21.0dF AMOS
21.05 O[83t0] HAZ2H, #AXQ 2MLU&2 Ch3at 2Lt
Hm, 2ol SEHEMS fI5t0] Bl=2H0| HAIFIACL =/, =
g 2o M2=E oI5| Qf5to] MEE 2Y, EBEY ASS
sty =X QQIEM0| HAIZIACL AW, AlRH7|Y HEFO
Cthell X|Z4=l 2&8H ZHKIt =Y ZHK], ME71Y, MEEl=, a2
1 S8k o] Al F=YUFA RS 0|8310 AL

mo b r

42, #iao| ZEE Yo U 5
2 AN 0|2E RE SYVBSL “I=Hd 1YX| Yo
M 7=049 a™CPol 7H MR ZEE|QCH WK, ARH K

Aats Ttk Lee, Kim, Lee, & Kim(2014)2] ®T1OAl At
a2 2 d7o Mo A =Mt HHE|ASH, 425
N HEoE ZHEQUCE HEM JHK|s ALE0| 2HET0| A EH
HSOT MEC=E LIofA Zast AR|A7|Ye HMELE "ok
Ao, M K= ARIHY|Y MEQ 0|80 EARE F=
HER Fo|x|RULt.

7|92 Oh, Fiore, & Jeoung(2007)2] K& ZAHN| 7jEHo| =%
CHet G0N AFEEl 719 2012 Hdst 5, 2 Aol o
2 =50 37 EEoE HFE|UCH, AIR|HTIS ME At
20| CHEt E2L2 7|o=2 HO|L|RULC EfEE= Lee, Kim, Lee, &

oot o

of
of
A

Kim(2014)9| Ef= Q012 HASH =, & Aol M=o SH =
50 47 g=Ee 2 ZPE|UoH, AB|HT|Yel HEo it £2
"ot HolL|QUCL DiX|2toz, HZME+= Zeithaml, Berry, &
Parasuraman(1996)°| =Mk Q018 HISH =, 2 d4lo| Mzt
of & +=d3lof 571 &2 FHELIU2H, AR|HT|Ye| M
of che &= o MIX o=z O|8s|z= AEoZ Ho|x|ALCt

0 ox

=
5. MZ
51. &9 ¢HtN ERN

2 aA70| o|&E Yol SEXO| Cigt YHtd £/42 <Table
1>} ZCh.

DX, MYS LRI} 50.7%E O} 49.3%0f H|3}
Ao E LIEtRCE ote2 st ZR0| 68.7%2 7H&
2 LIEtGon, CHeoZ [iahel £9(12.9%), 153t
(10.7%), 2|1 Cjstm XYSH7.7%)2] £C 2 LIEIICt A
£ 7|20| 66%E 0|=(34.0%)0] Hls§ 2 H2=E LEfRCE %
U2 ALRZE|0| 58.8%E 71 B2 ARE LIEIHeH, 7HEFE
(14.4%), H2E(8.1%), SHM(7.7%), X1LL(6.9%), 2|1 7|E}
(41%)9] 02 LIEICL QIS 4007} 34.0%2 71 B2 A
o= LIEPton, 30CH(31.8%), 50CH(19.8%), 12|10 20CH(14.4%)
O =CF LIE}GCt ot FEFAS2 5000 @ 0[40] 30.9%
2 b ko] LIE(OM, 2000t & CH(21.6%), 300TH 2 Cf
(21.0%), 4002+ 2 C}(19.9%), 1002+ 2 C}(5.2%), 12|70 1002k
H 0|5H1.4%)2| =22 LIERIC,

o
N
-~

5
R rlor
40 © ! 52

dootjorio

3

o

Mt

<Table 1> Demographic Profile of the Respondents (n=582)

n % n| %
Male 295 |50.7| Marital|  Single | 198] 34.0

Gender
Female 287 (49.3|status |  Married |384| 66.0
Below high school | 62 |10.7 Officer  |342| 58.8
Educati Undergraduate 45 | 7.7 Student 45| 7.7

onal
Four year 400 (68.7 Housewife | 84 | 14.4

level university

Graduate school | 75 [12.9| Job |Professional | 47 | 8.1

Le§§ than 1 8 (14 Owner 40| 6.9
million won
1 million - Less | 45 | 5 Others | 24| 4.1
than 2 million won
th2 mg"O".“: Less | 196 |21.6 2029 | 84|14.4
Monthly an million won
income .
3 million - Less | 455 1519 30-39  [18531.8
than 4 million won
— Age
4 million - Less | 44q 1199 40-49  |198|34.0
than 5 million won
More than 5 | 455 1309 50-59  [115| 19.8
million won
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M

52. 5HRY M

AT

M =9| AEEFd(convergent validity) ot E%Ef%’g(discriminant
validity)S Z3517| @6t & 7R =t ZE GRS
A0 Chet =2y A (measurement model anaIyS|s)O| AN QACE

2 Z4} <Table 2>0AQ} 20|, HSHE K4 ¥=528.552(df=142,
X?/df=3.722, p-value =0.000), CFI=0.961, NFI 0.948, GFI=0.905,
RMSEA=0.0682 LIEIL} LZ2H &M 0|80 Hglot 2= Lt
EFGiCE SHH, QOIEXIZ0| 0.6 0|A0|T, RO|X(1>2.00Q X2
2 LIEIL} EZENSMO| Q= oz LIEFCHBagozzi & Vi,
1988). EE<,>_P, E—_rlEP°|':O| 2otAME| E(composit  construct  reli-
ability; CCR)Q} HHEAL ZFZ=Zf(average variance extracted;
AVE)2 Bagozzi & Yi(1988)2} Bandura(1986)7} XM|A|st 7|&=(CCR
0.6 0|4, AVE 0.5 0|4 E=ZA|ZIon, HAEAM == Zto| A
ZHEEA 319 HEECH =4 LIEILHAVE>r2) H%‘Ef%*éol 91'.:
ZOZ LIEtGCE 2t Q0IY¥ MZ|E Zf(Cronbach’s a)0| 0.877 O]
HoZ e ME|=7) gtRE o= LEMRLCY.

<Table 2> Measurement Model Resulting from Confirmatory Factor
Analysis®

ltems Standardized | pope | avEs | o
factor loadings

Utilitarian Value 0.894 | 0.698 | 0.900

Product of a social enterprise

was efficient. 0.844

Product of the social enterprise

was helpful. 0877

Product of a social enterprise

. 0.827
was functional.

Product of social enterprises
was necessary.

0.792

Product of the social enterprise
was useful.”

Hedonic Value 0.863 | 0.640 | 0.877

Product of social enterprises

makes me feel funny. 0.827

Product of the social enterprise
brings interest.*

Product of the social enterprise

makes me happy. 0.846

Product of social enterprises

makes me feel a thrill. 0.692

Product of the social enterprise

0.852
was pleasurable.

Memory 0.873 |10.707 | 0.879

| have a good memory about
the products of social 0.837
enterprises.

| have long remember the good
points due to product use of 0.809

the social enterprise.

Products used in a social
enterprise is an unforgettable 0.875
experience.

Attitude 0.928 |0.760 | 0.926

| liked the product of social

. 0.878
enterprise.

My evaluation of the product of

. } 0.867
social enterprise was favorable.

| think products of the social

- 0.841
enterprise was great.

Overall, | liked the product of a

. . 0.899
social enterprise.

Loyalty 0.916 |0.752 | 0.923

| will use the product of the
social enterprise.*

I will use the products of social

enterprises in the near future. 0.877

| will plan to use the product of

. . ) 0.886
social enterprises more actively.

I will spread positive
word-of-mouth about the
product of social enterprise to
other people.

0.858

Il recommend the product of
social enterprise to my friends 0.848
or neighbors.

2 ¥?=528.552(df=142, ¥?/df=3.722, p-value =0.000), CFI=0.961,
NF1=0.948, GFI=0.905, RMSEA=0.068

b Composite construct reliability

¢ Average variance extracted

* Items were deleted during confirmatory factor analysis.

sl SURMHEO|(common method bias)E ASSH7| Qo
HarmanQ| EHeQ O1Z=Z(Harman's one-factor test)O| AIA|L|O] S}
Lio] @olo2 EXE 2HIt SHEX %2 2| o AHRE
7t HluwE|ACHLee, Kim, Lee, & Li, 2012). 1 ZAqf, THAXE 2
¥o| x2= 1661.6101t AFR T 1522 LELKCHARR 2&: x
2=528.552, df=142), CIXIALQIEY Y Mot HHAQoIsy
DYED F2 ARLE LIEY 40| O|8E[R{CHLee, Choai,
Moon, & Babin, 2014).

M
~

&)

3. o

AT

Etgdat M2l 24 2 HUXREY0| YTE 24 A
HESO| CHSto] Mzl 2A7h of %*°*0|D1 ol &9
BHAE A=K LOHEY| QB0 JEEA EHS At 2
, <Table 3>0f M2t 20|, AFEEN AFIHEOA HAlRH Cﬂ-_rL
= o A g2 LR[S A= LERRLLE

= O O

I"L',—_IOIHIE

i
0
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<Table 3> Construct Intercorrelations, Mean and Standard Deviation

<Table 4> Standardized Parameter Estimates

Utilitarian | Hedonic . Standardized
Value Value Memory | Attitude Loyalty Path ooffisionts t-Value
Utilitarian Utilitarian Value — .
Value 1 H1-1 Memory 0.212 2.893 Supported
Hedonic o . ok
Value 0.771 1 H1-2 |Hedonic Value — Memory 0.658 8.577 Supported
Memory | 0688 | 0.719 1 H2-1 U“"taﬁ;‘tu\éﬂ“e - 0389 |5.812| ** | Supported
Attitude 0.745** 0.737** 0.792** 1
Loyalty 0.689** | 0.678** | 0.751** | 0.818** 1 H2-2 | Hedonic Value — Attitude 0.497 7.348 | *** | Supported
Mean 4.73 4.49 4.79 4.87 4.93 H3 Memory — Loyalty 0.702 9.542 | *** | Supported
SD 0.91 0.91 0.92 0.90 0.95 H4 Attitude — Loyalty 0.211 2.946 | ** | Supported
** p<0.001 R2 Memory 0.717(71.7%)
Attitude 0.728(72.8%)
Mo| A=
54. Aotde| S Loyalty 0.801(80.1%)
— Model fit 2 529.881
2 ¢70| ol E Ar=[XIY MEO Cisy X|ZHEl FHK|, 7|9, X
EiZ, J2|0 Z4E9F 22 ARCRIS 70| WAE BHS 71X af 144
WAl OS(SEM)CR ASS AT}, Mz x’=520.881(df=144, p-value 0.000

¥2/df=3.680, p-value=0.000), GFI=0.905, NFI=0.948, CFI=0.961,
RMSEA=0.068= LIEMGICE EEDE LML Q4 H==0f o|5A
MYz MdEHR)S 2A5 Al 7|9 0.717(71.7%), ==
0.728(72.8%), 12|11 AT = 0.801(80.1%)2 L}EFLILCE.

2 g0 o|8E ARIEZ|Y XS0l CHefl X|ZHEl ZHK|, 7|4,
Bz, J2|0 SHEQt 42 LS 719 Ao st 7td S
ZE5H7| 5to] 122 HE 2AM5H Zit= <Table 4> ZCt.

0.212%
(2.893)

Utilitarian
Value

0.389%+
(5.812)

0.658%**
(8.577)

Hedonic
Value

0.497%**
(7.348)

** 5<0.001, ** p<0.01

Attitude

=% 50,001, ** p<0.01
X’=529.881, df=144  (x*/df=3.680,
NFI=0.948, CFI=0.961, RMSEA=0.068.

p-value=0.000),  GFI=0.905,

H12 A=|H2| Mo ool X[z 7HX|et ME 7|19 7t
BAE LOF H|9[et AOoICh BA, 48X ZHX7t O0E+F A
= 7|90 =OtE Zo|gt= HI-12 AJet Zuh, d=As U2
0.212, tgt2 289322 HEH M= 7|0 SAH2E Roleh
gl ks 0K A2 LIERRCHp<0.01). M2t H1-12
ISP

0.702%%*
(9.542)

0.211%
(2.946)

X2=529.881, df=144 (X2/df=3.680, p-value=0.000), GFI=0.905,

NFI1=0.948, CFI=0.961, RMSEA=0.068

<Figure 1> Estimates of the Structural Model
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ok MY K7L OFESE MF 7|90] HO0HE AOl2k=
H1-2& 43¢t 2, Z27 = 22 0.658, tgt2 8.577= K
= 7190 SAN2Z golgt F(+)e &= Xl A==z
LIEFStEH(p<0.001). [H2tM H1-2= X|X|Z| QUL

H2= At2[&7|Y W&ol Cish X|ZHEl ZHX|Qb ®&E EfE Zte|
HAHE Lot E7[et Aot M, HEF JHX|7} 20HE+&E K|
= Ef=7t =0t 0|2k H21E ZAESH 2o, dE2As 2
0.389, tgf2 58122 HEXH JHX|z 7|90 SAHZEH2E Fo|ot
FHe g2 0Kz AR LEHCHPp<0.001). Mt H2-12
XIX|E|RACE Eot, A JHX(7F EO0IE45E ME Ei=7 =OtE
A0|2h= H2-2E AT Zuf, dE2A = 2f2 0497, tgf2 7.348
E 2N K|z B0 SAHXSE Folot F(+)el Fee 0K
= A2 LEMHTHp<0.001). MEtA H2-2= X|X|=|UCt

H32 HE 7|90t = 7to| ZAE Yot 27|2lst ZO|C,
ME 7|90| =048 T8It 50t ZAo|2k= H3Z AE%
A, dEA S g2 0.702, t3f2 95422 HEF 7|2 FEE0
SAHLE f[olot F(+)el JEE 0OXls AR LIEHRCH
(p<0.001). [t2tA| H32 X|X|Z|RALE.

OX|2fo 2, H4= K2 Ef=Qt SME 71| TAHE Lot E7|
izt oIt MT Ef=7t ZOtE+§ SHZ7 =0tE Zol2t=
H4E ZSst ZAal, d2A 442 0.211, t442 294602 HE
7192 FM=0| SAXoE |zt H(+)el ¥¥E OiXl= A2
2 LIEGCHp<0.01). [M2FA H4= X|X| | RICE

6. 4=

)

O |> 30 |
> > |o

AMIH7|g2 HIFE, AIE BHME 7|2z o= 2 ¥
2 M| EME SiZSH| ?f3 AE=o] HF H Botx|n
SN F oSt =LA RS XL s AR[H7| O]
2 g8517| fsiME ZHXIMSS S AHIRE O 7HXIE Q4
SO0 =21g0] SHEE|N X[E7bsd £ QUCH MEfd = A2
SH2 A=IH7|Y MFO| ool X|ZtEl ZEX(7F 7|2aF EfEOf of

r
d

-
[Eoh &S OIX=X| mefsta, 7|9fap Bzt S5=0f ofst
Feks OIXER| 2T SMStAA SHICE

s

= O3e ChSnt 22 dolM 2ozt ACL AW, 2 AFE
A2l H 7| el MZof CHsl AH|XFSO| ot JHK|E K|St 7t
Off CHot G172t BXfo Ao Atz|H7[o| HZof CHel AH|
X=0| LEHZnt SLotA HEH ZX|Q A JIX|E X|Z5t
=X 32| AR|E7|Hel MEBol| CHsf X[ZHEl Z4X|7} ofmfh Ef
E X ASE Hol= 710 Cigt AT E Al=SHQICH= HOICL =
M, AFRHZ|Y MEQ| X|ZE 7HXet SMHE7tel AFE TIgHs
of AN 7|9HSE FII5H0 ALS|H 7|l MEO00)| CHBE &
HXAS AT E SEHA SIRUCts FOM O|EX A HEH 9|9
7t ok 24 AL ARIET|Y HEel HE8F it EA Tt
X7t 210t Ef=0f Relot Fe2 O[X|l= AR LIEIRCH, 7|
ot E{=7F S0 Fo3t IS O|X|= AR LIEHRCE

2 Aol gz AR|HT|gel HEXQI O E BRHS 2ot A
AME 2 Ch31F ZCh

AW, ARIEZ|Y MEel WA JHKet H8F JHK|= 7|Ynt
Efeof 3EEQ FyE O|X|l= A2 LIERRCE 023t Zute
AH|XEC| KZ0 gt 7HK] EHEH2 AH[XRO| 7|AS O REMCE
g £= QU AH|XRO| HIZ0| CHDt 7|0 e 7HHE2 ME B0
Mot d=S g 4~ QUCH= Lichtenstein, Bloch, & Black(1988)2|

0|

22

T LR|SHs A= LIEFGCE. AH|Xfe| FLOf|AHAF g0l A
SEEMD CHEHET IFE0f AlR|X 7| MIZ0| Zetk|0{oF Az
71e| MFe| Fof =HE0| FORXIC WEkA AlR|X7|@2 aH|R}
oA MZel 718X 28X ZHKED OfL2t At=|H7|e| ME
2H|of AI3dE & 5 AUs MY JHKE MSY 227t AUt
=M, M=H7Y A N THKE 28H JHKIELD 7|9
a Eizof o 2 2 DXle A2 UEHHCE ARRIH7|Y2
CHE 2ih 71t 7|l =H0| th2r| W= HEHH 74X(7F 7|
Yuh B0l O 2 IgS 0/E & Ak ARH7IY2 M2lel &
H ez 550| R AN M L= 7|Y¥olets AE A
=Hoz ZEY TaJt ULk dCiel AH[R= MFQ| 4H| 2|o|
of o 7KK = & ALk OIE =%, 71A0| HIY SRS ME
O] gt MZ1t F2C| Kol BXIT HZC| HiE22 AH|XR|
MEPY JHX|= Qlol Bt O|ROJTICE J2iLt AH|XHE ZhX|2t
HE SAl0 HESHo] IYEL: JHX7F o MBS 7=
O|0{X|1, ZHXIELE 9IHO0| =2¥ HMETFM=Z O|NX[X| B=C
et ARlX7[Y2 MEEEE ofLzt 7|0l MY + U= 7+
K& 7HEoto] B2 O|ofE = AA SHoF Steh
ARy, 7191 s SEE0 SFHe dgs oiXls A=z
LIEFGCE Ol2fet 24 Zuts HBO| i F2 7|92 S8&E=
O|O{ZICH= Huang & Yu(1999)2| FFit= LX|Sh= A2 LIE}
SCE Mt AlRH7|g2 F2 S22 MEQ2 2H[RA F
2 7192 /A6t E2 =S J8AIZ 2Rt AUt
AW, 7|92 E{=EL SE=0 O 2 FF= OXl= A==
EPRCE AlelH7|®2 s S4at 32| S45 7HX|1n
el =20]7| MEof ~H[XQ| HIZF0f CHeH B7H7H Lt K|
CHE &= QUCh MBO| Ei=s AlZHOf f2) B 5= QAR
2 MZO0I2k= 7|92 A[ZHO| XLtz HHSEA| G=Ch T2 At
20| it = oSt s HEFS 2HROA 22X
2 2MAZ Ee7t At
oRX|gez, = d7o oAy 8 g% A7
MeH7|gel 48 R0 2HRel S8: 29
| g °
=

JI-DDI—O

s 1

ok oy Ud_tnl rr -
0 &

Bl
N

Q
o

f HIAISHH,
b HQUCH
Zolct.

Ct. o2t

a4
=)

sk
o

=
2

r

ZoHoz OiE SHE M=H7|Yel 4589
J2LE AMRHY[Y2 oiE SHRE 955 Bt

0 i

2
b

o
>

N g AF0ME MRH7IYel 45 223 M| Sezet &
2 Y2 7M1 Utk XL Ao S5 Zeoto O

St epe 2eot Qo ok, dAAFO|M Z|fnt Ef=0f Ciet
AL B=SHA SOILEX| B0t = AFOME 7|Yat B 7
o BAIO| Chel AS =Xl RRACE MEM = A0 E 7|0t
Ei=o| HAE SEol dES £ d30| 0|R0{FE Ea7t UCk
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