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Abstract

The Effect of Corporate Image with Appeal
Type of Corporate Advertising on Advertising

Attitude and Purchase Intention

Jong - Ae Ko

Department of Business Administration
Graduate school

Cheju National University

Supervised by Professor Hyoung-Gil Kim

Current companies have made their effort to improve the corporate
image through social contribution activities and corporate advertising as
well as marketing activities directly related to a product. Especially, there
1s gradual extension of corporate advertising area from corporate
awareness to expression of vision and position. And there is an ultimate
purpose of such advertising connected to favorable corporate image

formation to product purchase.

This study aims to understand how corporate advertising influence on
purchase decision by corporate image and advertising attitude and to know
whether there are some differences in such influences by appeal type of

corporate advertising.
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For that, we selected one of domestic representative mobile communication
corporation, showed issue advertising and corporate reality advertising to
consumers and analyzed the results using statistical analysis such as
correlation analysis, factor analysis, multiple regression analysis and

independent t-test.

Corporate advertising is one of marketing activities of corporate that is
progressed to be attractive and recognized the name and activities of
corporate by mass of the common people. Therefore, among advertising
activities of companies, it examined the effect of appeal type of corporate
advertising classified by the type of corporate advertising (corporate reality
advertising and issue advertising) by Sethi (1979) and corporate image
classified by Winters (1986). As the result of Lee Ho Bae and Nam Young
Yee (1996) who studied the effect of corporate advertising on corporate
image, they suggested that reality advertising affected only corporate
behavior image and issue advertising affected social image and corporate
contribution image. This study further assumed that it affected not only

corporate image but also advertising attitude and purchase intention.

H1. There may be a difference in corporate image by appeal type of
corporate advertising.

H2. There may be a difference in advertising attitude by appeal type of
corporate advertising.

H3. There may be a difference in purchase intention by appeal type of

corporate advertising.
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H4. Corporate image may have a positive effect on advertising attitude.
H5. Corporate image may have a positive effect on purchase intention.
H6. Advertising attitude may have a positive effect on purchase

intention.

The results of this study were summarized below:

First, there was a difference in corporate image by appeal type of
corporate advertising.

Second, there was a difference in advertising attitude by appeal type of
corporate advertising.

Third, there was no difference in purchase intention by appeal type of
corporate advertising.

Fourth, corporate image had an effect on advertising attitude.

Fifth, corporate image had an influence on. purchase intention.

Sixth, advertising attitude had an effect on purchase intention.

As the results, such things were deduced as a fact. Therefore, if, up to
now, corporate advertising is on a reality advertising emphasizing merely
product and 1image, it needs an corporate advertising through issue
advertising regard intellectual level or educational level of customers. Not
only reality advertising affect corporate image or advertising attitude, but
also issue advertising may affect customers as the case may be. In present
days having rapid social change, it the cycle of new product and product
life is shortening day by day and corporate image, but performance of
product, is the most important to choose a product. Therefore, marketers in
corporate should consider environmental change of company as well as

advertising by appeal type regarding consciousness of customers.
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>

(3) Webstere] o+
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ot =, 719 duHe i, AFE, 39, AR s A3 AA 52 7Y
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53) L. C., Webster, "The Effect of Brand Advertising on Company Image
Implications for Corporate Advertising", Journal of Advertising Research, Vol.26,
Apr/May 1986.
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pp.11-12.

- 35 -



AbdE el 71l WiR B, A3ty d1A], gAke] AR e, 2Ela 2 7]

olel g FHEo] mel et AL mAolaE A Wl A s

Z1qlel AE, A4, 78] 2

(identity), 81 4F AR VAol ol GAH RE A4 53} 2 S x4
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55) Webster, op. cit., pp.604-607.
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3. 71giolul ¢l Hrtet 27
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1) Winters® €+

Winters(1986)= 71golu x| SAHAAES <19 2-4>¢} o] A3
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60) L. C. Winters, op. cit., p.55.
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61) P. Kotler, Marketing Management, 10th ed, Prentice—Hall, 2000, p.553.
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71950l &nAkeke] Afylolds 9% T3 =AM F
of7|WiA FuwmEFAAgoel AdaFowM Fa
ol AAL At o] wiEol FastAt FudA= Farel tiF AujAke] wk
S el #AS £ B2 =Y

Mitchelldhk Olson(1981), 1
dAlS dotry] 93 e
M= Al]bv62)
Mackenzie, Lutz, and Belch(1986)+= #ilej=d “543% »=%& st &<,

54 FuATel dstel MR Bt PHOE WP HFAF O

Shimp(1981) &2 Farel wigh An=}e]

Y
kf

33 11 ¥ I (attitude toward advertising) 2F&=

, =9l FAH8AE e 4

al <
olsf At & oW el W z ol E=7F vk AL L il
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Fishbein and Ajzen(1975)2 EIE=E <JAA Q2 4-(cognitive component),

A QA (affective component), 3524 22 (behavioral component)Z T4 ¥

of gttt AEAL R F4The

62) o]/, “tbe] HEe EUXE o Faej: Wk 27| o] Bl A7, Fargkd
A144A5%, 2003 A<, p.30.
63) S. B. Mackenzie, R. J. Lutz, & G. E. Belch, "The Role of Attitude Toward the

Ad as a Mediator of Advertising Effectiveness : A Test of Competing
Explanations", Journal of Marketing Research, vol. 23, May 1986, pp.130-143.

64) M. Fishbein, & I. Ajzen, Belief. Attitude, Intention and Behavior : An Introduction
to Theory and Research, Addison—-Wesley Pub., 1975, pp.459-496
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1) 948 Wi o H=gyole

AgHoZ v A= AF didk 1A e £ 414 (cognition or attribute
beliefs)' ol 2|8 © %= (attitude) S FA st 35 (behavior)ol o] 24 HE Ao
2 olafaf] g}l oledt A EE Mcguire’F Al7]3F o)A E g ¥ E @ (model
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ol A7l QIA A W] o3 HEFAS dHstele HIHels d9AH T

2o 23} 1A A WHgo|Eo| Yrh6

65) W. J. McGuire, "The Nature of Attitude Change", in G. Lindzey & E. Aronson(Eds),
Handbook of Social Psychology, second edition, Vol.3. pp. 136-314.

66) olsta], “Fal wmFoll o7k LnjAte] = FAT, Fadt, 1992 7H%, pp.34-35.
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ol M AuE AAY AATFxo)ES A5H WAA W&ol ddFs T2

67) M. Fishbein, "An Investigation of the Relationship between Beliefs about an Object
and Attitude toward that Object", Human Relations, 16, 1963, pp.233-240.

68) olgh], AAA, p.35.
69) 345, AAA, p.32.
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GAel FaF 4L Brhw wi Aot

olel W3]l Lutz and Swasy(1989)%= ®AI Ao djgh AA A wkgL2 &7}
WAA wFolde] Y 1Ee] AAH TR GFL WA WAA wFolF o
A% pxsh BEwsE vigths QX PE/9 7 S A § D combined

cognitive structure/ cognitive response model)< | A] &t}

<ad 27> AAA Fx/AAE HeAY 2

e
XN RE
Z 2 oI X X L=z 3 Lz 3
La BlS OIXIN RE =
L2 A
XN RE

A& : R. J. Luts, and J . L. Swasy, "Integrating Cognitive Structure and Cognitive
Response Approches to Measuring Communication Effects”, Advances of
Consumer Researc h, Vol4, pp.363-371.

2) 58 2] A=l e

Krugman(1965)2 TVA 2SS o7 Fae H2 #4s 224 7] d&
o AAHoE AHEHAE A o, vEAHORE wZwE FavAA 7}
2ujRLe] QA A FxE o7 oI (filter through)3tttes 54 HEH
ol &S FH 0

70) H. E. Krugman, "The Impact of Television Advertising : Learning without
Involvement", Public Opinion Quarterly, 29. Fall 1965. pp.349-356.

- 47 -



Krugman(1965)2] A& FaoA FHske AFSAdd &3 ARAE7}
ZB[zbEe o TE A om o] Fo A A Y] wToll, LHlAFe] QA A et
™ I&olv 237y

(i
D)
0%
=2

O

FEHAA Ava B dafolth ojmj el A= AE(brand) Bl = E
A s wE FAAA oA, AHATE AES T o FEHER
o A (PR YE brand saliency)oll 98l ol A4S sHA FH, 4|
b= Fujol: AuHIME S HEA AREEE A Aoz Fotd

olHA o] FolA = MRS ABRAYE AdAFEA e sti, HEFA
AdE ‘myoIg R A e g

3) Ado /1] FRAY A 3 HEFA|E
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A o] B (complexity)o] v} EZA (extebsiveness)d] A E&ZA] veRHTET)

71) H. E. Krugman, op. cit, pp.349-356.
72) olgk], AAA, p.38.

73) M. J. Houston and M. L. Rothschild, "Conceptual and methodological Perspectives
on Involvement", in Research Frontiers in Marketing : Dialogues and Directors,
ed., S. K. Jain, Chicago : American Marketing Association, 1978, pp.184-187.
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<E 4-4> €34 4

2 T4 8 % SQANE 254
1 2 3

VI3 B AN AsE 0.786 0106 | -0.135 | 0643

vs £ EAT N0 sAE 0.774 0083 | 0246 | 0667

48 [vie wxa A%an 0.754 0072 | 0425 | 0754
vid e = 0.674 0088 | 0435 | 0651

v12 4754 0.661 0271 | 0050 | 0513

V5 Abslea 0.300 0.815 | 0070 | 0759

Je | va Eawa x4 0.172 0.750 | 0033 | 0592
T v2 A BAEE S -0.011 0.735 | 0238 | 0597
v6 A3 EA 7)o 0.073 0.731 | 0417 | 0714
Al | V0 BAed A 0.023 0.186 | 0.851 | 0.760
s | vi 249 Ay 0.309 0328 | 0.632 | 0.602
3147 (Bigen Value) 2.898 0548 | 1811 | -

AR 54D 26345 | 23160 | 16464 | 6597

KMO=0.84,  Chi=1128(d.f.=55, p=0.000)

V24 mhgol £tk 0.859 0.739
v19 EwEoh 0.847 0.717
o | V29 WEAET 0.839 0.704
R I I P I )= 0.808 0.652
V32 FEe po 0.787 0.619
v20 7194t 0.767 0.589

2] (Eigen Value) 4.021

w2 67.009
KMOS$} Bartlett®] 74 KMO=0.88, Chi=922(d.f.=15, p=0.000)
V37 R 0.873 0.762
S | V34 TEES 0.838 0.702
A= Iy men 79 0.803 0.644
v36 Tl 0.590 0.348

] (Eigen Value) 2.456

w2 61.412

KMO$} Bartlette] A#

KMO=0.75, Chi=336(d.f.=6, p=0.000)
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AH Fol7t EAstEA A7) 9% Aotk olF Sla <® 4550 e
o vl 2ol QB LEF AQEAM00D 2 7118 E 0] n A (p<0.01)7} ol 5
meh AAFaIl fo Al Aolk UEhdth v AFE A @Foln A
olfr st AAFIbe] Fe A Aol vhEbA ekt TAHoE 2]
W, 719 8@ ov e ol4BR(B019 A4S Bito] AAMBIQ2TINE A

SR = yEsa, Zldd@soln Ao = o]grda(3.032) Kt A A

rr

<¥ 45> 719FT &AFFFE ojn A Zo]EAH

W= 3 29
?‘ 'T'li_ o A< ,\]ﬂ o A Al = _ Z]"?[‘E t -‘—%ﬂ'i}
R R HE

71d&dolm ] | 131 | 131 |3.019 | 2.731 |2.875| 260.0 | 3.152"" |0.002 | 0.289

ARSI A Eoln| =] | 131 | 131 | 2511 | 2.397 |2.454| 260.0 1.145 0.254 | 0.115

7145 ol x| 131 | 131 |3.032|3.402 |3.217| 2465 | -4.166"" | 0.000 | -0.370

) =xx p<0.01

e
o
K
fu)
b
24
9
M
a2

2) 719332 &27F7Y

7H2= 719E L A ZH FaEl o] FAH
zpo)7F EAet=A AEsH7] Yk Aot o] Yl <FE 4-6>0 LERG upe}
o] sFae] WE H=(p<0.0D)E olrdaet AAFatel] {2l xfolrt
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TARoR AWy, FuEEE o3 1(3184)e A$ Hito] AAB:
(3.672)9] ASHTF 0488H = 1 YA yEeElgon, o= EAHORE Fo&l
2ol S W Th

<E 4-6> 71931 £27F3E HE Xol&4
N = 3 7 co
[e] -
TR fag[aalds A8 [ |tFE g |BEA
B3| B3| B | B
P = 131 | 131 [3.184 | 3.672 [3.428| 2287 | -5.127"" | 0.000 | -0.488

7HE3E 71da a9 7, S olardarel AAGagtel] ol E A
A Zpol7t EAst=A AT 9% Aot ol& Hall <& 4-T> yERd
HRel o] o= (p<0.1)= olspdarel AAFaiztel] oAl Aol= e
WA ekt FAH o s AR,

- Hato]l AAFI(2.725)¢] 45Kt 0.1827

AMoE fodolt 2ok, Telt FHEE o ARstel o3 st
ARG AelE PFF Ask, DA TYHATE FE (05T FH19
F(p<0.05) Yo folAel Aolg Ytk = MBI AT ol

<E A4T> QAT 2748 P E o B A
ki

W= 3 oo
T 2 oz [AA | o]l [ A AT E t T"'j b [
FEEEIESIESIEE 4%

Tjelx | 131 | 131 | 2544 | 2.725|2.635| 260.0 -1.927" | 0.055 | -0.182
TsE | 131 | 131 | 2.282 | 2.466 | 2.374| 260.0 -1.623 |0.106 | -0.14
28X T4 131 | 131 | 26952939 [2.817| 2480 | -1.996" |0.047 | -0.245
v 73 & 131 | 131 | 2.565 | 2.634 |2.599 | 260.0 -0.494 | 0.622 | -0.069
FHsF | 131 | 131 | 2634|2863 [2.748| 2544 | -2.0167 |[0.045 | -0.230

F) % p<0.05, * p<0.1
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BFATFVIF)D & 3AsAZEL T
A A 8kaL, @x1gke] 2b7] 4 #H Auto Collelation) ]S #5317] €18l Durbin_Watson
o] dEAIFS ol&3ATh 5, 3lol ol vFaddol AHAT & AR
A oolgE ZHHFES BT olE FTFAYIAL dow, AR D-W)k ¢l
i, FAREA 01012 A A AL (VIF, 10038 & thss A9 714
S FHsta JE FAstelA F=159512 dElon o= {Fo5F 0.0104
fFrolAolmng ARG S SAACE gu7t e Aow yEwkal, 7|¢oln
Aok FuEEztels QA Aol 9o (r=0.39%), AHAF R=.15622
ey, Z1deln A7 A= s 166%7t AW & Ak 7Y olvAF

FaeEe] 7HE 2 dFE vAe Maes VIddsolvAcer, e 7

L

st o]yt V| delu Ao} FuEjEtY] BAE olgpFaet AAFGaE
ol AmEW, Zgoln Aot FAE =] AdAL o] 473 3L (r=0.466) ol A
AAFI(r=0317) 8tk © ZetA ek, AwEnE o]533a1(R*=0.217)91 A
A A3 (R*=0.100) 2.0 ©f 7ZF8kAl vepskot.

W 7ol n A 7F FaE e v X = FFANAE Tt EA YEsET,
olgrF oAM= ZlgFd o v A (B=0.347)0]1 1] X 7} FaE| o] H X & &l

7h 29 dbe), AA|g el A= 71d s ol n X (B=0.251)2] ko] 7 AA
Lheb s

94) AFA - AGE, T3 AERA,, Y=, 2000, p.216.

95) o8kl . 7193, TSPSS10.0 Wi+<,, WEAL 2001, p.268.
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<E 4-8> 7|gelv A7t BuH = mAE
= EF3 .

Tl osgus  TEEIATI L AR v
- B | S.E. | Beta =0T

() 1.923 10234 | 0.000 | 8229 | 0.000 | 1.000 | - -
, 714} & & oW A 0.171 |0.072 | 0.160 |2.391 | 0.018 | 8.402 | 0.729 | 1.372
T AE A gEolm A | -0.084 | 0.068 | -0.084 [-1.223| 0.223 [10.325| 0.689 | 1.451
A 193l 0.379 |0.070 | 0.348 |5.383 | 0.000 [12.730| 0.783 | 1.276

=% R=0.396, R*=0.156, Adj. R*=0.147

F=15.951, p=0.000, d.f.=3/258, D-W=1.687(r=0.156)

) 1126 {0356 | 0.000 | 3.158 | 0.002 | 1.000 | - -
ol | 719FAeInA 0456 |0.119 | 0.347 |3.840 | 0.000 | 8561 | 0.753 | 1.327
T | AFE R @Eolm A | -0.010 |0.105 | -0.009 [-0.093| 0.926 [10.573| 0.673 | 1.486
S EEEEERRE 0233 |0.105| 0.206 |2.207 | 0.029 [12.853| 0.707 | 1.414
* =15 R=0.466, R*=0.217, Adj. R’=0.193

© F=11.705, p=0.000, d.f.=3/127, D-W=1.823(r=0.088)

(%) 2727 10.283 | 0.000 |9.467 [ 0.000 [ 1.000 | - -
2| Z1dFdon A 0.130 | 0.081 | 0.169 | 1598 | 0.113 | 8.206 | 0.636 | 1.572
A | A A @ olm A | ~0.100 | 0.077 | -0.131 [-1.300 0.196 [10.108| 0.696 | 1.436
| 198 EelA 0.244 |0.096 | 0.251 |2534 |0.013 [15.902 0.724 | 1.382
* = R=0317, R*0.100, Adj. R*=0.079

© F=4.703, p=0.004, d.f.=3/127, D-W=1.713(r=0.143)

3. 71iolu | g} Tl o=

7Hd56= 71 ol A 7}

= EERSEL

oy

3}

REa

Al /\]

o) o

.
a

WARS
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o2 b, Jdelvi At Pl mztelE FHe FrAol 9or(r=0.38),
ARG R=142 vehd, Z1deln A7k Pl eE 144%7HE 4
Atk el AE Pl s b 2 GFL vAE WEE JgAFluA
gor, g 719FA olnAz Uehgrt

s oleld Aol st Pl mgre] BAZ ol
o awnw, Jldelvl A gt Fujelwbe] AP o3 (r=0.409)%] A
AAF(r=0362) 2t o FstA debska, dWHE o 4 i (R*=0.167)90 4
AAF(R=0.131) BT o ZsA vebgoh Wb s1gelu X7 o] Eo
A dEFAME e vE2A dEseE, olsrdaddAM s Ve deln A
(B=0.252)01m| A7} 71 & F&e AL 7] 3@ E ol v A (p=0.235)7F o] K.t}
O A2 FFS el v

A J
(B=0.239)7F Fujole 7 & 4FS VA= AL sUAR FHAR o

AA G2

oft
Y K
3;32
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<E 4-9> 71gelu|AZ} Frjd o vA = IF

25 —i—
%%‘ﬂ‘jf‘ H]ET’:Q 7‘“‘1\‘ Eﬂ]z’:ﬂ t ‘gﬂ ;Ell'ﬂ VIF
B [ S.E.| Beta i
(&) 1196 | 0.224 | 0.000 |5.345 | 0.000 | 1.000 -
7193 gl x| 0.207 | 0.069 | 0.204 | 3.018 | 0.003 | 8.402 | 0.729 | 1.372
Absl A s 5ol X | 0.042 | 0.066 | 0.044 | 0.636 | 0.525 [10.325| 0.689 | 1.451
7198 elm Al | 0230 [0.067 ] 0.223 |3.420 | 0.001 |12.730] 0.783 | 1.276
=71 %) ) R=0.38, R*=0.144, Adj. R’=0.134
F=14.426, p=0.000, d.£.=3/258, D-W=1.856(r=0.072)
(&) 0912 0332 | 0.000 | 2.746 | 0.007 | 1.000 -
o | Z1d&delm x| 0300 |0.111| 0252 |2.706 | 0.008 | 8561 | 0.753 | 1.327
7 | AFE A Eolm X« | 0.000 [0.098 | 0.000 |-0.003 0.998 [10.573| 0.673 | 1.486
B 198l | 0240 [0.098 | 0.235 | 2.444 | 0.016 |12.853] 0.707 | 1.414
= i R=0.409, R’=0.167, Adj. R*=0.147
° F=8.494, p=0.000, d.£.=3/127, D-W=1.975(r=0.012)
(&) 1.604 | 0.327 | 0.000 | 4.901 | 0.000 | 1.000 -
A 7198 deln x| 0213 ]0.093 ] 0239 | 2.299 | 0.023 | 8.206 | 0.636 | 1.572
A | AE A Eel X | 0102 |0.088 | 0.116 | 1.170 | 0.244 |10.108] 0.696 | 1.436
4| Z1da@Eolnx | 0086 |0.109] 0.077 | 0.790 | 0.431 [15.902] 0.724 | 1.382
= S R=0.362, R*=0.131, Adj. R>=0.110
3 F=6.355, p=0.000, d.f.=3/127, D-W=1.775(r=0.112)
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4. Frg et Fujelxste] HA HF

7h6e B =t Pl kel WX JFS PFTeax @ zlolth o5
gal FrleE MEE FHUSR 1 BRHES SYAFR o] @I
BAS AN A <k 4-10>3 2 AHRE At

Fae el FujoxEzte] JIAAE FAEAS A F=46657= LIEFR
omn ol Fo5F 0014 FoHolng AR EAHoR onr}t 9]
E Ao uuym, Fuygmst FujdmEeE gHel gudel glon
(r=0.391), AR A5 R*=152%2 uety, Fueierl Fojol =g 152%7F % 49
3 4 A

gl oled FaEmel Fulexezie] PAE oo} MAFILE
of Avny, Fuejmel Tujojmte] UL o)FFILr=040DNA A
Fa(r=0337) 2 © ZatA vebga, AgE s o3 (R*=0.160)0l 41 A )
B31(R’=0.113) 8.t} © 7F8hA| thebst

<¥E 4-10> F3HE7} FuYd = v X= 3

e N HEZ3 A5 |23 AF o i
B EHus t o8&
= B S.E. Beta
4 () 1.364 0.191 0.000 7.139 0.000
A
= S e 0.371 0.054 0.390 6.831 0.000
A =7 %) R=0.391, R*=0.152, Adj. R*=0.149

S F=46.657, p=0.000, d.f.=1/260, D-W=2.040(r=-0.02)
o] ) 1.391 0.241 0.000 5.769 0.000
7 S E = 0.362 0.073 0.401 4.965 0.000
3} E -
° =44 R=0.401, R*=0.160, Adj. R*=0.154
al ° F=24.65, p=0.000, d.f.=1/129, D-W=2.051(r=-0.025)
2 () 1.296 0.357 0.000 3.635 0.000
) S e 0.389 0.096 0.337 4.060 0.000
3} p
° =7 3] R=0.337, R*=0.113, Adj. R*=0.106
al ° F=16.486, p=0.000, d.f.=1/129, D-W=2.014(r=—0.006)
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(p<0.01)7} o)Ll AA %
v X = o]9rd3(3.019)e] HA§ Hato]l AAHI(2.731)9]
g 5ol u] x| o] A= o] 4734 31(3.032) K.t} A A3 31(3.402)2] 7

o o
SAl, 420 AEA, el W@ BE@E<00DE olF@ast A%
.(_,3‘

AFa(3672)8 Af-rTh o v

AR, 439 AEAT, Tl =<0 olfrF et AAF gt fo
Al Aol 7k glvk zelyt Fufo =S Al s}
Z(p<0.05)3} 33 2 &(p<0.05)0] JoAE fro 4
QD AE7F olgpBard Af-nrk HeA T d

A, 714 AFAH, 71deln A ek FarE
Aom(r=0.396), 71dolv A7t FuEEE 156%7H% AdweiFa, 394
(F=15.951)% ol & (p<o.0Doltt. 7Idolv AT Fae=e M & 93
mAE WMEE VgdsenAden, e ZdEd o Aot} e 74
ojwj x| o} F e E7ho] e o7 FaL(r=0.466) A A A 3 (r=0.317) K.t}

FEE o3 (R*=0217)9 A AAFL(R*=0.10002} 1 Zat

A vEbgth vk v)gelm A 7p Fae ke WA= Ggol A o] fp Lol A
71dFd ol m A (B=0.347) 01 m| A 7} Faelmo] wX= Ggo] sg Fd W,
AAF A E 71F A Felm A (B=0.251) 2] B o] 7Hg Atk

oA, 7Hd5el A, Z1dolm A ek FujejEte] A (+)H <l g ol
Aom(r=0.33), 7ZldelwAZE FHiEE  144%7bF  AWElFa, 394
(F=14426)% 92 (p<0.0Delth. 7]golmAF Fulo= 7} &
A Wee ZIddselmAden, e 7dEd oA 2 vERyth
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=gk v)delm et FulelEgke] A o] B I(r=0.400)00 A A AP 1
3 (R*=0.167)el1 A1 2 #) 33 7. (R*=0.131)

j/—?‘
Bt § Astrh vl Zidem A 7E ool m A= el M= olgrdal
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