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A Study of Preference about Korean and Chinese Herbal Cosmetics

in China

LIU YUN

Department of International and Area Studies, Graduate School,
Pukyong National University

Abstract

Consumers in the Chinese cosmetics market are interested in Korean
cosmetics and prefer Korean cosmetics to achieve their consumer
needs. It is analyzed that K-Beauty has a key influence in this
consumer culture, and it is a phenomenon that supports Chinese
people’s interest in dramas and movies that are broadcast in China and
Chinese tourists visiting Korea. However, while the difference in
preference for imported brands and their own brands in the Chinese
cosmetics market may be significant, so far there has not been much
research done.

Therefore, based on the need for such research, the following
research objectives were presented:

First, we want to find how Chinese women’s perceived quality for
Korean and Chinese herbal cosmetic brands affect their preference.

Second, we want to find out how Chinese women’s brand image for
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Korean and Chinese herbal cosmetic brands affect their preference.

Third, we would like to find out how the national image of Chinese
women affects their preferences for Korean and Chinese herbal
cosmetic brands.

Finally, the pre-knowledge of Chinese women's herbal cosmetics is
to find out whether the influence of perceived quality, brand image,
and national image on cosmetics preference is mediated.

A total of 360 questionnaires were used to verify the theory of
research in this paper.

In summary, the results of the study showed that Chinese women’s
perception of Korean cosmetics, brand image, and national image have
a positive influence on consumers’ preferences. Second, Chinese
women'’s pre-knowledge of Korean herbal cosmetics in terms of brand
image, national image and consumer preference has been shown to be
a mediator. Third, perceived quality and brand image of Chinese
women for Chinese herbal cosmetics have a positive influence on
consumer preferences. Finally, Chinese women's pre-knowledge of
Chinese cosmetics in terms of perceived quality and consumer
preference for Chinese herbal cosmetics has been shown to be a
mediator.

The findings provide the following implications: First, the Korean

herbal cosmetics company will strengthen the preference of Korean

- vii -



herbal cosmetics by using the quality of its products, the efforts to
establish a more professional and differentiated image in order to
secure Chinese consumers in the huge Chinese cosmetics market, and
by using the strengths of its national image, the Chinese women will
be able to access and promote the Chinese women. Second, if
consumers are informed in advance that their brand image and Korea
are advanced in the production and promotion of cosmetics, Chinese
women will have higher preference for Korean herbal cosmetics. Third,
a Chinese herbal cosmetics company will further strengthen its
preference for Chinese herbal cosmetics if it strives to build quality,
safety, and a more professional and differentiated image of Chinese
women in order to secure consumers of Chinese women in the large
domestic cosmetics market. Finally, Chinese women will have a higher
preference for Chinese herbal cosmetics if they inform consumers about
the excellence, function and stability of their products in the production

and promotion of cosmetics.
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Olshavsky(1985) 2 no
AR FAE AFY 714 4ol geES 41
Holbrook & ¥ : X p =
Corfman(iogs) | o7V A AHESHS BoIR xatn A7 Eshe 7
e HE e v Vg e 1okt
Olson & A7 FAL AF g FAARD A (specific
Revnoids(lgggy | Atribute ofa product)] b Heks e el F4
Y 24X (abstract attribute)o]2F &St}
P;i;irﬂ &’ A 7tE FAL v A7k} 7)) Alole] xjo) o} whak
o] AEz A5k
Berry(1988) ’] © o/]o]'/v\‘;}




 AroldE <& 2-1>3 #Zo] A4d FAd i 7€ A
A0 BejE Attt ol H tgd A4H Fdo] wie A
o5 Fo 7 B AFoAE Bettman & Park(1980)7F #1413k ‘A

7td EAold wol HolX g mAsd yF Awd pHow
v ol @ e e Qs dHgn FAEy
o FAHA AAE wae, 2AE 54 AF B3 st F

Aol AwAe FAL Ad@rin sk A48 FAL
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O
(

J4e 9 FaA e,
Asoln A ange] 719 Sol AR DA Ayl o3

BRSO g 40 HT 4 glor], HAT|vAE

b
ez o
i,

Oiﬂ

F ulAR A Fad doe A4 o] shrh(Keller, 2003).
Keller(2003)= &4 HA= Akl Ao} Ha= oA F=&
2 g4 AE
AulRol A BANAGkH Frim gtk =, BAs A @y

1-0

2 AH| 2 o QlE BHHAEE xlo]ofA e AL
< 2HAEC] 7 AlFolU AHlE GAdA AR BA=ST
SASA =77 ook akul, 2ulA 719 Go EL BA= QX
T} FAAA BAL ojuxE Ao]Fojof 7

ol = A= AdTEE FEdst oY w99

il
o}
i
QL
rlr
pors
=
W)
=
QL
3

CBBE(Customer Based Brand Equity)
tH(Keller, 2003). 12]al B#l=o|nx &= HAl= AAal A A4
so] glom, A Bd=o|n X = LHjzke] 7Y Ko FFshaL
soHoln 53 AYS BA=S AAAI|= vHAY ZEad
of osf FE=drta 43 vH(Keller, 2003).

AAR- QAR BAE oA S AR5 7o) Lo o

eEE HUE A4S WIT Aow 54 ndsd fste] 7

21) AA21999), "ERA= 9] r2E Z7] A LvA &9 2%
A4 AEH ==, , T3 AH,; , 86 pd6.



A= f oA SAolgta Ao, hFok2003)= EA=
Mo = tFste] S48kt
Dobni & Zinkhan(1990)& B = oW A& FA 4 A%, 4A4
A%, om et WAIA] Bz, A AFA A, =A% HE s <
A w Al A dAato 7 FR3E9 A, Bromley(1993)& B @l = o]n] A

HAE AR L G ohe £ulAt A AL BE

oml st BUE AYE B

o

W

ofoltiolz WAHE AF] AAAA AQoln AolauA, A
Fo WAA F, ARl ABHA =4, AFL AEFHE

ARES Y, AF Aol SE B3, A gL Fol A

Ae HARAA e A7) Adel A AW Foz FHAtn

22) TF9(2012), "FuE T3 BA= A Fxet AnA-EHA= A
o Wd AgA @ 9 dggAe] Ay, s A, , 134),
671-698, p676.
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A BAEolu A S H7E shiathel] wet AlE dvfFo]l 24 el
Az 2 ForEe f$ A & F Qu BdE ojuAE A
Eo 97 H AA AEH g% a3 #7Eel EA S fato
AZbe] &+ Bl Aol ERsHA dssle A AAHa

5 Qo)

}

ol
0%

-

23) AAF(1999), TBAH=
r

sS4l A2 g7 Adel suA &7 27
A ey w%,, T¥u

K, , 86, psb.
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w ATelMe <E 2-2>9F o] BAlZolux o i 7]E 4
TAEe AdE Aesiith ol Ad v HAZolm Ao thik
Aols Ve & ddAs AAE1999)0] AT ‘B o]
mAgE fJA T AtdEEe] 54 EAl=sh ddste] st B
w2, Bdllsy AlFo] FAshE iAot

g Fahe ol AE ANzt 54 1A 2 2 A

rin
N
ol
i
>,
E
_I_/
I~l

=

-

Fo g8 T2 Y = YW =78 JhE 7’2 Al =o]u| A
& A Ystazt st

v, #7to]u]A

A

.

T4 9 ke, F7toln A et X E = ojn| FQskA
T3 Fgol HAY. FTteIMAE A5 AASA H TA=
Nagashima(1970)1 d], 1= =7le|m| x| gk EA- =71 AEol ds)
of 71 ARy AHAZE Fofsk= o A4 (picture), WA

(reputation), 3L By (stereotype)®] FAloletar &tk ol Ay

-

& o] EAIILY AxE AFE, %/EA, AA, BA, A 2 AE
= @AstaL FESHA H AT,

F7bolu A= AFFES HIete MAA H2d 574 54,

24) XUE HUANG(2014), "5 Aux}e] =&3}1x 2} 7loln| %],
FA F71F AFN A Fulg e wXE 9%, , ATt st
A AAEEE =, p29.

Ll
AC)
&

i
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AR, AA T& nEI ANY FLoZ vrol AFHAY HA

A A2 54 AFE gk 2uAEe 1A, AAM, 2o o=

WSl Bek Ao AoHAun), AN HE ST o
2] t}26),

al
FAE2006) T7boln A= STt A Alxzd AFe F4
s 1A

Bilkey & Nes(1982)& Z7bo|n| A& A Z7tel A Azxd &
of FHo A3 Ak dAelgta H sl Romeo &
Roth(1992)%= = 7bo|m| A& SA ¢ F7ke] AFol| A AnjAE
of AE=7te] ik B wpAR ] FHI ko dis AAS vz
ate] At FAARN Aolgta Aostrh oleldh wtoly]
Ao W Fole 5 It A Ake AF FA e duk

49l A7t s & Aom AFolnA e} A4k o], 7ol

AN

MAE g Ao Fold Ao,

25) Pereira et al. (2005), ” Country-of-origin image: Measurement and
cross—national testing ”, Journal of Business Research, 58, 103-106,
pl04.

26) Martin, I. M. and Eroglu, S. (1993), ” Measuring a Multi-dimensional
Construct: Country Image”, Journal of Business Research, 28(3),
191-210, p195.
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Gl Aol WF A2 AT FrholnAE AFFEY W
o) 2F 9l o] ol Tl Aol o elAg 9=t o]: YAA
g oW 548 A2 iAE Ae el WA oAt )
wRolth, FAHOZ F7} ke WH7E BRAARA NAES A
el Aol walwA ern 2eus Hu o, 9w A
& QST PES k22T, AFTAFANN AFe] w5

]

i

=
o

Zrtolm A S YAl fdo g <A AFRES AHEd,
Ger(1991)& A2tA /el AF olnAe 57t 2 AA 9] o] H| A7}
T EFH o = ool gttt F3e3 1L, Kotler et. al. (1993)
T F7bolH A o' F7ke| ok AgEe] ®E A7 <ol
3 oA s kA oA E F7te] oM AR A=
Al A Blojuf wrtoln A& AAA o Jldslstdl
F7kelm X9 AdS FoH oz AHRW FTtoln| A= w7}
a AA e BAA, BAA, A, ALEF A 2 57 744
A wHlemANAE xFE = ke axEo] FHY A £

g 4 ek, ojsh e weel A &4 HAFEQ01)S F7be]n)

20 AEAMITQID, HALA Hoholn Awel wByE,, (Y
:‘:fLJ , 26(4), 511-530, p515.
28) % A0005), TEHARA 54 SRSl AZL AFA 9 BAE H
of vAE G FE 2MAT FHOE,, TAARGAT,, 16(2),
63-90, p67.

g
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A7} aElAEel B4R Tk AF oA Azete A
B2 golHE FAH olvAoln. 1 vl A, A, B,
oi, A3, e, 2E2 B9 fxEel BEHew Agdvty F

B39

o)

N

DU ARGME 7R Al Hrbsked dubH o R Al
o WAH ARENE dA de 7 A SEA &5 W oA

4 ANTAS o) getid o A% FAbvA AFEDA L
2 Qgs nAY AFSA B A7 FholMAE AR
AE Hel 2nAEel 1 EAL Azald slolAe nAwRY

A7, zuAEe] kel AAEN AP Ferel v@
o9 AZe vgoz E47vte AR Hel FAE AAA
A A7 "o ARIE @) ol B FroH AL e
ggel g AR Srel SAS Afelr] W AT
2Ao] web 4og

29) A4=(2007), "=7}o]w 19} BASJAA E7} Far4H]
d mXE JE da B AF FHoR,, Hs
=T



<E 2-3> 27loln|xle He|

A= A4z
s 7to|m A gk EAT7E] AlFol tiste] 719 A G Ake]
Nagashima(1970) | W &H|x}7} Bodal= AlAH(picture), A (reputation), Il

2 (stereotype) @] FAol2kal sF3Ath

Pereira et al.

ZojolulA o] v]AlA Hzor 54 Al et a4}
52 IA, A, 23 9w whgel tiE A dez A

205
A5 | g,

Martin & S7polul R o] AN Hto g EQld thaf zhar 9l
Eroglu1993) | = A®Aola FE4Q1 g FA= Fofatsitt

ol s T 7Fo|n| A= BT A AlzxE Ao Fdd #As

BRAO | oy e1gojetn Belagct

Bilkey & 7oA S 54 H7bll A Alxd AEe] FH A3
Nes(1982) | GIbA9l Q14olgha Bolsatk

R & Zrto|nx S EQe 27t A|Eo| tlElA An|AFEo]

e sigd=vte] At 9 wiAR el e okl disl] 217t
Roth(1992). | o ) 25101 matate 244l Q2leleha Aelahalch
Gertiogn | Dol TR BIFEAAE 2 A ol=IAzL

B E35o] t=ol5ofof Bria F

Kotler, Haider &
Rein(1993)

Fojolul A g o =l Alekse] we, A7 Q)
Apolela Aelalgie,

“

(2011)

PAR-RPc eI DAY

AN

=7}l | 7} Au|AHE o] £ 7o AlEo] thaA
Az Ad 9 HER Ao FAA ojulx]o|m,
I ueke] dAh AR, sk Qa, AL, de 2X2x S

o f45o] BYHOR Fgdrhn TSk
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B AgellAe <FE 2-3>3 Zo] mTtolulAle] i 7]E AT
Aol dels AYstdth oA tFgt mrtolmA o ek A9
g 7Fo2 2 AT E Romeo & Roth(1992)] #Alek =7}
oA E 54T =7t ATl dafA Al AtEol g =Tte A
g AR e A kel sl Azt Txske] sk &
AARQD Aoty = w7telm A& HolstaLat gt

2. A4

Alba & Hutchinson(1987)l w2 AH| =z} AF3Fo| Al AL 2] 2] o]
& AFo T3 A AEA S E&sTh APA A4S vlA Y

AT glo] AnAoT ;e Hvjw), EF

B>

H[ 2L Y55 A8k

olN
ko
ro
£,

o] Suclol gl AR o] B auAS0] o
o Sxel AL v 27K Arel g o AAeA A
He s, e 5ol Fold @Al &4el dal o & 2

A 7] wEol . AT AAAA 0] He AuAT 22

30) Ariely, D. (2000), ” Controlling the Information Flow: Effects on
Consumers'Decision Making and Preferences”, Journal of Consumer
Research, 27(2), 233 - 248, p240.

31) Kidwell, B., Hardesty, D. M. and Childers, T. (2008), ” Consumer
Emotional Intelligence: Conceptualization, Measurement and the
Prediction of Consumer Decision Making ", Journal of Consumer
Research, 35(1), 154-166, pl60.

32) Brucks, M. (1985), ” The Effects of Product Class Knowledge on
Information Search Behavior ", Journal of Consumer Research,
12(June), 1-16, p6.
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e Aua ok AR ARE § F Pehln TNRHY AR
e Ao= Lhehgeh,
aml e AAAAE aEAEe] AED B AAD Y

AR, Ag, 2 AH5A ARE Wolrp3d, L3k Bettman &
Park(1980)& AFAA A& ansh Fojael HSete] 7)o &
of A7gst Are] zhefoletal sttt AFHOE AFol dgh

1>

2L

212 9datde] 715 (Unidimensional construct) &% th0] 4]

FZd e AANE S AdH R gofste] SA skl A8t
Atk hEAQA AFFAZ Alba & Hutchinson(1987)& & & 3l
toolgE2 AAe AL tAdAel7] vl A3 A ut
gdebop & Flojgt sHA A&ujRe] AXFH F A FQ

=

84 5 HAEA Familiarity) ¥ &4 (Expertise) &

o

33) Johnson, Eric J. and J. Edward Russo(1984), ” Product Familiarity and
Learning New Information”, Journal of Consumer Research, 11(June),
542-550, pH45.

34) Duhan, D. F., S. D. Johnson, J. B. Wilcox, and G. D. Harrell(1997), ”
Influences on Consumer Use of Word-of-mouth Recommendation
Sources ", Journal of the Academy of Marketing Science, 25(4),
283-296, p288.
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zAs, FHoR ARAES F& AESs st
M, I AFES o9 AlgstETte 9FgE mAE AAsta F
Q3 2u A A Jhdroleta stk T3 Murray(1991)& AFA
AAE F2= 7o TH QF Jheeta, AlFo] dg R4 ©
Aol WAyl Aol ZljomFH AF Zhsd FEE HFosta
A

HE AR AFel uist A4S AFAA 22 (objective
knowledge), 5372 A Al (subjective knowledge), 72 &l 23t %4
OF FREATD. AFHA Aol A|Fo| HAHAE FHIF LuA
719 &ol dvty A Ho ZAHo A=7tE Yvlsta FHH
A Aol AH L ApAle] AlFell wiske] dmbup da vk A7}
e ARE Jugn o7 AHRHA AAS AT &, AF H
7} 71, ASONS At A & &
g Fol tis olsZ o] F A vk shrh3). wkHo| F@A 2|2

@t AFECl AZahe FHAM A4S 719 Lo Y A4

o
N
Fo

%
o
i

2
QL
[
>

”

35) Duhan, D. F., S. D. Johnson, J. B. Wilcox, and G. D. Harrell(1997),
Influences on Consumer Use of Word-of-mouth Recommendation
Sources ", Journal of the Academy of Marketing Science, 25(4),
283-296, p230.

36) Brucks, M. (1985), ” The Effects of Product Class Knowledge on
Information Search Behavior ", Journal of Consumer Research,
12(June), 1-16, p8.
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3o,
ful
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o
v
QL
s

>,

zo| w2048 Qe B 4+ g A 24
A= Aol A4e pHSa Qi ARG wet AF ga ofs

©, 449 FEAE, Lol Fol 4uE A4ss st 1w

37) Yi, Y. (1993), ” Contextual Priming effects in Print Advertisements:
The Moderation Role of Prior Knowledge ", Journal of Advertising,
22(1), 1-10, p4.

38) Park, C. Whan and V. Parker Lessig(1981), ” Familiarity and Its
Impact on Consumer Decision Biases and Heuristics ", Journal of
Consumer Research, 8(Sep.), 223-230, p227.
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<E 2-4> ALEX| 42| Heo|

SR ATAz
Abal | |l o] A dole ARl e A% A
Hutchinson(19 o
ANe Taa
87)
Duhan,
Johnson, | &B|AR] ARAAAE &njAtEe] AF 2 FRste] 74A| A
Wilcox & A= AR, Ay, E A5 A= st
Harrell(1997)
Bettman & | AHAA AL Znl A} Fuakael A5 ste] s)oize] A
Park(1920) 3 AR o] zaFolgfal sSiTh
AR NG "an A Eo] ARE ol® Sski 245k,
Aba & | Gonen ruase Be AEe TuaH, 1 ATSS
HUisont? | ojgal agstirlol 98 vl ddjshn Fag 4
Aol 2 sk,
AAA NG F2 7o o2 RE A% Hbsata, A% tje
Murray(1991) | 9154 €hajo] wasb] Ao 7)ol o2 RE Q1% FFsd 4
v gosa gk
alabe] AEel WE A4S ABAH x4 (objective
Brucks(1985) | knowledge), =34 =] 4] (subjective knowledge), 74 &l <]

# Axow Fret s




= el e <& 2-4>9F o] ARAAI Al diel v]E AaAk
=9 AoE At ofAd wgFd ApdAI Ao g A=
oz B Ao M = Alba & Hutchinson(1987)0] A A] &+ ‘Zn]
Ago] ARE AEA FHEL A, THHLE AHAES
T AES FuEkY, 1 AFES o9A AEstETt 9FS

WAL 44sn 28 2u4 T4 NdoR AN P
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40) tF5-01218(1997), "EH=S, | SFAEZTAL, p67-72.
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rlr
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of AT ST, 2HAT 54 AEA daA T ouAE 2
A HW 2 anAE 1 AEe ool g wet 1 AES
Folg AL e Aged ERAY sodew Prgow
A58 YT 89

Mo X AT APATES Ao r eH e Aa

2 Bgsg.
AL AZtg BAe 2vA ABEel feld AN dBe

ojs} 2 JHHE T £ dAToAE AHAVLE AFe FH

He AZAEE adde Aswel oug P vAeAE 5

K

AR A2 S B AL ANRRA B

av Aol o) GAHE AZE BAS oW AE B T B
FPOE g & gon], 34 a

A& % (Brand Preference)o ov|3dt g3kS mlz 4 glthb,

1

A At e dugel B

i

BAE omA7l BAE dowe] dF #AE zeve AS F

el glo] B 7hA AgdTrE s e

41) A A574(2017), "AZE BA= onA A=
FEomel wA= Qg Aolol #HF A, FIITR=FI;
17(10), 548-558, pd51.
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o] H. 0037 5= (2008) S BAUE ojuxE HAE o F Lo

AR S A= Medes deln o HE55(2010)

Ae 1 AES Bagel 9 wekd o AES FuisAY e
Agel A FAFAY selHow BAgonn AFel tF B
2 AzEs TeioEsk BYH Rt (Alreck & Settle, 1999
Ogba & Tan, 2009)43.

A4 M 00R)e F3 o Ade) FUE TalE gae
2 2% A%, DAL ouA s} Pulemd (5 FF& v

s sodoz AZeA Hol HA:E MLt mobxlth
(Delgado-Ballester & Munuera-Aleman, 2005)44).

42) A718-(2011), Tofsgrte] Bal=olm X7} A zhel FH 3} of sl WA=
P&y, sotistal ekl AAekel =, p34.

43) At-AZ72008), M85 Anize] F2Y Bl AiE9l T
Zo ek vuAT, , THAAGAT, |, 12(2), 227-250, p236.
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Lassar Mitta, & Sharma(1995)¢} Faircloth, Capella &

&
=
S
[@N
(%)
o
(]
=
rlr
i
rlo
s
=
i

oA AgE w2 HES Ak
Saes #Hdol A Floem, HEd-HHG- o] 7(2003)=

Be A3 g o7l Heids BHE ojmA Ang FF A
g

4 vAE A w=go] dasuu Fxssl

et 2 ATdME APdTES Thtes bid g 74
< AAssit

7Hd2 BRI A= 2HA AgEe fold H(+)] 4TS

ol¢} Z TS T & AFeAE &HAIE BAE=o|m A4
e B Qs MR 3= oW JIFS vA=A
T

AAel A=L =3 AAAL A A StzAF o)

il

(3) =7bolul | of 2nja ool 7
7kl A= Aty o g SAAY Zofl A 54 Sl A
Abgl AFe] FA dis] FAEE AN Ao dAHI 9l
. &, Fbelm AL AaxEs A Fdal HE8Hn s
Aok, ZrtolulA o] HajME stavirh e AdE Holw g
]_

o 54 =7ke] AAl, A, L3}, 9L Ve, XA, s =ret

44) Sichtmann, C. (2007), ” An Analysis of Antecedents and Consequences
of Trust in a Corporate Brand”, European Journal of Marketing.
41(9/10): 999-1015, pl005.
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of BA & vAAAQ 8ol #gsto] FAHHE olmA gt
&} 7} A8 & o] th(Bannister & Saunders, 1978; Han,1989)45).
A7 (2008)0] & - F st aue] FRY B o
Azzel o es HuiEAsd. d743=, = 3 F
2R A A bl At Aol 7b gle], BRlE=e] =rfolu] x|t
=9
uhl
= 7F oluj Al ek AE BItel s BEdA BAS AT Y
(2005)8] Aol A3 =rfoln|A| ¢k A|FH7L ol FAHOR F
oug FAAAVE At AL FHtsien, I
Z7F oln A& dexe #A HdyYAF FH= 3l

Hol mrlE AFARAN W T ovAL FHHASE A7

)

my o Heooot

[z

B Ame A JEL vAGL AFHoR

AES ¢ AzsleE Ao e Aoz Husy
Bilkey & Nes(1982)<= = 7Fo|m| 2|7} A5zl tigk MREAQI o]n]
2 Brrel AFE HAEEo] JeFS Ful webA AH| kel vl oA}

AR F03 HEE ZE3vtn BHYrt Wang & Lamb(1983)&
%!

AFARA ] AAA-LHY A% suAe] HEwe] dFS v
vk Fgeka vk & 54 F7bel g@ FeluA e Aze

45) Romeo, Jean B. and Roth, Martin S. (1992), ” Matching Product
Catgeory And Country Image Perceptions: A Framework For Managing
Country-Of-Origin Effects 7, Journal of International Business Studies,
23(3), 477-497, p482.
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i AlEl Wk ARl AEFE AH IF
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R

tlo

el

(
A

a, ol A

0.

A Aa e 93-S v Rs Ao th(Knight & Calantone, 2000;
Jaffe & Nebenzahl, 2001)46).

kA 2 AT e APgAdTES VIR e 2 7HA
< A48t

A3 Frholn A 2 AEEA fold A(He dFL v
A Aol
ol L& HEE Bal B AFANE 27k FbonA e o

@ 97 AEE 2uA0 dEEd W@ JFe WALAE F

(4) 22 AR A e 24 53t
ARA AL AH A7 sy Aol g5kl 7] Lo A A
Aro TF, ‘ALY 71Yd AE U= AL AFel et
Ao w Aol = dom, Au|RF ARA A2 An|Rbe] vl ¢
AR HAZAA aBA TS olsfste H Fad SARA ZE&
Hr, AE Ao BEAS rdeta, AEsted Ees Aledt
H(Brucks, 1986; Hoffman & Houston 1993)47).

46) HEA(2005), "HHANH &Ae] Frelu A AFHI P HAS HE
of MAL Qe Fw auAE FAom,, RAAIAT, 16(2),
63-90, p72.

A7) AFA-FEF010), AEY aBolA suAel AAAA, ALE F7)
204 9 EAN SEel pul owel WAL 9P, , TRAFLERG
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