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Abstract

Most companies are achieving economic benefits by producing products in the form of bi-national
products, but there are also negative consequences such as reduced brand power, so strategic
bi-national product planning and branding is essential. In order to actively reflect these practical
needs, this study conducted a comprehensive and easy-to-generalize evaluation of Bi-national
products that has been somewhat underdeveloped in previous studies.

To this end, the selection and evaluation criteria of the products to be investigated were
differentiated. This is to classify the products by place of use and the purpose of use so that the
majority of bi-national products can be included, and then use the combination to derive the specific
products to be evaluated for bi-national products. The evaluation of the product identified the
phenomenon of psychological conflict among consumers due to the country of origin discrepancy at
the level of decreasing brand authenticity. The above research design is an evaluation method that
can encompass bi-national products as a whole, rather than an evaluation of a specific product or
product line that is mainly reported in previous studies, and it is also very easy to apply to practice
because it allows us to more carefully identify changes in psychological attitudes.
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1. N2

B AA] A FE(bi-national products or
multi-national products)< &3t FAA7Hg
AA S 3l SGdF77E obd oy 7t
oAl AF At TAHLS BLFoEZH e
A|ZF8F © 1 (Hamzaoui and Merunka, 2006),
e A&EHor vills WAL FAE
2} 3= GA g AlFolv kel S0 Al
Fo5 AQsld dlFEE AFEo] S3diA
Fe2 AL e FAolth

B AMA AET #AE 7] AFELS
F2 Y2 (country of origin: COO) AT+l A]
03T, BEEAAA] AlFdA coos &
2} (single dimension)¢] 7Hdo| o}yz} thaf
A2 AA(multi-dimensional nature)S A|W17]
o ATAEE B YAEX|(Batra et al, 2000),
gxlel  YAkx(Hamzaoui and Merunka,
20006), AZF YAFA(Hamzaoui et al,, 2011), Z&
H Y2EA|(Chao, 2001) T 314 HAHA] 748
Zrof| W2 AFHI &Y AFS 7EE
st olde AFENA FE R e 9
A FA F e YA B X (country of
origin discrepancy) ¥ olfFEo|tt, YA
BUA] olfre AHAEY EFUAA AE H
7holl w9 ZFashk oJAH Thajoln, 4H|dYF
o] WS A4 4 e T2 2ew H
7}=o] $kt}(Chen et al., 2020; Coffey and
Kabadayi, 2020; Hamzaoui and Merunka,
20006; Johnson et al,, 2016).

azke] AFEo] drtAA R ] BURo &
Sk TheFst AFAAES Bugo 2N SHEA,
724 7198 & 23 QAR ol A7 A E v}

& vREeaL o AAE B kA SRR 9
o]

QAL ATAT 2AFS A
2 dgoR BYUNA AFES

dAd, dMg] 2=l Zglth(Prada)s}
"1 (Miu Miu)¢] Bl A7 (Arora et al.,
2015), HWA|=Z4F Sony TVE thdoz g A
(Hui and Zhou, 2003), 4utA <l A= T

8l 917 (Chen et al., 2020), AFExFS} TVl o)
3t H7}(Hamzaoui and Merunka, 2006) 5]
OREelt} oPFe] AFEL AFAEe] A4
o] ATFHH | Bste EFUMA AFES
kel ooz AHFeeH d ATl
st olafellE 71dst virk Ak skl 3
Aqk B3] AFES EZSAY At
o2 ofFfsled EeS = F U ZUdd
o] Ajtolu} AFEAT} HFsle] AFE oL
Al oA Bt HFA] BEFUAA AFe
7180l BAlgS & 4 gXol dig FA
&

L. T
Zlolal @2l tijbeS AAehE Hl e
il

b 2 A7 gk BEAA) AE
o] 8 & Y=% Bt
©
Fof o =g Folm A St PAHOw
SR, B AL TA A Be
g B R BRSIA S WA ALg
ol A% Holt A AkolN F2 AbgH
AEEH} T3z hFSA B
AFoR TEsnA Fh Ry AFES

o F 74Ale] Abg el oJs) FEE 4 9]

w2 ne

F

2 o

st A d5A)e] 44
ANAFE AFAA? T2 /MR, Aopdd
AFEH EA7E R49 2 %]
SAAFE AFAA
ALg EBA ol o3t A3
TR AEFS TTAZ F U} o] F AL
A9} AME HZ e
ste BEUMA] AFTES &3kl stk
olgfdt AFAEAIE Uitk EFUAA AFS
AT 3 duksia 7| vl E7-4 o)
710l ATATe] AR Hgo] Lo|& F gt
EA4, YA LA AFoM = AT
FEo] wlg Tk R0l girf. 1ztke]
ATELS Bie iR I7ke} Al z2=m7) o
HFHEA] &2 AgoldhA]? e HWE YikK]
I7ke} Azl Aol A9, AzFTIrY] T
ol e} 3 IVES vugoEH 53
A AEe] e Fste] ghth(Arora et



al., 2015; Chao, 2001; Hui and Zhou, 2003;
Srinivasan et al,, 2004), 2 7= A|x=9]
oS yjulo g BerAlx] A|z=e 1L£HE}
o, o|& A AT BFAMHA AFE IFE
o digisted vl Ao mA AFE] 42}
Az ojgpel zgel e A B &
Be AAHeR Annig
AR, TE BYANA AFe] Hrle
2 A 4 0, P ol ol B e
s sjebste] g} & Aol ol
S5o) opd 2ulAEe) Qe
45 g ur Al 548 4 ole
AhE BReaA e ot nas 17
(brand authenticity) 2 2 53X HI;=Z X<&
oz Adshs Fag JlFoz we e
wopolq tieal @eEel o gl
(Bendix, 1992; Girardin and Grohmann,
2015; Goldman and Papson, 1996; Kennick,
1995; Morhart et al,, 2015), BalE AL
BE A9 Az Ak o2 2
Pl 2045 Hr et =, AdAHR
9] B-A=](country of origin d1screp<1ncy)°ﬂ u}
& zlAEe] Aeld ARge mshsl shet
@ 5 ol BTN G8e @ Aoe oA,
H o= o]/\l-,] AFEAE nigto 2 Ht
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2l w}% Aam AR
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1. SEEUXIHZI HLA
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AE ) 7o) haA) Ueptet olg ¥l
AFA] A|#(bi-national products or multi-national
products)o]gta g} (Chao, 2001; Hamzaoui
et al., 2011).

HToll= offF Bzt ofyel ALEF,
TVAAE 5 tivks Algeol BEUMA AlFL

Ag)\}g,] o] @) 1:::1 i@-_o(}\ ;q xﬂ;ﬁi_ /\gzx]-_.
Zh=ol] 2Alg 7150 A 3 s
Stisks ZAstaL ok, Ao #4lNkE g
i wokellM = ELbA] Aol %ﬂrff} ATE
o] A&HIL glon ol AFES FE At
A B FdA o wkE Xﬂwﬂﬂ‘% 2R F
o 2Ho] wEolA Qlth(Arora et al,, 2015;
Chao, 2001; Chen et al,, 2020; Coffey and
Kabadayi, 2020; Ha-Brookshire, 2012;
Hamzaoui and Merunka 2006; Hamzaoui et
al,, 2011; Hui and Zhou, 2004; Johnson et
al,, 2016; Lim and O' Cass, 2001; Srinivasan
et al,, 2004) < Table 1>,

TFAAeR AHKEE, Chao(2001)= 1=
A ZRE AE F vIRY RES LS A
o WA I RES AL AnT o $5
2ol 2u)7 BEut T ow2 A4S A
S3FATE. Hui and Zhou(2003)« B M= A4k
Ay e el Sojolx Axke AE
71l Slef, BRI= A ke Al 1
= Ae] e AFET U

7vEg ZA1eITh. Srinivasan et al,(2004)%
M=ol ik AFol Aol A Arked
AFEG S B AL, Bade
AZl=A Agata ik EFda 58
3= Ao] HuliAkEddA Fralgh A AL A
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I3} Arora et al (2015)2 Mg BA= =
2 h(Prada)e} P97 ¢-Miu Miu)2] BH= 9
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Wsusie, 1% s, WAel AHo e %

S Bl Zejriyh WAo] v nen]e-n
ot B AFLZ Qg B0 Hrt
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%/ (ambiguity) Z]Zto] 7RI Q1 Adgkel|
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Table 1. Studies of country of origin discrepancy

Product

Reference Main Finding Category Test
Chao Purchase intention is higher when the product
(2001) is assembled in the United States and U.S. Radio, TV ANOVA
parts are used than if Mexican parts are used
When COM information indicates that a
branded product is made in a country with a
Hui and Zhou less reputable image than that of the brand Television Regressio
(2004) origin, the information produces more negative sets n
effects on product evaluations for low equity
brands than high equity brands
Products made in a developing country are
Srinivasan et rated lower than those made in a developed _
al country and seller choose a developed Car Regressio
(200'4) country as the branding country, while deriving n
cost reductions by shifting manufacturing
facilities to developing countries
For products with status symbolic meanings
Hamzaoui and  (automobiles), consumers from emerging Automobiles, R .
Merunka countries are more sensitive to COD than for Television egressio
(2006) more private goods (television sets) for which sets n
COM and COM/product fit are important
Country macro images exert positive impacts
Hamzaoui et al. " twol important dimensions_ of brand equity, Cal_r,_
(2011) *  brand image and brand quality and country of Television SEM
manufacture (COM) images exert an impact on sets
brand quality
The effect of incongruence between COO and
COM images on purchase intentions depends
Arora et al. on the product type. When there is
(2015) incongruence between COO and COM, parent Luxury ANOVA
brands are preferred more than diffusion
brands
Consumers who are ambiguity intolerant prefer
COO fit, whereas evaluations made by Cell phone
Johnson et al.  consumers who are ambiguity tolerant are Waghin ’ ANOVA
(2016) unaffected by COO fit. And a lack of N9
: o machine
consistency between brand origin and country
of manufacture affects product evaluations
Consumers have the highest level of positive
Chen et al institut?olnal perceptions, pur_chase pr_eference
(2020) ’ and willingness to pay a price premium when Food ANOVA
BO and COM are congruent and associated
with an institutionally developed country
Consumers' trusting beliefs have a significant
Coffey and _mode_rating ef_fect on COM/COB and purchase _ _
Kabadayi intention relationships. Benevolence and Clothing Regressio
(2020) integrity beliefs about a brand were lessen the brand n

effect of negative COM image on purchase
intention
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2. MK 2R} BHHE TIEY
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Z2 <l2(Hamzaoui and Merunka, 20006;
Johnson et al., 2016), 71l 2]%=(Arora et al,,
2015; Chao, 2001; Chen et al., 2020; Coffey
and Kabadayi, 2020), 7% 3% (Han, 2010;
Hwang and Kim, 2002; Sharma, 2011) 522
sefsle] gt B ATANE Igte] 4TS
ol EeHo] $ wEol o HAstw
ol sl shsel, AT Ao
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2 AP AL 5
Bheict. ol whAE, A
N Fasl dTEn
(brand authenticity)2] 7}
e At Mo A9AE
Fod fdoz 54 HA=E Addle $8
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Al 2= Zigh(Prada)9t v]$-1]-$-(Miu
Miu)e] BRHE A3FA]9} Al 234 EdA] o
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Fig. 1. Research Model

Country of Origin Fit

CcoM Brand Typology

| Publicly Consumed Luxury ‘

‘ Developed Country |

X | Privately Consumed Luxury ‘ [

4 Decreasing Brand Authenticity

| Publicly Consumed Necessity ‘

| Undeveloped Country |

| Privately Consumed Necessity |

2 Holo] XA ®rh(Amatulli et al., 2015;
Bearden and Etzel, 1982).
upgel TR s BMe AFS] 44
o] &8zl FZALA]A(publicly consumed
luxury) o Hdh, BHE A=molt ofF T Al
o g FHT A A9 AR
S5 ol B2l B AT T
o] 7kl BAE AAHEE US FaAS
ghok FAAA Aol = 2140 Aol
Aol A%, e AFFEG LU A
24 BAGol Ug A ol At BE
AP AR A (privately consumed luxury) Oﬂ/\iv]_
AR AR BUx|Ho=w ¢l3F A= 1A
dol F&E AZo] dojubA|wt, 2 Aol 3lo]
A FHARAZE APAR A B ZA] et
th A Al AR BalE XG4 Q12
of Rzl FH A= AHHA R BH= AA|
S S A8 wlE-o|th(Kang et dl , 2014).
SHH, B3] AFo 2 v 0111 AR A
= Azx=el 544 wet AeA 2HEe] A
_J} s & Aot &, TATAA AL A
F2 443 %Oﬂfﬂ /‘3 H AFET E 1A
A AF H=rF FAAE oAX7)F Bon, kA
Edxo] 3] AuEH=  AH|AHambiguity
tolerance) Bt} QIWEtA] Esk  AH|xf
(ambiguity intolerance)E°] °o|& H<L =7
A28k 4= 9Jt}(Johnson et al,, 2016; Tse and
Gorn, 1993). oA " AR Al lojA BA=
Ao = AL AEY BEA A Az

Discrepancy between
Brand Origin and COM

1
Wl Bt g S FHsA B

H3: A Aol 9ol BAE fakAleh A 2ol
2 A%, 2uA7} Azsie Bas 2l
Aol slee FAZFAN ABEE T
AR A} A 2 AT Ak AL
ANA AT A DA e Aol

e vkeh o] AFA M e FUA]
o] Bz Qg A2 Edde dofd
T Ak 7], Ble AR EG Ai)e
ol "olAl= It AitEs B9, A
ol Artsls 7-guo F20 gk 24l
o] WolA|7 =}, tirt, ARIA ol wlsh B&2

AN DA BAAZ 15 el ARG
o Ze Ve olfri tiie] 4@us
7k A vl iAo 2 o) A
whold). e, AF 546l W 24
BRF] Aut gebd o, dEel B
VA el7) e Ao 2 GY 3
Tl A%, FAA vhol7] Aol Ab=]
wqs et o ﬂT o & ol
AE A BN QA s 2uRE)
Aol tr=7] et

FBALANA 2v) e AT 24 2
S4F, A A9 54 FET £ Qe WA
2 &30, F2AAL A, T

Al RS Sl Aelshs AH U
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Table 2. Research Design

Country of Developed Undeveloped
EET ity Bl Origin Country Country
PUbliClK Consumed Hermés bag France Italy Mauritius
uxury
Publicly Consumed ;
Necessity ADIDAS shoes Germany England Thailand
Privately Consumed SAMSUNG .
Luxury Micro-LED TV Korea USA India
Privately Consumed .PHILIPS Netherlands USA Vietnam
Necessity light bulb

Z7} ZF8k7)oll(Amatulli et al,, 2015) YrHA] &
dA] ZF2 FAAR] AFAE sl AF A ol
Z bl §loh, ol A HAll lojx] B
= 17349 f& A2 AFe 54 € A=
o] A7)e TEe| Aold o) thEA
7)o g3 e yHE e st} i)

Ha: Aol glo] male Qa|s) Az
£ A%, 28Rk Adske BaE
Aol Aee FATAN AAE A2

SA} A1 2 Ao AR AL
A7k 74 2 derd Aol

r

2o

olde) HRES wigoR B ATE (Fig
D3} 2e ATEEE ANSLA H

1. g+ 24

1) SRFRAX] BIHHy MY

BPAAA AF] QA BUH) e A
WA setst] 9is) ket ol Bk v
AFTES DS A, B B AF
Fe BE AFe] £ P & JEs AF

o) AbE B2 % ALE B met TR,
AFE e ARG} BERRIN 2 2
ol AFETFOE THEH3F A A(private

consumption product)2} A (public consumption

produc) & VAT, HEgH AR 542 A&
Z Yz7} F7F He "5A(necessity) 2} FA]
2 Yzr} ZFzEe AR A Juxury goods) 2
ERogt. ol5e 2He HE AN Bl
N A8 Y=g 3FAAZ AFZAEES
A, privately consumed necessity), A4
A AMZH &5 AEAAA = AFTAHA
AL A, privately consumed luxury), &34

[SRe
oM Hg&H Y=g SFAAE AEFT(T4Z
Z=A, publicly consumed necessity), ZL2]il

T3geoNN BAAH BFE AEAA = AF
T(FZAFR| A, publicly consumed luxury) S

ekt

A, BEANA] Aol ArlEE Az
g 7Rt ® Aik=7ts el ol

= A= i) Az ko] Hls=skAY
T F7HAZ Azl A9l e =71
Az FAHE et olzle #EHe B
2 AAA] BUA| AFolME AzF7te] T
o2 ol EFII Q7] wjEolth(Iui and
Zhou,2003; Srinivasan et al,, 2004), & 4=
olte] W7t i AFE AR HAE 7o R
TAXH R FEFFFAEC] H7leHA 2 77
EAMA] AFTFES (Table 2) 9} 2] A|A|
st

SAAA A= AAATE sl o=
(Hermés) =& A1l or A4 o=
27F AEE olgeEol(AlE Adxl=h)el me
MRz F)E vl dd=o2 AAe
Act. FAIFAE AT 5YQl otk
(ADIDAS) A& A7gstglon dA) ofrfrkx

:



Table 3. Demographic Characteristics

Item Characteristics Frequency Ratio
Male 97 42.4%

Gender
Female 132 57.6%
20s 56 24.5%
30s 62 27.1%
Age 40s 47 20.5%
50s 43 18.8%
60s+ 21 9.1%
Students 23 10.0%
Private Company Employees 89 38.9%
Occupation Public Service Personnel 37 16.2%
Self Employed 58 25.3%
Homemaker 22 9.6%
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2 LED TVE W53 dtjololla] =&
u FEAE] Hrletes AT Ak
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gk #Ajo] T SHAETS UgoR AA
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g}o}slz] $18 Napoli et al.(2014)2] SATF-o)|A]
gg® nl= A4 FE = 1) the brand
is trustworthy, 2) the brand is competent, 3)
the brand is honest, 4) confidence in the
quality of the brand 59 A& o]&3}%t}.
Z, B A= v 1A o] oF3K(decreasing
brand authenticity)E& 3}e}staa}  1337] 0l
Napoli et al.(2014)9] A& 55 83t o
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2 273kt
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Table 4. Difference in Decreasing Brand Authenticity of COM

Country of Mean L
Manufacture B Difference =
Developed
2.407(.385)
Country ~0.740 ~21.387"
Undeveloped Country 3.147(.355)
Notes: *p¢0.01, ( )=SD
Table 5. Difference in Decreasing Brand Authenticity of Product Category
Mean
Product Category Mean Difference T-Value
Luxury 3.061(.291)
0.569 16.966"
Necessity 2.492(.416)
Notes: *p¢0.01, ( )=SD
(42.4%), A7} 1329(57.6%) =FAIFaL 9] 2she AL oujgitt. o]}l As A= Al
Aot ARE=R 20th7} 5678(24.5%), 30tH7f o] ik o] Bl YLHA R dgd
06278(27.1%), 40th7} 4778(20.5%), 50t~} 43 Je BE vs FAHeE Y AFS Ft
H(18.8%) &9 ¥XE Hola k. AP gt o217} It 71Ee] AFEFH(Chinen et
25 A 897H(38.9%), X}oﬂod 58 al., 2000; Hui and Zhou, 2003; Srinivasan et
(25.3%), F5 379(16.2%) 59| o= al,, 2004; Tse and Gorn, 1993) 4X| ¥ A=

ERsit.

xﬂiil«l
(Table 2) oA AA|H vle} Zo] Az ¢
= A=e OI%EIO}, d=, wl=lAl X
AFolm FX=2 RE|Mx, =, Ao}, o
Etollx A%t % AEo 2 A3kt

A AR, AzlmeA] A AlFe] B
= AAA oksl e 2 4070|W, TRT A
e AEL2 314782 F F7) 7ke] Fojv)e
zpol7} Q= Ao R UEhyTE o)ite] Ade
B3R AFol gk amjapEe] 2

Tt ARERT 324 AE o) g
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ol HFULA AlFo] FxITellA Ak
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¢
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[ S |1/
Z it XN oo Y

Hol& Ao= 7P 12 AAHAU

s, BN AEe 420 me Bl
= 094 ok AE skl s B
2R A Fo] AR A Y wel HFAY W2
o] HHIEE ¢ AAS AT Table 5). A}
AR maae) ozus A, B 4
A(SAMSUNG) wlo|=LE LED TVE H7} thAt
oz WA, A 5ol ofrir
A, digekee] BRs ATE WAl
(Table 2).

A% A, BEFAA AlFo] ARRIAR] A
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A W 2.4928 F He 7ke] frejwlgt zhe]
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Table 6. Difference in Decreasing Brand Authenticity of Luxury Goods (n=229)
Brand Typology
Country of Publicly Privately Mean Std.Error Si
Manufacture Consumed Consumed Difference Difference 9
Luxury Luxury
Developed 2.420 2.783 _
Country (0.629) (0.593) 0.363 0.036 -
Undeveloped 3.522 3.514 0.008 ~0.020 ’
Country (0.572) (0.592) : :
Multiple Comparison: the difference in decreasing brand authenticity
of bi—national products
Group Brand Typology Mean SD Sig. F Scheffe
Undeveloped Country and
A Publicly Consumed Luxury 3.522 0.572
Hermés bag(Mauritius)
Undeveloped Country and
B Privately Consumed Luxury 3.514 0.592 AYC, D
SAMSUNG TW(India,
(ind) w10 BED
Developed Country and C>D
C Privately Consumed Luxury 2.783 0.593
SAMSUNG TWUSA)
Developed Country and
D Publicly Consumed Luxury 2.420 0.629
Hermés bag(ltaly)
£ 71& A7 (Arora et al,, 2015)¢} H]5=3E o B(3.514), He C(2.783), F& D(2.420) &=

?ﬁﬂri/\i 71 2 A A==},

S0 2 AL A ol A A Zz= A|E EA
we Bale 094 okst Aolg Awn) ¢
M AAA Alz= AE 242t 3
SFaL o] % ofrbe] TS E3f 47H @r/]-_o_ ==
39Uk (Table 6). 223 47]9 AL A
RA=AF FZ AR A (Hermés bag, Mauritius Xﬂ
£), B) T3 APARA A (SAMSUNG TV,
India A=), © HAAZ2A  AHAXA
(SAMSUNG o] S.2 LED TV, USA #2), D)
AX=AE FHAX Al (Hermés bag, Italy A =2)
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ERCA

Tf
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U A] FAREA AR, ARXA ] o]
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Table 7. Difference in Decreasing Brand Authenticity of Necessity (n=229)
Brand Typology
Country of Publicly Privately Mean Std.Error Si
Manufacture Consumed Consumed  Difference Difference 9
Necessity Necessity
Developed 2.283 2.138 _
Country (0.637) (0.751) 0.145 0.114 -
Undeveloped 2.807 2.141 _ '
Country (0.652) (0.689) 0.066 0.087
Multiple Comparison: the difference in decreasing brand authenticity
of bi—national products
Group Brand Typology Mean SD Sig. F Scheffe
Undeveloped Country and
A Publicly Consumed Necessity 2.807 0.652
ADIDAS shoes(Thailand)
Undeveloped Country and
B Privately Consumed Necessity 2.7141 0.689
PHILIPS light bulb(Vietnam,
ont bulbVienar) o0 s NGD
Developed Country and Publicly BYC, D
C Consumed Necessity 2.283 0.637
ADIDAS shoes(England)
Developed Country and Privately
D Consumed Necessity 2.138 0.751
PHILIPS light bulb(USA)
npAeto g AR ela AT AE 543 B(2.741), & €(2.283), Fd D(2.138) =2
o uhe Bl 294 o Jolg AFIHY 2 uehdth F, FAFA THAEAL A
o} ol 93l A Ax= AF 5895 vt E2 Bs A ot Azbe Bylen, A
For o) W FESAITuble 7). 35 A AHBRA ) A9 BA= AP o)

" wle Hee A) FHFA FHERA
(ADIDAS shoes, Thailand A|%), B) 3 Z=-Ak
A A4 A (PHILIPS light bulb, Vietnam A
x), O) Axl=it F4HFA(ADIDAS shoes,
England #AZ%), D) A2k AbEIEA
(PHILIPS light bulb, USA A|Z)o]t}, o|% 3
FAA BARE A4 ofs) J1AFES Jd
HE2 washr]  $s d9uA A
(one-way ANOVA)E 2A]3}ic}

AL x] AN A, HFA Qlo] &
TR AEZ=T AF 5 e BA=
X747 oFs} A Zto] BAK R Fo|n|dh 2ol
M= A E YEPITHE=53.994, p<.01). B
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=

A= A=
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ol PEdof = AA7F HATHKang et ojtt, FollA =2t Hol&= AlFo] o]hold
al., 2014). FZHA XA ANA] B4R AlF<] GAYAA] 2 ARFA AtEE W o
Aode] FFae A ol7)d Wi 2lF3HA B 5 349 HEE Hol7]d o] =3t V|FE
W= AZS 77kl & Ao = AddEn o] A=Al M thte] Hasictal 44l
npAEte 2 Aol oMz HehAikA| o B AFE ApEA AFEAE B3 dat
AZZH AF 540 2 Bls A <F A BAR| @l w2 2u|A} 45 A4S A
37t dojykon, X4 3SR 7 oz theFst A =TS 3 4AE
2 BlE JHgA ofstE BEYh d4A] e Folal A l= AAFAENA AAHA A|A}
A5 AR Aol b3 F Ao BEEAAEA] A HES AT AoZ ARG, ofgd B o
Fo] Bi=" vt ddid o s HA et TolA vA AAISEA EeF oheet dHESH
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