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Fig. 1. Definition of BAOMAI in this Study
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A, Bi7rAd, 352, A7) vhente]
o] XjZtH 7hA o g BAE 7R AAS
FEHHD, ol& vhevtold tis| *alfl"i—“ﬂ
AT} =8 Astoa] dukA el wlA|ElE A0k
ToEA 7k BAS TR AAse 7/\ <)
u|7} ke fddolAfoltt, FAlol £ A<
Fo ATFAN SHHFA e 2n) g vl
sule] AA g9 7 BAIE s 2F 9
T4 HEEE ZA 5 (control
variable) 241 eJn|& & 5 9l Aol

Eole

2. G+7H2 288

A AA L 7154 AP o|2HE HAY
st A2 A5 2 A48 AP LHAE
AFY AG"E 7HAE =4 sk 8ol
(Steenkamp and Geyskens, 2006), A|Z7}X]
of tigk S3FAR QA FEL wAR TS
theFgt A" AZdE dFE #erh(Yoon
Tae H-Wan and Hyoung Do-Yun, 2008).
Yoo, Park and Maclnnis (1998)& wrE&282-

wig o Aol 25, AlEe] 1A, dviabe e

/ﬂﬂ]i7 o & /\13])\ e ) g,]‘] e
A, e 2917 B avAEe) £7e §
gela HEHow FulgEe] A48 xS
7 eka Sich AAEE ARG S
A 2v|Re] 2t 74, 1A, A3E 2 #
Al o] x34E olFH %‘Zﬂﬂ Ad o] =]

31(Schmitt, 1999), 0]
A X4 75 #

FIHOZ AH|AE
Z3}7 gk (Holbrook,

i

1996).

HAE S Z= BFAES dAHEY B
FARZ A=A, AES 714 FelA 7154
721 g gt J47}9Jr AR REETFo] =olA]

I (Kim Gha-Ryong and Yhang Wii-Joo,
2008), <1 5 Solg AAFI LR T
e v REZE Q= An|AteA Aol EY
9] o8 (Wicklund & Gollwitzer, 1982)& 3}
ol AFY £FE T MY s F
AAIZITH(Hwang  Hee-joong  and  Kim
Bo-Kyung, 2008). WA £9x= o] Heol 2t
hatel wAITel FARZ, AHAE9, AR
A, WAE 92 B0l 5 WAl v
Y2E AJgtste] & Zeltt. olef Ayt

A

Elg] A~
o 1
o] 3 HA 7S vhe 3 o] A

HI: BARe) n e et F2a3e] vhe.
nho] Azt 7bx| (7155 /2Hd A/
el el dF



2Rl dF o] an|aEdE Jhle] W
Al FulaE, &0, ¥al W ofuz} Bl ¢
A, BAA - ALEH ERE T o A7EA
Wkd3loh(Shim and Kotsiopulos, 1992). o=
TulE7], AR, AR F AR 5 4]
=9 Aulst= Azle} P9 st 017516L
A&go 2 Yehdth(Kim Dong-Ho, 1996).
L] s ge A1R1S) AT RS
7IREo. 2 el the BieE FAskar AEe]
T, ARSI 28 AR § A9
o 719l =53 Ysadolzt FoF 4 St
A Azhd ZRAE 2Rt s AlEe] 713
H|-& = A &g 714 tin]ete] Fulgt A
Folut Au|ze gk Akl Hrhe it
(Bolton and Drew, 1991), &B|2}7} s 3FA|=
9] HAEFS vastels s AlFe] AE7t
2, EQ1g Fuleel S5 gujs) 953 F4
of digt A& F£F£& Ld(Bolton and
Lemon, 1999). BFQmfo] Am]/dgka} #|zke 7}
A 2 WS Be3 Lol FEGT) A7t
HRE A5 AR, AAH A, A1 4
5 FIAE vhestole] F2 71A2 Hels
=dl 2 27+ ot 2

AZtE M= 2Rk S BEdoer)
Al k= WAl QI o2 wigo X o] FET
e A S olFollls A A4t
215 =4 ket Qe A9t & & ok
(Rook, 1987). Babin et al, (1994)2 % nj
oF =t 71 7+ HEA ] thste] Bl S
o s =5 vk ok, wgk WAl A
Al 9l=e] ted AlES B3ts wl, A71¢]
A - v - olm| Ao} Figrh= A b4 €]

ST (Hwang
Bo-Kyung, 2008; Crawford and Melewar,
2009 247 10 27 WL
ST, e Wi Spsleld Foleks AL
B HAFel tig 34 7 E o

2

A}
o 254 9= =ML F J=
:—?’:
=
[€)

Hee-joong and Kim

ol

N= =

oju] WA lA Arfet= e
?——l tigTuel e #EE<l
AHE BE7|=dY/(Gerry and
Melewar, 2003; Weinberg and Gottwalt,
= zulke] Algl ol of2l shAe]

fo 1o afu Ho oy
S, O
o[rl o >

FEUFA] BAR vhento] A acld gt

Azds 209

A A & BAES E2, AT 52
ek 754 A8 B B Bl
o % 5 itk Wigel k) AEe A
How 71%d Sl the Aukulge] 24
7F AFEYE 7l HlA -4k, HA g
Feka Agow AF AAE A2 7]
A 715 S % e Bk ad
o= Aen. AAEE Tl 24
& Zoll A (Vigneron and Johnson, 1999), JJr
/‘]—r:r“‘é ZeRAbE WA A HE sk AL

2
HA

F 9 AES AE S A Azshe
A3 ROl olEE AXF £5E E A
ol AAFS] £4, & WEL, ey, Telo]
P, 99, A 5L 2R3 AR F
2 A s AFel Y] whEolTHRhee

Young-Ju, 2010), wEbA] dejds F dA ¥
A elghe F3teA AAES tishke S5
sl vheriel 24T Pl o 3
el digk 75 H/A88/AE A 1 AE T

Hog =A Hrletr] wiEolzta 7hFs ]-u:]

oell gk 7S vt 2ol A

J

H2 FRege) 2/ F A/ AL b
g uhentole] Azhe A1/

T
H]
HAH/ARH ZRAD el A(+) ] dFe T
2

Aot viAEAAE £ F ¥Rk A%
74| of vbEeo tigk AgFAl, wEgk Azt
7HA7F A&HR] FulgE o R o]tk
TRl dial ofn] vare] AEo]l A
). o9& £W, Lee Choong-Ki, Kim Hong-Mi
and Ahn Dae-Hee (2008)= YEHFAHS o
Aoz Rzt 71x|7F aerEe S 1| X]
= 89198 &<l aL, Kim Pan-Young and
Kim Moon-Sung (2011)2 &s§xu]2of ot
B0 A7E 7)5A /AR /ALE A A=
IAREE frodk Wavh HE AFskelth
Yoon Tae-Hwan and Do-Yun Hyoung (2008)
Zn|Rbe] AL FAEE A F
B 9% as e s, ol £ 3
AR el ) SN dEe o,
EL JATIAE 7h 2vlAs SRR ol

e it e
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Fig. 2. Research Modeling
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gt AT AT FolS ettt 4]
b FAZ E ThE JFF8 4 F skl 4]
Zpe] Full ¥ EEs 3790 Auxke] g
=E A3}to](Oliver, 1980) AF2le] zj+tul 2
A A thE Al gk PR s
o]o]xt}(Jeon Hyeong-Jin, Park Si-Sa and
Chul Jeong, 2011), LS AFAle] vhEZ o]
£ 2 AFuf 71543 (Gremler, 1995)% oz}
_71':%/\]"3'01]7‘” ]_J_X—] [ R= ;(}/\]9] 7:]349] =L ‘]7(—]
A3} 7F543(Chi and Qu, 2008)7}A] E3tsl=
ZHAIER ] A2 A Eeka 8 4 gtk

vl utolof gt FxAFA Y WEHE 4
T 9o} 22 vt nHAE E= ATt 3A
24 ¢k& Aot} BidME (Fig. 2) A {
u}Q wjo] 5149] EXHFRA vfQnto] A%
A S-S At A2 79k AT 7
A= ?*30}9\1‘:} o1& EA3l7] gk £
o] Al A /M2 o3

erceivedValues
of BAOMAI
Functional Values
* SocialValues

Emotional Values

[Decision Chain of BAOMAI] )

Loyalty of BAOMAI

H3: £5 g7e] vhentole] A7)
wlorto] FAEH H(+e] YFL v

Zoltt.,

=Hd ]
V. 2324 { 24

1. 5=

e AFEH tde] He BEe dEx
A}E B3 A5kt AERARE 20179 49

AHE 4L30L7HA] WAES o83 T &
J/]—7H __o_ T/H)\]'O,‘?_ /\]/\]O]—Ofi % 216*1?‘% j—"':]")IZ

7]. O]l—_-_
fra é—F-': lf—'_ Akt é%"ﬁ:
FEIRAS ol8d 2R
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Table 1. Yearly Distributions of Sample Firms
Frequen— Percent-a Frequen- Percent-a
cy ge cy ge
Gender gggpping Hours per
Male 61 311 Below 1 hour 54 27.6
Female 135 68.9 1~2 hours 79 40.3
3~4 hours 45 23.0
Age (Year) Over 4 hours 18 9.2
18-25 86 439
26-35 64 327 (Sé‘;’lﬁgg‘g et
36-45 22 11.2 Below 3,000 64 3.7
46-55 19 9.7 3,000~4,999 48 245
Over 56 5 2.6 5,000~7,999 38 19.4
8,000~9,999 18 9.2
oy oo Over 10,000 28 143
2,000-2,999 35 17.9
3,000-4,999 31 15.8 numoer OOFI Visiting Duty
5,000-6,999 52 26.5 1 Time 19 9.7
7,000-9,999 38 19.4 2~3 Tims 64 3.7
Over 10,000 40 20.4 3~4 Times 28 14.3
Over 5 Times 85 433
Total 196 100 Total 196 100

2 2 E 2 (path analysis)S AAI3FICE A
7| A= SPSS 223 AMOS 23E AR5}t

HE JAFEAH 542 (Table 1)l 4
Zlat et S84 T 9442 135(68.9%), &
AL 61(31.1%) eI, P& F=2 18~25
A (43.9%)2F 26~35A4|(32.7%) o]t FuE-E&
YehlE €97 252 5,000~7,0009]¢t0]
26.5%, 7,000~10,000¢]¢Fo] 19.4%, 10,0004
oF o]ido] 20.4%0ltt. WAIH o8 HAES &
= H7 HAA o] &-3lFE 2~33]7F 32.7%, 3
~43]7} 14.3%, 53] o]’Fo] 43.3%0°|1L, 3}HF
WA o] AHAIZE 1~2 A7k 7 B
40.3%°]™ 1AIZF olalr} 27.6%, 3~4A1Xk0]
23.0%E AHASkaL .

Vigneron and Johnson

F BA= ZpA ol B 2u)ate] A

AAAE HAH AR, 84 4, A8l 7

A, BAA 74,

4 7 o2 dreki

t}, Holbrook (2005)& #|Z}7}x] =) sk
AT A% EA ] ol WA
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Table 2. Summary of Variables

Category of Variables

Measurement ltems of Variables

Previous Literatures

Marketing Mix of Duty—free

(1) Focus on performance and practicality of
products

(2) Considering country of origin, country of
manufacture of products

(3) Possibility of using simple payment
methods

(4) Possibility of using local currency for
payment

Kim Kwang—Geun,
Yeo Chang-Won,
Kim
Yong-Cheol(2007);
Sohn, Li-Hwa(2015),
Yoon, Jung-Hun
(2016); Jung

Shop — : — Joo-Won, Park
(5) Possibility of applying progressive discount Myung-Hee and
rates Cho So-Yeon
2010); Lee
(6) Possibility of applying discount coupons Ejhae)—Eun and Lee
(7) Ease of access to duty—free shop ZJ&;;K)yung
(8) Ease of pick-up method (service) of
duty—free shop
(9) Purchasing luxury goods to show off Koo, S ’
. (10) Purchasing luxury goods even if 00, Seung=riwe
Consplcuo_us exceeding income levels (2011); Lee
Consumption : - - - Chae—Eun and Lee
(11) Expressing social level by high-price Jin—Kyung (2011)
goods
(12) Impulse purchase for goods that are not
on planned shopping list
(13) Impulse purchase when accidentally Cho Ju-Eun (2012);
Consumption ~Impulsive discovering goods that suit my Yoo Yeg-Young
Orientations ~ Consumption hobbies/taste and Kim
(14) Impulse purchase when thinking that In-Sin(2018)
goods are unnecessary but match my
image
(15) Not separating necessary and
Un-planned unnecessary goods Lee Chae—Eun and
Consumption  (16) Not considering shopping budget Lee Jin—Kyung
(2011)
(17) Not preparing shopping list in advance
(18) Due to good quality of products Jeon Hyeong-Jin,
Park Si-Sa and
Functional ~ (19) Due to practicality of products Jeong Chul (2011),
Values i Sweeney and
Perceived (20) Due to reasonable price of products Soutar(2001)
V;Lugl\s/l A?f (21) Because sale staffs are kind and their Jeon Hyeong-Jin,
services are good Park Si-Sa and
Social Values Jeong Chul (2011);

(22) Because | like foreign local culture

Lee Ae-Joo and
Lee Sang-Gun
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(23) Because the products feel luxurious

(2012); Sweeney
and Soutar (2001)

(24) Because it enhances my image

Kim Ji-He, Kim
Hye—-Sun and Yoon

Emotional
Values

(25) Because people around me recommend it

Seol-Min (2012);
Lee Chae-Eun and

(26) Because it fits my image and social

dignity

Lee Jin—Kyung
(2011)

(27) | feel the need to do BAOMAI again

Kim Ji-He, Kim

(28) | feel proud of BAOMAI

Hye-Sun and Yoon
Seol-Min (2012);

Loyalty of BAOMAI

(29) | want to promote BAOMAI to others
through SNS

Jeon Hyeong-Jin,
Park Si-Sa and

(30) | seem to do BAOMAI continually for the

long time

Jeong Chul (2011)

Soutar (2001)& A, AL2A, F2//d7¢]
715# 7 A, 7VA/7 A 9] 715 7HA] 5 47
A Agoe suztel dwst BEe) B
& Ayt Fu ATME  Le
Sang-Goo and Hong Jae-Wook (2012)0] &]3}
e R o] v F TR E A
PH3, o147 AR, 2elm AAE Zvlsh B
& 754 A oz TR, Kim
Pan-Young and Kim Moon-Sung (2010)2 ]
218 A8 2ulAEe] AR Avkel A
T8 Aostal 7eA A, H3H A4, AH
A Ao g FEsHTh gk Whang Mee-Jin
(2014) A=A 74A), AAA 7HA), AHElA 7}
A, oletd 74 oz Fashe A} A
7+el 7h3)E daasic.

AERde fo T 5o veH JE &
fEo] AEEeS x5t (Table 2) 9f 2ol
T 715 A ZHAel dEiAs dEe
4, 484, 7% e/dS(eon Hyeong-Jin,
Park Si-Sa and Chul Jeong, 2011; Sweeney
and Soutar, 2001), 7424 71| thaij=
Qo] Anls, o2 dARet, FEY wF
28g oln|z] Fof tigk 7S (Kim Ji-He,

Kim Hye-Sun and Yoon Seol-Min, 2012; Lee
Chae-Fun and Lee Jin-Kyung, 2011), A}3] %]
7Ol A= olmlA] B, FHAbRe] F
A, AHEE A$] 5(eon, HyeongJin, Park
Si-Sa and Chul Jeong, 2011; Lee Ae-Joo and
Lee Sang-Gun, 2012; Sweeney and Soutar,
2000)& S8EF e vkttt
3H, »d ] &M (control variable)o]
3t & Q= vlAY R A (marketing mix)S7
geros e 2o 7t o) B vl
ok, A& (product) vRento] tide = 11
Fo A FELAST} g W, AFe
F25) Azsel hEAAE weletel AF
/A8 T AT, Alzm Ak 1y o
SO FAst AT 3k SEgA e vt
vko] Frulf A] AA] §oldE B K T vt
Ade 2 5 3htel 714 (price) THAX B
2, A=stE AR oF FoR, A=
(promotion)& LA AFdh= FRH el &
A& Ag, Il FE AHE 5o, fE(place)
< fre7ld B2 AF FEe F2A Akl
AA AT olAd, WAEY 78 B &ol
d ToR 747t 78t

o

e ol ¥@ ¢

oX,

to
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Fig. 3. Results

Marketing
Mix

0.67%**

Note: ‘p¢0.1, "p¢0.05, "'p<0.001.

3.

&) AF=E B4 0}7] 2gk Z2u}
3} &3} (Cronbach's Alpha) AlgE dutzlo g
2% FRrolgta & F Q= 07*0~ }elsh=
Z](Nunnally, 1978)5 ®.o5=aL Qlt}. & w7
")z F AFEAde 7hol 0.352 w|dstar 9}
on, Ful7tAL 65322 0.7 23kl 9l
ot ol Zb wiAIR = S (o] En} 4Psell
tal)g 247 27f EE e 2Rk S5t A2n)
3t GIAIFIE A vEhd e Z Bl 7t
4PsE TtelA| 9L 87lo] SAEFo R 2
AR 2E SZUS we Zaukst g
F7F 0.802.2 FFatdint. ¢4 B AF
< H3l HeBAFE(AVE: Average Variance
Extracted)®} 7R E A1 2] %= (CR: Construct
Reliability) & ©]-8-3}o] A H It} AVE gtol

0.74%*

0.92%**

Perceived Loyalty of

BAOMAI

Values of
BAOMAI

0.89***

AEESRH BizE A 242 0.37, 0.41=
el A= 71E3k 058 §3EA UM A
H L 2% 0.58 94 yelgthH(Fornell
and Larcker, 1981), E3F CRS 2E WHoj|A

£ F3sla o] BAH SHdA B 2y
o] g & LAVt fles & F Uth

2] HAFr FFo|A x°=362.877(df=334,
p=0.133), Q(¥*/d.f)=1.0862 AHAFFr+g =
Z(Q7IdS At lomn, GFI=0.901,
CFI=0,990, IFI=0.990, TLI=0.986, NFI=0.887

TE A7IES] 0.9 oS @AY ZFstaL
Qlt}. RMSEA=0.021% 0.08 ©]3}E Zgx o
PkeRely —’F%—% E‘ﬂ‘jr.

%91%—% AR u}%ﬁ 2o 2
& A A A, B oA
2o} whente] Az7hA) Zhel EEIF A%



Table 3. Estimates and Model Fits

IR WA vhento] ARS8 Tig

Azat 215

Const-
. Cronba-
Factor . Standardized ruct
Item Construct Loading Estimate Estimate S.E. C.R ch AVE Reliab
R ity
Pf/;ﬁi'(‘e’sed — Marketing Mix| - 0510 045 0165 2309% - - -
Perceived _ Consumption _ _ _ _
VaerS Orientations 0.232 0.744 0.056 4.128
Conspicuous __ Consumption _ _ _ _ _ _
Consumption Orientations 1.000 0.972
C'mp“'S'V?  Consumption | gg 0614 0078 6400 - - -
onsumption Orientations
Un-planned _ Consumption _ _ _ _
Consumption Orientations 0.019 0.023 0.070  0.270
Loyalty of Perceived _ _ _ _
A e 2.445 0886 0526 4.648
(1) — 0.625 1.000 0.479 - -
@ o~ Produet | o5 116 050 03% g4y %2 0369 05%
(3) — . 0.433 1.000 0.601 - -
(4 - e 058 1219 0669 0167 esg 00 0T 058
(5) — . 0.637 1.000 0.770 - -
,,,,,, 6~ omoton | oew o2 o7s0 o6 gy /o 067 0798
) - 0614 1.000 0.783 - -
(8) o~ Place 058 1116 08 04 fo7ip 8B 0763 086
(9) — . 0.677 1.000 0.769 - -
(10) - 882:%“33?1 0666  1.047 0776 0091 1155% 085 0575 0.802
(11),1—,p ,,,,,,,,, 0726 118 0858 0.0% 12463
(12) - ) 0.601 1.000 0.766 - -
(13) - Cé’:}‘g&‘f’j"ﬁon 0575 1.112 0.811 0.133 8348 0764 0613 0.8
R L R p 10608 1 1.0%6 08 0127 83110
(15) - 0.764  1.000 0.640 - -
(16) - gg‘nsﬂﬁ]”'}%dn 0.808 1234 0863 0472 7470 0752 0509 0.753
(17) — P 0758 0.946 0649 0123 7.705
(18) - . 049  1.000 0.821 - -
(19) - Fti;‘aclﬂg’;a' 0489  0.776 0694 0128 6079 0795 0726 0.887
N :\) R I 0544 0937 0869 | on4 820
(21) — . 0.692 1.000 0.677 - -
(22) - E?;tlzoega' 065%  1.178 0694 013 8656 0787 0508 0.756
N <) I e R I 0743 1217 0763 | 0131 934
(24) — 0.580 1.000 0.498 - -
(25) — Social Values| 0656  1.117 0554 0192 5809 0673 0344 0.609
(26) - 0.665  1.468 0.640 0237  6.189
(27) — 0.719 1.000 0.734 - -
(28) — Loyalty of | 0774 123 0.820 0.1  11.073
(9)  — BAOMAI | 0730 1064 0735 0408 9ges 0885 0.567 0.839
(30) — 0.756 1.263 0.792 0.118  10.671

Notes: x 2=362.877(df=334, p=0.133), Q(x 2/d.f.)=1.086, GFI=0.901, RMR=0.139, PGFI=0.647, NFI=0.887,
IFI=0.990, TLI=0.986, CFI=0.990, RMSEA=0.021

w5 2u 49 Az A 2

% 1% WE), A7HE T

0
3

o Mo
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0.89(FFF 1% T=) 5 AN AF &
Ho] i) 7PdH29F 7HdH30] BT A A HE
o+ 5 9t} o|2H Eaox] AAE ypHe 1
T AA = A Fig. 2 #a1). FAESe] g
ZJr S ek FAATE 7heks] A w3
A, nHAE 20 ST F A 2
Z=3t% o] FFsAF7F 2442 0.89, 0.98 502

0 6>E Hol AEY f5Ed v 24
R} AYHoR e WANE /M AoR
vebth, ey 2 248G 5 v
AgH zulE B AR
4 frolrEe NEs) 2t 2

(C.R 0,270, p=0.787).

V. 22 A AAE

AFPA A B AT AFFA FF
9] whovto) L% vhevtols)
e 3

o g whsrpelel 2 £ ﬂ*l?ﬂ ES
AR S5 gl wlal A &
1dere whovte] Zml el PAagloR
A EAH foe wEsA o
et weh Azadet e, 59
g o] A shevtols Belelor]
A S e WAL sPuche S 9

o}

as

VAKR=

N=—5

AH Etet FEH STl ol Ve
aEF A
23 (Fig, 2ol vhevte] v 4w

of 3t FeAFE Hjehe 7187 L)
F0.02)& FAIH 21)0.97)9 SEH 2]
(0.6D)° Hle) e FFeE Hola gt =
g nherto] Av gl wbM whewmtolE of
A7 k= wkertoldl g AA7HAE 71
2 7FA(0.37) Bk AHE]E ZE(1.0D)9} 234
7H21(0.92)7F DAl =7 vehtar 3}

oleld dsdN=E & o, WAHAN T

HFA ] vrertols AVRE Y AR 4
FEQ AA M o= HAH 2vgF FF
A 20 dgel] 2 9FE de & 5 Sl
H)A g 2n e el A 3 AT

A7t dkdElnia sle] $He|d JAEA o=
ZFEEE 9HA(Weinberg and Gottwalt, 1982),
TA A A0 257 Au|AdTe A
Gol B WA WA oA
2 I tH(Amos et al,, 2014), o]F
A TR ANA HARS FelA JAbEd
Hurhe= v|gte]d apdge] Auiske 5
olgl & 4 & Aol

st 74 119] e #HgE WHgo|ak B
AlZr8 o] AWM (control variable) 9gHe-
St A ] nAIE Y 2 Aol sk =

AAF F 55 Wi 2L BEBE AF

7} 47} 0.89, 0.98 To = H$- Fon FAH
Fo8(1% ol WEE)S whEska k.
Al vhewbolo] gk A|Zb7pA o=

0.45(5%2] %ﬁlﬂ FolaE 1) 384 o
Feg A ek, ol& sfAstd, WA
AR e whertolo] AA7EA o e
HAE A Wy 53] A B
FF vhertols FRee vHIRY AT
g 5 At o Hmlé! Zu| o] 71
At T2 rHAR Y 2| FFFS Wethal sk
(Stern, 1962), ¥]AI 82 2] 3%01 HAA
nperto] wARARRE APHon JFF
S H7|E w37 ol H}LU}OI Eulb
5749 7w Z-gsto] uperntolo] Azt
THAE Eole FEE Heltes dXe] 7
Aot

ojoll WA o] niAR = AFAelM AAH
< 71Estd v 2 wpeviolo) w3 vf
AR 2e npertele] AA7IAE FolBR,
A e vkevte] niA” el #AE 7

]

22 A= oF & Aol w3l =GN )
vl o nlo)= FZau|Ae] Au| S = FA|R/

ZZ=A /M)A 82 Agko] g FEIS o|ast
I ol2 ed vHARAES FHstolol &
Aofet. =3t H} nto] Az7pA= Al ok
2 Aol JFE vjAu o
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