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The Influence of Consumers' Perception and Attitude to Causes on Consumer

Attitude toward a Cause-related Marketing Campaign
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Abstract

Purpose - Ethical consumption is the action of buying one
product over another with an ethical idea in mind. It has gained
in popularity since the 1990s with more emphasis being put on
the power of consumer actions to create social, economic, and
environmental change. Ethical consumption involves boycotts of
certain products or brands as well as purchases linked to eth-
ical issues. Cause-related marketing (the buying behavior of eth-
ical consumption) involves a for-profit and non-profit entity team-
ing up to promote a product at the same time as promoting a
social cause. Each time a consumer buys that product, a dona-
tion is made by the for-profit entity to the non-profit entity sup-
porting the specific cause. Cause-related marketing has become
a tremendously popular type of ethical consumption in recent
years owing to its reputation of allowing companies to “do well
by doing good.” This study examines how consumers' perception
of cause and attitude influence their attitude toward a cause-re-
lated marketing campaign and attempts to suggest implications
for marketers.

Research design, data, and methodology - First, this study
was designed to examine the consumers' perception factors
(cause involvement, attitude for cause, attitude for company and
brand familiarity) in order to determine whether these factors
have significantly affected consumers' attitude toward a
cause-related marketing campaign. Second, this study developed
a structural equation model and tested it empirically using sur-
vey data from 223 individual respondents. Respondents were
undergraduate students in Chungnam. They were shown an ex-
isting real campaign message of cause-related marketing, and
then filled out a questionnaire. Data were analyzed with SPSS
20.0 and AMOS 17.0 programs.
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Results - The hypotheses were tested using factor analysis
and structural equation modeling. The study's results showed
that brand familiarity, attitude to the company and attitude to the
cause significantly affected consumers' attitude toward the
cause-related marketing campaign and performance. In partic-
ular, attitude to the cause was significantly related to attitude
and performance of the cause-related marketing campaign.
However, the hypothesis about cause involvement was not sup-
ported with the results indicating that cause involvement did not
affect consumers' attitude toward the cause-related marketing
campaign. The findings underline the importance of consumer
perceptions of the cause and the company and their attitude to
the cause. They point to the importance of individual differences
that influence consumer perceptions of the cause, the company
and brand familiarity. Also of importance is the consumer's atti-
tude to the cause.

Conclusions - The findings suggest some practical im-
plications in designing and implementing cause-related marketing
campaigns. It is important to enhance brand familiarity and cre-
ate a favorable attitude to the company and attitude to the
cause before designing cause-related marketing campaigns. The
rising popularity of cause-related marketing has been attributed
to its potential to cut through advertising clutter. The findings in
this study suggest that marketing campaigns supporting a cause
make a difference.
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Company, Attitude to Cause, Cause-related
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1. Introduction
1.1. R2[H AH[QF 3CA O E Z2O#o| B4

X2 ‘S2|™ AH|(ethical consumption)'7} F=Ht1 QICH 2012
H o327t AH|XF 5000{FE CHAME ZARSH ZAulof
=M, 7t40] FHO| H=xg 4% 221" JHKE ¢ I
TONSHACHE AHIXEZE SEAR| 73%E AHX[SHRL, SEXAR
30%0| 20| Z2|X AH[of Cigt 2+Mo] ME| H|s) S715HACt
ESIRALCE ol2fst AME EM O[X| AH|QF FO{o| A0 "&2|H
7H 22 '3A'S XSt AH[AHE 7|Q0| QlAlg{ore AFEe
2 HoICt "g2[d AH['g AH[XPL OFZ&0 e 221F ol
of 2Hsi HEZB=2 OISt HRE ToCHLow & Davenport,
2007). AFAXEL2 22|& AH|7F 1990ELC] O]l AH|XRe| HE|
b AXHM ARRE, dHE, 28X Hotol| Cfoh AH|X| AEH
O] Sz |HA MAL siMoZ H QICHHarrison et al., 2005).
228 AHle 3UHA O El(Cause-related marketing)0f|A] F2
LIEILHE 54 MEO|L EMEQ| 'F0i=2(buycott) 2| HEHZ &
Ot otL|2t HIg2lH ZHXE XL AL HIZ2|H HAE St ME
O|L} ERMEO| C{ot "FOfAF(boycott)2t= ECH HSHQl AH[X}
o=k LIENE 4 7|0 20t O F540| =CLi(Harrison et
al., 2005).

b ZOHX|2 OiE
¢S =2 OofE} ofst
ASICHKotler, 2007). O]
Z2FH0| |20l 2
telSe HEfZAL 2
FARR|ISY e 3
X 2494402 FUH CHH| 5.2% Z7t5t
ol2ist A0 LoF 23 Ay ZESH TAEA=H, =
Lol SAAA DA o 2et A= 7| o|Lt 2MESL Sojg
SO #HAYO oheh Aot AAE ST IO HIKEC
HOE REsts Ao st A7 & 7HK| 20t 2 555
0| Z0{LCHUIm & Koo, 2013). ALCHHOZ AH|X}O| 721 EM
OlLt X[Zof MHE DHAE-8atel Afojof et Gi7t= O HoHy
ol JHOlCY.

O[2{gt BiZOAM, = A= =29 ' 2AH|2| Hitof w2t
SO CHet B[Rt X2t MHENE7E SAHA O EHH 2l
Of CHEH H|IXF EH=Of Ofiept Seks O|X|= X|E dFHe=z &
HE22M 7|Ye 2H|X} OfshE &1 Z2I-o| dutE =07
et Y AAFEE MSOAt SHRILY.

2. Literature Review

Kotler(2007)0f| 2™ AH|XIS| HMEEHEO| S51H Hets
OjX|= A0 7|gel g2[X 7HX|0|1 O|F Sdf 7|0l AHEH}E
7HKE AHIXHOA M3 = AUCHD oiCh AME 7|20] 3=
S2 TWSHH SsiY 7| YPOo|Lt =0 THs AB|AHS2 22X @l
Ef =9t FOio| =& wMsH =ICHBrown & Dacin, 1997; Ross et
al, 1992)= HAtE Ch HA|Z| AL

MBI T0|| 2™ 20 Z(Pracejus & Olsen, 2004) =& AH|
tet &<lnto| a2t (Berger et al., 1999)u} ZH2 AH|X} E40|
SUAAH DA EIHm| Qlof CHEt AH[AHERSO| FRFE OjFIcta
f. Trimble & Rifon(2006)2 =20 CHet S0t o= &
A AOelE TIdst= 7o Chet AH[XRel 3HA B ¥dS
HRAZICED SHHA, 30| gt AH[XF QlAI0] ik OjA|
X[of CHet AH[XE QIX[A g0 FekE O|X|[A ECtn SHACEH
39 O LIt 22 AH|XH= 39 BO =7 22 AR g 7]
ol It 230 e o =Xl =8 HojF1n o T
Moz o Zio|ztn oAt = QCHGrau et al., 2007).
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20l 2HAPE A=Y ZX0f e 20| 2255 39
A OFAE HAIXI] MFO & 28Xl El=S EQltts 27

A7 BE0E|7| 2 SHSCHElen et al, 2000). Youn & Kim(2008)
2 J|RE XF S ARY%E, J|lo] Zolp BEO| B0
=2 AHIXIYSE J|glo] Zolp BEO| Cfsf Bt IMEo=
HIRsiCE SiQict

SHE, Basil & Herr(2006)2 221017 OIFE ES0| 0| AH|
Rtol 7|i0] TSt BRSO ZEsA 7|QT AH(RIZE| BAE A
BB, AHIXIZE 7|0 Che) Zm Qe EfETt Y|eie) o
Mito) gste ojHe HoFEC

o, AH|XO| HEX|AO|L} HACO| Cfet HSEE 2Ol
OIS0 CHe AH(REESO] Qs O)E 4 ok AH|RISS
BRD[IHOA BASIEE XAl0| 7|8 HEREE A3}
EICHLee & Olshavsky, 1994). &2 ZH|QIO|A HEX|AIL2 Xz
T, AY, HEM, Zon BY YUe HEo| AR ol Yot
(Lacey et al., 2009). M3 GAFO|AE BT} Kastss AL
N s7to| HEot OPHEO|n HAC I} K&K QIR HACE
T MOjHoz © OFEEOjaks AMME BOIFEQICHFazio et al,
1989). HZ0| TSt XJAlo|Lt Faste AZMet ARRIH Ol Z
2 2ol FHRLE WAt Ze OALEE0) T3 2H[Rte| Bt

)

— o =0

of Feks OXIH, X|A0] STt A AR[H Mol 7|0
Lt ARUE 230 2ot Fosts Z€0| Atklacey et al,
2009).

olgel =2 ZutE <& 1>1f Z0| Fe|StULt.

<H¥ 1> Literature Review

oy o ZQ @aol ARK
Berger et AH|XIQE ZQluto| 2&HMHO0|
al.(1999) SAAUA DA EYm| Q1o CHeh AH|XHEHS | Fgk
Elon ot | _ ZHIAZE AFSIE 2ol g 2ol £245
ZoloiAH O E HA|X|e| HZ0| O 2™XQlE
a2o00 | S OPIE HARIS KB B 3B Efe
[=X=}
Pracejus & 20| =7t SYAA DA 2 A m| el CHot
Olsen(2004) AH[RHEHS O FES O|E.
Dol CHst zbAlDl o J} ZoloH ZHE OIS
Trimble & 0" H LEIJ-I- |_O:|E I' O_|L7:I| |:|J-L1||_E
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Tdsts 7100l thet H|xte| 378 Bl dds

Rifon(2006) | =<

=X|
= -
Basil & | ZHIX7F 7[of Cfef 21 U= EH=TF S
Herr(2006) O & datol] Feks O,
Grau ot | 2% BOIETH 52 AHIRE 39 BOT} e
007 Aol BIsh 7|ol ZoletE o Chsy o
RO | soixjel eleg moiFD o M3Fo=2 Hol
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o & | 7VRE RE S AmYssE, Jlele] Bom
o & | mE0l Baol 52 fHRU4E igol Bom
Im(2008) ZEol ofsh 3% ot

Locor o | XIEOI CHH XIHOIL} HES AB|H olf &2
acey ¢ Zolpta O EES0| CHeH AH|XO| EHSO]
al.(2009) gjstS 0%l

ocoo=2 -

2.1, 7|0f et EfE

AHIXEZE 710 CHsf < e Ej=Lt "oto] el S<9af
BEE WHOl T2 0| Chet AH|RIS HSS Hatd £ 9

Gupta & Pirsch(2006)0] ®7L0] O|s}3 AH|XI7} 2ol X|
St 7|0l CHel =o|&Ql Ef=E 7HX| S I FOie[&0| 5
el ZH2= LIERRICE Hong & Jang(2011)e] GIFOMZ 7|¢]
of CHel =o|&Ql =& 71X AH|XPZF SMA 2100 Cisy o
SHHQ HILE oifh= ZNE 2OFQICE O|&e| =2o|of 2}

th2el 7tds 28otRALt

_

M o

Sz Ahel =20
F= Ol Ao|ct.

oF

7kd 10 7|0 et (R EjEs
off CHot B[l ghaof &

0

2.2, Z9of Chet ol

YN o2 AH[Ats O E7F 22 MEBO| Ciei 20t B2 2
2 71204 ECHKim & Cho, 2008). EESH AH[A= ST &
ol2ts0| Atdlut pHAMO| Ot 4ztet o J2iet S2ut AA
St= 7|ga AB|XF XS SEABH Bl EMAES Bttt

(Lichtenstein et al, 2004). O|2{3t UK|ZS AH|X}IE0| 7|Qo| 2
oeiA 230 HOEE dt= ZHot 7|2 83 ECHHong

[=] i
B=E E0F0 O HI3Xe=z FTojgr o2t ofde = Ut
(Grau et al, 2007).

Lafferty(2007)= £H|XF7} SS Ot SQ8HH dZ5t=Lt
of Mg SAAUAZN| 2E A5 & ATAM, 30| AH[X}
Ol7l Z23HH X|ZtEsF 00| it AH|XIe| EH82 Zo|HO|
X|2h ARl S90| SRS A X4E 42 3at HAS
X &2 0H0 O H2oMQl Ae2 LIEHts AUE KA
QAL Ol2fet HAFE HIECE Ctg2a &2 7Hds HHESIICh

7t 20 S0 oS AH[RGS| BOEE

e
CHSH 2HIAfS] BHEO| d&S OIE A

(i

|C

Zolpa
|

T2

A
o

—_

-

2.3. 90 CHet Efi=

Youn & Kim(2008) Z2l0j| CHH AH|Xte| ZEO|LL AFME}E
7t S AWMl T2 OO Dot AHXtO| EH=0f F¥= 0|
Hotn I, 7|FE XF St AR
k=1 [0)

=
=
S0 BAO| 2 AH[XIULE 7Y

7| o T o
S0t 3YHoE FIRICHE ARANES HOFUC. Eg AZ

rr .=

AgolE AZA HE0| i3t AHIXF X1Zi0| ¥Ete o]
GPATE YCMeenaghan, 1991). 0|2 Z2IoiA| T
HBAIZEE 29| 0|#0| Chef o|o|m KOl E
AHIXFE ATiE o= Zolojof T XlAl0] Z2310
o #mol Tz a0l CIME SO|NQl EEE HE A
OjAlEt % QICh 0|2 HigtoZ Cheat 2L JHMe MESIAC,

7t 30 2H[RRS| S0f| Tt Eie= S =2 070)| of
oF aH[Xtel ghE0f Feks O/E ZAOolCk.

oco=2

HUE T=sEob AHIRER0 JEe dgs OiEitke 2its
B2 dd APSoM =HQlE HE ACE AEE AFAMYO| CHE
Sohn(2002)°| ATFUAE EHE Xz (brand familiarity)7} A
= AZMYC 2ot S DX A= LIERRTE &, 2H|X}
OfA Tlsoh BRES] Amx AFMY Zap7b OYA| 42 2
EHCH 3A LIEfHCHE A0tk Ol S0l tiet H=go] &
o 0SS0 oot AH|AHEEZO| SekE D|XICH= Lacey et
al.(2009)9| AATZutet: YWSSH=s ZO|Ch O|Ye| AZAL}
of w2t Chaat 22 7HES 2ESHRIC

10rn

7t 4 ERHEO| CHol &H[Ae| Hsks SORE T2 30
Cheh AH|XtOl 230 Sek= OIE Zo|ch

oco=2

25 ZatA AMQl ==2Hof| Cigh AH|AF EfE=QL Of
g

, SAHH Z= MO CHot AH|XIEHEZF HEO| Tt
TFofel=Lt =M o FHEQ oA E dutg AZE = US2
e MaiAdl=(Pracejus & Olsen, 2004; Cornwell & Coote,
2005; Lee, 2008)0f| A =tQI=l H} QICt [Mi2fA CH29| 7H8E M
otk

7Hd 5 SQEtE ZRIMO| st AHXIE == O " ot
of s O/E AOoCk

3. Research Methodology

3.1. Data

742 ABst7| s S CHYCE Xzt dEX|E
Soff 2Y SH WAooz HEZAE HAGIGCE 422 dH A
HE| D Qs MEEE WAV[Qel 3t Ml =2 (o
O XlotAZ Amehe| oA|(<aE 1> HME ARRISE Az
T ZHE HEYS0| Cis SHESte Walez ZMLct &
2459H0| 30| SHEIYL, 0|5 Y4 SHE H el 223%
£ A 240l AESIRICE =& E HdEX| =

M 50| F2 0|8E|UCt SEXE HAHs 62.3%, OfXHs 37.7%
oC}.
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Ny ws

TNEE FES| T HESFE2 7|EQ MAATOM A
SEAE HESE 0|8510] 2[HEA 78 H(1=18 1HX| o
C}, 4=EHF0|Ct, 7=042 AHCHE ZHFYSIRALCE. 7|Ho|| CHot Ef:
O @ Hong & Jang(2011)2| AFOM ALEE 7|YENE EHE
g2 ABSIRILE ‘002 Zo|Moz MZBICE, ‘008 AEY = U
Cf, ‘002 Fofetcto| 37§ 225 AFESIRCE

BEE 2ol A2, 7Y Wol oz 7HX| MEEMETL EXY

S0 H|Z=0] JE ME B2UEQ| MKEE FHFSU| 2Ot

7|gAHRel BERE s E FHFSHE A0| B0t EfEE A
MZtz|of 7| e Cioh s=E ZHYSIUCE Sohn(2002)
A0 AFBE HZE ABSI0] ALESIRICE ‘Li= 000f LY
Z L1 QUCE, ‘L= 000 CHSY T=BICE, ‘L= 005 30| &
BEACPOl 37§ &=S ARESIRICE
S20|| CHSt AH|ALS| Bt == Yoon et al.(2011)°] ¢t =
| Zaichkowsky(1985)2| ATO|A ALEE HrF LRAZZ
FRALCE ‘Lh= O 39 O|F0| &S 1 ok, ‘0] 39 0]
LIO|A Ea3t 2X0[ct, o 271 d52 AESRALY.

390 T3t Ef== Maignan(2001)2| M=E HASH ALESH
Lk ‘Lhe Af2lEoz MAJUE 7|9el MES Ated o B
2 A& QAP QoF, ‘UHe MES 2E I O HES M
7192 g2|8 EEg G50 0, T HELl 741 EE=0|
USICHH Afz|Mez Mo| RUCte HEEZ == 719l HEZF
& QAL QUCPo| 37 &=S AFRSIICH

S Aol =240 Chst Ef=o| #HHE, Hong &
Jang(2011)Q| IO ALEEl HEE R8I0 ALESIRCE Z2
J2Hof CHel ‘=olFo|Cy, ‘OfEFo|Cy, ‘=F0| ElCyo| 374 &=
= AF8SIICE

OIS date| A4 HHWES FOjo|=of Tz ZFIR
=0 Lafferty(2007)1f Kim(2012)0{|M A= Mz E MEiXOZ
AHESIRICE ‘002 MES TONY 2='Qf ‘005 FH AMOA =
Mg ol’o| 27§ =5 ARSIRICE
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4. Results

41, wi%o| B 9 ME|Y 7

ol

CIOJE2A0] AM UK, ME|Gt EFFHO| JHEE HEts <
of QQRIEME MHAISIYUCEL QolxzHiHe =M (principal
componet analysis)2 AFSSIRACE Z|HYAL 7tHsID 2017
Fot sjMZ =S| s Eztz[™ EHAIQl varimax rotation
HHS ALESIRCEL 6742 2000 dYste £3 242 81.012
%E LIEFHCEL Q84 Ao el gitsty MesE HYH
=0 Cfs WA Latdes FEo7| sl MRz 242 MBI
CHChurchill, 1979). 2 HT0|A Z=XE 0|2H£S2 Cronbach-
o A$=gf0] B5F 0.7 0|42 LIEt} HYEEES0| HuX Mg
g oFst =EOM FEEJUCID Z = ACKNunnally, 1967).

o
X

< 2> Results of Exploratory Factor Analysis and Reliability Test

construct Cronba
spale ch's
item |factor1|factor2|factor3|factor4 [factor5|factor6 Alpha
o F1 | .061| .871 | .026 | .015 | -.011 | .091
famiarity |_F2_|009| 923 | .12 [ -042 | -015 | -022 | 896
F3 |-082| 919 | .078 | -.055 | .050 | -.042
C1 |.899| .022 | .016 | -.086 | .083 | .090
Cgt’;‘tzzgy C2 |.914| 010 | .021 |-020 | .103 | 121 | .920
C3 |.929|-059 | .065 | -.044 | 092 | .072
CA1 | 044 | 000 | -100 | .794 | 149 | 129
a‘;fi‘fus;e CA2 | 013 | -154 | 139 | 776 | -013 | 224 | .749
CA3 |-224| 059 | 161 | .760 | .034 | .077
marketing | P1 | 122|039 | 188 | 058 | 897 | 445 |
performance| P2 |.151 | -.020 | .258 | .122 | .856 | .161 | °
cause 1 [ 055] 022 | 052 | 208 | 220 [ 875 |
involvement| 12 | 234 | .015 | .058 | 233 | .090 | 847 | -
PA1 |-134| 221 | .765 | 100 | .124 | .027
‘;rt‘t’i?l:zz PA2 | 069 | 050 | .824 | .026 | .141 | .050 | .789
PA3 | 150 | -.030 | .858 | .063 | .160 | .037

NN QolEMg S MHE FEES0| CfE SHEED}
THEEIENS Stelely| Qs Zeld QolEMg MABIQIt 4F
DEo| ZetE 67 TAJHEOl St oI QelEMol At
x* =153.239(df =89,p=.000) 2 L}E}GICE H|Z2 ZHOHO| Cist
240l QOIS LIEFLID 9LOLKp<0.01), Ol ME37|9 29 =
Xt
=]

A0 2IZSl7| 20| GFl(goodness-of-fit index), NFl(normed
fit index), CFl(comparative fit index) S22 D Mot & I}t
8= 740| X MS}CHBagozzi and Yi 1988). ETIZ K|at
GFI=.922, AGFI=.881, CFI=.964, NFI=919 Z L}E} UHIA
+& 7|=0| 2ot s HoZE LEHCH LY 242
87| Q8 =3HAlZ|E(Composite Reliability: CR), @&
(Average Variance Extracted:AVE)2| Z}&2 =IQISIRUCH<E 3>
o). Seg|Eol 22 2E 7 JHEES0| 7|EX|Ql 0.702
oM AeR Lietgon, HarsEgLt £t 7|EXQl 0508
= A2 LIEFGT) Kline(1998)0f o5t =0IX QOI2AM <
ZE Qs 7t HEEA7L 85ELH Mg AF 2 22l 4o
THEENEO| ZEE Zoz = 4= RUCh 50| ZHol| =THE 4
7ie| o|2 H=E 7Io| MAE ENF=0A+E T Al 6

M

1=
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Aol A2ITZHo+25E)0 1.00] ESEX| UUASS BOlSHACH
(<E 4> &1).
<# 3> Results of Confirmatory Factor Analysis
Jjeste | =25tAlz| s BoFs
scale item *|§<IDE_| _HdCT?) HAp
= (AVE)
A1 .709
company A2 815 922 798
attitude
A3 .869
F1 .564
brand familiarity F2 .856 .900 .852
F3 .837
PA1 436
program PA2 561 796 567
attitude
PA3 .706
; P1 .748
marketing 701 540
performance P2 870
11 .646
_cause 812 684
involvement 12 721
CA1 .666
cause attitude CA2 .729 754 .505
CA3 .839
<H 4> Correlation Coefficients(¢p matrix)
company| brand | cause cause |program | marketing
attitude [familiarity| attitude |involvement attitude |performance
company
attitude 1.000
brand |5 535 | 1.000
familiarity
cause
attitude 0.210 | 0.364 | 1.000
| C3USe | h306 | 0.001 | 0.748 | 1.000
involvement]
program | o 145 | 0.160 | 0216 | 0.195 | 1.000
attitude
marketing | o84 | 0.022 | 0.267 | 0430 | 0493 | 1.000
performance|

42 7t HE

421, AALDHO| Kot HIL

ATOIA HMAIE 7t

H45S 43| [l -S-E‘

Al EHIO FMSIHET, Amos 17.0 TEOAUS

AlSt0] FHROl mdo| MotM A=S "'A|o|-G‘E|-
HM  GFI=0.910,

[y |

M 2¥ol HPYE XFE
NFI=0.904, CFI=0.950, RMSEA=0.066 ©°| QtZAz
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MHs JMS0| 2 FRAtol FHADE <1 20t Lt

—

== O g
T

HE

* p<.05, ** p<.01
<13 2> M FZ A+ TN 2

Giio| A, 7|Q0f The AH|Kte| ALH EHEI} Zoloin| T
o m2 0 Ch3H AHIKIEREO] FHS OFICHs JHd 12 Kfe
GI9IC} 3 ZOlof Cfeh AH|xte| E{E It DG HEol Z=
20| Cfgt AHIXIEREO| Eete OjEICHs JHA 28 X|X|E|9iC
ot BEe AErt ZololA AH QI T2 10| T AH|Kref
SO @S OFICHs JHA 45 XIXIE|QUCE Ol 7|EO| Mol
T Apete Bt HateM, 2R B0 Cfeh AH[Xt)
AFE EjEE Zolma mzamol mul MEE Az 0|
olst

HOE oM B 4 Uk SOl BAUSO i Ef=S 4 B
Z274+8 =oiFED 9lo| o) T AH|xte] AFH el4o|Lt
xzto] 23 T2 Cf W0| TH Y OIYS L 4
A9tk

Jgut S0 chgh o=t SAA HEel == 12M0) of
ot AHRE RO S OjEICHe 7hd 32 7[AEREM, Ol
HAATSD gtel= Z0o|C). B2 dAAFME Al=lSH
Z2OOIL; 7|7 SO AHES0| F AFideR oIt =
OFE=5 &H[XtQ| HIAIX[Of Cict Oloheet +=8=7F HOMA =
Z70f Chell =o/Hel EHEE EOFUCE 2 g7= o 0|
¢ Z2ItE 20|11 A=H|, ol 9o Oish 20 =7t SO0HE+=
2HIRE 7192 SYSA HHQlolLt == 0 Cheh 7|CHX|7}
FHOMK|A &2 mabA 7|¢e] SR =2 7H0f ot B7H7F HCi
Ho= WotE £ ULt 40| 7Stttk 8Lt Of F&20f Ci
SIME S FIHEQ ATOA CHA| oF M =olst HQgo|
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