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Abstract

The purpose of this study was to analyze the post-purchase behavior of customers who experienced cognitive dissonance
after exposure to a franchise foodservice advertisement. The study adopted cognitive dissonance theory to explain the
dissonance resulting from the combination of advertisements and actual product that consumers received. In detail, the

research hypothesized that cognitive dissonance will affect consumers’ post-purchase behavior as well as their efforts to

reduce dissonance. Exactly 274 questionnaires were used in the analysis. The results showed that more than 80% of

respondents were influenced by advertisements when purchasing menus, and 50% were unsatisfied when the provided

menu “was not the same as the advertisement shown.” It was found that advertisement type did not significantly affect either
group that experienced dissonance. In terms of satisfaction, however, the former group showed greater dissatisfaction when
dissonance occurred (p<.001). Finally, there was a significant difference between the two groups regarding post-purchase
behavior (p<.05). Customers with dissonance were likely to ‘express dissatisfaction directly to the store’, ‘leave negative

reviews’, and ‘participate in negative word-of-mouth’. Thus, the results revealed that cognitive dissonance could significantly

influence customer satisfaction and consequently lead to negative post-purchasing behaviors.

Key Words: Cognitive dissonance, Franchise Foodservice, advertisement, post-purchase behavior, customer satisfaction

LA 2 1990 tholl EoiMe gl =B Fart 20%C18 =
SohaA 6xe o qrEe] AE FABITHKIm 2005).
1 dAL] Aol At e Zhed, AA47IdES I FZolle= Qe SNS & B3 miAlE &8-3Bt &
FAE flof AL Felal glom taket rpY e A BRSO Al ML lth(Song 2011). B3 &2 44E9] o
Holi gt} o] & AAF9 FE& F7] A7 o 7 Fpol AL AR sl Fare] F840] I o=
T dFoR FUE ol FETh “FIL(Advertising)’ Hr} AzE 3 9lon Fad FAlsks HlEE 3] St
EAE ZRE 93 7199 B4 np" g9 iy 1AL Qe FAlo|tH(Lee 2001). Pack(2005)] W= wjd
ot} ZHIAER stofw 7Yl tid 3R] B=E 7 A HAE0] FAH|E AEshe vlgo] WiEdol 3~6%=
=5 ke B Eee "HAY E=Feltt (Hong A8, sFaratel et ZARITE Fdshe 7191 60%
1999). =W Q)2 GA| Fae TE Fojaldd 2557l odo = dsisith
A 19709 A1ZHE Zlo] 1 Aol tHAn 1994). o] F ARt o' Fie= AAA WA E Al SH &
1980t =Y o= S JAVE Bl wie dA B ol thet 2849 H=s 343 rides dodl=r
HEEFEJAE THEE HF7F F56F3thKim E2o] SIth(Kim 1990). 3 F3le IAER sff= AF

2008, Song 2008).
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Al M2 AFF AFS] 7 A4, 7H Toll A HHE
Agshe 9GSk (Nam 2002). o|¥et ol 15 5
3 &Mk Balsd tigh 1238 FAE ¢ e o]
A J27do] FAAE BdH=Es 2% gk Bz vis)
AelE 850 EUH(Zajonc & Markus 1982). AA| 2 9]
FANA ] Fale ARAES] ) oAbAA el wlg- B
FIE PIX AL Aek. AdE HEEF AU Fart hate]
E ", HAdE HE B e miXs FES AR
Chun(2007)¢] A+ A}, iAol ES] Farol| tigh An|zte]
IAA WhE- 2 73 A wkgo] iz YiEGE Fujojx
o] FFE F= F o= YERITE ES Song(2011) €144
Alo] Foll wet Frejee] Zel7} dow, FuHEs B
A=E o] FFS PRI o] AHHoR Fujo|rd g
TS Tohe AL HEUTh o|X§ €4 Fas AR
Bl ) el B AR e 2 Aol e A
S E 5 Stk wE 2HRE el dEste] 4H|AREE
Al S8A HEE Teo] F7] AJAE T3 ohdE A
H| 2 FofolAs MR AlEshe Q7] ddlely 5
A 55 BEE A= FaL vAR] ekl 33340
(Testimonial advertising) €83} AH|=}o] Fuff oJAPAA 7}
Aol 3HH FFE FHL =F52 YtkLutz 1991&
Morrison 2006).

o|¢} o] Fa7F AF Fujol] FIFE PIAA|RE B
H|ZE o] Fufjol] fsh= A opth &, &H|A} %
E B gk A9 2 Al AlFe] ZIHEE vk
2opd g £ Al v "ok oleisk Aled
912] -3} Cognitive dissonance)etzl g},

A28} o] B2 2H|ALe 4d B2 gFo] thE
9 Pt XA S W F-x3} EirE dA sk
ZA3}aL UTK(Festinger 1957). 2HAFE-S #R2lo] 7171

£ HERO R ES MY e, AEsh a4t A
Atole] EUA| 7t EASHA EW E]bge] FAdE o] QAT
Z3} A7 B EHA e o R ol gk AAFESh= 9
AP A ] AARIL B Y-S PRl AoE e
YHKim & Lee 2006). H=3F Q1A F-23h= A2H|Rk] Al
of thatk 7Ith7t A5l rbAR ] FRE7F FolESE St
koL gt} 53] o] Aol e 9] Faro] FEs Wot
AFS TuleE 2RREA 1A F2S7F SAPS o, o]
Zlo] 2njAte] Bk 9 Fuff § dEo] F JIFS 7)xIvk
= AM)S ¥H3ltH(Baron & Byren 1977).

ojfnt opjg} AL AlFE T & QA 23 A
FEFS HA= 8Lw v thdettt. Oshikawa(1969)= A
FEA4, AREA, HIEEAcR RS, Cummings
9} Venkatesan(1976)y 711543} &J7745154S A8
t}. Oshikawa(1971)2} Engel & Blackwell(1982)2 -1l 2]
APEARA] AL g tijte] WSS QIAFESIY] T
o] =t} 3192, Oshikawa(1972)y= AH12] 2JAbAA o

LR

PO )
o 2 i

S-S Zhe AHRASTE ) 3 X RS B e
dokr ST Bell(1967)2 A2l thak 2L el
NA A7MNAFE AAF-ZsPE BA vepdthar s
Cummings & Venkatesan(1976):= #|3%2] A=) A] AH|A}e]
Aol Z| 7} Hkg s A3 AFAFE AXF-Z2S} F
glaHl vepdtia sl

oJFZ AFT F JAAFZS}; o= B ALY I
S Wl AR QAR Qs AYse 7P T8
84 F shue Aol st v oo Axe et gt
A YT HFE.1990). T8 Anjzie] 7)) A4 Alo)o
zpo|7F WAYE 79, Anzlhs BxstE AAT)AL BN
28 845 AASIALAL 3P o]F oFA Folife] m
2t &% gy Z2-8E g st (Kim 1990; Oliver
1997; Cheo 2000).

QA Fufa)s} HEE QIAFZ3) HE VESHATE 2
H, Kim&Yeo(2008)] -ellM= Hlire] 8, 1919 714,
o] tFde] wly AFE F AARERSE dol= 89l
o2 Yepgon, Al M7t JsH oz A28l 24
S ZxsiGit). 71592 A8 o] QIR Fxs] At wEH,
A F-ZS} FSFE A et FopA|H 1A F-xs)
= AHRPE A 7ek 22 FE o] Heldh B ofs] A
A 93k 4= ok SIIEHKim, 2010). 212 elArE
A T AXFZ3} B8Rl B AR RZS} PElre] T
2 G| B3t Aol s, orbage] AH LSS QA
sl Ao Hol dojuh=s whH Fuljgh v el AH| =
gk Ao] AV AR =
FE X2} e Zlo g YRt Nam 5 2012).
olglol| = A F-FS= FF FHARNE FIFE vIA=

7l o
TS FE Hoz dEA ok 7 AL g FH AREE
spPF douk-s A, ol $ AR 5 niXe 93
of thdt Kim & Lee(2006)2] Aol e 1l & Qx| F =
st A=rt 295 v & FEEA o] otk 318l
o olEg AHE Tl AAFFshE ] SR oy
gt 7 § gl 7] IS Frhe AE getd = Stk
SEAITE QA -2l tgh B2 AFel® Bkl Q1A
Z3} o] AT Fo] ARt PEE P A= A
H o= mHgk Aol
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2 AT ARE Sal WS AR xS AETE &
Hlage] Pl W 8 Pl 5 Al ojuie YL ol
A Yotry] ffsf A=At

Aol AWz o) F A sle] BFL Bl A
ol ABEA, LUASH, TANREA, IRAREY 5
theFstk @<lo] Qdth(Oshikawa 1969; Venkatesan 1976).
213k 9150 m} xR e gk = qlrh
AEAPLE ) T QA FZ3} AgRlelo] Het AH(Roh
2004)8} s71A] FoPdE Tl F IRF-Est g Atelo] B
g A+(Kim&Pack 2001)0l w2 o3P dE 4ol wet
QIXF-Z3} Am7} o7t = AoE et B3tk 92
FEe 54 aRlo] 1Azt mX|= Gl A AT
(Yeo 2009) w=w1 2]2)3552] 54811 Sl =41,
ARI2A Q1 FollM= A, A3, SAAHIE, &
71 821 Tl Feb, WIshe] 8lo] QA FZS]
FIFS F= A= et o2 d A dA7d ] wet
AgEe AFelv Are] EAd wt A F=s}e] JFF
S FE A E F UYL B GA] TR upet oSt
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HI: 339
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Z2d) ug} X FEZ3} Hro] 2fo|7t Y&

AAFxS= ) oAPEAH FA] dojube Zlo]
o} 4] gl f) Dol Yol e AR
3171 b} JATHOliver, 1997). o|FA] ARFol| WAYTI= AAF-
S o F G I A A0 LA,
QUARZS} Ao Al QIR RES} 7kas)h Aale] A

G gsial) Sl ARE s sFsAol glom, Ol%
AjFe] RS oy}t uff & Bl 9 Al oEe]
deS vd 4 Jth(Sweeney 1996; Sweeney, Hausknecht,
Soutar 2000). Kim(2005)2 €4 & @AY sk AR H-Z3}17}
FSEE AR e FoE AoE YEhue A ‘é'w‘
FHUWA L™, Kim & Lee (2006)2] ATto] w2 o =

mﬂ;'i e

O

ol

IR H-Z3} F4E AR AEEA gFo] W 7o
2 Yepgth 919 Aa Aol st AAF-zs LA
ol met Wk ol 5 gl Aol g wal

wilern, g5t e 7PdE A SR

H2: QX %25} o ¥l wa} A E
7k e Aol

H3: QA R%3) ool e} ) &
Aol

9 i W] Aol

5ol 2o} 912

Y=z Qler QUK a7 AKX Fof S0l 0|Xl= Fef 633

Satisfaction
Action after the
Purchase

ol AAE AF7HEE v 2 o9} 7He AAE HE
sl7] 913k A7 292 <Figure 1>00] A€ Bpe} it}

Types of
Advertisement

Cognitive
Dissonance

H3

<Figure 1> Research Model

E A7) e Azt a3E dodle

Soi7t v, vk AA
o|A)E AAEF F o]F FHalE o] e 204 o)
ol 300%4S EH*JQE 2012 11955 129€9704] oF
Bl gt T2
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ok e [N
© o
X,

o 208 wEa] fslel 4 1% T, £49 VLA,
SN B AY A 2 AT PSS e @
Hate] 2ALE ANsIT. AEEAL A3, 963%(289%)°)
5582 wglom, FAF $Ue Eate] 240 TA3
Sthn BREE AEA 1598 AT F 2740E B4

Sl TEA S B4, ol xst =4 &
&, 7ol F w2 ol Gl ﬂ%i RS
2

o= EZ:E} AekA], A}X]O] Cﬂ7} w5, w57 AA
| ZHeIA 2 &Rl AATSRIT) ol FaLe] FR7E -
ALlet Fa SRl weh SRS TFsE J 3
= 713 1 E]]"fol‘:} B Aol M= Farel] Al e
2 AR vl Gt A AR vlel BYA AdE
£ AFxste] Mo 1Eslel7] uiitel] 219} ho] &
aLe] FRE AEed.

AAF-z3} = Oliver(1997), Sweeney et al(2000)2]
Ao AAE IRz} =A AL E ulElo g xRz
sh ol g QIAFESE BARE wje] 7} e
e SOl tig FEow AT RRte R, Azt
TE TR Fo RS IR, He

FIE 5 v
2 3ol A3 AEFES AAGt] BAS AT
3. EA{dte

B 917 A7He SPSS 20,02 AMgslel BAsiT. Ha
FRol me Qs Fro] B Aol YeA Thets
7] §I5lel(H1) A E SO, X Ra) ool
Wl g Ajol7k QA Bls] Slsted(H2) A
Mg NS TTe R QX REsl T} 7l F o
ol Aol7t el te MM AF] Sl test
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ATEASE BHE Sla) WA}

wHdo] 1 29Eﬂ(47 1%), 914l 14578 (52.9%)%
T A wEo] 1457
(52.9%), 71&o] 1297 (47. 1%)_% H|$=8l 30 2 YRt
AF-L 30007} 99 (36.1%) 02 7P Bekor] tgo & 20
7} 987 (35.8)0. 2 20~30th7} SEAE 7P H& v
A ek A AARlo]l 1729(62.8%), SHAe] 509
(18.2%), FH7} 30 (10.9%) T2 HA421e] n]go] 714
EUTE FF W GAEIE(1] 13])9] A5 19 v]ee]
4373 (15.7%), 29+ mako] 10578 (38.3%)C.8 Hul o]ito]
29Hd mRE o2 AEIAL e o= YEhT 94
HI=o] - 3 12371 1548 (56.2%) 02 7 Bk, &+
3~43]7} 947 (34.3%) 0.2 ThH-Eo] F 1-43] Fx 9L
StaL ATkl & = Sth<Table 1>.

o

<Table 1> Demographic characteristics of questionnaire respondents

Variables N %

Gend Male 129 47.1
ender Female 145 529
20s 98 35.8

30s 99 36.1

Age 40s 44 16.1
50s 28 10.2
>60s 5 1.8
Mari Married 145 52.9
ariage Unmarried 129 471
Office worker 172 62.8
Student 50 18.2
o . Housewife 30 10.9
ceupation Self-employed 9 33
Professional 11 4.0
Others 2 0.7
>10 43 15.7
11-20 105 38.3
Weekly Expenses of 2130 53 193
Fating-Out 3140 14 5.1
(1,000%) 41-50 19 69
>50 40 14.6
1-2 154 56.2
Frequency of 23 94 343
Eating-Out 34 20 7'3
(per week) »5 6 2' )
Total 274 100

<Table 2> The impact of advertising at purchase decision making
when eating out

Variables N %

Experience Purchasing After Yes 235 858
Seeing Advertisements No 39 142
Purchasing Influence of Influenced 242 88.6
Advertisements was not influenced 31 114
Menu Board 98 358

Most Influential Posters 9 350
Advertisements Leaflets/Catalogues 41 150
Homepage Menu 38 139

2. 2AZT} AH|X} —‘rLDHOIAPéQOH 0lxl= g

B g FRES Fo H AFS st AY WS W

F o] Qe 2HA7} 2357 (85.8%)2 ITHA] S 4H]
7t 397 (14.2%)°l sl €53 =hon, AHgi 3 S5
Eof| JakS k=] AR5 AR A3 2427(88.6%)°] 9
oS Wetal SHEEIT olE FEl AR oAb
el oAl FaL FFol ﬂE}— AL QAT 4 Qi T3
F FRell mE T FEES A A, v Wl vl
o] 989 (35.9%), FL LAEM 929 (33.7%), AA] 60
B(21.5%), EHOIA WIFFAAN 2478 (8.9%) 2 LR, w7
W ol 3oL XAE7E el 7Y 2 99 mAe
2O 2 A AT<Table 2>.

RO
r°"

10 rr mlm

3. QX[ =5t 047 2 FOHHEL
AAFxs}e] WAool ) v tish W82
<Table 3>°l] AAISIATE. Foigh AlF B |27} Fare)
ASIAREAE BojHe FEd ARtk $H°] 199
H(73.4%)0.2 “AX|3A] 2FUTH?26.6%) H}t D53 =%k
oh =S ) & BENES o] f-& =AM A3, galet
A3lA] Ahth = SHo] 120 (52.2%)0.2 Auto] di H]
&5 Ao, o] gIAT7F 479(20.4%), 7HA©]
HIZTE 267 (11.3%), “Fo] AATE 2178(9.1%), AH]Z=7}
kol 4] UTh 159(6.5%), g 291717 vkl &
A LATE 178(0.5%) o= YEsth & A7 A= 1)
Fol Hol FuE Fa vl AHE SIS uf EVSsH
e g3 olf= Farol vehd wlwreh AR Al
W] AR wZolghe s & F Uk 7Y =&
Sl o5hd e FuEE 2 AREfEe] JFS v
Aoz YEeEGtH(Batra & Ray 1986; Stayman & Asker
1988; Lee 2005). 322 2 394 HER
AAE ] Fujo] 7} HolA = AR AN oM Ri=
g0 HAA HER AFEE AoR
Uebstth(Batra & Ray 1986; Park & Kim 2001). 2327}
Tofjol] JEL vA|= o) aBIAE Fau e ofn

0




<Table 3> Experience of Cognitive Dissonance & Purchase
Satisfaction

Variables N %

Experience of Have Experience 199 734
Cognitive Dissonance Does Not Have Experience 72 26.6

Inconsistent with Product

Shown in Advertisement 120 522
Bad Taste 47 20.4
Reason of Purchase  ppiop) price 26 113
Dissatisfaction Little Portion 20 9l
Poor Service 15 6.5
Dissatisfactory Ambience 1 0.4
Tasty Meal 87 478
Consistent or Better than
the Meal Shown in 64 352
Advertisement
Rea'lson f)f Purchase Reasonable Price 19 104
Satisfaction Good Service 18 99
Served Enough or More in
Portion 4 22
Satisfactory Ambience 3 1.6

878 AAAITA o
MES x| fle ¢
ol7] wieltt. &, FE Bl F89E B=rt Fujel
HAQ A9 71xIth= A olth(Zajonc & Markus 1982).
58] 22418 FAE ke A 75 2413 A E o
e} LA =Ad o &
I tH(Sung & Park
1995; Lee 2001). wepr| & A4z} 3k 7|E0] d4=34
o

AR 73S Hol= 2S¢ 7 UTi<Table 3>.
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Hir
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24
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ftlo
of
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4. AFIIMe| HE

7M. 1(H1): 339 FFol wel QA F-x8 Jro] Ajo]
7F 35 Ao}

2 ApMe B3 THE ALE 5948 R B, &
w7t Jehd T2H, AvkA], v, olgyl Eo)A 2

sgstalnt. oleldt Bar FR wet AAREs) Gl o
gk zpel7t A=A A sl FAREH(ANOVAYS 2

ot

A3k, B SR wel AAFES} Jro] Aole F9
Al 982 Ao Yehsith<Table 4> web] 7P (H1E 7]
FelQdct. o5 B3l A2 #are] FRel e IAF-=xs)
ol ztelE A ¥ RS & F AU

A5 Mitchell 5(1981)2] 170l 2Jsl Am)zje] Fuj
oze} 7ol gl Wsks vAl= Aol Farel osf &
HZEo] 7HE 3929 By Bl 5ol Hl Blert v
Tob Fufolro] FFS Wtk skgitt. B8k Bichel T
(1992)2 B2} Holaks Fareh Folshe Farel FAe]
=58 A 28 7HRE SolAl HEe AFAAE

ol

N

& d

o

129l

roh

FRIX|R 217 F AHIAL O YSO O[X[= & 635

<Table 4> The results of dissonance between kind of advertisement

Type of advertising MeantSD F-value p-value
Internet Homepage Menu 3.16+.72
Leaflets 3.08+.92 a3 79
Menu Board 3.05+.80 ' '
Poster Advertisement 2.99+.72

A 9B VA "ok S & B AFlaE
B30 FR7} QAR 2 JFL FH Qevhe 4%
2 AUAW FIE 201 HE ek B ohet AE
BE Pl fE @ 9 UE FAW 4o B 5
gt TeiEE e Y Qske] An)Ark AU A
£ 3 Ho} WSk AXzslE AAA L AE) A
o] PHH S A HEE GAAE 2vREe]
Y Qe RS M S JES A% YRE AT
She A2 B3 A% A9k @ R0 ARdr

7h 2(12): AX RS WA ool we} ) F SR
o Aol7k 9 Rolrk.

AAFZESE LAY o] met v UHe] ZpolE
H7] 918 AR & AASHom, <Table 5>9F 22
H7h mF AT QAT dofubA] 22 Heke] 4

iy g

:{o

AF @ o] o) WSS} 439 (15.8%), WS
A QA7 209@T)E VEFAT T ) ol w e

d

Ao yehsith Wil QIAFxs dofuhs ¢, W=
SIATH7F 2178(2,7%), “WESkA] U7 1878(69%)=
EES 497 958] BTk AAN-x8} of o we
Fo o] 2}o)7t YA X2=90.66 (p<00)E FAHO=
frolul gt ztel7t e A o2 vElstth webA 7 (H2)S
A=At S avjate] AAF2EF dojubA] B#stE A
7F dolwtS wuoh AF 7 F ] sA4H 9%
< Fe JoE vyt
MEAS oldet HAEGS ol 1S R

9
A ol ox} A F QA PES P P oJwo]
A

o

nlAE GRE AR Nam 5(2012)¢] A7l olapal ol
Rrahe A9 YElwe] GFS v A2} £F
o] We A% AME 2 YA FAL T FBo] Folxl
the A#E Rt ol E Ave] A%E Su sne
Anz, QA PEshe 4% NEme AYE ¥ 34 o=
o GG wA7] W] ol 1 Wrk ope} Pl F )
A Yol A% 37 F4 9 Suo] Be 9 vl
£ 2 A Deash ol gebd F4gAE B4 2
yzslh WS BEs wmslol siu oju] WAR Yz
812 ol A TAY WEEE ¥ F kel o
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<Table 5> The results of satisfaction after purchase when dissonance occurred N(%)
N(%
Variable — - ( Y - v
Satisfaction Dissatisfaction Total
Cognitive Dissonance Occurred 43(15.8) 20(7.5) 63(23.3) 00,6654+
Cognitive Dissonance Did not Occur 21(7.7) 187(69.0) 208(76.7) '
Total 64(23.5) 207(76.5) 271(100.0)
**%p<0.001
<Table 6> The results of after purchase behavior when dissonance occurred
Variable Mean+SD" t-value
B Dissatisfaction o the St No Cognitive dissonance 2.76+.88 5 363+
xpress Lassatistaction fo the store Cognitive dissonance 3.19+1.05 -
Post Nesative Revi the Tnternet No Cognitive dissonance 2.47+.86 3041+
ost Megative Beviewon the Infetne Cognitive dissonance 2.99+1.05 o
. No Cognitive dissonance 3.74+.83 N
Negative Word-Of-Mouth Cognitive dissonance 4.04+.79 2054
No Intention to Revisit No Cognitive dissonance 3.97+.82 930
© ntention o Bevist Cognitive dissonance 4.11+.78 -

Ddescriptor 1: highly disagree ~5: highly agree
%p<0.05, **p<0.01

7Hd 3(H3): IR F-Z3}F ool uje} ol & dFol zlo]
7t 9 Aot}

T & YEe ujgel| ERtnE, R 3|2,
A A, AR R A FES YAE 57 A==
43I0 AR|F-23) o e} ] & g Afo]o] ofwgh
2ol 7k Y=A1E #4517] 918 ttests AASHATE AR H
Z3p7F AASE A o] ERFe REshes A (3.19)0] 2
x| eke Hhol] H|al(2.76) Hool w9k, ool & 2}
o|7} Folg o2 UERHTHp<.05). B, QIEle] 778
A 715 AAskE A 9] QAR AT eh(2.99)
o] WhEIA] ok Hth(2.47)0l vis| ®o] FAse Aow
YERATHp< .01). QJAAF-Z3} A7 28 sk Feh(4.04)0] T
ABIA] 2k ek (3.74)0 H3l] gk Fg72l gl o
329 Ao R VEtHp<.05). 28U} 71 F 8% =
AT oAbel]l tigh FES folst Afo|7t gl Aoz £
A A th<Table 6>.

HollA A3 Nam 5(2012)2] AFoM = ¢lx] =3}
Fo] W A A 2 3HAA 4 T FE0
oxIth= A¥E Holm AHE Al gk Ftollx] 2
Tof ZfolE Kol l=H], o] & Ao AW gt
Gl H|go] IE E¥XE HolZ e ¥HH Nam &
(2012)2] 739 gt LA QA E ©]&-g 20~300] o] 70%

Ve AT ATk W QARSI Lol A

r W

Hunt(1970)2] A ellA= HA e} AslE o] 83t Fz23)

Ao 49T 1 43 BAE QY B Fue oy
@ AR 0] G AR Hla) v Rxst 5
Fg noln 4Y A=t W Uedoss T § A
Fusolde] Rash Aas Fethe 48 wasch &
o= JAYAE DA %A FENL Fol 5
QA xS GaAA WhoEn PAH Tl F YF
2 Zolx volrt 3449 Y5 WaE fE Y 5 YES
wejsiof & Zolch.

Sl 2vlAe) i e W ) Hgel 932
v Fag Weln, ol Py B PrNEE,
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