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Study on Recognition and Brand of Customized Cosmetics According to Sex,
Residental Area and Final education Level
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In response to consumer demand for personalized content, the customized cosmetics market continues to grow, centering on the beauty

industry. This study was conducted to find out the awareness and brand awareness of customized cosmetics. From February 2023, a total

of 313 adult men and women residing in Korea were surveyed on the degree of awareness of customized cosmetics, domestic and

foreign brand awareness and use experience, evaluation of major brands of customized cosmetics, and expectations. Statistical analysis
was performed on the data collected after the survey using SPSS version 25.0 for Windows. As a result, the recognition level of
customized cosmetics was normal' (45.4%), and the product path was 'online advertisement' (42.8%), 'new purchase and plan to use' of

customized cosmetics (62.6%), and product purchase and use plan. As for the place, 'online shopping mall' (46.3%) accounted for a high

proportion. Brand recognition and usage status at home and abroad was 'know' (53.6%), the number of recognized brands was 'more than
4' (53.0), and the evaluation of domestic and foreign brand image was very high as 'positive' (80.7%). In terms of product diversity,
'satisfaction' (68.6%) was found to be high. The experience of purchasing and using domestic and foreign brands for customized

cosmetics was higher than that of foreign brands, showing a significant difference. As for the purchase of customized cosmetics and the

level of expectation for domestic and foreign brands, the expectation level was high with 'expectation' for domestic brands (92.9%) and

'expectation' for foreign brands (94.8%). As a result of comparative analysis by classifying groups according to general characteristics,

the degree of recognition of customized cosmetics and intention to purchase showed significant differences in part according to gender,

residential area, and final education level. Domestic and foreign brand awareness and experience of customized cosmetics, and

expectations for customized cosmetics showed differences according to gender, region of residence, and final education level. Therefore,

based on these results, it can be applied as basic data for research on the activation of customized cosmetics.

Keywords: Brand recognition, Cosmetics industry, Customized cosmetics, Customized cosmetics industry, Recognition of customized

cosmetics
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Table 1. General Characteristics of Study Subjects

Division N %
Male 63 20.1
Sex
Female 250 79.9
Residential Metropolitan area 159 50.8
area Non-capital area 154 49.2
. <High school 54 17.3
Educational Junior college diploma 61 19.5
level
> University diploma 198 63.3
Total 313 100.0

I ZAF g Are] S ol 2501 (79 9%), 22 631
(20.1%)0.2 99| SHAF =2 ¥|FE A 8IA T AFH]
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Tt %LHH 9 o]-& oA’ 196 (62.6%), AT L o] oA’ 84
H(26.8%), ©l-&3FA] &S o7g° 337H(10.5%)2F LIEFTE
LEYSPFEL] Al rt e SHAES] AlF Tl E o]
& oG AT 2T W 145 (46.3%), Hw WG i
5 799 (25.2%), <71EF ml 8978 (28.4%) =& LFEEO M
716} wi g ALHA]EhEE], WSk 5o 8 UEbsith 22
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Table 2. Recognition of Customized Cosmetics and Purchase
Intention

Division N %

Recognition of Yes 124 39.6

customized Normal 142 45.4

cosmetics No 47 15.0

Online advertising 134 42.8

Product route Sohc1t.at10n of 92 29.4

acquaintances

Etc 87 27.8

Specialty store 79 252

Place of Online 145 463
purchase

Other stores 89 28.4

Number of <3 147 47.0

brands >4 166 53.0

New purchase and
Purchase p]an to use 196 62.6
cxperience an.d Repurchase and use plan 84 26.8
purchase intention
not going to use 33 10.5
Total 313 100.0

H

uj] 2] A} 01 = ‘7h = 1 12‘3*(364%) 5 AR 24 89
(24.2%), Tl A= A TH(21.2%), 71EP 69(18.2%)>.=
UERtH(Table 3). Kim & Lee(2020)2] oA 4n]8)%5<]
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Table 3. Reasons for Non-purchase of Customized Cosmetics

Division N %
Purchasing Path Issues 7 21.2
The problem of
Reason for distribution information 242
non-purchase —
Price issue 12 36.4
Etc 6 18.2
Total 33 100.0
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(53.0%), 371 ©18} 1478 (47.0%)2-2 LrEbstith wEgsh4E
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o2 wj$ =A Yl o]o] ‘HE’ 5375 (18.9%), F-H 4 174
(04%) =22 Yelsth S5y shdEe] Bals e AFE f
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2 968 (34.3%) 0.2 VeI oH, 5] HAle Fujdy gl o]
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HA =9} g ZJo| & Kol RS & = AU
2) “%éﬁﬂ&% I B2HE QX[ = W I M=
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Table 4. Purchase Experience of Customized Cosmetics and Brand
Recognition of Subjects Possessing Purchase Intention

Division N %
Yes 150 53.6
Brand recognition Normal 100 35.7
No 30 10.7
Positive 226 80.7
Brand evaluation Average 53 18.9
Negative 1 4
Satistied 192 68.6
Variety of options Average 81 28.9
Dissatistied 7 25
Whether domestic Yes 184 65.7
brands are used No 96 343
Whether foreign Yes 116 41.4
brands are used No 164 58.6
Total 280 100.0

Table 5. Domestic Brand Recognition on Customized Cosmetics of
Subject Showing Purchase Experience of Customized Cosmetics and
Brand Recognition of Subjects Possessing Purchase Intention

Division N %
AMOREPACIFIC 142 772
Domestic brand LG H&H 28 152
name of customized AEKYUNG 5 2.7
cosmetics purchasing IT°S HANBUL 3 1.6
and using TOUN2S 1 5
Domestic SMEs 5 2.7
Price 89 48.4
Standard choosing Brand belief 49 26.6
domestic brand
Technology marketing 46 25.0
Expectation of Expectation 171 929
domestic brand Average 13 71
Total 184 100.0
AFE 5300 wet AFe] FHo] 58 AR A== A5
(Lim & Kim, 2007), 5 Bl = ST 2 574 =9
o] 7 .

o13r,].7<40] /\ﬂi 7:]6]:0] A ] ;q]g_g
2005), REFPFE ] B A9 7|E2 T4 899
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Table 6. Foreign Brand Recognition on Customized Cosmetics of
Subject Showing Purchase Experience of Customized Cosmetics and
Brand Recognition of Subjects Possessing Purchase Intention

Division N %
L’Oréal 63 54.3

Foreign brand

name of customized Skin Inc 28 24.1
cosmetics purchasing Clinique ID 23 19.8
and using Neutrogena 2 1.7
Price 46 39.7

Standard choosing Brand belief 40 345

foreign brand

Technology marketing 30 25.9

Expectation of Expectation 110 94.8
foreign brand Average 6 52

Total 116 100.0

ol o) BAEe] A5 Aol viet 713 % BT FUY
o] wh§- o B (Kim, 2015) &M 50| REANAEL A
2 o 9 ol g3 g Mol Fulsl AolE mel Ao
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Table 7. Recognition and Purchase Intention of Customized Cosmetics According to Gender

o Sex »
Division Total
Male Female »)
Recognition of Yes 22(34.9%) 102(40.8%) 124(39.6%) i
customized Normal 28(44.4%) 114(45.6%) 142(45.4%) ( 3 48)
cosmetics No 13(20.6%) 34(13.6%) 47(15.0%)
Online advertising 21(33.3%) 113(45.2%) 134(42.8%)
Product route Solicitation of acquaintances 22(34.9%) 70(28.0%) 92(29.4%) (2293128)
Etc 20(31.7%) 67(26.8%) 87(27.8%)
Specialty store 21(33.3%) 58(23.2%) 79(25.2%)
Place of B o 5.587
. 124(49.69 145(46.3¢
purchase Online 21(33.3%) ( %) ( %) (061)
Other stores 21(33.3%) 68(27.2%) 89(28.4%)
Purchase experience New purchase and plan to use 37(58.7%) 159(63.6%) 196(62.6%) 077
and purchase Repurchase and use plan 20(31.7%) 64(25.6%) 84(26.8%) (' 614)
mtention Not going to use 6(9.5%) 27(10.8%) 33(10.5%)
Total 63(100.0%) 250(100.0%) 313(100.0%)
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Table 8. Recognition of Brand and Use in Domestic and Foreign of Customized Cosmetics According to Gender
o Sex 2
Division Total
Male Female »)
Yes 26(45.6%) 124(55.6%) 150(53.6%)
Brand recognition Normal 17(29.8%) 83(37.2%) 100(35.7%) 1?33?; :
No 14(24.6%) 16(7.2%) 30(10.7%) .
3< 32(50.8%) 115(46.0%) 147(47.0%) 464
Number of brands
4> 31(49.2%) 135(54.0%) 166(53.0%) (:496)
Positive 40(70.2%) 186(83.4%) 226(80.7%)
Brand evaluation Average 17(29.8%) 36(16.1%) 53(18.9%) 5675279)
Negative 0(0.0%) 1(0.4%) 1(0.4%)
Satisfied 36(63.2%) 156(70.0%) 192(68.6%)
Variety of options Average 21(36.8%) 60(26.9%) 81(28.9%) (316;24)
Dissatisfied 0(0.0%) 7(3.1%) 7(2.5%)
Whether domestic Yes 36(63.2%) 148(66.4%) 184(65.7%) 208
brands are used No 21(36.8%) 75(33.6%) 96(34.3%) (.649)
Whether foreign brands are used Yes 2035.1%) I6(13.0%) 116(41.4%) 1186
No 37(64.9%) 127(57.0%) 164(58.6%) (:276)
Total 57(100.0%) 223(100.0%) 280(100.0%)
** p<.01
Table 9. Recognition of Domestic and Foreign and Expectation Level of Customized Cosmetics According to Gender
Division Sex Total X
Male Female 12)
_ Price 19(52.8%) 70(47.3%) 89(48.4%)
g:;s:srtliscfl(;;aizoosmg Brand belief 11(30.6%) 38(25.7%) 49(26.6%) (1’463812)
Technology marketing 6(16.7%) 40(27.0%) 46(25.0%)
Expectations of domestic ~ Expectation 30(83.3%) 141(95.3%) 171(92.9%) 6.284*
brands Average 6(16.7%) 7(4.7%) 13(7.1%) (.012)
Total 36(100.0%) 148(100.0%) 184(100.0%)
_ Price 11(55.0%) 35(36.5%) 46(39.7%)
aRizf;’i“;nfgiai‘f"S‘“g Brand belief 7(35.0%) 33(34.4%) 40(34.5%) 2i758053)
Technology marketing 2(10.0%) 28(29.2%) 30(25.9%)
Expectations of foreign Expectation 18(90.0%) 92(95.8%) 110(94.8%) 1.148
brands Average 2(10.0%) 4(4.2%) 6(5.2%) (:284)
Total 20(100.0%) 96(100.0%) 116(100.0%)
* p<.05
A= 71 BrollA TIHE SEE HIEo] =4 UERstT o] 5. AFX[Yof| E AEHIHE AKX, HEYHSEE
2§ ks ool AR sPEl gk Aot A, BHE QX
PFH " 0] o &7] gEolth(Kim et al,, 2022). %F
FspPgEel 7 M 5L ZAsete] BrE s 1) HAFX 0] W2 HEHSHEF X057 X oAt
o] A AAE FolaL, B 2H|Ae] ol B o] 8-S AFA A wE srEEsPEEe] AR AT g Fuf oAt
T AR AF2Q SRe Al mE tg AlFELe] Zol7b EAlstEA dotry] flste] FholAle A (Chi-
A ® ko] o] Fojxjof & Ao g AR H L Squared test)= A3 3Tt
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Table 10. Recognition and Purchase Intention of Customized Cosmetics According to Residential Area

Division Residential area Total 2
Metropolitan area Non-capital area »)
N Yes 58(36.5%) 66(42.9%) 124(39.6%)
chfsctzil“i’Z“e‘(’j“C‘;zmeﬁcs Normal 78(49.1%) 64(41.6%) 142(45.4%) (1_'389398)
No 23(14.5%) 24(15.6%) 47(15.0%)
Online advertising 73(45.9%) 61(39.6%) 134(42.8%)
Product route ::Cllgittﬁ‘c:sf 47(29.6%) 45(29.2%) 92(29.4%) (1_'397730)
Etc 39(24.5%) 48(31.2%) 87(27.8%)
Specialty store 32(20.1%) 47(30.5%) 79(25.2%)
Place of purchase Online 80(50.3%) 65(42.2%) 145(46.3%) (4160%2)
Other stores 47(29.6%) 42(27.3%) 89(28.4%)
) New purchase and plan to use 114(71.7%) 82(53.2%) 196(62.6%)
g 1‘1‘2}}1‘22: ;’i‘;ﬁﬁiﬁce and ¢ epurchase anduse plan 33(20.8%) 51(33.1%) 84(26.8%) ”(3(5)2: -
not going to use 12(7.5%) 21(13.6%) 33(10.5%)
Total 159(100.0%) 154(100.0%) 313(100.0%)
**p<.01
AFAAo we REAFAE AAIR W FolAE  Rols} EAGA Bkrhp>05),
A5 AT (Table 10), 7AFA0) o} RERSLES] Tl 0|9} o] REILE] AR 2 Pollx), PR
oAl BE AFAe] At Pl B olg 6FE 2427 %

71.7%(114%8), 53.2%(82%8)% 714 Bo] SuH3191A]
o] AtHTh At o B o] &S SET H|
e felma Aelrt sk A & &
11459, p<.01).

=

—r
Hir b1
)

o
9,

2
3@
£
XN
I

2) AFX ol WE XEHSIEES I HHE 2IX|
% 0|20{%

AFA A e UEFsPgEe] g BiE A E g
ol g5 v AN(Table 11), AFA| ol whe sHE¥ s}
FE] A HHE oM FEAE 37l o3P 7} 54.1%(867)

71 wol Vet whA | 2 RS- 47)] o] A 0] 60.4%(931)E
7 Wl gEste] frojng zpolvt EAlete AL & A
ATHy= 6.583, p<.05). L3H, Fruf & o]§ ) Hall= Hw
A HE, BE AFR A 'S 2t} 59.2%(87), 72.9%
O78)E 7S Bol SHIAARE AWo] FEART o &
e Hgo] A YR Foful g zto| 7t EAlE e A
T AATHP= 5.858, p<.05).

H

il

TS

3) Muof| 2 WEHSIEEo| DL HE QIX| = U 7|
ez
AFA Gl me wEFsPEe] Sl Bals QA= g
71t A=E A2 A3 (Table 12), AFA ol M 253}
el Sel Hals =
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N
Ee)
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H
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Ho
Lo
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e

FE e BAE QA E g o] gof i V) ARE AE
H, FEd AT AEe] At ol 3 o8 o 5 )
go] A AF SR T =/ Yebgth BdE

Z 7 2 olg S Bl Frors AW AF

o] £ AF tiAERT A Yeisith =g, ot
FE] A Bl ol AFA Aol w2t f-2 vk 2o
Zol 7k Sle ALz Yehttt oj2ld A i A 97T
A7E A AGAFARG FAHA FAAA Dol (Lee &
Lee, 2019) thdat AlFe] $414 EA] 8 HE7] o=
ot =, FEd AGAFA
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ofN
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ot
ol
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1o,
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e

T 2] At
2ol 7t ERsh=A dotrr] flete]  FholAler A (Chi-
Squared test)S A] 3 S} T}

FEotdol| e LEFFSFFL] AA AT B Fuj s
A2 A 3H(Table 13), HE o] w2 9EFsFEo] AlF
AZAA AZF ot AEWEL Vet A= 7} 2H2F 33.3%
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Table 11. Recognition of Brand and Use in Domestic and Foreign of Customized Cosmetics According to Residential Area
Division Residential area Total 2
Metropolitan area Non-capital area ®)
Yes 73(49.7%) 77(57.9%) 150(53.6%)
Brand awareness Normal 56(38.1%) 44(33.1%) 100(35.7%) (2305582)
No 18(12.2%) 12(9.0%) 30(10.7%)
3< 86(54.1%) 61(39.6%) 147(47.0%) 6.583%
Number of brands
4> 73(45.9%) 93(60.4%) 166(53.0%) (.010)
Positive 125(85.0%) 101(75.9%) 226(80.7%)
Brand evaluation Average 21(14.3%) 32(24.1%) 53(18.9%) (5017465)
Negative 1(.7%) 0(0.0%) 1(.4%)
Satisfied 107(72.8%) 85(63.9%) 192(68.6%)
Variety of options Average 35(23.8%) 46(34.6%) 81(28.9%) (4160102)
Dissatisfied 5(3.4%) 2(1.5%) 7(2.5%)
Whether domestic Yes 87(59.2%) 97(72.9%) 184(65.7%) 5 858*
brands are used No 60(40.8%) 36(27.1%) 96(34.3%) (.016)
Whether foreign Yes 58(39.5%) 58(43.6%) 116(41.4%) 496
brands are used No 89(60.5%) 75(56.4%) 164(58.6%) (:481)
Total 159(100.0%) 154(100.0%) 313(100.0%)
* p<.05
Table 12. Recognition of Brand and Expectation Level in Domestic and Foreign of Customized Cosmetics According to Residential Area
o Residential area 7
Division Total
Metropolitan area Non-capital area ®)
_ Price 42(48.3%) 47(48.5%) 89(48.4%)
gj::;rtliscfl());afl}:ioosmg % Brand belief 25(28.7%) 24(24.7%) 49(26.6%) (jigi)
Technology marketing 20(23.0%) 26(26.8%) 46(25.0%)
Expectations of domestic ~ Expectation 84(96.6%) 87(89.7%) 171(92.9%) 3.288
brands Average 3(3.4%) 10(10.3%) 13(7.1%) (.070)
Total 87(100.0%) 97(100.0%) 184(100.0%)
_ Price 24(41.4%) 22(37.9%) 46(39.7%)
aRizf‘e’i“;nfgiaiZ""smg Brand belief 21(36.2%) 19(32.8%) 40(34.5%) (:gg)
Technology marketing 13(22.4%) 17(29.3%) 30(25.9%)
Expectations of foreign Expectation 56(96.6%) 54(93.1%) 110(94.8%) 703
brands Average 2(3.4%) 4(6.9%) 6(5.2%) (:402)
Total 58(100.0%) 58(100.0%) 116(100.0%)
(18%), 42.6%(26%8)= 7H& ol e vh, tf = o2 <& 13437, p<0l).
2181 B2 WSUOVZ 718 ol SgEiel Aot 2
e Ae & AATE= 14131, p<01). E3F, ol g 2) Z|EEE0| ME AEYSYF I EHE X =
AHHHE, BE oA 2RS4} 53.7%((297), 44.3% 4 0|20{F
(277), 44.9%(8978)= 7 Bol SHBIUAIT, S o]/l FZFotHo we wEIsHEEel el BilE A E Y
aIE ol AEERTh AE s SHE HlEo] B4 o] &FE AWE ZA3K(Table 14), FF3HH | W 53
U Rl Aelrt EAlSRE A @ ¢ AAth= A BASHIA BE SHelN S 12 62.0%
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Table 13. Recognition and Purchase Intention of Customized Cosmetics According to Final Education Level

Last educational level

2

Division - Total x
>High school ~ Junior college < University )
Awareness of  YeS 21(38.9%) 21(34.4%) 82(41.4%) 124(39.6%) 1000
customized Normal 25(46.3%) 34(55.7%) 83(41.9%) 142(45.4%) ( 20 5
cosmetics No 8(14.8%) 6(9.8%) 33(16.7%) 47(15.0%)
Online advertising 18(33.3%) 18(29.5%) 98(49.5%) 134(42.8%)
Kk
Product route Solicitation of acquaintances 18(33.3%) 17(27.9%) 57(28.8%) 92(29.4%) 1‘:' (1)(3);)
Etc 18(33.3%) 26(42.6%) 43(21.7%) 87(27.8%)
Specialty store 6(11.1%) 11(18.0%) 62(31.3%) 79(25.2%)
Place of Onlin 29(53.7%) 27(44.3%) 89(44.9%) 145(46.3%) 134375
purchase N e =70 70 e (.009)
Other stores 19(35.2%) 23(37.7%) 47(23.7%) 89(28.4%)
Purchase New purchase & plan to use 28(51.9%) 38(62.3%) 130(65.7%) 196(62.6%)
experience & ponurchase & use plan 22(40.7%) 18(29.5%) 44(22.2%) 84(26.8%) 8.205
purchase (.084)
intention Not going to use 4(7.4%) 5(8.2%) 24(12.1%) 33(10.5%)
Total 54(100.0%) 61(100.0%) 198(100.0%) 313(100.0%)
#* p<.01

(319), 82.1%(467), 85.6%(149%)Z 7F3 Eo]
IEF ols7t ARUHESH tHE o] R B S

ol EA ueht Ael7b EAlske AL & & AAT=
16.949, p<.01). =8, vl & o] § =] Bl =g Aun
H, ZE sHolA] ol 5 7247} 74.0%(378), 60.7%(349),

53.4%(93%)= 71 ol SHIAUA, thE ol o] AE o]

0}9} ﬁ%ﬂ% ZHT} 5 &
T AATH= 6.893, p<.05).

o) 1

2k Hl&o] w7 YRt 2tol 7t

3) dEof ME AEHETFS I =2

f M=
AZstelo) me REYsgEe) el B

Table 14. Recognition of Brand and Use in Domestic and Foreign of Customized Cosmetics According to Final Education Level

Last educational level

Division - Total X
>High school  Junior college < University 2
Yes 27(54.0%) 28(50.0%) 95(54.6%) 150(53.6%)
Brand Normal 19(38.0%) 25(44.6%) 56(32.2%) 100(35.7%) 4.962
awareness i o7 =70 e (:291)
No 4(8.0%) 3(5.4%) 23(13.2%) 30(10.7%)
Number of 3< 30(55.6%) 28(45.9%) 89(44.9%) 147(47.0%) 1.951
brands 4> 24(44.4%) 33(54.1%) 109(55.1%) 166(53.0%) (:377)
Positive 31(62.0%) 46(82.1%) 149(85.6%) 226(80.7%)
Brand Average 18(36.0%) 10(17.9%) 25(14.4%) 53(18.9%) 16.949%%
evaluation verag o7 - 4 " (.002)
Negative 1(2.0%) 0(0.0%) 0(0.0%) 1(0.4%)
Satisfied 36(72.0%) 41(73.2%) 115(66.1%) 192(68.6%)
Variety of 5 o " 5 4.841
options Average 14(28.0%) 15(26.8%) 52(29.9%) 81(28.9%) (304)
Dissatisfied 0(0.0%) 0(0.0%) 7(4.0%) 7(2.5%)
Whether domestic Yes 28(56.0%) 36(64.3%) 120(69.0%) 184(65.7%) 2961
brands are used No 22(44.0%) 20(35.7%) 54(31.0%) 96(34.3%) (:227)
Whether foreign Yes 13(26.0%) 22(39.3%) 81(46.6%) 116(41.4%) 6.893%
brands are used No 37(74.0%) 34(60.7%) 93(53.4%) 164(58.6%) (.032)
Total 50(100.0%) 56(100.0%) 174(100.0%) 280(100.0%)

* p<.05, ** p<.01
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Table 15. Recognition of Brand and Expectation Level in Domestic and Foreign of Customized Cosmetics According to Final Education Level

o Last educational level Total 7
Division -
=High school  Junior college < University Total (12)
Price 15(53.6%) 15(41.7%) 59(49.2%) 89(48.4%)
Reasons for choosing . o o o 49 1.590
a domestic brand Brand belief 8(28.6%) 11(30.6%) 30(25.0%) (26.6%) (811)
Technology marketing 5(17.9%) 10(27.8%) 31(25.8%) 46(25.0%)
Expectations of Expectation 23(82.1%) 32(88.9%) 116(96.7%) 171(92.9%) 8.409%
domestic brands Average 5(17.9%) 4(11.1%) 4(3.3%) 13(7.1%) (.015)
Total 28(100.0%) 36(100.0%) 120(100.0%) 184(100.0%)
Price 4(30.8%) 8(36.4%) 34(42.0%) 46(39.7%)
Reasons for choosing - o o N o 2.794
a foreign brand Brand belief 7(53.8%) 8(36.4%) 25(30.9%) 40(34.5%) (593)
Technology marketing 2(15.4%) 6(27.3%) 22(27.2%) 30(25.9%)
Expectations of Expectation 13(100.0%) 21(95.5%) 76(93.8%) 110(94.8%) 892
foreign brands Average 0(0.0%) 1(4.5%) 5(6.2%) 6(5.2%) (.640)
Total 13(100.0%) 22(100.0%) 81(100.0%) 116(100.0%)
*p<.05
71 =S A A3K(Table 15), R5FsPdEe] =l &l gollA olo|7F glom, o]e] 43 A dolromM uis
= 710 HreollA HFst ol whe froln|gh xol7t SAsl FSPEE Al 2435E A% W e A At S R
X

tHyl= 8.409, p<.05). BE oA 7|°S 7}7} 82. 1%(23
), 88.9%(328), 96.7%(116%)Z 714 Bo] SHalx
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