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Advertising, Public Relations and Sales
Promotion
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Advertising
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" oY @ TGS PraeTR FWIF KRR SCH FACO AR |

IO Fool A € G TAMER (BT 21 ¢ ORI Reraw Jie =i @fvel ¢ wfafos | egfesrs
HIEETSTOIA FI (LI (AL @eIoTS NPT Ay TeoAmey Y@ 72w [aew AfReey zeaeg | g S
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What is Advertising?

ool 2PTItas 2If SR R e 9=t EFS=PT SR 2[00 | A S (AF [ear e Sefifrs
Aoy G AT TS ¢ A[RUEd “ate R [eaval s =67 Aew | Philip Kotler @R Gary
Aramstrong-43 e, “Advertising is any paid from of nonpersonal presentation and promotion of
ideas goods, or services by an identified sponsor.” widie Ree# =eT (Il WWE *F ToF WL
RGBT 4=, Sy 9 G S AT @R o o7t | [Rgaroitea Tpe 328 (ore! s
S qR AT (OTST S B B M 7T | [T MG 19 R IR TC=ly ST
2R THCIBIE FEICT TEPIGRECE @CICAT R TAE ofeesaet, el e ¢ wfowa [aw i
TGS AT FA 8] 2 | TSI Jool P ef S qnme TemreEe Al , wiedy ey, [oewes
i, fifeg e srgre e fKfog T ot (F@ 98 I AT |
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Major Advertising Decisions

e+ toftm cF@ qe Ao FIgHET b G sl Fraie azd wEre =7 A BE vo.s ¢
(AT =_C=T1-

e SrereTIR Rearita= et fRearsitaa =t Rearica= Seerey
@ d0.5: I @17 TREF® PraieTg

>. Rt Sremiemr Réie (Seting Advertising objectives): igar tofite &=w 417 == Rearita=
TR fdiRel 41 | [Rearetas Sy 2t «io Wiie Bt swiewaesa A @ iear e aicar
FARE wewe @RI | [T Somipir FéRer orw fofe ke sa w0 srwifts I a0
BIeefG WG, Sy cofy @R el el sk sreics 2o ez | 42 efeara A Koo
FPIfbre RearitTr e oSl Tits Afmim el »hear T | Rearit SroipTR AéiReem a«ie
T A (OISR S| IICF S[RS HCA (OS] IPIHF GR Oy JjfEre sreard ffvee |
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SIS [eare/FreaeE (Informative)
(OIS TfIe] SIROFAd

AT T JIRIF TP AR A
TS ¢ eifepiae o[e efodr

Al T ARTS TRFE 2

THT ey TP ISR SRReTA
RN CRT 8 TR CRI IR O
ey FRPITST R[Teer

core e gareae

$ 333383303

ARIGAE f<er#w (Persuasive Adverting)
KIS LI ERRCEIREC

TH A W LTANDS el

IS ARTS STfTeTae

ol SRR fafoeae

ey SFfe] AR (OIS LRl AR
JE FRSIG o

$EI L0838

“TReiETe @ (Reminder Adverting)
= (SISl IF 40 AT
D ool GEE TDT TR STehI
= (SIGIMF 2T SRR JTRCE T I
= W G (SIS T JTS GFAE TG 4T
5@ do.3: [ErIt SrarmR

R, G €= (Setting Advertising Budget): Rt qitet deice @t [fve s @ ofasre o
GRS M efspiar Rerm Fhfbe o Frifee w4 & site @RIF | [earitas Soey
fAGRTeR = T& Sowely TR Gy MOF G A ICHD LT FICHE Goa1 FIE | ACGE LT
Gy AIGRTS EqS! I Wb AL S8 3, [z *ror= «afe, afeifie el aar
Towely ¢ Ffefes ARt IS JF ACH | (RN JFCTF & I AR e el =63 o
fEHIR* 197 T TS AT GIITbCara WSNRS VAT G | (FN: T A (L OS] 0O
e AR AR [eareitag T3 AKF AME THME 2AFS #efd Fa Agfeded I [earitag
ATAS =Y | JICEH LA CFe@ S0 el fax = sl sAfawet e w411 @ w2 [{oves
TR CFCD (P AR $Fg &AW A AT G 4 Fa1 Sow ©f Wd=el T Y78 Flow
|

0. @Ml @ Tpw (Developing Advertising Strateg): Philip Kotler 4R Gary Aramstrong-<<
o, “The Strategy by which the company accomplishes its advertising strategy is called
advertising strategy.” Sl @ (@ NG DT O RG@AT Ty wE A OIS
fRGar=ItTa (T <1 27 | R (0T uf6 31 TAmIes froe-

%) fawrits IS8T 2o (Creating Advertising Message)
<) fRearsite Mg 74159 (Selecting Advertising Media)
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) @it ST oW (Creating Advertising Message): SelI3s ™, (N[, ANEGH
QAT N, oy ool 79y Fejivg B 047 WA Topifed @EICT TG JIRA
FC (OIS AT B GR T ATADA AL AP @+ PO R NS (D SIS | STt
@1 ST @ TAMITT A A3 My 5 «ae Tfrs sAfisgag [Reariem sl tofi
IO F | [eerrag el ¢ g Fdme o 90w gfer@rht «fi@er ges ee
EMe=tE (Clutter) (OW I (SIGRF NCACM NFLOE AR wricaer {77 | [earitw owa
T© G ME0L WG T @F q (@ JEAAT GR A KT WAL (SIS A
e 8 @AM e eaifere we «dsa S |

FRF e Rt R8s eoRTTa 2= 4151 RCT JSIT (P17 AP P | IS e
IS BICG WCCFCP (@ MY O SRS el 0 O S| W AP (@R | Rearsieerar
T Tl AT (ISP @A elfeay fFeaifere a1 aa Reraaein aes smg@il core
Gl 3B M | OIS ST FB (G (OISR ACAGAIT ©ffe ¢ FRIP RSt weamey =R
JIARIFR ITACHC TP | (OIS SCnd ATAG [l I TPHIF YT elfs e wisHo
| ToUT FEFA @ 8T 8 TIae Ao LT 417, 2T AfSDITAT TGS @R dR
J2R (VTG TJI] TRAW (FFPTCRR I APl core et v @k @ AR Rear=1ar
v Rt R 9 1 fash e, ReersiawTer S 0T S FJerwsie 41761 (Creative
Concept) S 1 | e QRET Tl IR ATEEA, IM MG R4t AT @
IRPTHCSE G0 S 8 TR AP AP T4 A 96 @ I | 92 @ G5 AL=el
fJe@ro AT LRl e @it “AfRere 2 1 @NF: T97 AT CFRed Y Sl PR A1 R A
TR AN OIS FTINCE TAGATT NG (SIS VB AFHA GR A0 T Pl B
COTCET | SEeieT (el 6¥ie fofe e et qraze wmeams Fdifre e 27 | [Reerits sieams
fobTTa CFea @TgerreT, RgPTeaTIrel, Thel Toiin CAfiEy fReabel w1 S |

= IS R (Message Execution): &I QIREll I FACHS AR A9qST <7 =G AR
RGP T e IR | [Re@etas qgeNs. areifre qee 9 e eeme
A ¢ e B =7 | ST iR I [t 6T (Ore| 76 SF & Aow
TBIR, W, 4F R FIONNE WA MECACE @RI | ST TAY=Ac e [ Sy w@ea
4= 55134 9%e (T AT | G Tl

i, G R (Slice of Life): €2 SBT3 (AT 27 (M 1oy Tead TfEs SI0e o= |
Twzael: NGF 6 (Bata) IO 2T BT AT ([{UICS TR |

ii. TEF IBIZA (Lifestyle): 9T @A W #2F SHIEER Y 2o JIRCER APTONS
O @ T | SRR FHObbR TR Sfoerey #em IR ISl (Sandaling) TR SITA
ey e |

iii. PFA (Fastasy): €T IBIZCT “AONF JIRICER A GG gD AR 9T 407 | @AN:
@A (Clemon) RGP (@X #{1 F<1 A A0 TGS Weve Aroet #Ifeaes= =iy
(AR =T |

iv. SR I SRS (Mood or Image): U@ 2NF IR A WS @lear st A
SRS IReAB TG T4 & | @ G, SIERPT, 94 Topifr | Brrae: Apex
born in Bangladesh == |

V. TSI (Musical): €2 FB13ET (ST FIE A FIGAE A THIES A1 AR Fa0 (72l
TR | @: &t fiF F7IfeF (Pran Milk Candy) @i, @ IHRT T 9P S5 &t
o= it e o =i
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vi. IfETgT &SIF (Personal Character): @2 DR (AT FGAT QO A WERIF
(Character) 38 31 =7, a1 fWWg 2/t Toge@ ca | Bwrge: . $fF& (Mr. Cookies),
Seven up-43 {eerid |

vii. @IS WFSl (Technical Expertise): GTFE Ao TAMH AfSDT eyfeors wwons
OO 4R & | @9: BSRM Extreme F0Ed [Ree#1te 2if$B1ta wFelts 9= 44 =T |

viii. (qEIf"F @ (Scientific Evidence): (d&If@ e @k [fSq a@a e qUwg
M2 et Sma TRl TeY e @b FAce AR Al A | TWIREST: RO
(Horlics) fReemitsy qobicns (Mo aitaeelid TeTseteT (el 2 210678 A @19 6l Ol
@M ey |

ix. @RI &MY (Testimonial or Endorsement): Q@ (I RPICIey a S=fely T
OISl Ity IR T T | @: AP AT RPT FARBPACA [[GaI2{Ce L I
IR (OS[CAA A A |

aqggle el [eretad oFa e @@ (S a1 afod=) SFm ==, 951 Tojifvr @

4ited 3512+ fReTF J192[ A A |

Gy e

CPICAT [ 7% (At SR RIS GIEr 7o, Aoy I G SRyTed Sy [ealaw e | e
tofiR (W@ GO TR B G PraTe a2 I ACE | T2 Reeme SraipTR fN4=er, qrcen
iz, (e TR G ISR R | e Cofar @2w 4+ =eeT fawe Rearitas Sowly fadme
341 | M@ SR AT foF St S S TR | T2 SUFTH/TIROTTSF , LRAbTFTE
8 IREFTS earem | [Rearoea Sowy e s19 o) Sy St S R tofie wey e
IS 2O FACO T | GTH@ NGRS AL S G, [Rerwa =for= smis, afswifier e
Ao GR Ty ¢ FATGF AR OUT FIRS 20 AT | $OIF A [e@rmrer Srwrly R
Rearo (e e 03 A | [eaee @ 9o 7 Samie [ow | 720 [eareiag et gdeoame ¢
@it W 45w | FReT [earTg [aa<s 8 qreT aomtea e qiof 2T WHe el @ e
ATGPHA T GR TSI LT G Q179 TR Bl | FJereHiie] Gell fWgeels A7, «rof *ee, e
GRTItaa T4T el s 41, [ 9] o= 1w <o | et ez cweea [foq «@em Bige
IS T AP | Tz TN &G ST, IR 35139, g1, RA© o7l |
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Selecting Advertising Media

e g e 02

What is Advertising Media?

@S T FICS @ 2 M AFF a0 [ et WS (Srema A1 (Target Audiance) a6 sRa=
=W OCF @RI | @ GRifoxm, fofbs, Mam=g Tojiv G [eetaa e ARPe=1 @
@rﬁﬁﬁmﬁmﬁmﬁmmﬁ@ Tod e NI IO TS, T Tgel N NG
WwﬁWWWWWWWWWW@QWWWWW
NE PETCR | QP ST (A TP GR (SISIF ARTIRE FIF QAT NLGTNS 9fely Spie]
Terfifirs =0hz | SS9 T AW ~AfFFEA @R Bl A T Sy Mgt U6 @F T AT
TR (50 S RAby <% | A< TG (Fe@ A4 QIoPTR =C=T—

S, TGTR ePIRd, (MimsifATer, goR R (Of6 SRR RE® FaenR g (Determining
Advertising Reach, Frequency, Impact and Engagement): fafwig et s dveas «d
WﬁWWwWWW@,chwm,WWW
ol Mriferewacar AR 1 oo 2rs = |

TG v

PR (Reach): MW qram a1 core TiEd M @ WHE ANiNe @ *oi (SeR F0R
TG A T 2T OF ARACE [@AeTa 2R 1 o | @9 [ ewiasiaea
fRea1 IS 26T G2 AT T ¢o *IOR* BILTBFS (SIS A AT LTS |
Moot (Frequency): 93ew (STER 66 FOIR RGAE ST LB I A SR
AT Mgsfeel 1 = | @ [@AET Sy e &y e A69R [ e
(OIER [R0 (@5 T LTS |

e (Impact): WM2 TR eodre AT RN do) [d=e =0 =71 @F «F [opele
TR PO GFGF IFN | AR T IR (TR &) (oo I (o8 IR ffFs
G G AP ARG MR ASF @ | S (Fe@ (Al IR, @A 2[00 ewiar @<
LTS CPIR AT CF@ GAfS* T 2B IRt AfHF S |

ore feifere® e (Engagement): RS 10+ MR Gre [Ew@mbre (e e
GR TR SEF Tl | @9 G F Qe s S Srew @i g [ 90
IfEre (ore 19 7T T ST FRIE AMCF A= I AR AN (796 6T ABCH AHS
IS |

-3L©
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. @I GTE KPR 2o &5 (Selecting Major Advertising Media): ISt I *IRifbs
@ @R Wy &6 TN, Jqe M4pw, TfEom M=, @[Ee, Aufes @ s,
AT @M TGW RS SRy | [Ea e &oeas (Fea Afsfo M «@eaas Jfdr-
Y ARERFS 2 | MG §9 (Wb (R AR @y [ 20 N o] | e
FRFITST @R FE A I 59 | [earamrens [eere@ e IR ¢ wweR A e
IEETE 0 GGt A10F (o 408 TCTF AN G0 SRS @IITAT e Foeger of7
A ACAE = | TOMFIeD FANGRSC FRPITOT Z GR TP T @IACAICIT NLCH A
8 AR PR &y @6 e Frae azel Sfes v 30 9rer | 7 =2 N a4
LA H[KL-SPIRLPTIR 90T 4R = |

TGPTR AfrTR SRR

Gfefen Feiforee o, ofs o SRR W | 9 e ¥, @R’ (clutter)
IR, *, A, B T @ BT | Sy, w5 St e |

8 FCIANA |
\smﬁl?ﬁw facaferesae Fol | o (A8 ¢ 2o fT-&15e) |

RIAWAG TRANSS!, TGN SEF PTE Fol, | TFYA, 77 FFPAM [, T5 -IW
R g, Tw  fEEmEErel, | @)
ATl ¥S71W |

ey umifem ar | S e ¢ serafefes v | Sfss  Teemeers weres, a9
SRR THTS!, TH TP Tl (NIq ¢ | A5 Tg |
Tey qRISIES AR |

TR T Tt Se™ f&iba el ARIET@rT | dfe dF™E e WP I,
@ oF@ @2 WO | TSI A8 AN |
efsrifreftds wfere a7 |

s TeY WS (oreT  APre, WK | QY U, T8 WA |
e 8 TpReifefes w&ive e,
TG 7 |

T (I ARTONE, T AFFAMARTST, JF | 47 AN (Ol #&069  @rel,
Ju, I dferfrer, T SRgwfefes WWI
IGEIRE

o. %2 g I 45T (Selecting Media Vehicles): i f45taa c%t@ s7<s! €17 2T f&fey
@E MO WA G S| IRCE 4@ 67 Tl | (@NF: AT @A LTI T
FF, PEORE RGa &y I9=E 40 | WA 19 Wreqw Bfe, @fee W&va w1 [ s
ATVIACIT (FC@ WG (Audiance) &S I @R TG FF AORCP NLH @Pg 2AWF Fal 2 |
qRTSls S NI S A1 (Sremd @elss N+, Rea PraeeTR sTHed [ReR-Resmeery |

8. WTNF W i@ (Selecting Media Time): ¥ Sifeel g s AfRg T Fww wFg
e | T O e 6 e NS STEsiNE M (@ AN dR ISR A5IS 2(F ©f
N FACF @RI | (OIS T AR A BoAfFfe ¢ [Emeiey siesimze fSfvesaas e fofs

TG 7 B-5b8
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IR FTo Siferm e Far =7 | I #18e RGIRER (Live streaming) W e [feg
SRR AN IS A TGRS 27 |

¢. RearitTa sl @ F=% FUEF (Evaluating Advertising Effectiveness and Results) : 79T

e /R aifeq FoRm w0 @R e ey e Fb o] erear | [{ertT

TP YR GO TS =T |

F. @I @8] (Impact of Communication): €tt@ [t Myes gpifrs Reae s e
2o PR 5 2 [ear#it Tt Rewd ore-Giv o ¢ (ore! Feaiferowsatas Arrea e
7% ooz & 717 Tofiv =ifewrer a1 =5 |

<, e @R TR @99 @8] (Impact of Profit and Sales): «twta w2 Rearg aifsdifae
R GR TR 7 O] AR T 27 | WKBRH (Fea [Fq G Y] [Ke@r=ie a1y
S AR 897 9 363 | @: Ag, =, afscaifier, st Tosifv | @ Fee FefE [Ra
8 JAIFIF €7 AR fF4[Rel SCAH0T Gfbet 8 FRAACA a7 |

/Gy e

@ AR I PR MG K@ 87 e (erew 6 TR T4 & OiF [ear = NI« I =7 |
Rt g SRR e QTR JCE, TR NG AR, (gsfaeel, do/ qR (Sret
SR*RRY TR PTASTR | QL NLCHF GFPTR 0o W16+ e M4rs wAfzgee 7415+, s e @
@reitaa IO @ T TR | LT NGO R A AR MG, Jqel N« {SEs =
WG, (KR, ANETD @A WL 8 65 WL HLTS GI2© 2 AP |
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SR
Public Relation

o d>o0.9©
@ -
Q AT O AT

G TS P ERITT 0O ARET G2
" QY TR FMSARPTR T SCEAb S90S AR |

GRS BICP T2
What is Public Relation?
1T epiieas e wwged TAmE <1 STePREr | @36 efspieaa A Fifce R[feg vwa e

IPIRE AR T 2 SBCT AGFT OIS elfSDR RPTE GPREA I =X | eferet Foe @ ¢off

SPGRRER WS, ‘Public relation means building good relations with the company’s various hearing off
unfavorable rumors, stories and events.” SR &fSBITTR AT FfHE [T ATHF AL TProRe grom, TqFeT
SO SRS Cof YR ST @ATIICAT AR &, FFFK @ TR el G aifsxs TR
R AP SRR I T | GPRE MRS 79 @ GT, I, g, 4, I, afswm, afs
Boyiva &PIGER e 9% T ACE | GPREAICR [Rfeg SiRfem Wit vy Srerecary w57 =@ :

= RIS I FIW FE (Press Relations): (Pl TS Ay I R 2fs wedel I 217
FRAMAGRGECS AT O 3B @ (el 7 |

= A §R JIS &6 (Product and Brand Publicity): WM #taa Jrices a5 47 |

= TN F&F (Public Affairs): T8 T TGS TCBT @ ST AT T Jrom |

= #R (Lobbying) I XS [R@FFF: SN2 eariar A1 Sl T @i T |

= RFEEFR IS (Investor Relations): afsditas R @a ey wfds o e
B THI |

= TFEFFE (Development): S RRST A1 (TRIGRAT SEc Sewe< oy oy ¢ seeess
AfSHITTR A FI& F4I | GRGIS aAfspieaa [foq Fifoa RS APho TETTe FPREM JITS
B AT |

YN TR QSRR

Major Public Relation Tools
GEPRE JIZ© AL A STRGTET 2= 1 o Yo.3 (AT ZeT-

>. IRAM (News): TPREM efsffaar afstm s fifeq -RmEe iam 4@ @@ 7 ¢ jf2
P oo &7 ReTea 5= & |

3. R0 <G (Special Events): RT*T 541, @: TRIAW ACHIF, SR, e, "R, TG,
FRrFTETe 010 ToIIM NS 8 THRT ATH Gy IR |

o, Ff® BomiF (Written Elements): SR efeffar oy w@ma Ffve Somiw, @m: s
afstave, e e o1, AfDiR avRg, ANER T toff ww TEfTe (erEMa
oife FAK & |

TG 7 B30
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5@ Yo.90: Y GPREM TSR

8. Wb fogmmeT T TIPS TAMN (Audio-Visual Elements): «rwta fey weuma fefee
B THFS (RIFS 2 FIR F41 T |

¢. AfSBIFT eSie MIf® BAME (Corporate Identity Materials): ey eifsoifas ol
TS BoAmMRTIR NS 17, AT, Aifedifae Tearas Tenf Kot & e T4 2 |

Y. TRERIFE IS (Public Service Activities): T fRemsiat afoe f[foq smizess swa
o< 8 T AR VYN TPRECR FIEE I AT |

I e QRSACTT TCO1R GPRE IR G AP ARTFFN IR FEF WGH [ G |
GCFE 3RS e BeweHra AT RO STy @ T el G et e Sl |

Sy e
AfSDITA g oY efoum oA efesitad e Tk [fey =t ProE M0 2w
SRR I 7Y | PRGN 920 Y7 RINSARPTIR =N, F2l: AW, [eag 1671, Fifes Soimie,

QREFS TAMIA , 2SI TRIFT© TAMIA, 5 ¢ I 2w oyl |

BT v BT-509
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Sales promotion
@ =

Q AT T A
» @ g 0o T @RIT SMee ARET @J
» oY e 2PItaR RITSTRPINR 37its R ST b1 FACo AR |

Rerx o7 b2

What is Sales Promotion?

e R e [ Y TEeed Rew #F J=e 23 AF | [ @ [ew apiese
e weroy wwiay ¢ FEw afore Rewd 7o 20 AT | (1S e w5 ANy [ern g s
e Rfeg *mew=te R@w @9« <=1 =@ 1 Philip koter and and Gary Armstrong-4d Xts, “Sale
promotion consists short-term incentives to encourage the purchase or sales of a product or service.” S
R 2PTa =T, PRI GRIT 21 A1 G @3 A1 [{ew 3fad o 3o TwisieonR | [ier eomes
) RS SWHAPTIRE F R AT ST [ofee PR ST @R ATE AR 69 | (N
AF O T (NS W | S (R [ W @GEEHAT R Fere deyifn | e effeft
TAMICR BIRNg TFPE GR R Somly STewR 36T o757 |

Major Sales Promotion Tools
R eI =IfSaremRes for St o 541 23

) (OISR @ @7 (Consumer Related Sales Promotion): (SIeT SIFdd 38 @R el Trwrely

TG ACHS [IANTHR NS A (ST 2PIF JI2F 6 A |

. T AT (Samples): T 26l 20T FIEE FRPI QIR AL AT | TIAT =0y FKEere K=
T oqe 1 7 | TP AT WL T SRS (ol CRCq VYA A [erw e e ez
T AT |

3. ¥ (Coupons): ISCH fEfGGE F FIf4e @ 7=reg 7o = | Fo =61 [oey =ie~a,
I G (@O (PICAT FRC Ao @R S0 FHRIG AT 9 PN oG 476 F0 (S |

©. SFTS I FT @S (Cash Refunds or Rebates): T Aoy @R # #I¢ly TAG=Ita fefers
[ 9 (FoItF (FT© S T | (@F: Yo EF BIFR AU G FACE ¢oo HIFT F* AT (Few
T |

8. RfSEreT (Premiums): fARRIN =1 semay R 0o A1 I Y= Aol =Rot [ F4)
R | @X: T Fowra, (o oy | RIS A4y AF© St SAFCE (09, WEIISI
TRIT SRS AT AT FA AN |

¢. RerSr [Reamfie ganf (Adversiting Specialties): Sita 58 [@eawreR 919 5%, oSF
w3 AEPRIFTS Koy 7are eMFTE TMICT NGO SR9e = | @N: FRFAER (Lifebuoy)
T FR3feTS -G, @TF CHIG AILRES (AIF, T, 97, SIAfE, I9ife | o1f<7 fow, Iy, 1
o7 B35 970 =7 |

TG 7 PB-dbbr
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Y. TEF YT &@AF (Point of Purchase): o @@ feg 3a =i kG et a1 Sogrema
TS 2P RO TR 41 27 | queeq oy 4o qreege #tera fofos ¢ ey Sorgem
P TR TS (OIS WA A (53T FM 2 |

q. efSrifrer, FRATEIA @ (F (Contests, Sweepstakes and Games): & 2PIT I I97©
TAMIPTR Aferifer, fer, (31N [IREA P (SIS (P PR (SO I B (AT | FNF:
335 efSrIfor SRz 03 fErs ffm Roar @ #1itwe | 79 «@0e dfep [ ePiEe a3
TATAINGTTT TSI AL [IRIA A |

b. PTAEFS! (Event Sponsorship): e 2eG FRIFTR TrxreRe ffie =iy a1 Jes b
FACS ANF | R AR &7 f S feema e [t TpIes &4 SIS AT ST
TS FCSHE AR FACS AT | @: FAG, (T, (ETET, QS 15, e T Tonifv |
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