IR PELLO| DEBB 2021 H23H M2 (SH88L) pp.79-96 https://doi. org/10. 31667/ jhts. 2021.9.88.79

Journal of Hospitality & Tourism = s
Studies

www. akht.or.kr

The Academy of Korea Hospitality & Tourism
LR R[R{010] AgiRE OIS, HRHE OIX|= 3! Bl SMS0]| 0jx[= St
The effects of industrial tourism experience factors on industrial tourism satisfaction,
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ABSTRACT KEYWORDS

This study was conducted to find out the relationship between industrial tourism experience factors, industrial industrial tourism experience
tourism satisfaction, brand awareness, and brand loyalty. The industrial tourism experience factors are considered factors,
to be important factors in industrial tourism that has the potential to develop continuously in the future. In industrial tourism satisfaction,
addition, brand awareness and brand loyalty are available to be important factors that make revisit possible brand awareness,
depending on the success of industrial tourism. In this study, a self-written questionnaire survey was conducted brand loyalty
for tourists who have experience of industrial tourism in Korea. Through a total of 311 valid questionnaires,
empirical analysis was performed. Factors such as employee service, transportation convenience, lodging and
tourism, information, and industrial site tour were derived from the attributes of industrial tourism experience
through exploratory factor analysis. As a result of the confirmatory factor analysis for all constituent factors, the
average variance extracted value was extracted above .5, and the construct reliability was extracted above .7.
Therefore, it was verified to have a concentration validity, and as a result of correlation analysis, it was found to
have a discriminant validity. As a result of structural model analysis, it was found that industrial tourism 2021.07.05. &1l &
experience factors had a significant effect on industrial tourism satisfaction and also influenced on brand 2021.07.18. 1Xt &= &4
awareness significantly. Meanwhile, it was found that brand awareness had a significant effect on industrial 2021.07.24. 2Xt 8= &4
tourism satisfaction, and industrial tourism satisfaction had a significant effect on brand loyalty. Brand awareness 2021.07.28. 3Xt &= &+
was also found to have a significant effect on brand loyalty. However, the industrial tourism experience factors 2021.08.05. X5 &= &4
were found to have no significant influence on brand loyalty. The implications and limitations of this study are 2021.08.05. XIZ Xl &
discussed. 301 FAAE
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Ol DALY SHEWLAT 2021 23 X322 (5H882)

2 Ao BAS Db I3t AR a1y DIt 2

H1

e
)
I
ofje
ol
[

AdEF Adad

H2

<ag 1> ey

., A7 A

1 owse) 2241 Qe 2 24 =70 Y

D) Akieed

2 AollM Adegolst AlE &det W A 9Rets B2 0% 7|duEt U BEEY 52 s, Ut e
B3l A, DA, vlEe] AT B, AFR, IAFA, 27t 5ol FEste AR Aoystaat Atk

2) 2gEg AR e

AQTG AP QRN ARATEGS 55 Ao = U= FAYPoE oo, AAIET APEHLS A8 - H4(2010)2] 1470
£/, Lee(2016; 2015)9] 34719 &7, A=Y (2012)9] 227 £/ SollA AAlste] =&H 27719 £4& &5 == 54
HAe (] oS B 5. Ui W) 2 2A43igth &3] B dloME 27719 SAES AAE FUAY, 24 TER|ek

L.'l
AAK, NP 73 o) B2 Pslel Sgsilnt

E

t

RS, T P e o] Hyto] Autolnl, |tizlat A7H Adto] Blaol ofs) AT wRp E Aol
ARIE Whsolzt Aoty el 7|tiRrt A2k Aabh A et Anke Aolaih AR (IES, 2012; B4,
2018; Lee, 2015)014 =23 4749 £45S A 59 H=(l A8 2ZA gk 5 B TFHE SAskck

BeE QX|Eet Bl gt AuASe] A4 o® Holehy, w3t shio] BAEet ¥ U2 BASE UY 4 9
AHIAIES] SeoR Hojgith wehd Bl APAT(IEE, 2016; Chow et al, 2017)0lH =23 5710] £45S 217
54 HE(L A8 294 9tk 5 ule IYh2 ZAsig

Bt A= B 5] AB|RRS0] Za 9= ozl =z Aojw|w MIYALCEEZFE 2016; Chow et al, 2017)0lA]
5% 6719 452 IAE 58 HE(L As 18X gt} 5 oie 2FHhE Sl

2. 235 Y 2 BN 9
B A7 AR Al SRl delE do|RR ARIREE 13] o3 ARIAY HaAES thde AR, dR|IZAP|
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712 20201 129 1988 6Q7H) A HASA IS B AQURASS toR A=t § 100589 4
Hjzsto] 05%0] PAT ME-L SAABI) o] EAbAol wet AFE} Hojxl:

ABL S0 477H ASFE: Ao B34 Buly, AHEAMEL, FEAUY B4, 2xz0] qE), B 2AL] 4]
2021 39 25U 49 15U2 202 7ol 24 2LHY| GO MEEAIY] ofe}ee Aslel AREAP| AuFelo

212 ozjsto] AIUYS AW ol thel LR MERALE Sasiglon], MEETE AQinY APL
0]

il

jﬂ

Md

odt

lo

)

N

ol

ol

38

P

i

ol

2

ol
Hd

B o

T
fo o

AT UEE 4 B, BHE A= 57 B, BHE 3= 67 B9, AFEAE B 8 EFeE F 5071 el

)

i
o)

HEAE sl4 st & 31157} $RY HEAR H5ER)

A0 theat e AAE Folol olRolzth A, AJUY APL, AUYVY WE, HAE X, HAS FH=|
ool S QIR T NZERMS Sasioirt Bt AEHS SR F 7 7490 tiste] SR1821EMS AAjst]
SISl B QTS TN SA AR A, 7 T4RQ) 7o) BAE solshat AUUARA o TRuREA
2 Sasioint oleie BHS giste] SPSS 2409 AMOS 2408 ol&sigitt

—_
]

wo) 54

<E DollA BEr /gHHollA 'dAdo] 1299 (41.5%), o140l 1827 (58.5%) 02 0f/do] W2 Aoz Ut AEoiRorE
1]Z&(57.9%)°] 71&(40.8%) 2t @atem, dguiolre 20tH(32.8%), 30t(26.4%), 40H(18.6%), 50tH(11.9%) 2= Lie
L 2007 7178 wteH, Fat AR 35,34 Uehgth SHelMs tiE olsit 7P weken, RS olst, aF ofst,
ookl MarEQd(olsh), HARERi(elsh o o= ettt AAFHeIME AR - 7164, M, A24, AFHe &olgleH,
At £52 2007 A (32.8%), 2007t A 1]TH(29.6%), 3007 tH(20.9%) 2] o2 Uit ARjiekd Fsigolt =
2-39](55.3%), 13] 0I5H(21.9%), 4-521(17.4%), 6] ©1’&(6.5%) 52 £o= LR} R 39] ofsi]l A= YETh
ASAIRRTGL SESHORA ARSI (D, ARBZ(FE B), AAF(ME3F 5), =4

FFE 5), sHTAYEY B 59 £o= Ueldth SEAR AFAIGL Mg, 7= F4L I3, S

<E D> HE9 EA

Kis H=(E) | 8l&(%) Kis HE=(E) | 8l&(%)
. = 129 415 njE 180 57.9
o 182 585 | AEAR 71 127 40.8
TH4~19A) 21 6.8 71t 4 L3
TH0~29A] 102 32.8 2005+ TRk 92 29.6
TH30~39A] 82 26.4 200-300%H ©|gk 102 32.8
A TH40~49A] 58 186 |¥4S5 300-400%H ©lgk 65 20.9
TH50~59A 37 119 400-50051¢] w9t 23 74
TH60~69A 10 3.2 5005H o]/ 29 9.3
TH70~79A 1 3 IZ ofst 44 14.1
A 36 116 ZAFE olst 44 14.1
AR - 71 A 138 444 |3 o ofst 180 57.9
el 24 77 s}l ARIERY(olst) 37 11.9
9] FH 16 5.1 s}l B IERY(olst) 6 1.9
54 1 35 13] ojst 68 21.9
AfH| A2 20 64 | Al 2-3%] 172 55.3
EIR 55 177 | dE8s 4-53) 54 17.4
71e 11 35 62] ol 17 5.5
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om
rH
Q
[e¢]
re}

A @71 ARSI (A R4 151 486
129 7|&E 7 Qe ARIRRET B 146 46.9
N2 AU ooy mug 22 192838 9 142 157
(FE3H)
TERNAY FFEE B 65 20.9
4 77 Qe AGAIE(RETAE B) 143 46.0
Mg 91 29.3 SHEE 5 16
L 20 6.4 A= 14 45
o 12 3.9 AR 6 19
oo Mk} 16 5.1 oo A= 7 2.3
;gﬂ“] 35 12 39 ;‘gﬁ’] BenE 7 2.3
=% 14 45 A= 10 3.2
24t 8 2.6 A= 2 6
A7 77 24.8 A& 2 6
U= 8 2.6 A 311 100.0

Fi B ol R 14~19419] BELS ZARIAIR] EZHRlA Biet FRAT F AWFS AHI STl ZAE o] UEE.

A
Alg=521.46222 VFERFOm (p< 001), FABRAHELS 51.120%2 VERSR, AlFE® 7ES 565 oo g veRjth A ‘Fat
A UERBAIA 9009 )2 T8/ Aol 5 HIRteRE UEh AlASI: whehA SAREAE]A, aEHEAg
59 271 8]lo] =&t 24 LR |eke] IAA HEoME KMO=.836, Bartlett®] 784 774 ZAFIOIAlE =996.9462
2 YR (p<001), FARAIES 53602%% UERRA, AIZ= 22 700 ooz Yehyth wetA uh o 31,
hY S9] 271 8Rlo] =&E|QIct A1 7St REo|AE= KMO=.924, Bartlett®] T84 24 FAFIOIAIE =1262.34322
UERZAL(p<001), FAEAM|E-2 54453%, AIZ|E 312 .894 o0& UER} olido] gl AR Uepdtt ueti Adadsd
Zstolgk= 171 8RQlo] =&E|QItE BHle QIX|ojA= KMO=.854, Bartlett®] T84 A4 2AFIOIAIF =555.92102 et
YA (p<.001), FAEAHEL 61.111%, A= Zhe 83922 UElyth Bale A zoA= KMO=.860, Bartlettd] 734
A% TAFLOIAIH =678 756 22 LERFEIL(p< 001), FAEAM|E-2 56.674%, AIZ|%= 32 844F UERITE ARJHE RH5o]
AME KMO=.804, Bartlett®] 784 774 FAFIOIAIF =442.50392 YERFA1(p<001), FAELHELS 66.133%, AF=
e 828= et
<E & 7 37N Eol Tk ER1Q1IEAS Al=3t Aot ERIQQIEMA 47 A4 (modification indices) & FH22
mo] A s "ol HeE AASHITHaEHEg 8]l tiEsas M, S 2 I 8RlofA FX] SHAIA,
A A, FRHO] A1 wiEE | il QRloIAN =2FAI So] AA=eH, A gt
QoA ‘P8 HAGEN, UiZtol= AulA EiE, AR EE, FMTRAY W ARY, FASHIE 5 F 11719
BT QIXE Rl ‘W7t MRSt SAte] Byt ThE 3jake] HIlmHTh WA He STy,
Sake] AEat vlas] 7EEolu AlEL] Aozt QlTfekE o] Ak AR ol Aolef,
T o]&F Aolt¥, ‘U= o] FAk] AlFat AMularbAo] Agsttiets o83t QAL it
& HE-RMME ‘T2 Ayoldar AR 9 &/do] AAI)
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>
re =
°
rr
i)
gl
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GE 2> AR Ao tist ER1eQIEA Az}

BF
dres 4 A= 29 @ | AVE | (R
A%
212 FAIEQ] ARl .603 -
S Z7lol/7jo[=k: Hixjofs 760 | 12256 | 504 | .849
k) e 854 756 9.822
s AR HE AZ %J;lgl; .792 | -
(31% ;ioa*@ W] 715 638 27 | O
AgmEe | TR 756 -
23 (=9 = 9] wob vitE(IEr Hed 5 703 749 | 525 | .807
pgAet | B pozsle] gy 715 | 7124
o 924 TEPEE s 793 -
QFl — 512 784
TG lol=/Z3fei At .629 8.775
ARIF 7Rle] R .653 -
O — offekz] Y Apd7st ek 793 15.818 w7 | o
W7 AdAst .854 12.273
SEARA] ARlv= .666 12.587
Ut st siaje] Beiles ofE St Beilcel JoHsh 4 Qick 705 -
Uph et g Al 71Tt 739 12.195
BAE QA= — 538 | .890
UphEet 2R 2and e A 71 | 4= Qlck 746 12.097
Uyt RiEst siel EAS 4A Al | 4= Qick 745 11.560
ZkEos REERict 773 -
AL s Uit Afeieh 2 st Z7oigict 720 11.907 561 | .894
Uy 7Ioiek 2 £90 753 12,730
U= o] 3hiQ] e Aoz o18e Zofrt 744 -
s A= U= o] SKIE WE % o] 3|AL Balimo]] ofizlo] Az 738 10862 | 537 | .852
L= fARE Belle Fof A] o] Shio] Beicg oxxos Mgt Zojct | 717 9.757

ERIQRIFEA At} HF R4t 227, (average variance extracted: AVE)©O] .5 olifeg FE%|lom 7id A12|%= (construct
reliability) &= .7 o1do& 2EF Ut wekA AFEGAo] e FoR ATsilon, HYw A4k x*=352.410, df =224,
X2/df=1.573, p=.000, AGFI=.888, RMR =.025, RMSEA =.043, CF1=.955, GF1=.91622 JXL &S BA5}= Hoj= 7
7} Q= oz dAdsigitt o]t Axk= x¥/df =3 0|8}, AGFL GFI .9 ©]4;, RMR .05 ©]3l, RMSEA .08 ©I3}, CFI .9 ol4
59 AFP=E IR W8T YAk Qrk(olghA] - AA|E, 2013). 53] 811N aE5H YL tiEasd/dol AA
wlo] ‘AHE AF 2Rl fAsiglon, suF W W2 T 44 E0] Al7iEo] ‘YFuiEE olgk: 81 oR £7gsigint
wfebA] 2RI AFE oM e ‘SARIMEILY ) HE A, TEEEE, W, AR A 59 8910 =EEQiTh
‘BHe ST, 4G T 59 8Rlo] =EEth
<E oA & 2PollA Uehd /371Ee] SHHENIAS S Slol Aol AXE 370 2429 AVER R 33AeE
B2 < 4>ollA] A thd QA5 Z47F] 7ol TS AVERLS #7156k, thabide] RS2 A3tAo] AlF
FE HoiFa, o] IRREEL A4S g BolFa otk AVEZRe] ARl AlE(RY) BT 29 thE Q157
FHARET WAHoR T &2 o] g, i 370 7he] Ad Aol Tish Al FrEe] sie7id el
AVE 3 9A] Yol WHEdAS e o= & 4 Utk (Ping, 2004).
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Ol QHMLOIY| DHMAAT 2021 H23H HI3Z (SH882)

T2 Mean | SD 1 2 4 5 6 7 8
L A AMHlA | 3647 | 604 .504 481" 284" 4727 633 370" 466 .363"
2. AE AT 3.274 | .622 231 517 452" 402" 4007 239" 340" 272
3 WE ogE 3116 | .573 .081 204 525 439" .331” 130° 315 321"
4 3551 | .655 223 162 192 512 476" 216 .330” 269"
5 AHUEH A | 3625 | 584 401 .160 109 226 .557 .505™ 570 413"
6. B QA= | 3692 | .613 137 .057 .016 .046 .255 538 560" 525"
7. AATY W= | 3651 | 568 217 116 .099 .108 .324 313 561 592"
8 Bt FAHm= | 3413 | .601 132 074 .103 072 170 275 .350 .537
iAo zs FE2 7 A4S AVER, tZA 919 HEL TS E 7o) AudAAle, Al ok gEL A4S E 7H
HAEAASS] AFEE 47 dER,
'p<.05, “p<0l

3. 7HAS

B oM s AR APRR1E shtel QRle® K thE AT EIe] HAE FHfstaA} sigith 123t olf+=
22} o1tz (second-order factor model)©] ZFzte] 12} QQIES & Mus] Fa, € LALQIEF ] IAS 7HeksiA
Tty 19H, =24 ASE Fol= tloll felsiths oMot (Nunkoo et al, 2017). TR GE H& 27F QRIF2EA
< S5l FRIRIEAS At Al=gt Zato|o), SRIRIEMAN FHR|¢E FHoR Byl AR "ol Meys
AASHITHTZEE 211, AAAE AdtollA “YAFHAIA AgY, Be FAZoM U= o] Zate] Ee A& s

)

ol Zoltt’ Fol AA=I)
SRIRRIEA 3} AVEZF .5 ol/de= FEHflon, /g A=es 7 o|er FEEth wabA AFEdAol e
Aoz wasiglon, AR AP x?=242,117, df =142, x*/df=1.705, p=.000, AGFI=.899, RMR=.027, RMSEA =.048,

CFI=.956, GF1=9242& F2R&S BAMsh= gol= 27t Qe 202 Asiolrt oj2ist Axk= x%/df= 3 olsl, AGF,
GFI .9 ©]’;, RMR .05 ©lsl, RMSEA .08 ©Is}, CFI .9 ol 59 AR=g AT 83t Aok qlrh(olghs] - A,
2013). 8RIo R ‘ARIME APAQ, ‘Bt QAw | ARQi¥Ey wHE, ‘Bt I 5o 89lo] =EFQirh A
A e UERlE R .75(%9), .50(57D), .25(32) 8 247 YERATH(Hair et al, 2012). £ AFoME Balle F4dwet
ARG gEfo] BE ojdo|glom, Bt Q=] Ayee ue Zog uehth

<E BollAE 22k QRIFREAM S Fall UeRd 8R1E 7ho] /g7idel e/ S ol ATEMolA] AATE Hg7Hde)]
Z17ke] AVERTH AJBASE vlasigint <& 5olA oAIE tiZid 2452 71719 7ifdo] tigh AVEZRS #2715k, tiziale)
UREE.0 JaAlL] Zﬂ—;ﬂ e BojFa, tigile] SIRRELS Al e HolFa Qltk AVEZHe] Al AlE (R E
TF 39 T2 QQIETte] JIAEL WA CoR o 2 Adto] EAgitt & myol|A Uehd /97 1te] Aol Thgt
Ala 50l siE7Ee] AVE g2 dA Yot WHEIAS dHe Zes E 4 Qlth(Ping, 2004).

B Aol =& ARITES A3 8K, B QX Adg 1, Bels %*é 59| AT RIS 7o) A 12xug e
AZ3 A}, AdEE x$=242.117, df =142, p=.000, x*/df=1.705, [=.899, RMR =.027, RMSEA =.048, NFI=.901,

=.956, GFI=.9245 Z+= 3ARYgo] =E=JTHKTH 2, <& 6>).

i Dy
0-‘1~ m°l'
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Al AQQI0| AR O BRI QINE & BAUE SACH OXs ¥
E H FAA AFDSel gt 231 Q172 FRIQRIEA At
Bz
A7ed 4 H= 2 | gk | AVE | CR
A%
ZA9] MH|AE=
ZALQIAH) A g7t /7to| =R H|X|oR .902 -
+854
s|o]A]
ZﬁE AL
g Al A Az 805 | 6571
HY st HPAIA - -
Ari g gl & FHo] F3l uiEE (SR ERY ST B) - - ” §76
AdLd A|FRle] gy - - ' '
hj Bt
St 710 7.817
Zgrtol =/ 2aelel At
AiEA Asto] rEr
ok 1zl W Al A o]—z AbsH
Aded Ast et % A T 869 | 8055
AALEgAA s
SHEAA MulAE=
Uyt Bt sie] EAS ﬂ l Azel 4 ofck 710 -
a@g AR = upl gt Skl 2and e EA 71l | 4 Qlk 737 | 11433 538 793
=.297 Uyt st siE €A 71 PE} 740 | 11.473 ' '
Uyt HEst saje] Beics T2 St Belicel JuEsk 4= Qirk 749 | 11583
7P o= T=E3k 754 -
Arighsg uk= - -
638 Ut Adeict 22 st Z7o1eict 726 | 11941 519 705
’ Wyl 7ciet ZAwch 2okt 768 | 12,577
) L= o] SAle] AES A0 o]83t Aotk
Hylc 2N% — .750 -
R= 639 L= o] SRIE WE 5 o] 3]} Bl ofizlo] Azt 561 738
' U= SARE BRie. ) A] o] SjAje] Bateg Qxzoz kst ol 691 | 8585
X?=242.117, df=142, x¥/df=1705 p=.000, AGFI=.899, RMR=.027, RMSEA=.048, CFI=.956, GFI=.924
& AA.
<E 5 2% SRIF2REN T By, BRI JAAAYE
B Mean SD 1 2 3 4
L AT Ageql 3.533 490 544 553" 4317 .393™
2. AdIE T 3.651 .568 .305b .519 .560™ 567"
3 BIC QA= 3.692 613 185b .313b .538 478"
4 BIC = 3421 .655 154b .321b .228b .561
F: O] sk FE2 7 AR AVEZY, Ui 919 e JFHSE 7t ATaAAS, Al ol EL A7HsE 74

HBAARY AERS A7

Uehd,
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AiEEAEel

4344%
l -.060
710
545%* .280%*
.869
@ R2=‘297
ELEEL

x2=242.117, df =142, p=.000, x2/df =1.705, AGFI=.899, RMR=.027, RMSEA =.048, NFI=.901, CFI=.956, GF1=.924
a3 2> FRUIFRAN Az}

<GE 6> A JTrEAE Tro] TAEA Ast

4 A fﬁi @ | BEeA | 71 e
(s] T
7Hd1 ARTEE AFLR - AR v AT74 5.697" 112 A2
7Hd2 AdEE Adeq — Efs QIX= 545 6.412" 117 A2
7HA3 BT QA= — AP U 434 5.781" .073 A2
7Hd4 AREE s - Hils A= 621 4.211" .140 A2
7H4d5 HHE QA= — EHYE FH= .280 2.679™ .097 A A]
7H4d6 AR P8Rl — B SA: -.060 -.556 137 717

x2=242.117, df=142, p=.000, x¥/df=1.705, AGFI1=.899, RMR=.027, RMSEA =.048, NFI=.901, CFI=.956, GFI=.924
“p<01

FEEY 73 ohgat 7o) 7Pde ASOIUTHKE 6). A, 712 AdEd Al aclo] Addd ghgol| il
T2 AT AF Z AFLAS GG WEoll FoAQl Aol FFo] U= AR FRIF(B =.474,
t=5.697) 7Hd1e AA|=ELh ol2st A= A= (2012), Lee(2015), BAHob =(2015), Altunel & Erkurt(2015),
Sangpikul (2018), Preko et al. (2020), Stavrianea & Kamenidou(2021), Li et al (2021) 59 A+23te}t 22 ZAvta Yt
wEbA ARG AIF QRIS FARIARIA, HE AlF, Q| ARIRE A 59 8912 A Tl JFEol Qo=
A & F AUtk

A, 7Pd2e AdTRE Al 8]l BHE QIA®] nAlE e AT, foA A9 A3 vl o= vEht
(B=.545, t=6.412) 7Md2& AA=EJ olgt Ai= 7
Nika(2019), €-741(2019), ¥ - 29-41(2020), 5 - F22(2020) T2 ATAHESI LAISkaL Stk &, SAMIAHIA,

fijo

Qo
oag &4 = B

2

AR A, o, AR A% 59 89le 49) gtk 2 & 4 Sk
A, 7P93e BAE QAR AT W] RS vtk A, B G vIAE Z2oE Uehh(B=434,
t=5.781) 714132 ARk oleidk Hke FHH(2015), $44(2018), Tran et al (2021), SR - HE(2020), YA

- A9-4(2020) 59 drAxtEat dAst .

Ui, 7Hd4e= AT L BAiE A=) vjXE IS ASoIEd, AYEd TS B ATl f-o04]1
o2 YeERH(B=.621, t=4.211) 7Hd4= AA|EJet ol2gh ZAak= A7 5(2012), E4oF 5(2015),
Sangpikul (2018), ©]A191 - A¥41(2019), Preko et al. (2020), Stavrianea & Kamenidou(2021), Tran et al (2021) 59 A2
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5 LAJskaL itk

A, 7Pd5e BERE QA =E Bl 4w njAje= e ZHSsIietl, A52A AdehgelM Adet &
+ Bt /4=l FoAQl Y| FE nAE Aoz YERHK(B=.280, t=2.679) 7Md5e A= ol2i’t ZHik= Bapat
& Thanigan(2016), Chow et al. (2017), 35 - 715 (2020), Abou-Shouk & Soliman(2021) 2] A--Z23Ea} Y|skaL
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ShH M6 AdERd Al 8110l BRie F/d ol njA|s YIS AScIeH FA dFHo] el Aoz YEHTHB
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AAEG P A AUV B QA= o] /5T Ao WAL, 0|2 AL AITY 3L B
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