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ABSTRACT

The aim of this study is to investigate the characteristics of consumer behavior on celebrity
fashion hot items. For this purpose, the study surveyed male and female consumers in their 20
s~30s for empirical analysis in July 2018. The study surveyed 305 male and female consumers
who were selected through online convenience sampling. Data were analyzed using SPSS for
Windows 19.0 and descriptive statistics, reliability analysis, factor analysis, ANOVA analysis, cluster
analysis, Duncan test, and t-test. The results were as follows. First, consumers’ product interest,
brand favorability, purchase intention, and recommendation intention concerning celebrity fashion
hot items were averaged below 3.0. Consumers tended to show higher purchase intentions and
interest in celebrity hot items as monthly spending on fashion goods increased. The consumer’s
recommendation intention tended to be higher when the consumer had higher income and high-
er spending on fashion goods. Second, consumers’ celebrity hot items purchasing factors were ce-
lebrity factor, consumer factor, product factor, and surrounding reputation factor. Consumers in
their 30s were more likely to consider celebrity factor, consumer factor, and product factor than
those in their 20s. Factors that had significant influence on celebrity fashion hot items purchasing
intention were celebrity factor and consumer factor. Third, consumer types that purchased celeb-
rity fashion hot items consisted of consumers who considered image improvement, consumers who
considered surrounding reputation, consumers who loved and followed celebrity, and consumers
who had no interest. Among these types, consumers who loved and followed celebrity had the
highest product interest, brand favorability, purchase intention and recommendation intention.
This study will provide information about consumer characteristics that are applicable to fashion
enterprises that utilize celebrity effect.

Key words: celebrity(-F78<l), consumer types(2:H] ZH-F3), fashion hot items(¥ A1 8t o}o] &),
purchasing characteristics(7-"1 5)

B At gueta avstEdTl A A9,

Corresponding author: Hye Kyung Ji, e-mail: hkjee@hansung.ac.kr


https://crossmark.crossref.org/dialog/?doi=10.7233/jksc.2019.69.4.51&domain=http://kjournal.co.kr/&uri_scheme=http:&cm_version=v1.5

Ridfi 25694 49%

2899 b, By §F, A BAZ o
g At AF ﬁJrUH7P w5l %‘r/\] 7] Abol
w2W M 1197} Grl SellA
Z 23 HysAd AF viEel BAE 357%7)
Jin, 2018) X7} BE@EQ
deof B e 5 MY &
£ ZAo® yehgth(Kim, 2018). &
o]
5

o\
N
=
ol
o
pach

™,
Ry
_?‘ —

fd
N

(

off &
il
B
Jkp [

et A dleolut s ztelY,
. XE Eﬁﬁ AFS] S RIAL
J,} S ol A o}
9] (celebrity) o] 2+
AeBEE = F

Lo el E A

N
W
O 2
L
) s
-
ffi i
i
é

o
OL
|o
il
o
S
rid
>
e
i B3

ﬂllo Olr

I &tH(Lee, 2005). ¥ukA

FA7E 93 vtele] FEL
7H Ao A (Lee, 2005), oleld ol

2 R A E 5L &
2% AY AAE B W

Shihe $EoE I

_1>4
{o
T HU

l'l

-,
ol g o

4
rr

X
T ol
_Ylmﬁéj

Ho off
lo

ot

My ol

2L

rle oo Mo o
K3
o
=
-,

o

wak, 2011).
1A AeBeEst FE e v
HelE el AHEsE AFeN) Ha
vjolg Bl el Aesw
Sol AHgSHE ATt 28US A
5% FANAL 259 5
et oleld SJulel N AHEE
B UEe FY2EL Age)
JFS AT KU BN Bt
(Goh & Kwak, 2011). Kim(2007)o w=29H &Hdj
AgA AHBLE} e TS HE
gelel ol oJs) Ae AH Ed
e ueE e A ojelRol 2 AZHE ol
goiel vloA S wgatn Aen
sk BYL vigoR HAE A
253, WEE0] |59 2ug

%0,
=
o
(@]
2 gy
ru1n2°
7:

fo &
>.,
\I
2

ol
ol
Ky
i
_V}i

jrt of

o & &

oo ofy T
2y
o
jint2
ol
o

[o
rlo
o
Wi

u
%

S
=

o
=

&

0|

25

ofi
o

ofN et

rhorlr R
R
o

(o3 l},

ko

o,
N
)
k)
)
e ruln
My rle
ol
X
®w oo
™ |
lﬁ i)
: AL u)
AT el
a > lo, ol
2 & opoE W
U ﬁ ) R
oX, Nl
30 ¥0 mx R

e
o

i)
i rlo

Oli_’:ﬂ%‘% 7P7<l¢ 271 o
BEE S Fael Ay 059
of HellA Hot 7*6} L= et Bty
AlZ1322F &ek(Kim, 2007). 33le)A]
S} 2nAE 7ol ow g s Ag
ol wEAA=Yl we Frazt
o] HAHoA AHBEI} F= A
AEH}] AAELE BAE Begt
H X THG. Kim, 2012).

HAZIHNA A A

T R T T S

émi—‘p

> 2

= .o
o 2
N N
Ao =
XN R m oo
X,

is

- 1o ag
N

M
T
o

o © H i T

e

2

-

=2

>

e

i

o

=

AC)

o

N

£

=

Bt o E
jus)
S-S

T, ol

El_nl 24 ?10 of
2 rlo oo
2 N

of
ot
)
2
[
o
o Mo
i)
Rl
2
o
il
o
2
)
|o

7 A 3 cholslol tstel Al A5o
MEEE Holw olze AE)
e

ofm aMA EAL 2EA

OFOmlm—E
,1='='4
PR
2L 1 E

o
)
=
o

B>
R
>
Bt
ox
4 ne e

,
e

kd
= 4
N

W
=g
_L(rUr‘
tjo
&
)
i
b1
o
tjo
My o

II. O|2% i
L MH|=LA0M FEHelS| 524

B39 Fol =l Q718 ¥A ° 499

zegdol} A choldo] it %
F=o| o} 247k %aﬂ 2 97

s %% w4 B AL

odl, SJEHA Rk AolY Av] 457

2

P

ol

b

L

-

A
o

el
dmoorr 2 2

1o,

b

fut

32

n
I



S 2 AFoly Aol ZuiE ¢ B2 wiA| gdate HELE d7l: doi(Kim, 2007 Kim
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d-gsh= ol ok FEde FARdE 71 I AZdhed gAHOR B2 R oR Y
e A SAHCE LHAe] ol&S FW AF '5}1, weele s sy diF Akl mEs )
= WMEA JIAANZ F Jom(G. Kim, 2012), 4 MEHNEE THEo] Woh(Kim, 2007). A& BE9
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AES AZHE wHolw PPLE Adshup TVE A AHAES T 9 mRTh fHEle
Zode] B9 22 ojuAe] A AEo|L} 2 pe] Fufel WA= Bk AHAQ Gk
BUTE geardd L2A7= whHoz wo Z Z7te Fulo =g yepdd Eun(2012)9] =
Angel HowA AuAS mdg 9 & gop 0 CPREel SHUSS SREAE A maw,
(Goh & Kwak, 2011). o] = W& 5= 370 ob£xo] HAL TVHIAA 2elrt 243 A
Ma WE WS SolmA HAT oA Te} AT T W A 71eg Ao® Uehgth(Jeong
T2 wa AR MBS TUE o]Zo] i 2016). frgelel Fujoze] WX T2 o
F9902 A28 4 9rH(Jang, 2002). AFelA =y ged, A7 wek(Eisend
we algrSo] o] Eolaks Az B E} & Langner, 2010: Jeong, 2016: Kim, 2009: Kim,
288 AEo|L} HALS Tuj AL3O =M Choi, & Yoo, 2016: Kim & Oh, 2015: O'Mahony
Aol $Aske 2ekl el Audg mw g & Meenaghan 1997) AR S4 T A
g Ao ZoA AR LA o|AA ol ® 4, A4, A2, s, FAME, mEA, ol
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Ridfi 25694 49%

o Uehgth EF Yoo(2013)¢] 28 #32Y  AE SRS ol 8l B8Hth Lee

o] Fujo] WA= GF AFo|A 2E R & Hwang(2014)¢] ~%> AEle] #ynd &4

FAE HAC olulA RIS Fal TAE 3} HAS elEshel B AFA ek

£ 2449 982 nAE A0E vyt & ARA E4S 5949 BAS HEE 2 &

M SAO) web AEstt AEneE @ Fu & Z0E el Yoo2013)9 ATeNE
g

o=
TR EE R I

R Ho)7} 3o, Lee & Choi(2014)¢] A7 o 5 ARl
of WEW 200t AelQ), BEA, 2EX 28 5 HAE olnA Hobdl 47 WS WAL Ao
EE pobol ANY AL AFST APE 2 uvhith Kim013)9 ZEeEs Bas
AY 2 ololde AA Tl 4% 2 FF oS A AN ek ojuAL Ha
A o WAL gEANAE A 3 E = YAR % uds gEnd 3L G
S Qe NS AEHT 0o SR A EAE AR JEET W Kim(012)9 27
AneEe Ag ool A Polah A%l  AE AHEAEE BAS ouxe] 2AAA o
gom e 72 A APuAPE Ass 22 WAL A0 Jeuth Ku@013)o) Aew
2 AA A9BeE AAclelde FulsAY & Aol £ FuATel BAE T Al
F s st oEE e Ao vuy sEpgsl AHRES BUE QA% 9 BAE
@8 2uAE0 §3Q) B AFL PHdE SR §9 9 WAL 20 ek,
dt o2 7 £717 2gakEd), Kim(2017)9) Aot el £EAL BEY AARS BaE
§9Q) A SHnAEe] THEs] Bd A7 FAE B AE TRl H)F GFL AT
of mEw, ANAES 49 WEy, avA 2 §EARY AFL Tt dE dgd 29l
24, %9 A% O 54, AR AR 5 A8AT LS DA B ATlAE 49
ofz FEY BY AEL PAGT olF 49U o2 Ash AY 3 ojelPeT WO AF o
WEy @ A S04 2 PoleEe] fo 8] auAEe] oWa Tl SHFUE, FOE,
@ Qee WAL AoE Uit Noh2009)9  FulelE FrFAeE)E Helw g el
TV 4% 499 2UE poldEel 8 A7 & olwe 290 F4an auAEAe BE A
e FUEYE BAS QAL 2 B4, BAE o) oW A seteLA A
g dEsts 4ol olnA, AE) B, AE
o) TRl B A FEe) WeE 9, AFHT . A-tery
AYE A, AFAEEA U D) Ag 4
Augd A%e A% Som pRam, P51 HPER
of weh 2] ATEAN T Fol7k o]
$19 olElAE 40~500HT 3007k AFH) SRS £ Ad S oled(AF, A,
AR e -amuet sk o Fesky To AENANE ) Fead R wids S
THE T, HAT ch]E 9 WA ool ojux AE Yotr7] A8 v 22 AFEAE A
B BA FES O 2 A AF wg A
2 3, AFEY ARD 4 4RF 450
o g Zas ade A0 gesn ATEA 1 2045 §3e A4 3 ofolg
cwals Bag opHe Bt aqn 2w of a FHAEAE BIE e



F9e AA 8 obold Frheel % AvARFE TS

‘e
-4
i
2

2 ?i?—f’ﬂﬂ% urel 7] gl 200 ~30d) g E
e ® 20189 79 2Ekel HAERAE dS
305"3«1 AR7F AT sEAES A4 175
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8 WA g OPOIE‘J THELS AE A=

Ao AEFAAE(3ES) = Jang(2008), Ji
(20192) 9] A+E, BEHE S%(283hHE Pyo(2013),
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{Table 1> Measurement of product interest, brand favorability, purchase intention, recommendation intention on

celebrity fashion hot items

Variables Cronbach’s a
Product I look for more information to buy celebrity fashion hot items.
interest I pay attention to people’s reaction on celebrity fashion hot items. 761
I know which brand usually comes up with a celebrity fashion hot items.
Brand I have more affection to fashion brand that earned its popularity from celebrity
favorzrkl)ilit fashion items. 814
v I trust fashion brand that earned its popularity from celebrity fashion items more.
Purchasing celebrity fashion hot items pleases me.
Purchase Wearing celebrity fashion hot items makes me look cooler. 815
intention I want to purchase celebrity fashion hot items earlier than anyone. :
Not purchasing celebrity fashion hot items makes me feel like I am behind the trend.
Recommen-da [I recommend others celebrity fashion hot items that I have affection. 844
tion intention |I will give informations to others celebrity fashion hot items that I have affection. ’
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£E FH07 BAsgon 7 wele AR g ulee Augom J7 Ex RSS L 5
© (Table )% Zth o WSS BE (Table A9
1ol A9 o] Cronbach's agkol 0.7 o422 1} 9] %LUHGEE wolo] auae] QATEAD B
Ef AR RS 2Hs Aoz SelEgt o whe} olrt =S BAS Azt (Table 2)
o A s} 7ro] xﬂ% AL 2 pujlE HAE
2) ZHAEY §9 WA 3 ofold FHYE AZue] wel BAT ForE A" A5 HA
=4 AE AZHe] wel, FHFAIEE 25 HMA
2HREe] Gl S48 ofelEld] ik Al E Azvo] wel f9& ozt = oz U
E PE, BAE son, PujE, FulFA Eptth 2 el Al 8 ololdo] i P
%X (Table 2)014 ¢} o] BF 7 30 o]3l2 2 ool JHAE AEH 7t BSFE =9t
WA Yeton] B3 pujdrl AE AR T, PR EE A5 AHAE AU B
BAE so% pulEAo e v o WA S5 =oton £l HA S olold] Bt
B} 2uAEe] §Hel HA S olo]d] Fujd & soE 200 o) 30tk A5 2 FAA)

{Table 2> Difference of product interest,

brand favorability, purchase intention,

celebrity fashion hot items by consumer’s demographic characteristics

and recommendation intention on

Variables Classification Mean | t-value | F-value |Total mean
20s 2.908
Age -1.105
30s 3.034
Male 2.877
Gender -1.126
Female 2.994
Less than 3million 2.775
. Income 3million ~less than 5million 3.031 2 902 9971
interest (W) 5million ~less than 7million 2878 '
7million or more 3.115
Monthly amount Less than 100,000 2.621b
spent on fashion | 100 600~ less than 200,000 3.047a 14462+
goods
(W) 200,000 or more 3.251a
20s 2.858
Age -2.110*
30s 3.115
Male 2.942
Gender 174
Female 2.923
Less than 3million 2.695b
Brand . .
. Income 3million ~less than 5Smillion 3.005ab . 2.987
favorability 2.880*
(W) S5million~less than 7million 3.082a
7million or more 3.055a
Monthly amount Less than 100,000 2.647b
spent on fashion 100,000 ~1less than 200,000 3.020a 9.448%**
goods () 200000 or more 3.202a
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20s 2.600
Age -1.857
30s 2.790
Male 2.706
Gender 958
Female 2.616
Less than 3million 2.500
Purchase Income 3million ~less than Smillion 2.704 2,695
intention 1.714
(W) Smillion~less than 7million 2.755
7million or more 2.730
Monthly amount Less than 100,000 2.332b
spent on fashion 100,000 ~less than 200,000 2.810a 16.550%%**
goods (W) 200000 or more 2.899a
20s 2.853
Age -1.301
30s 3.011
Male 2.812
Gender -1.363
Female 2.963
Recommen- Less than 3million 2.689b
dation Income 3million ~less than 5Smillion 2.974ab ) 2.932
I — — 2.877*
intention (W) 5million ~less than 7million 2.867ab
7million or more 3.117a
Monthly amount Less than 100000 2.647b
spent on fashion 100,000 ~1less than 200,000 2.975a 7.436%*
goods (W) 200.000 or more 3.140a
#% 0 001, **pC 01, *p{05
Duncan’s test results ayb
F ASHE BEFE U 52 ASE Y g e 8elE #tobstr] ¢18 (Table 3)olAet 2
olgiet A%z & w AH|AY AFEAA WHA o] 8IEAE e, B4 A e &
T HAAE AEv= FH A g ofolglo| el 891, &HA 891, AF 29, FHH 22
BE AR BAS SR, FHoy, pHEd  oE HAPTh §¥A 8918 suAEe] §7
el AolE, £5& HAS FoE % Pl < A4 3 oeld) TR §EAR O AN
AOES] Aol AYE BAUS Bl Aols A A5 SYol 2ulA AN AREE 3
debg & dE F2 WYL ¢ 5 AT 2e 1BE LT A 490 E5E B
He &7 SdA, 2uA 298 1 AF Pz
2. 7ol IM &t ofo|H Fojeldt ol st AHRF ZHAE om A Y HHAEY, 7%
SAA Helo| mE Fojeel £ 3 o4 ol o Yol AY oH ¥3tE ML AJAE
ol=of ojxl= Toieele] EF Ashe ol WEe Fujsis 2ololdnt AE
Q0le 7 AFo] §H3}~ ST T QA &
1) 2ulAHEe] §7el A4 3 ofold Frj2al FEel s s sl =
) | el o 1 AFS FAel Fobd Tl 82097
L= o] AH A=y} o] $A &} olo _
AT A 29 2VAES] FHEA A S ofo] ZwW7} QoS Zwol wWrh} 2o FS w

|
1
S
|
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(Table 3> Factor analysis of purchasing on celebrity fashion hot items

Vari
Factor | Eigen arlgnce Cronbach'’s
Factors Items , explained
loading | value a
(%)
Because it makes me feel closer to celebrity. 852
Because it makes myself feel like a celebrity. 836
Because it makes me feel like celebrity’s skill is .809
Celebrity |transferring to me. 5.083 28.2 912
factor Because I want to look alike to celebrity. 783 ’ (28.2) ’
Because the item is related to the celebrity. 739
Because the item contains celebrity’s charm. 684
Because the celebrity has positive image. 563
Because it makes me feel like its improving my fashion 782
style.
Because purchasing celebrity hot items relieves stresses. 714
Consumer . . . 15.8
Because wearing celebrity hot items makes others to 586 2.850 821
factor i (44.0)
appreciate me,
Because celebrity hot items are valuable collections. 564
Because it differentiates me from others. .559
Because celebrity hot items quality is more credible than 484
others.
Because celebrity hot items are popular enough to be 792
Product . 13.7
factor recognized by anyone. 2.461 (57.7) 779
Because celebrity hot items have more exposure on .766 o
media(TV, Internet etc.)
Because celebrity hot items become trendy items. 762
Surrounding |Because celebrity hot items have positive reputation. 835 81
reputation |Because surrounding people recommend celebrity fashion 676 1.449 ( 65' 8) 720
factor items. ’

{Table 4> Characteristics of purchasing factors on celebrity fashion hot items by consumer’'s demographic variables

Total
Factors Classification Mean t-value | F-value oa
mean
20s 2.348 »
Age -4.212%%*
30s 2.808
Male 2.590
Gender 1.896
Female 2.397
Less than 3million 2.392
bri
Czectzrty Income 3million ~less than 5million 2,539 o | 2
(W) Smillion ~less than 7million 2.478 o
7million or more 2.518
Monthly amount Less than 100,000 2.416
spent on fashion 100,000 ~less than 200,000 2.541 548
goods(W) 200,000 or more 2.491
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20s 2.898 )
Age -2.634**
30s 3.168
Male 3.045
Gender 1.285
Female 2.923
Less than 3million 2.825
Consumer Income 3million ~less than Smillion 3.029 3.033
factor 1.582
(W) Smillion ~less than 7million 3.061
7million or more 3.050
Monthly amount Less than 100,000 2.760b
spent on fashion 100,000 ~less than 200,000 3.026a 7.883%**
goods(W) 200,000 or more 3.198a
20s 3.173 ,
Age -2.342%
30s 3.397
Male 3.248
Gender 222
Female 3.229
Less than 3million 3.100
P t
toduc Income 3million~less than Smillion 3.294 3.285
factor 1.723
(W S5million ~less than 7million 3.367
7million or more 3.254
Monthly amount Less than 100,000 3.224
spent on fashion 100,000 ~less than 200,000 3.165 1.203
goods (W) 200.000 or more 3.334
20s 3.255
Age -1.345
30s 3.379
Male 3.277
Gender =272
Female 3.300
Surrounding Less than 3million 3.200
reputation Income 3million ~less than Smillion 3.284 3.317
fact — — — 951
actor (W) Smillion ~less than 7million 3.378
7million or more 3.367
Monthly amount Less than 100,000 3293
spent on fashion 100,000 ~less than 200,000 3.225 795
goods(W) 200,000 or more 3.360
001, **p 01, *pX.05
Duncan’s test results a)b
obA] FujEt= 8ot AHREL o] 80Eel o T8 IHEHE ASZ YEeEt 3 olg
st H7te= (Table 4)0llA 2 o] FHE 7 22, 478 2919 F ko] gk AW g2 658%™
AF 20l AHAR Q9] §Hel Q9 £o°7 yE 7} 2219] Cronbach’s a#te EF 07 o]4o2 4y
U FHEzE 29 2 AlFE 8Rle] AEY 8%1E B AFEE ZhE R ERIHAUL
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s (Table DAMSE 2ol #3929 8 AF ¥ Fol o Yol g I3e5E Frjewst o
291e A meh 2Ha 29S A4Y 2 AH B o2 debkdh 53 499 29ud &

AF Azvlel Wk fo8 dol7k YA FAHA M 291 Gl o AN 2wl A o]

291 of® AFEAH Wele] AT K% AL /)R, AHH2EDe] o el E AdshE

Aol7k g Ao deith & 49 A4 & Zwel #9 A4 3 ololde Fuld nt

stolg) ol 20vimth 30vi7h REQ 29, 2 2FL I+ AU
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{Table 5> Influence of purchasing factors on purchase intention

Purchasing factors Vel t-value F-value R?
Celebrity factor 225 3.682%#*
Consumer factor 468 7.226%%* )
48.366%** 392
Product factor -.036 -.490
Surrounding reputation factor 014 199

5 pC 001

{Table 6> Consumer types in purchasing of celebrity fashion hot items

Consumer| Consumers that Consumgrs that Consumers that
. . Consumers that consider
types| consider image . , love and follow
. . have no interest surrounding . F-value
Purchasing improvement . celebrity
(n=49) reputation
factors (n=59) (n=129)
(n=68)
Celebrity factor -.327b -.153b -.842¢ .652a 57.314%**
Consumer factor 736a -1.465d .379b .019¢ 93.929%**
Product factor .303a -.617b -.639b 433a 33.435%%*
Surrounding -1.145d - 6l4c 7652 354b 99.964%**
reputation factor

K001

Duncan’s test results a)bycyd
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(Table 7> Difference of product interest, brand favorability, purchase intention, and recommendation intention on
celebrity fashion hot items by consumer types
Consumer Consumers that Consumgrs that Consumers that
types . . Consumers that consider
Purchasing c‘ons1der RS have no interest surrounding love and 'follow [-value
characteristics improvement reputation celebrity
Product interest 3.034ab 2.184c 2.858b 3.238a 19.669***
Brand favorability 3.102ab 1.990c 2.824b 3.267a 27.161%**
Purchase intention 2.631b 2.000c 2.449b 3.021a 25.999%**
Recommendation 2.958b 1.969¢ 2.831b 3.260a 27 115%*
intention
% 001
Duncan’s test results a)byc
off) TolE AL seks] gla WA 2HE Sk 29 @ TuldEE olWshE, om iR
42 olgsl AMAKES BAAAT 1 AP Bol olE@ AE BYL /1Ll =AE Wl
F9Q AA 8 olols] Po) ANARRE (Table A STk olF 8l 200300 P LulA
Byl Ash ol &ulA oW TEPW, FA Sl AFRAE HYI FL ATAIE e
b AR, §99 FE/A8 A%, FRA 4 # 2o
9oz St thOE ofF AvlAfHol A, 2 AbEe] fel AA St okoldd
gl S (AE HUE, HAS S, Pl @ BAE HAS SIE T, TuiFAY
o, FHFAdE) feld Aot YEAE  EE BE Fa 30 old® i we £E2 4
4% A% (Table DeIMsE 2ol 2% Aozt BhRon Avige] AFEAN SA weh o
9 2O Ueht AF #AE HAS Sox, 5 TuiSAC zelsk o) £99 A & ofo]
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A, v oju A LAY, FHAT LY 7 BEFE, FAgEE A5 AAE A
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o el A 3t ofol’l Fujell 7PF T2 & HAANF ASH7F BeFs =22 A0E UEW
HA S & A ot 24, 2RSS FHE A st ofold Fuf
290 FHEd 2921, &R 29l AF &9l F
V. Z2 2 H o W7l 2Qlolgon FuRsk 29 AE 29,
A2z 29l FHY 8% FoE =4 HUHHA
2 A7e dFe S FEe ve 719 o} o] Fui8RIES AMARe dAF H sAAF
o] AbEetAY gete FA ofelglo] ofw A7) Azl weh folg zol7k o], 20thE o
U Bl ofsf sfube] gk ofo]dlo] Heof o]of T 30Ti7E el 291, AR 841 AF 295 H
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