o M T
Lee, Se Kyu

&

-

= 4

A

o

|
T

Z]

B

H

H

Al

) 2016. 12. 331~352

L
.

k=l

H 107
l-o]

=
prs

o

-

=X

<
¢ Focused on Hampyeong Butterfly Festival

o)
The Influence of Place Attachment on Urban Brand

o1 M302 A4
204E0] EAEHE FHIHO| HE

HISH &

Nk

AR 7Z

o
Bl

83
o
KO0
7

ol

M

MZ NEEHESE SAREAH O

=
=

H|

J

AOfES mZto|n| x| ot AHZ=0|n|X|of Ofx|

I

oict =3

ol
K

4
KO

|.

1 YA R HA LIERTE

2016.12. 23

=3

Tof [lA|

A

H

2016.11.9~2016. 12. 23, 7K

1 2016.11.9, AAZIZHT, 2RD):




! 332 AWHFHT 30 H4B(SH 1073)

= A79 §MH ANAE 2 tai 20 N = ZAZHE0 2 32 & o E
=0 ofL|et, N2 LA Y20As =2 + USS XNFAEE 715 &4H
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[ FA0]: 2o, EAIHRAE ofu)x], EABAC g, SABAE SAE, T2EARY

The purpose of this study is to search the influence of place attachment on
urban brand formation and to use it as a basis for judging the policy. To
accomplish this goal, this study examined the theoretical basis of place
attachment and urban brand, and set observation variables and research
hypotheses necessary for the survey. The statistical data constructed by the
survey was used as a structural equation model to verify the research
hypothesis. The research subjects are residents and visitors of Hampyeong
area, which is considered as the Butterfly festival and succeeded in marketing
urban brand and urban marketing.

As a result of study, place attachment was positively influenced by urban
brand recognition, attitude, and behavior. Especially, place affection had a great
influence on tourism image and residence image, but had a relatively low
influence on investment image. Place attachment has a positive effect on city
brand attitude and loyalty. In this case, it is proved that the influence on city
brand loyalty is great.

The policy implications of this study are as follows. The local government
should provide and manage the local facilities from a long—term point of view
in order to increase place attachment of the local residents and visitors, as well
as publicity and marketing necessary for urban brand. In addition, the local
government should prepare and operate various projects and programs for

residents and visitors to increase place attachment.

[] Keywords: place attachment, urban brand image, urban brand attitude, urban
brand loyalty, SEM
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1. Z20H

2

Fae MUY FEAVE APEC] FHH 5HS ou|z d2E FItelth(Canter,

1997). Ao (place attachment) & & A

A fiztel g€ FEE onldth(Altman & Low, 1992). &, F&cl 2
%

2 =9, 74
7)e ol tH(HE - detd, 2005). FhFe AA FagA Y, Fa
Qo FEEo AFEa Aok B AaRAE, A, FEAY T
o] g3 ok

$2 A4 (place identity)& Fael dal z&5A9 A4 A4S Z=xst &
o] HA 7} o) g EF L Foste oltt. F, AL U A, AR, &85
2 A e, P Aol AA AekA WrigtE ARto] sEdl whet AA~HA
P H(Giuliani & Feldman, 1993; Shamai, 1991: Williams & Roggenbuck,
1989; Pronshansky-Fabian-Kaminoff, 1983). %4]&4 (place dependence)< A}
FE9 FAAYA PFod o FHEHE 7154 NS on|gitt

5, AbEo] S ool Wi o] &S AET wet YA Bl FaH
Agoz wdd & Adh(McCool & Martin, 1994: Williams & Roggenbuck, 1989:
Stokols-Shumaker, 1981). 4224 (place rootedness) & x|l 2 7171 A
staA s AAAQ] el S ongitt. ole i tie w34 FE4, 13
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2R o
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T2} QAR S FRJAESAA e o]0} HHE ALY S-S Yehl7| = (A<D - Y6,
2005).
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T, AaciF AR = B9 YA Hag(2016) ] IAFEAFEHAE AL
2 EAEAETE A et Biest AFo e nAe dFE S48t 243 =
AeE ZAHE gAY dFE mHow T2 FAAQ dFaddoldin. =B
Ee AFRd BAHES s AR dEFE vl AR Yt A
$1(2015)= DMZ BRie=apita Faoj 2o 33 43845 ailen, £4243 Za%A
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3. EA|lHAME SCH S

EABAEE AGHA} el FEAARA AgEe] L7l BA9] Brtelth(e] $5- 1y
A, 2005). web EABAEE TR BASY FolA AGFHY A -B-FA 5
2402 e AlEo] Azeks Acdute] g 2 oHnt. o2 AEel] 98 mye

17

53 2ttt EAEAEE AT — BT - AAEA — Bt 5o BEE AA
L AlRHESE FAdEo] W gtH(Keller, 2003). ©] 22 TAIHAEE Z4317] gt AAAHY,

H =2k, iAol A a2k A (hierarchy of effect paradigm)® 45 o] 3L
T, AAA Ao EABHE S et AR A T AR A ?"&:-‘H_E} ]
A= H E%HEQ} HEH‘:"ﬂ 'J ZHA AXFEe SH5ke o] wed A AFAQ] Rt
7“'73531751 o] o|m A& S sto] ApLA FE3 Hrta
2%, 2003: Yoo, Donthu & Lee, 2000:
Keller, 1998: Aaker, 1997: Lassar etc, 1995: A|1-&). 18|31 HEA 2t 5S4 E
Ao digh A7 A4 AA BiHE=S] T S]] HHE gref 'HilE Ao
£ =33k= Zoltk(Keller, 1998: Low & Lamb, 2000). 222 4 A Bl
o] T4A H7kE B9l P FuoE B Bl SAEE JFoE HUlde T4 4

h
g4 S =% 3 (Cobb-Walgren etc, 1995: Park & Srinivasan, 1994: A21&).
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o1 = Xi9 Bl S X X9 9= X2

23] : Keller, K, L. (2003). Strategic Brand Management: Building, Measuring and Managing
Brand Equity, 2nd ed, Pearson Education Inc, New Jersey(A<1&).
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£A | 21 |- Adtel gl 0 wEEE Ao 5w (58 AR
Ha= | 72 |- At dE o] AgadEFUt? (53 HE)

A= |73 |- Aste de ARED gl Fha AU (54 Aw)
SHASA | - 99, U, a5 AF9E, AFAY, 49

AESEAE 1007F 17.8%, 20dti7F 29.5%, 30th 13.3%, 40t 19.7%, 50t
13.2%, 60t 4.7%, 70H ©]%d 1.8%cltt. A&&HAte] AEe oA 56.8%° 273
43.2% % AF-SHEAL o Bskth ¥¥E& 1Eolst 61.8%, HEE 34.1%, W=
5.1%% vehytth, A 542 Aed 7.1%, AHr#el4] 8.9%, 3’\”&3]79. 7.5%, A
I 9.4%., 7L B WA 4.7%, AT 19.4%, S 27.1%. T 15.9%A
HA5E 1008k 17.1%, 2009+ 29.3%, 3007t 28.6%, 400“{}% 16.7%, 5004t
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02!
i
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I
&

TE HEHS | EESH 201gL | HEES 2018 | EEQR C.A. p—value
Ul 0.712 1.000 - - -
e & U2 0.619 0.815 0.101 5.789 e
U3 0.591 0.797 0.134 4.972 e
V1 0.874 1.000 - - -
AF34 V2 0.798 0.867 0.087 7.241 o
oJm] ] V3 0.701 0.747 0.093 9.374 o
V4 0.696 0.7.14 0.117 8.971 o
W1 0.781 1.000 - - -
733317 W2 0.701 0.895 0.107 7.408 o
oJm]A] W3 0.691 1.078 0.119 7717 o
W4 0.711 1.024 0.124 6.142 e
S92 X1 0.734 1.000
O]U];] X2 0.692 0.902 0.101 7.341 e
X3 0.781 0.874 0.092 6.571 o
Y1 0.871 1.000 - - -
SEAlEHE= Y2 0.885 1.101 0.131 9.174 e
B Y3 0.791 0.974 0.104 9.012 o
Y4 0.719 0.871 0.097 6.158 o
Z1 0.651 1.000 - - -
EAERE o
29 72 0.691 0.657 .038 7.544
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A7HdE AA] Y F2RY AIEe 22=381.641(d.f.=163, N=335),
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Ak 19680 A AEEo] BE AR o] Al

Sl

ATRY AEAF APER, Foh A0 SABAE AXH o] FFEA (A7
Fe o1A3 glglom, wRE olnlA

DollA o2t A2 olulA]ol 0.4349) (+) 9
(0.698), 727 <= (0.328)¢] A (+)9] &=

I
o=
F3 90eh Bac A EAHAE



RA0fE0| TAEHCO| OjX= P& 345F

B=A] Apele] JFAAR (AP7H M= el Fo] Bl 0.3519] 4 (+)9]
FHWAZ et B3, =AIHAE Bl tie] A ©[n]x](0.321), #3873 olwlA|
(0.428), FA73 ©[m1A(0.216) <= F (+)9] Oéf‘z}iﬁM] AT, a7} EAHAE
B9 Ape] SERARN (AT7H Bl & el o] Aol 0.4959] A (+)
FEAAA gor], Bi=A 2hglo] YA Aol 0.6189] A (+)2] FFe PIAIL UATKE 4).

H‘l
E
=
Iy
ofe

2= o177} @ﬁsi j‘ji ;;ﬁ CA | Pvale| 817
7 anof 2} —  AF3A oln|x] | 0.434 | 1.091 | 0.063 | 14.353 o ==

H1 Aol 2 —  #F3A oln|x 0.698 | 0.720 | 0.072 | 10.952 o ==
Aol 2k — B3R oln|x 0.328 | 0.529 | 0.053 | 6.354 o A

Aol 2k —  EAH#EE= = | 0.351 | 0.241 | 0.031 | 4.914 *xx 2=

o AFE olm|x] — EABEIE g= | 0.812 | 0.291 ] 0.021 | 7.239 *xx 2=
#AP3LA oln|x] —  EAHHE Bl= | 0.428 | 0.321 ] 0.052 | 5.451 *ox A=
FAeA o] -  =AE#HE BlE= | 0.216 | 0.372] 0.091 | 4.419 *ox A=

H3 Aol 2k — TAHHAE FAE | 0.495 | 0.517] 0.034 | 4.714 *ox A=
TAHAE BT — ZAHAE 4% 0.618 |0.631 ] 0.081 | 5.123 | *** |A4g

<AE 3> 2R 2520

RERE

oA

0. GFGwws



(8¢ 107%)

At H30E M4z

o oo

346 X|HFHAE

!

=3
-

°]m#(0.698),

T
o

O

)

S5

om|#](0.434),
T2 A AT, 23 (A7 2)eA

0w A1(0.428), FAA ©]vA](0.216) T2 =AHA=

(AF7H 1)9lA
A}k o)1)= (0.328)

s

1
.

o A=

=
o
<

7

=
o

o
el B I Voo REAL B

ey

73 omA1(0.312),

g

EAEHE Bl A3 &29H0.351) 9 3

T 2o (A77Md 3dAe EAEHE vt A EA

o HHEI0.618)7F AU

(0.495) ¢k 2+ & 2H0.197)

1}

#(0.257)

k3

o A4

—
a

AR

al

=
=

®
=

—
a

d

A

=
K2

=

Ko

4
v

SIS I R S I R
o <O |- 51D ©
lo|lo|lolo|lo|loclaclo|o
=
__ou_, _.y_.n/u___m
pail AN —
N S =
_||.|—|4008120065OO
o NN || AN |—|]|—
gl| S| @@ | TS
NﬁOOOOOOOOO
|| | | |
EIEIE|T T T T o o
SRR A
SR E
o | B @m o |3 | 3 | = ) | ol
zTﬁwxMMNNMN
Meﬂﬂ W | AR
™
O O I
8l
X|x|x| |4
wrlae (e lae |2 B B & | ®
=TT |T = | b
G| R RO
O | 70 | %0 | %0 o | o | o ~o g
N[ Ao | = <
|| - 14
IH — o~ ™
- a5 T as

ek gAe)

o] -
IR
AFogez A%

T el o" J Al

b

S

=
=

EREER

Zoltt. (A7 Dol

2k

174 AEERE

bee B o

e
ﬂk

R

=} O
Bl

%

g

9]

B =2 2kl

=

Fo o 2he wAH

o (77K 2)91A4



F

347

j2 ojahe =ABA

EAOfEIO] TAIEME0| O/X= Pt

0.000, RMSEA=0.041, NFI=0.971, RF1=0.951,

nA AE AT o2 (AF7HE3)

°] KMO#(0.6 o’ 3 =
FEAF(AVE) ghol daAS Alwgk 2ot 714 83

=
=

ABAE PAF FA(FYE)e Fev]

381.641(d.f.=163, N=335), p
[F1=0.978, TLI=0.971, CFI=0.974%2 %7

29

—
-

Aol 23t

S
.

oolx M RRAYB4XW OERTRTG T
BB o Wm&oaxo_auﬂrx% mPEQJEIEEMﬂwEm_x
Adw gz gHeswp gl 0w
NN ﬂaﬂﬂ_ﬁtaﬂaﬁoﬂ»ﬂ H o~ oﬂx__]*_OIOE
C\#Exﬁﬂu —_ — —_— nn# =t G
f¢] oéoﬂ_.dﬂ:T‘_mﬁﬁTo _XQLuE.H;uoﬁﬁ
oW gy o FgHT N T el TW T
XN mymeT e g™ pr<
i q T ol R S Y o o B o R Mo
S TR aXPRRy wF e KTy oW
xwwﬁtao Emﬂ@.%ﬂmﬁ%@ﬁ woe R e o o
= ot ) o — T oo p] %o =y
T PLPATTIE riceSilRY
shd Fhgadler _eiiwmaia
e A — KO ™ . T T N T R S
T e UEmE . x_FoalEP
o Fox T I B ook X W
- < S o= % = o Mo —
o wwﬂrmwmﬂ%%ﬂﬂo ﬂdr.gmﬁ.ﬂoﬂ@qwlﬁ
oY — ~N -~ "~
w X W utmm@%ﬂmfmowﬁ ﬁouﬁ_@%%ﬂomﬁmﬂ
O O S O X o L B TR
e gAETELZ® BTRE ey
e e L - ) W o W ome me ®O o~
ﬂloMMM KL o B X LB <
= = cl "o S = ol K pnopn wY
B FEETIRL G R
FeE ELF BT b RO NR
° o R 16° J pari 1 = ar & ©° ol T
w® oy NwgapdlXS BEgap®dg
. Jl,._,m fe} ~ © .;onn
PET TESTRITE roERIG
T o~ om X B X o
) e i N K 25 oo W
NI e T T O T I
m\wEMM]ZOX o il S MR T N
TR SR el T ooy
dﬂlﬁ_/l‘W_AT%ﬁMﬂ@P@H&WﬂEﬂMMHMﬂHoMDE@ozT
??ﬂﬂgaﬂ.]ﬁ%mriﬂﬂ% S o AE X E W RN W
T X "2 omm AR R e e — vy T
B B KO 4] o )
B oo . o B o %o © ~ AP %
W oo oo W e P W o % MR W o
%ﬁﬂﬁ%wm%%mm@ﬂwrﬂaﬁmE:%%mw
R e M =T I I T B N () /I
HONd B w Do ow H ook ® o TP T w e N

3} 2o 5

AyE
o

3}
=

Atke A llA

=
T

HE olojd

3}

=
=

=

A



(8¢ 107%)

At H30E M4z

o oo

348 X|HA

!

1, A= 7140 Bl A

S

I, &

3l ok

3} A= v

k]

ol %

%S
of
gV
o
o

3

X

G

L5
ol

i

ojw
&R

N

"
o

K
BN

o
e

0

ofm
ﬁo
ToR

)
—_

3

gHA

9l

gl

1
.

o dxtsiA7]

A

ol

AZF gk, 2o &

z:;l,

o

o)
P

I A A Fo o] d7E AP davt

i} o} £

7}l o &t

=
=

ofp

ZO

ofy

70°

Al A

<
T

3k

il

fele]

I EAHC=

Sk

Az

ls

=
o
oj
b
B

B A2

9]

7HE =171 4

AT

o
A

<
e

3} gdE Ause AE sl 2A%Es) 2

Z+

A9 Aol



RA0fE0| TAEHCO| OjX= P& 349F

REOFE- 5. (2015). FABY FrAA AQWF AT P4, BIIAT
39(4): 129-148.
FAGOIGE. (2008). EABAE Al Brbeh Agse] B A7 A E. 22(3):

177-205.
A7, (2006). Place Branding® 93 Ag# #elo digk /gy @ SAA=Z. 20:
3-32.

A3 -AAE. (2011), =A19 BARE oux|7}t &A] Hepdd wXe 3. =a3ets]
35(7)’ 231-250.
AL (2015). A #F SASE S BABAL T BABRE £4 MICE &4
ko] Al i%‘_v AT 17(5): 240-254.
s, (2007). AGEAE z2ake] A 819 A7 #He AT AGTAT
22(1): 331-362.
e 89, (2014), FES2A Bl =A Lol EA ] Aol 23 A G 2o nA| = F
#Het A &% opulo] nig WEASS ez, #FAT. 29(5): 99-115.
o] (2016). SRR EAEA A4H ZAHHE o] EAHE B AT T nXe
= 2

L WFATAE. (3) 215-226

2= »
4

EEEREE g el
AZE A AL 9T - DMz WE 97 B8 ;% Wgoz. waRaT

39(5): 101-116.
$.(2013). €9 Fa4d F49 gz B4, S=A9Ees)A], 25(3): 21-36.
W 3 0lA1- (2014). EAEAE A Q90 EASFA T nX e Z3: thFA] EARAE
AtEEA L Sl =3, 26(2): 293-313.
&2 - AATE. (2014). Faof o] FAEREHEE v/ 2 sto] WEe x| v = J&: F
*&"é‘i‘?‘rﬂ% AR, - HAAF. 26(9): 415-431.
%ﬂ%%ﬂ MU=, AG9E5A 47, EAENRE A 5 A djsE
kel %%Zi J&?ﬂ AT AU EAE TR, S RBH ATy 27(8): 297-313.
o] - w7, (2007). A Bl =of o] 24E BAE Bd nx]= FaF b= Fe3|A].
31(1): 151-161.
o]€4] (2005). A9EAN=S] o7 &3 YRV
ol 2] F2Hg. (2003). AH|A-EAE AA 3o w}e Bas ik 1A QA 7ho] ezt
goll #gh AT, aH|FSATF. 6(3): 99-123.

Hl

>

o|y
lon



! 350 XA X30H K4S (EH 1073)

ol A - uk53] - 0 BF . (2008). EABAE Fdo] wE TAupAE S4d B3 A
T, E=AHSE. 157-184.

ol E-3418].(2006). FArHAY B T3 AT - AFFESE THZ ArdarL.

o]+ A . (2005). EAIEME oufz|o] A Qi) ok A A+ FEAE. 40(6): 1-36.

o]ZF. (2007). 3 FAd] 7|0t F =AEAE G EA3 BAAT. A3t
HRAFERS] =

o]8}2]- A &(2008), T2 RFEMI AMOS 7.0. A& HEAL

A4E . (2015). & 2, e, B AT 2 Aol drdso] g glme) o=

K3
=
>
rir
o2
%
5=
old
reor
-
w
S
-,
)
[@x]
A
DO
5|
—

Aaker, J. L.(1997). Dimensions of Brand Personality. Journal of Marketing
Research. 34(3): 347-356.

Altman, 1., & Low, S.(1992). Place Attachment, New York: Pleunm.

Anholt, S. (2005). The Anholt-GMI City Brand Index: How the world sees the
world’s cities. Place Branding. 2(1): 18-31.

Bricker, K. S. & Ketstetter, D. L.(2000). "Level of specialization and place
attachment: An Exploratory study of Whitewater Recreationists. Leiusre
Sciences. 22; 233-257.

Brown, B., Perkins, D. D. & Brown, G.(2003). Place attachment in a revitalizing
neighborhood. Journal of Environmental Psychology. 23(3): 259-271.

Canter, D.(1997), "The environment, self and sense of place: Communicative
foundation for regional ecosystem management’. Journal of Applied
Communicative Research. 26: 301-318.

Cobb-Walgren, C. J., Cynthia A. R., & Donthu, N.(1995). Brand Equity, Brand
Preference, and Purchase Intention. Journal of Advertising. 24(Fall):
25-41.

DeChernatony, L. & McDonald, M.(1998). Creating powerful brands in consumer,
service and industrial markets92nd ed.). Ocford: Butterworth-Heinemann.

Fornell, C., & Larcker, D. F.(1981). Evaluation Structural Equation Models With

Unobservable Variable and Measurement Error. Journal of Marketing



RA0fE0| TAEHMEO| OjX= HE 351 F

Research. 18(February): 39~50.

Giuliani, V. & Feldman, R. (1993), Place attachment in a development and cultural
context. Journal of Environmental Psychology. 13: 267-274.

Gustafson, P.(2001). Roots and roustes exploring the relationship between place
attachment and mobility. Environment and Behavior. 33(5): 667-686.

Kavaratzis, M.(2004). From city Marketing to city branding : Towards a theoretical
framework for deveoping city brands. Place Barnding. 1(1): 58-73.

Keller, K. L. (1998). Strategic Brand Management; Building, Measuring and
Managing Brand Equity. New Jersey: Prentice-Hall.

Keller, K. L. (2003). Strategic Brand Management:; Building, Measuring and
Managing Brand Equity. 2nd ed, Pearson Education Inc. New Jersey :
Prentice-Hall.

Kotler, P. Haider, D. & Rein, 1.(1993). Marketing places: Attracting investment,
Industry and tourism to cities, states and nations. New York: The Free
Press.

Lassar, W., Mittal, B., & Sharma, A.(1995). Measuring Customer-based Brand
Equity. Journal of Consumer Marketing. 12(4): 11-19.

Low, G. S. & Lamb, C. W. (2000). The measurement and dimensionality of brand
associations. Journal of Product and Brand Management. 9(6): 350-370.

McCool, S. F. & Martin, S. R.(1994). Community attachment and attitudes toward
tourism development. Journal of Travel Research. 22(3): 29-34.

Park, C. S. & Srinivasan, V.(1994). A Survey-Based Method for Measuring and
Understanding Brand Equity and Its Extendibility. Journal of Marketing
Research. 31(2): 271-288.

Proshansky, H. M., Fabian, A. K., & Kaminoff, R.(1983). Place identity: Physical
world socialization of the self. Journal of Environmental Psychology. 3:
57-83.

Shamai, S.(1991). Sense of place: An empirical measurement. Geoforum, 22:
347-358.

Shumaker, S. A. & Taylor, R. B.(1983). Toward a clarification of people - place
relationships: a model of attachment to a place. In N. Feimer & Galler,
E.(Eds.), Environmental Psychology: Directions and Perspectives, New

York: Praeger.



! 352 AWHFHT 30 H4B(SH 1073)

Stokolos, D. & Shumaker, S. A.(1981). People in places: A transactional view of
settings. In J.H. Harvey(Eds), Cognition, Social behavior and the
environment, Hillside, NJ: Lawrence Erlbaum Associate.

Thomson, M., Maclnnis, D. J. & Park, W. C.(2005). The ties that bind: Measuring
the strength of consumers’ emotional attachments to brands. Journal of
consumer psychology. 15(1): 77-91.

Vaske, J. J. & Kobrin, K. C.(2001). "Place attachment and environmentally
responsible behavior. Journal of Environmental Education. 32: 16-21.

Tuan, Y. E.(1974). Topophila: A study of environmental perception, attitudes, and
values. Prentice-Hall, Inc., Englewood Cliffs, NJ.

Warzecha, C. & Lime, K. C.(2001). Place attachment in Canyonland Naitonal
Park: Visitor's assessments of setting attributes on the Colorado and Green
Rivers. Journal of Park Recreation Admin. 19: 59-78.

Williams, D. R., & Roggenbuck, J. W.(1989). Measuring place attachment: Some
preliminary result, National Recreation and park. Association Research
Symposium on Leisure Research, San Antonio, TX.

Williams, D. R. & Vaske, J. J.(2003). The measurement of Place attachment
validity and Generalizability of psychometric approach. Forest Science.
49(6): 830-840.

Yoo, B., Donthu, N., & Lee, S. H. (2000). An Examination of Selected Marketing
Mix Elements and Brand Equity. Journal of the Academy of Marketing
Science. 28(2): 195-211.

ol Al 7F: Aguigtaellr] =AIA L e Bialeke] (gl o] Q1tet mgrste] QIFA, 2010)E HS
sfal, dA BAlUgta EAAYE T Z2usE AF Folth, T8 =ARE YR A4S
et A hARIe] B Azl #3F A5AT(2013)", “Connections between Land Use
and Driving Distance: Causal Investigation Using Directed Acyclic Graphs(2014)”,
TAle] FEA ALl o] wRle] A7t miX= Pk A7+(2015) Fol
(sekyul02@hanmail.net).



