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Abstract

Purpose: As more and more food franchise companies want to expand overseas, related research is becoming more and more necessary. This study aims
to examine the critical factors for successful overseas expansion according to the stages of overseas expansion, derive vital associations, and examine the
success factors of overseas expansion through semantic network analysis. Research Design, Data, and Methodology: This study conducted in-depth
interviews with three food franchise companies that have experienced overseas expansion and conducted semantic network analysis among crucial
associations. The semantic network analysis was conducted using the Textom program. Results: Based on the results of the in-depth interview analysis,
the factors considered when expanding overseas were categorized as 1) standardization and localization strategies of overseas franchisees, 2) physical
environment of overseas franchisees, 3) entry types of overseas franchisees, 4) constraints of overseas franchisees, and 5) success criteria of overseas
franchisees. The semantic network analysis based on the corresponding keywords showed that the importance of local partners is very high in common.
Conclusion: This study examined and re-categorized the important factors to consider when a restaurant franchise company expands overseas in a step-
by-step manner. In addition, an attempt was made to examine the keywords derived from the semantic network analysis objectively. The results provided
theoretical and practical implications for the successful overseas expansion of franchise companies.
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712tset @FOAY, BTS & ot 2HX FEL=E
K-FEO0| St MAIRISSl 20| =ORXEA 7
Uz 7|gs0] 252 oot d8ME =2 e,
E =717F Ol=, SOHAOtoM &S, or=2|7t,
SOIAEIHR] &AH ZHAED A0 24 7[Y2 Bi<
TIE0| oS ol HE =O0HE Aoz HQlbt

JdgjLt oA e 2F g 2 AdHdE 2H,
20|, M QuEH & el TE FIEs
OZ{7tX] OH22=E Qlgf % =
g =W A ==Xz 7Y
sfelrlEss &7 flot #E oF
EsfX|1 QJUCH (Kim, 2002; Shane, 1996; Um
2011). AE0= =27t X 2[4 ZAMXO|=
7182l siel ZFEOf 2ok A
ARG TE0| F=E O|F 1 UL Ol A AT ES2
AFRL| S0 AX[ALE 24 HAL &= 23
SO0 et AF7F H0o| s{Aaol Holet ZuE
&% 758 % &L} (Ju, 2013; Rosado-Serrano & Paul,
2018; Rosado-Serrano et al,, 2018).

JE2 & dA3s QA Z/Xo|= 7o

d3He deiiEs flet WE Qfss =2
HUHoz =EIP| ot LA2=AM B AIF
7] TEet o4 ZEAOI= VPSS Y=z
HEHFE Aot =Msta, =5 HAEES
HE2Z QOUHERISE ZM3tH FR HoE 2t
i (FZY)s =SIALE 0|5 flet FHHC
ZH= LS4 20t

NA, 24 Z#xpo|l= 7| 8 siEE A0
Ciet MAA LES HIE2Z2 O0[ES HESIL,
HAXC ZME (O dSQUEHF, HA2Z0
dets EOL =W, ASUERT 2UE HER
QY ZAUX0|= 7|Ye| sjeTE TAE 2 o5
A 8= =Ab 45 seiiE E oY
CIEOIE =ZOIC AN, == Sy 0| Ato[2
M HER3 24 H offl Hd2Y F= 242

=4 Zufof w2 2 A= o] 7| TEe 24
ZRO|= Z|gY F= diES  EHS=
JIgSoA HEHY AAEE MSoto] 85X
SHLITIE0 ==0| | nAt SHICY.

2. Literature Review

2.1. Franchising Definition and Governance

ZRXIO| =& ZEHX}O|X (franchisonOfl 2lsHA] 11Ot
g e ol ME, B X REE=E H4E F

ArE BE[E ZXLO[X| (franchisee)Oll H|

5{85t= At A[AHE HEWE o[D|otct. Oflf ZR4Xt
O|X|= ZRXIO|X7} 5{8%t= &, &2, &1 30
S$FE X|ZBICH ZAXIO|KME= M9}
L3 T S8 ZUXOIXOfA M-S

0l5lH, E& 7t HEo[2tn S8ICy St =AM Zaix}
O|=& 3| (FA, International Franchise Association)y= X
HXIO[X{OfAH =HXO|X[Of CHS YFo| THHHAZ|E
205l nssd, 4E dFa2| S0 it AEH
ol BHAE ALE ZUAO|= AAHES FHoStd §

AN
Ct (Kim, 2002; Kostecka, 1987). O|2{&F IHXIO|= A|A

XHO| (franchising)O|2t & = UL (Kim et al, 2008;
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ZXO|= A|AHRE CFSH
o o

I Lo g A
297 M8Y + oo

tu
"J'}_D



Sung Mok JUNG, Il Han, LEE / Korean Journal of Franchise Management 14-3 (2023) 17-35 19

Xold =5, ArEA, HE|Of

o #el S0 EE}E} oqapm ooz HEst &
3 4E

X 40 32 02

(product distribution franchise) f, ZAHXIO|= H|=L
O AHE SHOZ St A|AHQl HI=L|A =
2HX}O|= (business format franchise)2 T=2E %
= foolx'_ MZ=H|, =of X2t
= SAZ17] fIg 2XE 7HA|
f01|71| S X|FoMQ] &E T
OEA‘l *"_-l:t9|' EIE ZiX}0|
B 57} SIFX|BE At

[El

[
LI

OHﬂ
I-J rlo

[EH ox

2 i ood oo
S qo

>t
Rl
N
—_
>

i B a

o,

4 1@
OIIi 2 1o
[o]

ot
o 05:- EQ

=
>

fl
1
;

|> 4o
ot
>
=

TR
[>
[nH]
mjo
> J

[El Okl
_0¢
Ral
&2 7

— r|r

Como X 2 gm
r
>t

o r|r

>t
o
|

Ir
Ral
|0

I—:|:

|>
Hoox
H
F-IE
ra
ke
-
i}
>
1%
Ho
r__?l
>
=t

o of
mr mjo

_I
N
o
ra
e
O
[H

X| ZHXLOIX[Of A HSS5HH,
2HXHO| & O|C} (Kim et al., 2008;
, ZRAXO[=o| Aok A
(govermance)= A HF (direct
S (single-unit) ZZHX}O|=, HE|F
KO|=E Ltz 4= ALt (Alon, 2006; Ryans Jr et al, 1999;
Um & Lee, 2011). 21 ZXIO|== ZXIO|X|Of|A|
FEPH Ol ALY 7 E S EOfSts A22M ZXIO[X|
7F ZRXIO|Met 22 JHY =% glo] AYE 2= A
= EFEISPE 2A10|0 (Baena & Cervifio, 2014; Petersen
& Welch, 2 ) ’3%—.‘-’.—'1' ZAHXIO| =& ZEXLO[X|Of
GSHA St AlfeA]
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S (multi-unit)

7H'=é (area development) E?_Ifoliﬂ OFAE (master)
Zoixto|lzz FEE = U=, XY /g ZHK0|
Z&= ZRXLO|X|Z FOfT 7|2k Liof FoiTl £ K|
AoilM o 7 of&el OhEE VHE X 2FE = Us=
BFAIOICH (Rosado-Serrano & Paul, 2018; Rosado-
Serrano et al, 2018). OtAE ZEHXIO| =& ZEHXO|X|
7F ZRXIO|MQ| CH2[RIel SA|of CHE Z=2HXIO|X|

Mo ox
of

n
_|

(ME Z2HX0|R)e| FHZ7L & 4= ATH (Ni & Alon,
2010). 0|0 74|°t5_I X 9olM L 7H==2| DiEES 7N
A-l |:|| oo:| A Ol HH O|-I_|E|- A‘lE EEHX|0|X|%

ULt (Um & Lee, 2011).

2.2. Motivation for Franchising Overseas
Expansion

makjo|xo| SjQlREL mEAO|KTF FjYstn
s maKolY  Alx

LR s ol eX=e
ZAXOIX @O =L JHE ®X= HYE,
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(international process model)0i| M2, L= A|E0]

ysotol MgE 7I1R= 7I¥=S0l o2 HAS
HXICH 23 CrFeh ofel TE LA ofsf Ci2f
siel AMZez TEdt e =82S 40 &t

SIRAC}H (Cavusgil & Nevin, 1980). AN o2 7|9|
oMt HA= A =W O SHAl (domestic
franchising stage), 22X &0 EHAl (experimental
involvement  stage), =& &0 A (active
involvement stage), A& EO A (committed
involvement)?| 4 CHAZ FEZE £ QL HA,
THESE SEE|= ZHXIO|Z A|AHCQ| FREtE
AHidozL 2L =Z=HX}O|ZEl0| MEME=IC} (Welch

1993). =W AlHOIMel & &8, 7IUH 2Y2

ot ME XA &5 89 EER AlAHZE=
IZoXIOIXMTE sl FlES 2 M ME1 O[EE
SHENME H3Xel Xzjojde g = URE
&Lt Rynning & Andersen, 1994). CHS THAQ
HE™ O St 52 A=0| e AT CHsk
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e z2 o o =
Cavusgil & Nevin, 1980). si2| AE TIE = XA

S
Z AG Al dd A #HAE ZHS0| HEI
85t  ®Isf MHS| Eot {2 2EoICt
(Hackett, 1976; Lifflander, 1970). O] Gt

FE F7tet A0l AFE|D JiHE £ UX|T
HE[HLE P2 HSAIZLE 20| Hotk7|=
StO, HluW™ B2 XS FY5to] =2t g0l
7t5E|l= EHAOICE (Andersen, 1993). 1222 H=3H
o CHAI0| O|2& ZaXIO|X= CH7f =27+ ACk
OpX| 2Rl HAME EHOJEHA = IX2t ZHXIO| K2 A
da3doz ekl EHAEN, 7|%0| HMEHQ
ME= AIEE HY MHA AFES O
MAMCZ ZX0|= AARE 2FSH= THAO|CE

(McIntyre & Huszagh, 1995)
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Sl= 2 229 Z2XI0|= (BGF: Born Global Franchise)
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TN etsHE E8E 7HEIC} (Oviatt & McDougall, 2005).
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Mgt &2 Oo|Fz oldf WeAlZoMe &
G Zstzjn UCt 9t A 4% & S22
ol L AlEOIMe MER &% 7|29 &S O
Of YK ATt (Ju, 2013). 0|2t HE0f ZIMXIO|=
Aol &S dEeE itk EHE o %
s{AS XL S HRO| Al O datkln ACk
o|2f3t QQIoZ Qlsf =L ZZHAIO|= 7|2 e
AIEOIM 7|28 RO} SIS, 53, SHOMA|Of
s AMZ=9 HEAME Qg Ms=2 BHSE T
sHel AlFel wR7t SHHEHM =W ZHX0|=
712l sl FlE 40| IAA HME|AUCH (Kim, 2001;
Lim et al, 2022).

In

O|XME =W ZAO|= 7|Y, B3 A[ZoM 2T
T2 Olyel ¥ Fdst 7I™¥oA siel T=E2
dEI XEHYTS B Ead +HO| A,
B2 7IYS0| Cret =710 TlEsta ALt ojof 2
S4l= =L ZAOI= 7|l sfel TE JuE
IRots /9SS AmED oie 7| TE B2 s
ofgol e =U ZAKO[= 7|gsel 58X
siel TE HEF 30| =20| =X ohCt

2.3. Factors according to the Stages of
Franchising Overseas Expansion

= g7s I ZAX0[= 7|ge| d3F el 52
TsS fot MES LotET| ol sierlE HEE
CHAER AmE MAATE ZHESY SiilE
CHAER D2E = e 202 AHED 2 A0
Moot Q158 T ESH A} SHRUCE

0| 2ESHE o= ZEXolx= Al 7o
Oigt 43 ®™EE2 =E% Kim and Kim (2006)2
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ArRHel sleTlE EZAMAQL FoHR
Z215 Yu and Kim (201902 8ie| A|E TIE THA,
TE 285 ZE X9 82 Fa O|fE HmEJYC
THECcR ZlE tHAY RM2 AN CHA,
A= CHA|, SIXIALY 2YTHAR FEEIISH,
A AR BN SRR, WX HAE
Hte] HY 0| Fa HE| elez ERCH
AT HAOIM = 215 7F PHOA Q] S4l/H|S A
HESR o|EE, HX| HIZLA DIEHRLS| AME|TH,
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2|23, F2H K10|, MH|A FHEE] 0| Fa e
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sielof] RESH= 2[4 7|0] FolBljoF = TN
HE BIE U lee (2014)= SlQTIE SV,
SR FHEE WY GTlE  ojEAE
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THZEAOIY F7 2 2E 22t TE oAHEH
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ZAX0IE, X0, OrAEHIZXI0|=, 2to| Ml
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A Zxtoly g1t 22S O MEH X, &F
X YA, ZE+AUE, 2EME O0X] I

MAAROICE siIElE Al 13Els QS22
Z2Y CIEX|2t MEtMo=z gfje| ZE9| CHA=
FE ™ CHA, 2E X7| BHA, SX| SYTHA|, o=
HAEZ FE2E = AS A= HQCE oo &
ATE Kim and Kim (2006)2] ¥HE £ A9
S0 A Y W 22A50] 2 SHA0| SiEEl=
HeE2 HESE HdES XSt HEHQ
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Table 1: Determinants of Staged International Expansion
for Franchise Firms

Risearc Entry Process Factor
ers
Differentiated Image from
Kim & _ Competitors, Product
Kim Preparing for Entry Develo_pment,_l__ocal Item
(2006) Stage Se_lectlon, Raising Logal
Capital, Customer Service,
etc.
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Direct Investment, Joint
Venture, Master Franchise,
etc.

Site Selection, Store

Initial Entry Mode
Choice Stage

Sales Stage Operation, Employee
Management, etc.
Business Local Market Information,
Concreteness Collaboration with Local
Stage Companies, etc.
Yu & . Building Trust with Local
: Business ;
Kim Propulsion Stage Busme_ss Partners, Return
(2019) on investment, etc.
Local Business Political/_Economic Risk_,
Operation Stage Cultur‘al Difference, Service
Quality Management, etc.
Motives of Global rgarket dgvelopmentc,j Lc_>ca|
Expansion ountry Recommendation,
etc.
Target Customer Local pe_ople, Koreans,
Foreigners, etc.
Lee Direct Investigation, Use
(2014) Information '
Gathering Method Local Partn_er or Local
Companies, etc.
Advertising Difficulties, Lack
Entry Challenges of Information, Laws and
Regulations, etc.
Motives of Global Internal Strategy & External
Expansion Strategy
Direct Franchising, Area
Governance Development, Master
Franchising, etc.
) Business Feasibility,
K(ngogé)a ! Operational Contract Elements,

Strategy Standardization and
Localization, etc.
Financial Performance,
Human and Material
Resources, Brand Power,
etc.

Performance

3. Research Methods and Materials

3.1. In-depth Interviews by Company

=
oM dedots 45 A 20 2200 Oisto]
BASIICE O 2IBHM = AN EHE oF
CIERE TIHSIACL oE AHFE= 74l Hzat
S0 tict YMet 2o &S Soto], 0of ChoH
HEHeR B Y i REStH 2oLt HSAHFE
AIZEY HMefo] n, QIHRE MEHez T +
e At AFE TASHOOF B, =9
AAte| Heo| QIE R Fdnt WEO HrIE =+

UACt= EZO| QUCH (Boyce & Neale, 2006). O|E
S5517| fI5t0], B2 AFoM= | EHEt
Fetol 7tolegtRleg MEEsE Htxst B HE
"AIS AESICH (DiCicco-Bloom & Crabtree, 2006).
olof & TN = sieflEst ZaXio|= sieFlE
dgo| dBEHe EHAE Sl HERILE
HYELAIS MESIRACE AHFS HE F4ut LE2
Of2iel Table2 2t Zo M, Bt ABtEl HEHAO| M2}
& O RAUSHAH HESIALCE

Table 2: In-depth Interview Questions Structure and
Content

Structure Item
Demographic - ,

Information Participant's name and age
Orgamzat_lor_\al Industry, Year of Establishment, etc.
Characteristics

Experience in - Importance of preparation stage
Preparing for - Challenges during expansion
Overseas Expansion | Experience
- Mode of Entry
- Characteristics of Local Partners
- Contractual Agreements
- Marketing Strategy Characteristics
- Domestic and local regulations
- Franchise expansion strategies
- Performance variables of overseas
expansion
- Factors of satisfaction with
business performance

Initial Entry and
Contract Stage

Local Business
Operation Stage

Local Business
Performance and
Satisfaction

Local Business

Success/Failure

Experience and
Strategic Direction

- Failure Factors in Local Expansion
- Success Factors in Local
Expansion

3.2. Interviewee

0 cheh Zuprt Fesiota TSt s 2742

gHE 2z #H7t g7 48U A

o ox
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Table 3: In-depth Interview Participants

Classification CTarget Method | Position Date
ountry
Coffee
Franchise In- January
(Established in USA Person | CEC 2023
2009)
Korean Food
Franchise Philippines, In- Team January
(Established in etc. Person Manager 2023
2014)

3.3. Research Methods and Research Materials
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4.1. Standardization and Localization Strategy of
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Franchising Overseas Expansion
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Overseas Expansion

2 maKolx vl ojEel 22N e
2ol T4S se +Fo|n, 53 22N sAS
of

s3c ojojxjet LH

no) A R A SR EolE BF Hyg=
AHAL EJ5 74 A5 &L]ch

"HR A F}HALY O et o] T} & FA
2 AHE FIE FEZ 5 7] %"r o
Z]gjelg i 7] et HYE g rF]
HEzaA] @R L G YEotE FEA
&S A 284 Y ZS P FEo]
Zglo et WG FAF"-4 7Y

"x)5] 7]9j= 2Eo] ofo]HEE mjiHolgtE
AE27F Yz FalF 2A mfirdo] AFE FaA
AT Hu UgHm ojHld e b
FEY HA=Ex bl Y9y Hug Fal%
=7 2] Tone and Manner+= &'o] Z}E2l= = 7}8 &
AREo] TFE el XA g E0] H o] YafA]
¥ PRl FUE w9YE & R

" -B 79

XM =21Y &8

%xwm Slsto] wafe
st loLt, wx ol et geisiy

1l
ChXote ot s A



Sung Mok JUNG, Il Han, LEE / Korean Journal of Franchise Management 14-3 (2023) 17-35 25

4.3. Type of Franchising Overseas Expansion
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5. Discussion and Implications
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Appendix 2: Centrality Analysis Results(A firm)

Sung Mok JUNG, Il Han, LEE / Korean Journal of Franchise Management 14-3 (2023) 17-35

Keyword Degree Centrality Closeness Centrality Betweenness Centrality
o|= 0.951 0.953 0.100
YOtE 0.756 0.804 0.026
g 0.707 0.774 0.020
O 0.683 0.759 0.026
NS 0.756 0.804 0.034
O =} 0.817 0.845 0.050
H 0.622 0.726 0.015
K| 0.659 0.745 0.025
H& 0.671 0.752 0.023
S 0.659 0.745 0.013
CIME 0.585 0.707 0.010
HaHe 0.598 0.713 0.024
H|=L|A 0.622 0.726 0.024
7t 0.573 0.701 0.006
otE L 0.390 0.621 0.002
qe 0.427 0.636 0.012
24X 0.561 0.695 0.014
AH| 0.622 0.726 0.009
LHE 0.561 0.695 0.010
SR 0.280 0.582 0.003
23} 0.659 0.745 0.020
Almy 0.610 0.719 0.013
AEPRHA 0.390 0.621 0.003
A2t 0.317 0.594 0.009
o|o|x| 0.232 0.566 0.001
At 0.463 0.651 0.013
ZKtO|= 0.549 0.689 0.012
INES; 0.268 0.577 0.001
e 0.476 0.656 0.007
A|ZEZR AL 0.402 0.626 0.001
OfA|Of 0.488 0.661 0.012
g2 0.293 0.586 0.002
14 0.073 0.509 0.000
210f 0.085 0.513 0.000
JHUAASE 0.122 0.529 0.000
A 0.122 0.529 0.000
o= 0.415 0.631 0.001
oy 0.573 0.701 0.006
ZH| 0.354 0.607 0.000
e 0.439 0.641 0.004
o= 0.183 0.547 0.001
L] 0.378 0.617 0.004
OfA|QHEE 0.293 0.586 0.001
RN 0.488 0.661 0.003
UL 0.390 0.621 0.002
24 0.512 0.672 0.005
A= 0.354 0.607 0.001
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= 0.073 0.509 0.000
2l 0.146 0.536 0.000
EE 0.463 0.651 0.008
87} 0.451 0.646 0.006
x| 0.293 0.586 0.002
Hi & 0.159 0.543 0.000
=g 0.415 0.631 0.001
FIES 0.488 0.661 0.007
e 0.134 0.529 0.000
#3 0.195 0.554 0.001
FH 5| 0.122 0.532 0.000
Hy ol 0.402 0.626 0.001
OfAE Zaxfo|= 0.293 0.586 0.000
oI%| 0.220 0.562 0.000
7| 0.488 0.661 0.003
=g 0.098 0.526 0.000
e 0.305 0.590 0.001
g0l 0.256 0.573 0.002
NERS, 0.390 0.621 0.003
29 0.098 0.516 0.000
e 0.171 0.547 0.001
THe 0.415 0.631 0.001
2= 0.415 0.631 0.001
AH|XH 0.488 0.661 0.007
bSE] 0.488 0.661 0.004
X7t 0.366 0.612 0.001
25 0.317 0.594 0.001
Aol 0.341 0.603 0.002
ol 0| Ef 0.244 0.569 0.000
ofs 0.293 0.586 0.000
=i} 0.122 0.532 0.000
st 3} 0.232 0.566 0.001
=30 0.085 0.497 0.000
MZ 0.280 0.582 0.004
27} 0.171 0.529 0.000
2 0.171 0.529 0.000
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Appendix 3 Centrality Analysis Results(B firm)

Keyword Degree Centrality Closeness Centrality Betweenness Centrality
K| 0.949 0.952 0.068
=7}t 0.788 0.825 0.044
ol 7 0.500 0.667 0.007

otE 1 0.788 0.825 0.041
Of =+ 0.737 0.792 0.035
s 0.619 0.724 0.019

4= 0.678 0.756 0.022
N 0.653 0.742 0.016

BiE 0.500 0.667 0.008
AL 0.788 0.825 0.030
S| 0.678 0.756 0.022
714 0.364 0.611 0.002
=7 0.678 0.756 0.016
At 0.839 0.861 0.046
T 0.653 0.742 0.020
71 0.602 0.715 0.011
Aok 0.441 0.641 0.006
L] 0.568 0.698 0.014
HE 0.432 0.638 0.006
=3t 0.466 0.652 0.018

OfAE ZaiX0|= 0.517 0.674 0.009

QA A 0.483 0.659 0.008
kAl 0.373 0.615 0.003
EA 0.661 0.747 0.020
A3 0.136 0.536 0.000
UES 0.644 0.738 0.013
Xto| 0.390 0.621 0.008
g4 0.441 0.641 0.003
== 0.305 0.590 0.001
AH 0.373 0.615 0.004
A 0.263 0.576 0.003
A 0.381 0.618 0.002
=9 0.432 0.638 0.004

L= = 0.424 0.634 0.002

=1 0.254 0.573 0.001

MHE|A 0.500 0.667 0.006
=z 0.314 0.593 0.001
QA 0.475 0.656 0.012
CHEt 0.305 0.590 0.001
ohoj 0.280 0.581 0.001
AH|X} 0.398 0.624 0.007
AR 0.390 0.621 0.003
de 0.381 0.618 0.002
Tt 0.271 0.578 0.000
2 0.331 0.599 0.003
3| A 0.246 0.570 0.000
M 0.500 0.667 0.006
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EE 0.305 0.590 0.001
7|1= 0.441 0.641 0.003
ZaKfO|= 0.314 0.593 0.003
MZE 0.500 0.667 0.006
9 Al 1A 0.483 0.659 0.006
A At 0.263 0.576 0.001
oAl 0.424 0.634 0.004
= 0.508 0.670 0.009
= 0.373 0.615 0.004
A4 0.305 0.590 0.003
nsg 0.280 0.581 0.001
9| 0.314 0.593 0.002

AH kA 0.127 0.534 0.000
AL 0.153 0.541 0.000
5= 0.127 0.534 0.000
Abct 0.271 0.578 0.000
o= 0.424 0.634 0.002
Mt 0.271 0.578 0.000
SR ES 0.169 0.544 0.000
et 0.246 0.570 0.001
Hij =t 0.237 0.567 0.001
e 0.127 0.534 0.000
=9\ 0.314 0.593 0.001
E-Jjinl 0.280 0.581 0.001
] 0.203 0.557 0.000
Moz 0.280 0.581 0.001
HA 0.280 0.581 0.001
Ap2t 0.398 0.624 0.004
six| ol 0.229 0.565 0.001
OFL5d 0.186 0.551 0.000
=2 0.186 0.551 0.000
= 0.203 0.557 0.000
7HK| 0.424 0.634 0.004
HH B} 0.263 0.576 0.002




