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lll. The Proposed Scheme

2 e (1) By, oz del] oigh 71ee] e
[Rko 2 GIPRES TREslaL (2] PRl Alo]ER] Tl
Dla 9,] /\]—O]EE EH/J'O = ﬂigq_a o]%g}@ _‘_j_}:_]‘%._zal’ ,\13]&%
A, w97) 4 R 2l dlelElE elaL, vlofetujo)xs}
stk (3) = Ao A= JiES EH5a, (4) 24 s
WS AR AulsEd WS SRS Bl A s} s

B ool 2014 19 Eote] t]elsg Alo|E9] Hlold 94
Azl gt 2l olgstoick Aol gk elRrt A
171 obd ZAIsR= QAR 2R eI 3,210.8697), Trolr=
67.95042471 0I9itk. BHEL Y=ule B3] Aakere] HA= 7)1
(%, 739, 3 5, S e 298 19770 AR8sIoict
[6] 23 A WA |ERRE] TE55lo] Rzl E@ge0] SAlE

A, ARIaFE, BV1EE s B35k, Bs e s

FFeEe =&kt

B Ao gnis) vlle 7S Sgehs mTE el
F3l Aakere] BRE (S Sk SHE(E-Traits) 19774
ARg37|= 3 7,8].

N

IV, Conclusions
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