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B eEe /95 A58t AAA HAE ol g 488 AN oo
#7) A% st BUS B 2P AL B dwHoz WL v
de BASNY FEH, BASANY 4% A9, A= e pdE TP

(Keller 1998). 181} o] =8 oA Agtetaal = BHE #e] Al2® < Brand Value-

j=]
T
=

A o

Up & F2 4X A9 533 o] #§ AJx"dolty, o] =F oA Brand Value-Up &
AFe7] HE $4 712 REHQY BIA= #He AALEL AR, s A o
9 muAES E4siden, Yolrid JE AAHE niuAL BgstE AaHoz

4] Brand Value-Up & ZA708lt}. 3 Brand Value-Up & 1178 F4l9] nd=Ag grg
A2 AIHXH (Awareness Power, Functional Power, Image Power)$} A #}2] ¥ (Brand
Performance) 2 T#38ta} FAZHoz HFHQ AAAE A7) 4T Zgozr Adsqd
. AAz F2 I BR= (21 A AF 106 ) HAS)E Yo §§ BAL =4
Brand Value-Up ¢} #8& dl& 2o nlxtod o] AjAHo] zt: viAlg H A oujgt
AR & =983,

»

=®RF 00202 ANFH 03, 12
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1. A&

al= “’MIE‘ ¥ 3] (American Marketing Association)®l A 2lo} 23l® BIA=E ojd @&
a2t (e gk JAeh o) AES Mulxe FAHE e FAREY AFH HHlE
25%g Z}%ﬂ 7] A% olE, F7, AU, AA, dAd ke olE F oo A S
ojuj gt (Keller 1998, p.2). 1990 ‘duhel EolAMEAM nxH7| A 2E Ao AF-A9
Bz g AL FH o ©¥ F7n U (Keller 19987 van Osselaer and
Alba 2000; van Osselaer and Janiszewski 2001). B A== Aol AFoly AMuji9 F
dHe Frs7) YT ZFRAMY Aol FxHAoU HITde HF d 7]?:34 Fas
ko @ QA EE AgS Boli gtk (Aaker 1991). o Zdh Interbrand o FAH o) 23}
9 2003 W &R Coca Cola ¢ BAXx 7k 704.5 o d2jdl &3t 2129 Microsoft
(651.7 9 &2)), IBM (517.7 9 &el)o] 2 HE olx 9ok, $2 7IdE Fol= HA4
(108.5 o &e])o] Sony (131.5 & g2)) Fol ojo] 25 & 2AA Ut (Interbrand 2003).
Interbrand 9 BAE 7}X Frjo] dvht A A7 E}‘;‘é% o & 5 dErhd] o
Edo] gl A ofyx|gh, o] e B VX9 FAHAL 73 A4 BI=T} VY]
oA dretvt FR371E dAYFE sy ARV HI UE AL Aotk 7gEol H
W= bl gl Fdsie T840 FFe we, JIdEL A

m{n

9 BYP=E& 7«1]74]34

oz BT & e 579 98 A4E A =73 de ReF Btk
o] =R ME 7YEY FFsE AMAH 2d= HBed tiEg FRE AAEHEA ol
B2y 918 shube B #Be AA"HE Agsuz o, dutd ez dEAl B
= e BAEAMNY FF, BAEAAe HA 5 Ag, 2R el gelE @t
(Keller 1998). 2]y} o] =EA AHstsluza sl B e A ~¥<l Brand Value-
Up & 2 A4H 249 241 zdo] Bt AlAa®lolrt, &FF o] A2 FUFHQ AT

E AA 4E A FF 2 #elo oA of B FRo] BdE Ao
Brand Value-Up & #I¢at7] $ish ¢4 7]1&9 dHHQA BHE @ A
ok, 22l YA ol nulFES B, YoprtA 71E AAFES] onlFE B
95t A AE O 24 Brand Value-Up & 2708 td. =§ F2 FU BA=F tfitez
g d4F $4& 58 Brand Value-Up o &% & H%orn], mixgtog o

= vl g A oujgt AALE & =98t

. 0] L-.Toﬂ}\:i

u"a_-.‘-g'r

2. 71& BY= 2do 1%

71E 8BRS kel did Feole A ZHNE vFolzth. AA, AFH PR o ¥
01]*1“ HYACS g BPEE ol & AEY ¥rz AP dF B

22 AEY Bz AT HAFEEFol o Fristd FMEe dF BF F¥ (incremental
cash flow)? £87F& B3t} (Simon and Sullivan 1993). €A, vlAIg Ay #AHoz 1
Mol ojH B didty 37E ZA BoEHN 0 BIA=E Eoli Ue AFY 7IA}
7t REoz, 2= e AFeld Aujart vgdeiyt 1 vigle]l nAd A AFF
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74 FAEAY ZAid BPs, By, A T3 dFd €U A FAR &
t} (Farquhar 1989; Aaker 1991). A, 1A ZAF BR=24t (customer-based brand
equity) 22 BIAE A4S 2 BA=d 3§ x4 (brand knowledge)ol I B A= 9] njHA
go] g mAe urgo] mAE= x¥Y &3 (differential effects)2 RE AlZtelr}
(Keller 1993). olzo] AZFA #HAAN WA BA= pitol dig Foj= sHAlet 577
A BAE 4L 2487 A dFd AER olojAt. 18l o @4ATo] HA=
A FAsHE O d@ Asle Aol FAH WY Aold o A AFAAA AL
g 22EL s YefE BT .

24, BA= A A ddd B 2dE oA"Y FqAEe] (T ROEE Aaker
(1996) 9] Brand Equity Ten # Keller (1993)9] Brand Knowledge & FA2 =2 e 24&
NEAHQ d2 5 F vt BA=AANE FAss YH o2 Aaker (1996)v BA=Z EH,
A" EA, A4, AAE 59 10 7HAE AASE U}, Keller (1993)2 BEA=ALtS
A AEO] BR= thata) Ao e BERE A9 ez HotEa, BAze @
& A& A ARHer HAs Ax9 BALS onAR FEIUG. o F A 2P
e BIE AL A AT GBS AAdsGAtE HolA o9rt glon, Aaker ¢
2ge A%, A4 T AMHA 2z BA BMEE oYox A WM (AFHE,
5 AWYA 5)E zdsn Joe Hol o FFolHRn ¥ 4 glon, Keller ZEL
B olnA9 (YL 4AuA7 223 e HAS BAY AFEY 395 (favorability),
7% (strength), E°]A (uniqueness) 22 Higlthe o] 1 EHojo},

BAE 2 84 dHo] B3 2dg dRHoz HEF 2= Young & Rubicam 9
Brand Asset Valuator & W=¢] D-Breed 7} W E 2 o]c}. Young & Rubicam &L B A= 9]
4 7] 718 NE=Z 28A (differentiation), AZHA (relevance), ¥ H7} (esteem),
A A (knowledge) S AAE 1 BA= FE (AEAH x HAFA)Y HA=Y AY (¥ H
7 x AANE T Z0F 8o ‘Power Grid & FAAsln BAZ 3o #BHAA B
= g 25 BEdts $Pe AAET Jot (Aaker 1996). 1813 W] D-Breed
= vYE AA, oA AN, ANAEF F 6 7tA BA=AEE o8 HZEAFH A
RS Ea 289 nkg SN EAsol d Hrt FEEHe AHE Fus ks
(ELM: Elaboration Likelihood Model)9] AjZtejA] B8tz lth.

BAZ A A0 Yo B3I RdERE g BAS Aoz A7 AlFA e A
2t dF9e 2dEo] 9t o] BRHELE HA Aol HA| Al A

AeEANE FAYez FAHsed FHE T den, F2 A7
A gANA BH=AANE FHrlsle et dAY, Bdze A
£33 ZA3E 23 (Simon and Sullivan 1993)3 A &9 Ak (residual)
3

2 o]g% EA HY (Kamakura and Russell 1993) o] olo} &3k, FA7AE ol &3
we ow s)gle F4s170] 1 7)glo) ulde] BS¥ dF & FANAE NI
o= RS ALAES TP Gl AEd AFH AFEAYG FHALE T
He 84 F BAS9 BA P 8AE (53, RO 73 5)9 /HAE FIF FHAA
728 E W os BAEANE A3 E WYoltt (Simon and  Sullivan 1993).
Axd BA e BA=AAS Hwby ME (overall preferences)ols] ZA#AOZ
o

e

X

qo{_u‘

- 8
M e A

AR
1 © 2 Kamakura and Russell (1993)2 @ HdHI 271y dHolH

X
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(single source scanner data)E o]&% BA=aM Hrhddg AtPed, 7oA 2
co] o& dio] o FEARAE Hordtd HP=AAL HAsa Aok, ©E FA 4
M 0 2 Conjoint 2L o] 4% ZAYL BAS AL AL T UL T3 28RS
2xg A 2Jgcs 9 2 ERJo] Udrin dAEH, Park and Srinivasan (1994)2
Conjoint ¥41¢ & $89 Self-explicated conjoint ¥4 & B&3d BIA= A3E& &
Aot g Adsn

Bas 2 AF A 298 ARAME @UsA AdsHo 8453 . A
Interbrand oA ¢AY BA= 7z AEHAg pdsd el s AEsn BHE
o] A& (role of branding)®} B W=7 E (brand strength)E AAHo g A st o] B
B=E0 X8 2PHoz AHutsly gk, o] REE H2E HA= MAE gAY A
T2A A% dsdze 44e Frsta ook, FuoMe AN d7d FoAA
Interbrand 9 #AMSH Woz BAE ZHXE Hrstede Axrh A8 =HJdd (RS
A7 2003). 18)x ForajA xol A& K-BEEM olgtx &to] BA=I} BojdA & 7HE
o] AED BASrt Bo dE AFEFL vHuEd 1 d 5 5T F de £ P
A2 BA= JAXE A% v ook (hFE, 4w, AAHAE 2003).

ol 2N 7E 2dEe 2 2do] X1 dE SEFHE BFa o 7HA 9
oA #AZ AU . BHA= ZAAEA ARG W] FRHWYo] EEsal
BAE A P4 g4e] A48A £ An@BAE ZEstth (Keller 1993). @A B
A= Ao FA QAo sl AdHezE vlay & FaHo doke FHo] gy 4
AA My gol xags Wo] &8y o] @A A &8kt 01?419: A$7r gt
9 vac A4 A% A 2de ARER AAHQ RIS pAUE AAFL e A
27} @ol BAE JINE A7) YF AFH PPEL =EFHWIIL YT, EF o
2dso A A#AHA NFEA BHIAD JIAE Jbed @ FHo FHAHsoH AFHE
7] g2o BA= B HAsy] 98 224 g el EAA He 3¢t F
% olt} (Park and Srinivasan 1994, p.281).

2 @AFo| A A A &= Brand Value-Up 2 oA 4H R 7|& 2dE9] A 7t
5& o] Hesly] 9 Bz Wg 9 HHEy o MU At Brand Value Up &
Aol AT HAS o] BHAM BAZE ANosty S} $PE w231 o

p-a}

o

3.

Iz

WA= A4 AG 29 (Brand Value-Up 2 4)

3.1 BA=AA Aved s e

Brand Value-Up 2 dojA BA=ZAL nA (A )@ doA “BA=rt nAo] W
uxe A8 597 2 Holdct (Keller 1993). 28] 22 Brand Value-Up B2EL 5 ()
vace A=Y} g AFeAA e vl@7t obd FAY (holistic) BHAMA BIA= A
e M9sta glo), BASTS i FAYY AFHE £YY 5 Ue 447 2dolgn
g 5 9l

Brand Value-Up 29L& 7|& &xgol A7Z 35 LAAMA (Farquhar 1989; Aaker 1991:
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Keller 1993), BAT A9 A YHT A ZAAE PR3 dcp A=A d4 o
Hdo=z= A (awareness), A ZHEZA (perceived quality), o191 /A4 (image/associa-
tion)o] EFHH AFHAZ = BA= ke FyAHAH o) AxH ez Yehuts A
2 By= 24y, Foldg Fol 2gdc},

olFA BA=ANY FALAN AFAEAAE Yv T F NED QA4BAE EMEY
Ay AdE =28 + de 298 Agstna s o] Brand Value-Up 299 8

g 718 siddrdolgtn & 4 v,
3.2 Brand Value-Up 2499 +ZX
Brand Value-Up =22 FA AAAEY ZAHAEE FAH 9d+=dH, 43R XL = Brand

Performance 2, A} EE AAsl= AR R EZE Awareness Power, Functional Power,
Image Power 2 FAIS o Qlt}.

<29 1> Brand Value-Up 29 7%

5 Brand Performance

b

i

<]

<]

2|

® Awareness Functional Image
Power Power Power

3.2.1 Brand Performance(A =) 3 )

Brand Performance £ BIE=A41Y AAANEZ BA=2 dE, YA 72, Foje
g olgte Al FEoz FAH rt. 53], B EZdoy BR=gdE F9o AP
ZEE BA=do] FEH ARAHoz Yehe AR EE B g, tE 94§aql
I FLEA HEH3 AAT Brand Value-Up EDolME 1A HIA= it 2HEE
HAFs BRI A 52 AAARE ZAse T2 FAHRALE HFdn.

HY=2dE e A4 A d5H F2 AHoA ok, 93 Hd gE F o9
ostd BA=ZHElE “nAo] s §F B i@ ofate] HE" (Aaker 1991)F
i}, FFH HToZE ‘o] HAE dikE FolA S EE 2 ojFe) BI=
g X4 W FolaF” (Jacoby & Chestnut 1978)& watch,

o8y, Pz, HYY (200D ‘¥ HA= g Fe HETo) FE} TojE B
sol g £9H B g JOgozd, A4 A A5H AIL LT ws

52 QUIOIAYNY nj5H 435



o A998 Q7% 3t}l. Brand Value-Up BdolHE HEH B
Az Boll LAY A8 BA=ZEEE P53 A2 o &
35y A8 g Asstd FAska ot

vt ARAEe & o BA Fort dAl Felol vixE GFL ofd FujdA A &
BRoE HAAaodoid olFoE Al A HAEE A8 5 9l3, ofd FeulodA A 7
BREE HMuldy o)Fo trE B BT E MdAde 5 /bA HHE Jebd £
(Kahn, Kalwani, and Morrison 1986). Papatla and Krishnamurthi (1992)2] 7oA Fd
8 ARE MEsti= AuaE FESFAAT o2 48E d™9sts ANAE HEAE
2" gt sged, Brand Value-Up Z@olM% A3 A Anlzte] [o)d, A, &F] B
A MESE)E £3) Brand Loyalty & A F3étn v},

-4

e e

Al 2zl (relative perceived value)® M EAF (flagship product)® 7]FEL
2zt AFE gia] == JMAE NAeg B8 Aoy, HAYAE] Zolz FAEA
drt. 7HAS AAFE7 4 2rdso] AAAFE dib A o XE dode

2 AggatA "

712 Z i (price premium)o} “BERAE=7F AAHAE o FHoz AR F JE
7R (Aaker 1991)0]A g AulA X A7pA = no] ARdte BA=d did 230tAE
100 3 @92 5857 f& Ads Hdon, 2 vy BRsF o] J}Ee H
3 BEJASE 100 o2 HAEH S AS. oE Bdso o JuH FTE FoA3es Py
o2 FHgrh

Fujo) e AEZHAA oAH EF AEFL FoE g2 A "FaF Fo] =
e g AR 7 3 Ar g5 E Ho o, o]lgid X olv] MacKenzie, Lutz,
and Belch (1986), Machleit and Wilson (1986)% B-& #xEo] &) Al&siojx vl g},

3.2.2 Awareness Power

Awareness Power ¥ “Z4HlA} npg Lol B BT Ee) ZE" (Aaker 19911 &

T oloen, t“ofd z7 dolA 5 HAZE AHY £ de 26149 Y (Keller
1993)ole} & 4= Qr}. BA=RIAEE A7) (recall)9} M2 (recognition) L& T4 E o
9lov (Hutchinson, Raman and Mantrala 1994), ¥ 599 Awareness Power & & AF
HEYM Bz 713 W4 feze FeE Jelds dEAAST (top of mind), F
A Ho A Fol e merte (M) TEHE AEE vehdle ks T (topl),
ael3 83 Z2F7) (unaided recall), X.Z47] (aided recal N E E%8to A48},

2 ndo & Awareness Power &= “id] FETY TAH F, ou HA=s 19 AE
ool RS Esre] EAeE DA BA=HAA  (brand salience)ol o3 #H$Hn)
(Nedungadi 1990)" ¥ #A& #Zslx 9+ d, oJd % &80 HEE BR=E A7) =
Aol HzA7IE7F avE Fad vFE aAASI drk (Axelrod 1968, 1986; Miller
and Berry 1998).

e

3.2.3 Functional Power

Functional Power & “4H|A7} B4 vd=d & xzdse £33 4% &4 - 71K
5o Aol 44" & Dk, (AFH (perceived quality)9] 7id& B} 2AA
A Wd3stdct. Zeithaml (1988)2 AN ZEFRE “AES AwAA 5oy 94

Brand Value-Up: EIC FCH 3 2] 28 HEE o8t AlE 53



ek Avjte @Y ot e, HAZ] dig ol Bolx ¢
24 Bz A #H9 AP P55 5 AEY E4E T Y
Adolztn & 5

7]¥9] A (Kamakura and Russel 1993; Park and Srinivasan 1994)°] A
3 BAsae FRHo Az FANAM A|HoR Hrtg FHE AP
i FEEIIE AT, Bz FAd g ABat e HR=R4AE
e Fa% AFE 7A. gaA ABFF S BIA=AQNY TR0 2 FoHA Q14
H3 Q= Aoltd (Aaker 1991).

Brand Value-Up B dolME 2zt A ETo U= X4EH 5§ 430 DA (situation-
specific) &3 4 9l Fishbein 249 (1975)& A &8t B = 4to] 2zt F4o] ¥
FEol 3" F %= 3190, o1 2 Functional Power 2t 3t} B A=y} A e
3 &40 digt AuR Ao xolE ZAE] Hsl oA (favorability), A%
(strength), 5°]4 (uniqueness) 7@ & 41831}, Keller (1993)= B U= A2 P
ZolA BRE @4 FE 4, HY, BB TRHUA, oA RS A, FE,
Eo)Ao wetd ezt &9t Brand Value-lp EEoA= BAZ9) —’—‘T"‘c}’%
Functional Power & F¥3t1 715HA £A4 9 Aol& FA387) Al Keller (1993)7} 7
2% 34, B=, BolAdE Mdes 8o Axs (100 A HH) s 1'9,"1‘3}.
Keller (1993)7} 7}]“’3'5}st 394 %, Eo]AE Brand Value-Up @M= &9 &3
ANA Z+ gl g W oy} o]& g3 T2 Functional Power A4S F4
A g8t BRA= 7 1}01—‘?—:? A g £ IR .

ZoAL BA=Add) g Hrlela gE, FEe Ao i Al (belief)9] A
gt & 4 ¢l 5olA4 (uniqueness)S ZYBAE AT o) oW EAo] disto &
BA=9l FHA e AEE Bt (Keller 1993). wekA] Functional Power oX &
A0 digt Prieg Ade FRAoT ZFAFEE L 95E Fishbein ZF (Ajen and
Fishbein 1980)& 7|2 o g H&sle] Xt EE Functional Power oM & 4 &
A £ dly FEE HHE Fol ZF 2dso g HAE AAEA Hed, 53
& 4o CHE‘l E%ﬂ‘: 4 ““7} (1 H-7 7‘4) X}Ola FEZ Bokth, BIA=ZF Hut Aol (k)

(r

27+ ah = o“ﬂ% A& Aok, Keller (1993) olx*g 1233}7] & Ao} Eoldx

A¥oz AFde= WY BA=AGY] SA4E 44 2= vuste ¢
Aol W F71AE A 9= ©l, Brand Value-Up ol &= Fapo] wyo] 7AghA =
S AEE Ao, Folgtd EojHS A BA= vuHdAAMRE 2zt T2 S40 o
BAE Hrt (BE)E AANT F o8 #&ato o g 2=V e B B
o] Yo Aol2 FHAH3tA FE9 EoldE T AdETE Holo. BEe 5ol
& Aojd AdE A Aol =) W N Feo] HAL AT

Py o= YL v sy, U, ) T

54 U2UIAIYNY M5 43



FP,; @ anlzt i 9] BW= j o] di§ Functional Power

[, @ 282 i £4 pol i3t 24 (importance) B7}

S, ¢ AHA 19 B jo telM shn de £4 pol iE Z=(strength) B}

U @ 28109 Bie jo disls AT e $4 pol g Sol4 (uniqueness) %7}
A Ao

M s@se) &

3.2.4 Image Power

Image Power = “AM|A7F 53 HAse sl dorle AT AR E
Ag BR= g AaHd I & gtk F, BAon AP, Bl =d giEA
W Z7 7hA 3 e d#e Al (Kotler 2003)olu AwiatE e 719 o) el e
A AAES B (Aaker 1991)0]2 & 4 vt BA=ouA & AFEHA (product
attributes), 28l Mol (consumer benefits), HMZJRA (brand personality) To=
FA 5ol YAT (Plummer 1985; Keller 1993), Brand Value-Up R RIA = AF3 dd€
LA &AL Functional Power oA Z£A3l7] WEo FAH o]v|xE UEYT Image
Power = A% % 0 & Personal Image Power 9 Social Image Power 2 U¥o] A dr},

Fournier (1998)& AnA-B A= BAE FAs = 242 AF3 94 (love/ passion),
2o} BAA (self-connection), B (commitment), U7 C(intimacy), F& AEA
(inter-dependence), ¥ 8'2kel4) (brand partner quality)2) 6 7FA) & A AU, BdH=
o} Anlate] #AE FAHA HEFo FHHAA olsld 4 e (Solomon 1983), H A
=2 9l7te] EAN @z o] MzistE HA=o WA wHEAE FoaAw fazt @A
(interpersonal relationship), & A3 A 87A £oAe] ol FAA 435 HAEE
Z a5t ¢las o] %t} (Nicosia and Mayer 1976: Solomon 1983; Fournier 1998). Al %ol
U Bdes poja o 2ujaiE A A 8 el AdiEE AEE& AL o o
g o AES & o AFoY BPs AAH FWel & A& MNAE Helgdn &
% oIt} (Solomon 1983, p.325).

Brand Value-Up 229 Image Power o] A Personal Image Power & “E7& B AT A Y
EluE Qz7bE E4 wm= 7|A” o}, R FHe2 BHASNAAE ZEAR Brand Value-Up
pdoME g3 & BASE Qtoz FHEAE o 1 BHA= #EE ARHA 54
(Aaker 1997)%& 3"3‘]‘:}1’} FAlell anjal zpal EE zpale] wigle olnjAge] FEX
(Intra Personal Fit)& goie Hol abojzt ik

Social Image Power %_‘— “E4 BJd=r) eQloA iR 54 £5 AP AloldlA
olal5): ojulx]” & 2wt} Brand Value-Up 529 Social Image Power & Al3H o=z
ZujRel Ba=te #AVE =A% A= FE (Inter Personal Fit)E 33
o A53as4 8. 53 Aol nigAscn sidiste 2§, 2R 2 GoliMe 4

lr B ot

Brand Value-Up: B8 Xk 3¢ M2 28 MRS st Al 55



# oluxE FHsA Hed, T £4, FAME, AGoide AR A, B4/ A
Aq 58 &£F8A I} (cf. Park, Jaworski, and Maclnnis 1986, p.136).

Image Power & Functional Power & Wlz& A 394, =, Eoi /Md& 8439
Personal Image Power 2} Social Image Power & Z}Zt th &3} Zo] 2oz RAF33t),
Image Power ol 4= Functional Power 9] Al 43 fAlshd £33 &40 g Fax H7t
A, oA o g BR=o o ()Y ofvA] dAE (fit)E FHIY 7tF
218 Hoste Haog Aggd ST S Functional Power oA ¢} mhzrizl =
BRA= Hrp Ao] (Fx)dlA EoldE A7 Hs A Bd=d ulg HrtoA &
A 2d= FBrie] HE§ A PHE AHEE.

U,'jp = 5,'_,‘,, - At (E]', k;&_]‘)

IP;; + AHA 9 BRE jo i Image Power

Fip @ 2819 &4 pol & ojnx] A= (fit) H7
Sijp © &M 1Y BRAE jo tialA A2 e £4 p
Ujp @ 28219 BRAE jof disir 7tAz Qe 4 p
n
m

-

3 Z% (strength) 37}
s

o] (uniqueness) %7}

i

SERERE I
A4 masg 4

3.2.5 Brand Value-Up 28 &

Brand Value-Up 2 @9 gL <18 1>9 7o) Brand Performance & A A3t U
x| Awareness Power, Functional Power, Image Power 7} |%& 5o AR L A
A% & ZHHFAEE 2. AA S A HLE AT AllA gEFH ez HuEf
HH=E dHste BA HojA (<B 1> X)) & YL FAHo2 {Fo&A el
o} (F(3,1496=557.395, p<.001) R #lFo] 528 2 Hlud & AHIAL B Y. 3
2ol A Brand Performance 9 3]#4-&, Brand Performance = -23.798 + .236Awareness
Power + .493Functional Power + .741 Image Power 2 UElIRTl, oju 2 SATHME
&g (e)ol T NNBAFE FFAA Fojok dt=d, tI¥-S<=(Durbin-Watson) A%
0] 1.926 02 2 o 7}7H9] AZFH 2AFEL SHAHE wHE Jon A FFERE
o 77t AHAE BEFE et
2 2YoA 71F S8 188 FRol dFIHAAA ZALH, <E DAANE B §F A%
of T BARY FAIAYG BAPFAJANVIF) o] dFFAAEAE AZsA 58 I=

jn)

]o]

o % 2

OH
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= obd Hez vk,

<¥ 1> Brand Performance 3#A ¥4 (32H)

a3 ENSEE:]
FEWs | SPs RAZ | Fa ) B

T N Y X1 X2 X3 ) Fag

B -23.798
1.000
AP(XL) | .625 1.000 . 1236
528 | 557.395 | .000

BP FP(X2) | .601 523 | 1.000 493
IP(X3) | .647 574 | .768 | 1.000 741

FULEA
oul-ge
FAGA | VIF
1.9%6 654 1.529
1400 2,501
1369 2.711

* AP: Awareness Power, FP: Functional Power, IP: Image Power

3.2.6 Brand Value-Up 292} 2]2]

Aol A MAIE Brand Value-Up 29 FZE §3 7|&9 AF 49 =43 v
Hrd @ 7ix 2 Aolye AAY 4 gUd. AFHEER JjERHo] AT AF0]
J¢t B 292 d43¢E %" FF FAH AFAAo] sttt HHX R BA
g Y 7|Z2rdo] 4%eq - A9 - Agagie] EAH Yot B AL FFaq

El
r,"i mh“ 7] k!

N

Agad - 47aq -?ra}@! #40] Jsatche Holtt,

BAEARFYARE ERD0] YA EE WIS TAHD doy & Rde »
A= gedol Be 4 o AR PEHse] BASY @ ANE stetstel AP AA
gt £RY & YES AFch D AEW SPPES B W, /1@ IRELo) A%
Holm YW EAT FAM 5@ PPE QAT (AE B, U HPEE
NEOHARVEST & F2 Hal=ziq /A2e 9% 348 240 9Zsn 98) & 29 3

F BACSAM) PHAEE oAU A&Hog Bestua & o hRE EA} FA)
7t b AERE TAH U,
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4. TN HES AT ZAMEA

2 978 9 2000 8 ¥ 304RE 9¥ 6”0l FA FU 210 4F 106 /) BAC,
N A4FE 3007, MEAY F 3,300 WE tidos gF3d HEA g oy A
HHE AAsAT. BEFES oA A9 28 FJ S o] &5} (<¥E 2> #FR).
AIR S AlFE F5E AT 71ELS dF9 dEAC] duuvdteE ¥2 WA ARG
2 AFANA 3 ~ 709 FE BRAES MEsio ZALE AP,

o
o
=
=
(o]

2 B o 0

< 2> 2AYF

F 210 &5, 1067 2d=

ol & A3t H| 2 (5) =3(6) B F(3)
H=E(5) A -8It=(5) o} 7 E(6)
HFH(5) Z4(5) w43 73%4(5)

PC 341(5) w3 (6) Lgek(4)
Z1EAHY(5) THAFAHE) A B AL A (4)
EYALo] E(5) HEH(5) 7154345 (5)
A3 (7) S (5) E0lF4H(5)

g9 AFF AF E5Q RASE UFoR Y BI=AN SFXNAE H L5
Hoig An AFEALE NG RAE dAY ARHoz Hgolzdn & ¢ gon, &
v Az AL (CPR: Consumer Profile Research) A #AZ2Q ZAlZ LAXA HAd=za A
EE dolgdol 2353 5 ol sivtel viAEHAYG D & 5 ot

2 dFodME dA 21 A 4FA AFEEFT EHoZ AFAUEFY “FLs” E o)
208 Brand Value-Up 229 ZAHXNFE APHoz Hdidsuz ot “FLg” A
S AMgAd 26 4 ~ 54 A FH(HE 6 4) 3 300 WS o 3 ZAAAE
A=A},

5. IUAZ dFE B4

5.1 AAEA A=
2 A3 AHHAAEQ Brand Performance 2+ ZA A HEQ Awareness Power, Func-

tional Power, Image Power & Yo 100 3 939 A4 (index)E 738t A 29 &
AE EAa%e o, o ol dgs EHANE 9L 5 U (<E 3> #F=R).

58 QIZOIAYNY x5 48



o AGHe B Ax, AAHAL F Awareness Power ¥ BAEHE & o7} vz|gh,
Functional Power 9} Image Power & H@i= & & Aol& Holx g1 gl -3
ek

Awareness Power 2 7ol FHulgke] 90.2 ol HAFto] 21.3 22 1 Aol 68.9,
F2HatE 18.312 F Bolm lol X7 WA JeERR T, Functional Power & wighol
63.3, A gtol 46.5 & 1 Ao]7} 16.8 ol HF U= 3.796 o2 R¥V FA delyn
gl oo, Image Power T3+ ZHgtol 64.0, #HAgto] 46.0 &8 21 FHol7} 18,0 0] EFEH
e 4.406 0.2 F abo]E KHolA ¢ gl

<E 3> AARY A WA AF)
(49 100 3)

wel B #FUA Hoigk Haw Z}ol
AP 51.2 18.312 90.2 21.3 68.9
FP 53.8 3.796 63.3 46.5 16.8
Ip 54.2 4.406 64.0 46.0 18.0

odelw g B, A4 Fu HAS) 94 HotY £ gt W b AAH
el AZEFAS BASelNA FUA THE BAS gon), FohAgl
9

 Hy
AN BPEo AAEE FolAAY BHA= AFFAIN ouiAdME & adio] dds
ng 4 5 AUk,

AAA Ko FE4o] obd Brand Performance (BAERHE, FHXZ7x], Foje

EHUTE, 4 ARG FPUFE Fo IAARNE T dFaUdE PAHNE
A3} Awareness Power o] dgol EA dEhE AFL ARG VAR EE RE. §
f, e A 28 PC A, o]EF#FAMu2ola, Functional Power 7} A UE}
e AL "“x, 7134 dA A Aoln] | Image Power 7t A YEl}e HAE EwolFat, A%
ste, oisle FPAEFA, 2n&AHY, HFE, TYAOE, LG, d=Eojr,

B AdyE ERxos sIs A o sdezpit Jgg 5 E F23EHY
=, BA=E $9A (introduction stage), A 3etA (elaboration stage), 73
@7 (fortification stage)9] AlAIGA HHAE Advte FHolvh (Park, Jaworski and
Maclnnis 1986). olz{g 2A=zstE 7I9E o) BHA=5YE  Awareness Power —
Functional Power — Image Power & ‘2@l MEdA £& FAHs 2 & Jdo.

Az ABNED AN AARE B9, Awareness Power o)A Image Power 2 H &
A vel} Rl g Awareness Power — Functxonal Power — Image Power 2 98 33 =
ol 3 e AL B & 9} (<H 4 #FR). AGHAE AHE 49 Awareness Power 9
Functional Power 9 3 #HEA A Ei:rlﬂ'% w| €} A %= 7} AP — FP 2} 459 (F(1,
1198)=320.1, p<.001)H T FP — IP 7} .665 (F(1,1198)=950.8, p<.001)2 = Al velxdc},
AAHEN Az FHoA dBEA AP - FP RU FP — [P 7 BE3E wegAdlsst w4 4
BluE 712 o £ gt A%, BAEE AdA T HAHL ) FAHU 40 FaEEA
A7z Ax gedug W vEA G oluA] 9 E Aerti & F oy AAk
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7b o w2 ZEE ojvx 97t FAHIMNE o2& W Awareness Power —
Functional Power — Image Power 29 BRI =A3E AANHA AFAsigs & 4 9}

i, §F 2A=9 X H4e Hdodslr] YA e Awareness Power, Functional
Power, Image Power 9] H7} A+ & zobg Fol A o] 2Ry WA F o
M Aol 9 leRAE dustd BR=RY] F oW SHE Bl ¥XE Ay 1
of g adyl nAgAEE FHe= 3o s,

<E 4 HALAL Bol Ui 4 BASRN FHLAETY B

gz AP—»FP R 2 Fat FP — IP R 2 F
HEGug A Stieshe A4

A E A A .459 211 320, 1#+x .665 .687 950 %%+
S .573 .328 730, 7#%* .810 .824 2855 0% #x
A .379 .144 352, 2%%% 704 714 2057, Gxx
o 5 .510 .260 316.3%%x .753 787 1177 4ss+
A .523 .273 563.0%%* .768 .794 2156. 9% %+
g .588 .346 632. 4%+ 770 797 1739 3x%*
33F .509 .259 524, 6xx+ 726 .741 1670. 6%%*
$483 571 .326 725.8¢xx 757 N 2008, 2% *+
FHFA .489 .237 464, T4+ .728 .733 1687, 54 *»
o} s} E .459 211 480.8%*x .718 742 1912, 19%*
J=E .504 .254 510.8x .791 .804 2511, 8% *x
FA#H .467 .218 417 . 1¢x .766 782 2122. 9% xx
&3y .466 .217 497 .9xx 717 .734 1902, 0% **
By .581 .337 915, 2%** .814 .827 3520, 1%
z4 .518 .268 547.3xx 758 771 2028 4xxx
qgste .417 174 315.8#x .589 .627 797 . 24k
2R&Ue .347 121 205, 5% .726 742 1669. 9»»x
PC B4 .397 .157 280. 5%+ .675 .691 1256 4% %+
ol FH A ] & .308 .158 282, Qxxx 711 .751 1534, 5%+ %
XgAjolE .586 .338 765. 4#x* 771 795 2202 .5+
EolF4t 464 .215 411, 1a#» .675 714 1255, 9% %+
(x#p<.001)
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5.2 ¥5¥ A3(FHEH)

21 ) BEY Ax FoMd dEHoR FYd ZALZHNE ulE 22 Brand Value-Up 2Y
o) MEFE A7} oJgA YeEGEANE AHETn 7 AE BA=IY AolE BN
Bt

ARAE} AR F7Y Aol AR dig HAH vhALA Ado]l EEHE
AT chgola A EA AHpna dch, s B 5 e 2AE=7) Brand Value-Up
2d ZAE Y AP EHAAT ol HEH FF AFAME HEAI 3 7] BA= (A, B,
CEASHE oz vud A,

5.2.1 Awareness Power

Awareness Power = &) 100 3 kAo A(83.1), B(66.3), C(48.0)2 el TH(F(2,
897) =173.9, p<.001). 53] A 2= Th& BAE di¥] Ax47% (top of mind)ofA
AA G AP DA H O E Awareness Power A E B HFE Bol1 9t} (<H 5
Z). <ag >0 21 4 ME 106 /8 BA=] tid H2A7I%E (top of mind) - P
T EFAE (topd)BAE AHRY AAHA FolE 43 B 5 4 A BHE AS E
b Fol7b o Hx Aoz BolAT BY C BA=E ¢ EA *—Tzé%l Top3 Bl &l B
3 HzA7=0r e A ¢ F U

ol B BAE9 g AvztedA 2 <A U=

A%k A B o] sy 3‘15‘*&7]

£7b ol ded shsAel gojdoks g duisinz H2xREE o EolV] AW &

ko] WazickE AL galFEo},

tﬂ-:ﬁ C BdE9

o‘l"oﬂ

HzAN 528

%0171 9

3 FAASD g4 nHHETY IHH7 9 oARAEE gasojor & Ao
(Aaker 1996, p.15)
<¥ 5> Awareness Power 23}
(eh9l: 100 A)
Hel B F 3k
H 83.1 66.3 48.0 173.9
EH 21.24 24.43 23.43 #xx

Awareness Power

Duncan a b c
Top of Mind 53.3 18.7 6.3 -
Top3 85.3 72.3 47.7 -
Unaided Recall 86.7 76.7 67.3 -
Aided Recall 100.0 100.0 99.3 -
(% p< 001)

Brand Value-Up: S Xtk %
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<Y 2> H2F7)E(TOM)-2 AT T A7 (Top3) &7l

80.0

I+

of
-
o
o

s

%ol
H

TOP3

5.2.2 Functional Power

Functional Power & 845, dul$5, AAR3IV T, ARY, 97 52, 3ol F
=, AAZl AL, 7HEAE, AR YT, AL, AFALETE, RUAY S
FEES AHEEAT. AL7IE 71E ZAF A5 AMRE A 5L FES FE39 ¢
22 MAYsdy (<& 6> #AZ). Functional Power & £A6t7) 918 12 79 £A4 =0
He M cBMME ABuE o7l 8809 2 wW$ EA JEwdt zZF BRzo gid
Functional Power & 100 @ 9Hdel A(60.5), B(57.1), C(51.6)o= Z+Zk vtelytcl (F(2,
897)=148.8, p<.001). BHA=3Zr HF zpolo] didl ohFul2E Y& Duncan AL AAs
A, “dn7h $43d” “Surht 297 gE d5S Ao 24 B Hio o
g Aolrt gtk & 4 3

old AAE ngoz <Y I Fo] £AXNIRE A
o Fa8E9 £4H (FE) BANAN FaE9 £A4F7)
AANRAL, ARG HZ=HY, FAEE AW £4H7s @
AFAN =7 dddrt. wEbA Functional Power oA 7]&" o
& Fojed x¥HalobAAR dAA AFAIGAT BFHA= "”‘]5}\—‘: Hy2aslcE 537
Yo O aEAds T840 dojxm glo] oo tid Mol Hesigs AL & 5 9l
.

0

Fl[’
o
e
X
E:)
)
~
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<¥ 6> Functional Power 73}

(g¢l: 100 A)
Bl A B C F 3t

Ha 60.5 57.1 51.6 148.8
Functional Power ®FHA} 6.67 5.95 6.42 4k

Duncan a b c

H 5.34 5.11 4.63 48 .4
o1l Z&i7t Hco} ®&#Hz 0.8 0.87 0.94 *hk

Duncan a b c

" 5.28 5.15 4.55 56.0
[02] Avl7p 58t} ®ZHa | 0.93 0.92 0.86 ok

Duncan a a ¢

37 5.29 5.04 4.49 55.0
(03] AXBF 7150 UG FFHa | 0.99 0.89 0.99 xxk

Duncan a h c

H 5.27 4.94 4.48 48.1
[04] #AR3}ch gFAx | 1.03 0.93 1.01 o

Duncan a b c

gy 5.08 4.94 4.55 22.0
[05] &&7t7t v EFHzr | 0.97 1.07 1.01 Hoxx

Duncan a a b

eRi 5.19 5.00 4.56 30.5
(061 ol Fc+ EEHzt 1.01 1.00 1.03 o

Duncan a b c

W 5.34 4.90 4.51 60.7
(071 AA717F ek EFHz 0.9 0.89 0.95 o

Duncan a b c

o 4.62 4.41 4.50 2.4
[08] 7+#e] #gatch EFHa 1.23 1.21 1.14

Duncan a b c

qd 5.47 5.05 4.38 87.5
(097 Bfar i A=t ##FHA | 1.03 1.01 1.01 woxk

Z slo) ook

Duncan a b C

Hqa 5.27 5.03 4.60 34.8
(10} Ffaw 2Ade] Mulzvt Fob | BFEAR | 0.94 0.97 1.06 o

Duncan a b c
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i 5.44 5.03 4.47 68.9
[11] A &AL AFAN L7 =5
B ARAE A% | 1.00 1.01 1.03 -
Z Hoj g
Duncan a b c
YF 5.15 4.89 4.54 30.5
[12] FF4& Bordo] Fo} H2} 0.95 0.97 0.98 *oxk
Duncan a b C
Cronbach ¢ =} 0.8809
(*x+p< 001)
<2¥ 3> ABYE SHAZLE
‘Il.A
/\ 3 d”'.' x| ‘-
A
% Oﬂl’ﬂ?l'
® 12 3 ]”j H
ax
% ® 58} ' [ ’0
0--‘
(B4 :6.18]
Qe RYLITS
qanuz g ST
s - [
- FUAY @ " o ]
b ERE LR .
..'.nn‘
(B :470]
¥ = >

5.2.3 Image Power
Image Power = HYWE=-7Q13e] #AS
Power & BA=-FWz7te BAS
L 2l=
Personal Image Power & 2
106 W2 FZ383 oAl A
A o
il

—

B ] O
A& *t—: 55
=2 #
=

L EDRCE
g Adsar,

A F 76 o] HEAHQ
of A== F&A 26 HE

€ Fohm e FFE doF7] da) ¢4 267 F
HA A & F 4 Bi=o EH #A (

AAHOZ 3LF BISoA BRA=-7Aze ojw] ) FF
1(42.3%), 2523 (41.7%), 7‘}4‘_]1:91-‘& (34.0%),

A (26.3%) 3o ¢o2 ZAHAGY. 282 Personal Im

A=E HrlE A61.6),

64 AIUPNYNE M5 43

A ALY A4

o
u} Ab) =
gu,-],o:] ZA519c}. 26 | ZE F LAl gF Fo4

M AE=(31.7%),

B(58.6), C(50.7)& Yeltt} (F(2,897)=167.1, p<.001).

o

=2

ﬂ‘**d S EEL
o s

agx H3H

“2pale] FFolu)x]”

(Fit)E 7822 &g,

E5E 234U (45.0%),

age Power ©

{1@6&(25,7%),
100 & THo B
o] 4 &

43 ¥ =(Intra Personal Fit) Personal Image
A3 B =(Inter Personal Fit) Social Image Power 2 F

mu ofN o mu mu

F]U

A

-




0 ABYUET & HHE RojA %, “HAdE" FENME B EAE(4.95)7F A BIE
(4.9)8 gAME Aoz Yelgo. 9% vZ & 9% Duncan ¥4 olA & Functional Power
9} 98 ABAES BEASZ O to]7t Qe Aoz vewt (R&AF, Ad3UE, A
Aode, 343, 283, dAAHYU, AFEE). o] AHE T A 2P=9 B B H
o] BAACR foud =2 o7t YA Yerte AE ¢ 4+ don 7 HIA=
Personal Image Power 9] olvjx]9] Aol AX i & £ Ut (< 7> #=E)

<3 7> Personal Image Power 7 3}

(gbd: 1003)

Wl A B F gk

¥ 61.6 58.6 50.7 167.1
Personal Image Power Mz} 7.92 7.36 7.21 ok

Duncan a b ¢

B 5.58 5.22 4.42 54.8
(01] &5 x< EE¥Ha (091 0.9 0.94 xk

Duncan a b C

qe 5.59 5.35 4.53 40.3
[02] A&AA EFEHA |0.89 1.06 1.01 rk

Duncan a b ¢

He 5.34 5.20 4,56 27.1
[03] €& BEEHA 0.9 0.87 0.84 ok

Duncan a a b

b i 5.46 5.32 4.61 29.5
[04] A U= EFEHA 077 0.82 0.96 o

Duncan a a b

B 4.94 4.95 4.28 11.7
[0s] AAUE EFHa [1.10 1.06 1,09 k%

Duncan a a h

Ha 5.53 5.31 4.69 16.0
[o6] B E& E&FHar 1,03 0.86 0.98 *okk

Duncan a a b

o 5.41 5.13 4.66 11.3
[07] A& EEHAL 1094 0.92 1.12 *ox

Duncan a a b
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¥ 5.30 4.89 4.21 24.0
[08] A=d EZHa (0.9 1.02 1.14 e

Duncan a b c

B 5.11 4.99 4.56 4.5
[09] #AARI F#Ha 11.30 1.12 1.02 *

Duncan a a b

- s 5.41 5.06 4.31 18.5
[10] AFEE F&HA [0.97 1.02 1.13 Kok

Duncan a a b

J 5.27 4.32 4.55 5.3
[11] Z3AA XFEWA | 0.88 0.95 1.18 *ox

Duncan a b b

(* p<.05, #»p< 01, **+p< 001)

Social Image Power & FHUFE, FH4H3, MAgst= dd A&7t Ad, BA/3 A4,
A7lellg, ANRNFEA7)/FAZ FAHsAE. 4 BI=9 Hrb= A61.8), B(58.7), C
(50.7)& el (F(2,897)=200.7, p<.001). Social Image Power & ZFA3l= 6 7§ &
Bo i3 A5 ¥ E It o7t 9142 2 o) ¥A vEbRT. £3 Duncan ¥
Ao ME Z+ BRA=d Hazels BE FE A fodujg Aoz et (<X & #x).
Social Image Power oM & FHF LA A BH=E HF(5.57)0 b HA= H3) =
A JeltS ®ok olyel (F(2,897)=103.3, p<.001), FHAE 5 F5d vz =4
B7b =20k, HEH HFSoMq A BASE O E HPTo w3 =& FFE EA HAUE
g agE AgH oz Hris e ojuX oA 4 AAYE AR Ao B 5 AU,

Personal Image Power dlAlE & z}olE Kol U 4L A9 B BA=E §

Power oA 29t Wil EE FEdA Z Aolg Holxn v, B BAEE I%F
Personal Image Power oA olvlX|zt aE AL 2b4] Ratx v &stA ez g1z
Ho Social Image Power & ¥0]7] 3% BA=AFS 33 § A& Holu}, o] o
Image Power S 7]Q13 293 AlEd zgez vso] B4 A F§F od onxE
B9 Bl Aok =R By AE3E E4E v

i
i

o
5]
o
—
—
=1
[
o0
[

<¥ 8> Social Image Power A3}

(&9 100 d)

Wl A B C F 3t
qe 61.8 58.7 50.7 200.7
Social Image Power EFEHA | 7.27 7.23 6.87 kK
Duncan a b c
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o 5.57 5.18 4.53 103.3
(o1l #H+4& EFHAA |0.82 0.95 0.92 o

Duncan a b c

H 5.50 5.14 4.47 89.0
[02] F+94% EEHa }0.99 0.93 0.96 Kok

Duncan a h C

B 5.14 4.96 4.40 44.9
[03] Mwste o A8 7Hs % FFEHA 093 1.05 1.04 x4k

Duncan a b c

B 5.18 5.05 4.33 63.3
(04] A)/3 A4 HFEHI | 1.02 0.99 0.97 ko

Duncan a a b

B 5.23 5.01 4.37 56.4
[05) q17]47 EEHa 11.03 1.09 0.97 ok

Duncan a b c

Exly 5.25 5.05 4.38 62.9
[06] Alcha &471/34 EFHA 0.9 1.03 0.99 e

Duncan a b c
Cronbach ¢} 0.9142

(*#3p< 001)

5.2.4 Brand Performance

A4 Brand Performance 23 &
woli gtk (F(2,897)=208.0, p<.001). 53],
glom (F(2,897)=111.6, p<.001).
Zol7l el Reg ZAFJUG.

A(75.3), B(62.3), C(47.6)2.2 BA=ZF & =}o)
A= g dElo M s & olE B

Ao AR FulelgME A, B, C BAEZ

I 9ed a9E g Bi=s nwsle 3rtse

vk, TolelgE e Aol

dEl, 44 BA=E 2§ g A,

d 523= A3
e

deje [o]A-dA-vle]o] &

FoRES A AYG he A4g
@cﬂqvw%qqa-ﬂmam e

BA=F FAMSL7

Az Bd= FAHE ’é}u%% 4‘— At

e

=357 A8 FFAY JBEAM B
TFujejgo g MEslstd ZAlstn

44346}0@1 FgHdoz FHs
of Hgsict, 53 RJ=
HEol Fo A FEHA F

Brand Value-Up: Z8is ZIch

AdgHA A E A93.8)7F W9 =& FXE Ho
A9l =A HAHR Adthe
Aoz ((59.4)7F AALH Qe B
B)Oil s of WA HrolHE Rew & 4 vt (F(2,897)=173.1, p<.001) (<& 9>
Brand Value-lp 222 53] 8= RE

;9. ;e [
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<¥ 9> Brand Performance Index 23}

(29 100 3)
wel A B C F g

oy 75.3 62.3 47.6 208.0
Brand Performance Index EFHA 19.91 17.96 14.99 ok k

Duncan a b c

Ha 49.1 20.9 7.7 111.6
Brand Loyalty F&23Ha | 43.90 34.72 21.80 ok

Duncan a b c

g 93.8 89.3 75.5 176.5
Relative Perceived Value EFHA |9.73 11.24 15.48 ok

Duncan a b c

3 83.0 76.7 59.4 173.1
Purchase Intention Wzt | 14.03 16.75 17.29 ok

Duncan a h c

(**2p<.001)

5. A&

BA=e o A2 YA gA% AvEol RFA F53 2782 oo, oldl o}
%7199 A%, ¥ 52 FUATL @ 2ASY AHE odA ST AUl BB
F7h 73 olFolA W for), olg A Bk AAYE BASE BEO YL o]F A
$¥oz el ¢ FAANA Wl A% RAE Aol Ay ¥ BeRd Aol g 2
240l hFsle] Yo B AFE BAS A4e g 2 BYE I8 B A& o
9 BAdE RYSS AEHT o5e] 2t FAY BAYESH AYHQ B4 R ARH

FEE ZeAde n AnIRE shiel Hds FARALE ANFE FH2 92

ANE 2R R b B4 AWRY, 94 B AFolAE 20 d7E 291
AM02 88 DA A0H BAH od WEEE WAL Heldel ol MBS
AdH egds A%H 7848 1F02 944 2d, 75A 29, AAH ojuA R
o, A3A oA 29, 2D 2A= A ugel 5 o) R 2rsen. angoz
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