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The Impact of Advertisement Slogan on Consumer’sAttitude and the
Implication of Times Background—An Classification Application of Rhetorical

B EAFLAZELRF 0 DB XFFIY P FAITELITRP S E K
(N%FQMB)xEM@&%’Wﬁ@ﬁmﬂNSW%‘fﬁi’.*%%ﬂmIW
L% 34 BB P 0 RBP4 S
#g CCRGE PR SR e B0 RO REFEBEER
AR L bk s AT ST 2003 £ B RPN AR TR 4R

ﬁ&&( B~ R 2 75 AW Banhl %o Bk TS

R A REY & *%Fmﬁﬁwlmﬁgmﬂdpﬁﬁ%?%a

REB ;T ﬁﬁg} BEE RER e p) A ,__,ﬂ 7 F]m;,gfr\ 'F_}E.,\‘ N

FRBEERLER Y AREFEVLEGEZE OV RE F o

N~

et A2 RE BRSO PHER R HE LW

Abstract: This research performs the content analysis through the rhetoricians to
investigate how rhetoric used in Taiwan’s advertisement slogans in recent
10 years. The results of content analysis from 178 advertisement slogans
indicate there are 34 rhetoric used in these slogans. According to rhetoric
function and structure, we attributed the 34 rhetoric to four types:
Description Type, Contrast Type, Vocabulary Type, and Syntax Type. In
order to understand the application of each category of rhetoric on
advertisement, this study also explores the relationships between the
popular advertisement slogans in 2003 and the consumer’s attitude
(includes cognition, affective and behavior intention) . The result of
quantitative research indicates that different rhetoric types significantly
affect consumer’s attitude ; i.e., the effects of consumer’s cognition,
affection, intention, and attitude in both slogans—Description Type and

Vocabulary Type —are better than Contrast Type and Syntax Type.

Keywords: Advertisement slogan, Rhetoric, Consumer’s attitude, Cognition,
Affective, Behavior intention.



~F] ¥

- PERTRERT R AR - PRV €A AARUETEE - 9T R
g BN pAL g 2 v (B985 020030323 B ) R F- PSR AR
HiE ¥ - ﬁ#(%“i)£mg+m%§ﬁ§r§°wvﬂFM@ieﬁ%%w
75 ) 2R~ 8417 Much I & + 2. § 2 #53F (slogan) > % 55142 2 /4 7] e
wo HIQAR AT o REFEG THPEEACERY T DiEY 8]
LR AR G AT 11 Bh2 fsdR 0 o BEARATH B e U R A endfit s e d 3t R
A% 2 T H/F 0 "Much e+ | ddr k@ 2 Afpliteed B

LN i}&)a 60 x%ﬁ’!fﬁ“%iﬁiﬁ’# FlLE S B4LT TMuch &2+ | it BRI &
& (A% >2003; 298 > 2003) -

RAFFE faii%’ TR AP AUR T Bl TR R RS T A
By — TizE- & | 0 2% Nokia 484 2 — T BLE K p 3 4 |4
WED R FenD S o B F AR AR A L P2 & hE B FA ol a
LR A iRt ey R g e

r?.%m’:x,ém%_}%f FE & ?i()% i) EFEEF kg A pdar
R FAIE > AR - Mﬁii HREAL 7 AR F AR A P
F-E£EFH -

B dd v Fored  ERP e FhreenSBIe o FER AR
ﬂ’iﬂ’%’"ﬁm/ AT 222> aF 782 T2 (thetoric) | <& * € & 4
FEPIRE TR BE PR A T AR RER LAY B RF OB HC N
o A TRBB FEZ AR A +fr}§ Bid > kL5 Fi2 MR L REA
2 EHFHAEY AR B EE TR A RERT AR LEE e

fe4R3E A EpE i 5 aﬁorbpw,xpz\izsﬁé%:

I I3 g% end B > #4243 0 (qualitative) £ 3 2 4 7 B p
LE & (1994—2003) £ %R 24850 0 ig e 0 T BB PR A
47 o

2. #2003 £ 57 hR 2 HRF 2 1 (quantitative) A7 F 0 10T fE7 b
REBFHUHI R FRA RS —nie (O f3) FE (248) 2 72 LW

(FER LR — 285

T T

I ET TR TV N I
() BREFEFHA

A2 PSR KF - EORRT A S HAE 2 NER 2 HE
R A BR UG AR AL G ER R aRer] TR
ML ot fs o b d B2 - @ G S RSB o BRELY
(0 BB L DER A BRE RO FFH T EH, D

—_—



iR (F 8% > 1998) McQuarrie et al. (1996) #-3 24 iR 2% 5 &
B EEHKRRT ff*v?”f#?&)%f’ T igpcr & @ﬂ’i&*ﬁ@mx*g@Jo d ke
o RAGBREE - BHALENIEGE AR I e o BER 2 LR SR
THREFREHAET ﬁmﬁﬁuiﬁ%“i?%?vnmﬁ@m@oa?

NS

BAd = Baixdries s & w5 s (cognitive) = i ~ R (affective) =

i1 % % # (intention) = i» ( Baker and Chruchill, 1977; Assael, 1998;
Hawkins et al., 2001 ) »

(Z) RAEER 2 Al %S
Ray (1973) 4p 3% L et & @400 # 4% Strong (1925) #& 1 <9 AIDA
#3¢ 5 Lavidge and Steiner (1961) % Fe 4% ) esc % & %4550 5 Rogers (1962)
DBIATE T BN R - R B o p B K RBESGU TR R

BAZF E ARk > R AR SGRA L §BEA T AREYHF ok
AAE R KR FI AL R SR g ﬁ;@_;k , ‘wf,a-a r*z%é]
BAERY o ik R BHRP T - AU B AR B Wr@rr’ S

KGR @R P s BiEAE 0 ﬁn@ TR ATHEMRY 6
Kotler (2003 ) #& 1 3 2 s % B #  cnadg > ¥ f4a 0 2 Bl pst
AAE B R DR BRI R 2 BB T TR Tﬂéﬁ&
Fpbe g 2 TSR 3P 1 A AR g LETE iy
N EI%’#%”?mf‘tﬁ*}i » B iR 7ﬁ 7. '};‘T%E\ﬂ?;ﬁ@ o
(Z) FFHJRFERLEF
Blue (2003) 25 fedr B P 3 HpF > 241% § § 0 21633 > B 9
’Eé & xi“'i Ly Bk » gl i3 e F En R E S R A RA
ﬂ v @ P - o3 ke A RFE R FEE S S E A
EZ I HBEHESI N2 E o g AT TEWNT G Hphand
=

G AR A PR E RS e d R RES AL P K

~

B gl Bz - > @ ¥ KE R RN PIBL PR hEE o 2
B SRS 5 ik iz o I REARFREG R F A
€HEM LA R IR 2 1T (02 %5 1995)
= BpEE AT 2

B HEITHLBHEG A B A - BAREREF TSRS Ak a
w0 fL2 G rl”},?fFJ N ] iﬁﬁj e P EFHF T AN R R Lk
5 ’ffu’ié T g (WEF ~%RAr > 1991) F A% (2002) 3z (T izg
FAFTwrmrAFEZ 2403 2R3 B 20255 i ffmn 2 f 402
B IF—‘F% %o Al A %—‘57\ £ G- fEEF
4§‘ $iE AR r.%a_uzi PEERNERGRIET - > AP UREFER R
Be(1991) “rHe 2 B Ew < AU L AAH iRy T 2in (exhaustlveness)J
2 13 5 (mutually exclusive ) | (R Bl 4e 318 (M A FGHE- P A7 5%
FEFLHFORRRT ) A 5w MBS ok 14 o

2



=

21 L BRRENLP G

AR p

K2

_—

BRA B BR S EE SRR CBE R L AR

AT DR

WA BB~ s bl s R PR B S BT
WAt F Y R

VAT Hm R SRR RE Wk v B

ﬂ,_)\
EJ)

LR
- “FLEH#

MEG R EL S LS SRS - R N F TR HA AR
R KB hE R A uEY - B (1994) 2 %L E (2003) B &
& o O BAE e 3 80T A A SR e F (W RF R HAC B 1) C ER
PIERB-R ¥R A3 #3- B 3 F RNEFE T S - FFEE T #HENG
EE (BE2EMEAL 22k FREB2003 & FoF)2-HA4 18
Pentst Ade R LT L T FBAR LM o 122003 £ R & AR3F 0 prag
TR pRE > CPT LSRG VR FFEREME IR o X 2T
Kotler (2003) s/ 3 > M f H 6 B 1T 5 % > £ = B o » 5] 5 nwa (0
)RS (248) M2 FE LMo (Y L) BRFEART 2 b 2557
AR EOR L RE HI R FAR LR G LB B R P E s TR
FHRFRHP T FEARTL R TR 2

R 2352 2 apapdl

1994 —2003 =
, . / N —>
go 2 BAERF

e 6 o o

Sy -
.-E'?.,.
e

M1RLBEFSHIFLALRYE

2003 # & o fr2_ R £ R5F R HER
o ki o uir
o g P e iR
o AR ® L LM
o g

M2 AR HFHT P EBARPLF 2

w



= REIREFE
(-) p %%
A RAF e LB LR RDFER OB RN 7
domn & 1 Ao e
=) BR®AE
Loarrd i fEp AL 28 LFmM@AL LN RER
4 ' - F 24> 12 Likert 7 g% R 1
sHEEEA
2. FREe PP EHARZATAL I PRAE YR FATHAL A
4 A4 wW?’”5%r%?ﬁ&d j“ﬁ"ﬁﬁ%?3%’
1 Likert 7 BL % B fﬁ’& °
3. FRARG dp R AT G oo g T ’?{W”F‘i% r Y L S
FoERE-TE o 2 s § 242K R 0 Y Likert 7 B RHFE 2 -
= ‘FI lﬁipf{
AT 2R

B 13 R REILR L R AR R R Pk L8
BR 20 A PR al 2 B2 HRGEH) f Fur i ok G AR
BK 3 A R B R 2 RFH R AR R kg 42
BRA P RBRFIZARLIHEFHIFF S ARMOP Tk L8

EFIHERAZER
(=) 1994 1 2003 & » [l & &7 -8 2 B 2 453
d TEFCRATE b 2 TR 2 A e iy s T mTRaP -
T BRI F T o8P, & Thgiesk Ban T REnGEeopk
Ele 0 81994 EBEALT 2003 EF e LR @ 2L BE A E o
AT S - PR A4 021994 3 2003 L & k2 B AR FE AW
BEE A o LB B R R AR A AR 178 & P A4
(=) - &g+ %
BRAEFZ 35 0122003 &# » FliAEa21 plég s
FRE> BRI IR SRR WF L L[
Xt od AP A E 2B LT A

,pf%ﬂﬁﬁﬁi(égmggﬁﬁ%ﬁﬁ£_yﬁﬁﬁk
BPROAA o 4R % % e 7 A S A A
i SPSS ‘f-_,;—'-@\fé‘l@_h-ﬁ#_l/’a\*fr .
S SR L
(=) PEAH
Eﬂf%‘%ﬁ\y},% TR L EAHPN F AT IFE /”\’Frftﬁél‘?‘ml_d -
R A S R - RoRE > FN S g g h Fo (A Rs L

4



EET R Y 2 AR E R gﬁaﬁ,ﬁkﬁ¢m$—ﬁp*i
EF 2 mE o AR SR o I RIEE R A (1991) #rdk d)enig
FEAE LA R BB L RITNEL LAY FFEITL AR 0 KEE
FItH 2 SR TP LR S Rp] o

iﬁ%wa%%ﬁ%ﬁﬁﬁw’ﬂézk%ﬁﬁﬁ%%%%%@w
FRmABEREAET - ROPMEFTRFLZERE  -RHRBAZAFImPEE
% %iifv.;” BRI AT 2GRS 09674 -
(=) F¥a4a
PBE S EL R u‘i{g;,)j 7 ﬂghgi.}aA Tt Ap B F"} 0 ,ﬁ'%’v ﬂgg}g
RAEP D e 2 frEioe ZHRBEFA > K LA P 257 Guiltinan (1997)
2 % Kotler (2003) %tk il »c% 2 fi B enfiF® 4 i3 37m & » 2 Likert 7 2k
RHE 2 o
3)a%¢ﬁ%g
ﬁn‘ BA st AR AR SR ART

2. f?;}ii/»\ #7 1 * Cronbach’s o 8l T & ¥R 2L G A -

3. BFF %A dea 41 (ANOVA): fI* B 515 % 8 diem 472 feipl & fE12
SR A EFH) P FEREFEIRFLRL c PRTBER 123
48720

> M

BT RS

- PR EAA

E’if‘“’fyﬁnﬁ%ﬁfﬁ‘%‘ﬁiﬁ 178 Rl & 273 g 47 7 £ P i ¥ Flehdrs
B FERE o BT B fng%ﬁmlﬁﬁ‘q:/}ﬁ HEREFILH NGB E T AT B RN
?‘?ﬁ‘«l[ﬁ@:oiﬁf@ﬂf [ SN RNGBEFAIRLR £ RIS (1991) #1748
ﬂiw*?@+%ﬁwfﬁa@&£n;& FEMT O FRRMF AT LEMER
0.9635 -

NPT L S Tnk o Bl AF T nie L ¥ EER
F-B2F EE ~Feo 31007 BT AFHEA ﬁl?ﬁ‘?ﬁ,arﬁjmy
- B §E ﬁaFK HERGDITY o 27 REREIRFE LS TR H ﬁ]m,}ﬁg}:ﬁg, 7]
Lo TR - B PR R R e 3 - PR 2R RS
fﬁ??ﬁ‘é PRI A AR PRI PR AR IR - fﬂ;fﬂﬁﬁiﬁ‘«”/ftbif’f )
WIS 2 AT R TR 2P o FIt 0 R LA B RN A s s R
Nz HmBA R LRS- RN o
F“é;-}i»@v\’}‘rﬁ‘".@*%

FLE2LR & O HRFOGHFRES
P x - PAECERIS R A IR R  r m B AT LR 21 R & S A S
ESEE 0 PR RARFLBEER R oD BRI A 20 £ 2 ¢ ’5

F_k

-



DRE TR T SIS PRk B gL £ R A DR T kb RE - @
LEFOBFEGY A - R 2 EFERFER T A N A o

PRACTOREED PP e L P R RB AL T

==

&

BTN E - o R 2 RF 0 gl -
22 R BFLBPAM
¥ #hiE N % Bppte (REREEA) |43
1 | Pl 25 e TS =
2 | gETE Ak - 3R 30 Ery ey
3 |Justdoit! B R (PRF) F5 %
4 | = RGRE IR L i %%
5 | B FNFE &~ TR T ps
6 |4bnpmnttivntsr @ poye
E R ey g
8 | T AAERS- B (53F) if(“ﬂa) L 2
9 | B _Escape 4_11 k e hE Wt B (k3| @z
10 B F A endi i i A ﬁ‘g
1|2 ERE b § $ A i
12|k inengi el ikin g i Bl gl P me |
13 | &8 - %8 gwp B g
14 | gxuvd raj e PEp e H 3
15 |2 & EF A A AwpdsiFol 73 iy ek
16 | 4 % ehnobody B = shisomebody | ¥+ BF (4 k3iE) 3| VR
17 N A S e) E‘?\:ﬁ A k5
18 | 9“7 dw- PP A ph B (Uf) W M | kK
19 [ & A (53) M Ba (G e |
20 | FHAeH kp A Fran } o
21 |5 Cete) bo# 173 (E5) HBH 2

TR KR AFETER
(=) BRETES
EpE00SNEETERAKBIEFERI AT DEKX @
AR 2 RFRHIFFER Gaim R -~ FEAR) § 7 kol
Eork o BB % Aot 34T o
%3 20034& 73 F g paEal 2 B4 ReEH 6 BB ol ok

(e gl 3 I i A2 B 2 4R5E ek

FPFER Fo >R > R > o SN
T PR >R B> R > N
RS $i 0> P> R 25
Foim 53 R A > P> R P




it uf 55 2
L~ “e‘—:,‘f, ’F rE; i

(“)REBFLPAELAF—B LK

Iﬁ;g/,,\ LAAPRERERF Y F - ]xb_g;‘«ﬂaw MBS TR ‘g_ﬁx;zrm ‘fj’v}i &
BRGEFET A AR L ER L FEhR 2 EE 18 R S
2 4Lz mﬂﬁﬁﬁm“%%m£rmm% BFRE & 0 34185t
Bo h T M FARBPEFALIT D AT - KRB PSS g B
AEF R LR LR R (1991) SR B RS SR A
o RS Pt crt i B S 34 R P A S e AR L AR PR AR
s “Fime$ovkiww:'wéﬁﬂ”*'f“m-<QQWF%4W?é@i°

(=) R 2% ‘/)’F B2 Btk

—

P A A = T R =T F_‘-‘mk?
A
¥

i ﬂﬁfaﬁfsgﬁ% RiF W R e RS LA
AR REARS B E 2o RS o R LR R e R
réi%ﬁwﬁﬁiﬁmﬁé*%ml°

CERE S EC S B R LR R TR b SRR AICF S ]
Al g RS A L R L ¢ﬁ1$%ﬁé%w%%?’“%é
S A TE RN TR E FR g \%ﬂ@’fﬁfﬁﬁf%wﬁ
Yy o, TV AR R BEARR o RAFHE T S N E L R R
BB S F R AR B PR L0 S SR 0k F Aok i
KER A @ P AT IR A o R "}?q:mz% o DR T A &R

BALL o Bl 7’4"”5‘?%&?"'}/?%%@4’3‘ o FINAEIS PR h BB A P T
AR SER O AN PR 2 RE S X R F 5 Ak

2 E
$ oS R R 2L KL J T S e T ek
PRSP R R o

NS
7
eF

%)

?IZ;\ ~ F;PP Z*L‘Fl

=B
T
. g
R

it
=
B oy

\?’I R }g?ﬁsvﬂb 3"?;3] }1 31#%,5 ,ﬁ F] —ﬁiii-}% 31’3: m;'l,r‘_—-’[ﬂ

3 &

a

(=}
“3\*‘-3\4\_ T
e =€

R

%‘%’1

T o o

0.

A

¥

e

4]

g

- \@»

&

et

N

o

o

o~

=)

%_

W

4‘3

I3

pica|

NE
A
-l
Kl

Tk
-
=
=
oo
-
ghul
=)

N
R
+*

Boem o Mo
p; “’_ifs
=
507
Ny T\

Kl

=\
a2

"U

%: A 13 ??’f%- ’ ?“J’,ﬁ%’v;ﬂk;&fr’ﬁ i gk %%%;’%‘L%’
=1 ,%,‘ ’E]'J -2 ‘;\‘: FF,LRF’ 113 ﬁ:{:’hﬁ,m)% \—"%‘T‘F§)@ }aa «uﬁiL") s
’5’§§i§lff’-,ﬁ-fé l,';/gq:\?‘ J;fg}?,m}% 24 3% .

& 11\4\_
T o G

) q\;‘_

=k B B

=
B
el
iy
ki
R
]
m
3}
N
=
o
=k
2
= %
B
a\
[
Jii
=

=y
i
kel
=g
"
A
,‘n
M-
o
>
s
=
N
SENTY
T
&
R
-
)
o
L
~
=
i
;Bm\-
’
o,
|
By
S
5
/
I SN
)
L
o
*‘J}\ =l

G



A
\'rj_ =

Lial) s F,P\ AR LR BEFEFHERIET R
s = fE03 PR MR &R m%{@ﬁ/ﬁ%"ﬁﬂi%“ﬁié_%ﬂ
Bl * 3P4 2 gl € 7 4 ok o

542 e
T hH TP AN D RBER R SR S B 1991 & -
3 ER 52003 FUIFEIFERER L ik € (TH LD o
S kb ° http://www.npf.org.tw/PUBLICATION/SS/092/SS-C-092-011.htm
2 kA F TR A HAAm b S 03 A dEAL 5 1995 £ o
A B AF TR ﬁ\w}ﬁa CRAARE IR o SR D FARA S 1991 # o
A g T g Eaka] ks o St D H R F DURAL 5 1991 E o
HAZ TS AT | ;ﬁ‘rf—lf%g;@-’eﬁflﬁ,ﬁ—é ATHN 0 RTATH > 850 8 -
i 4k http://www.new7.com.tw/weekly/old/850/850-085.html
Mimz o 2l gFH>TRAL M v S 12 R4 > 1988 & -
g TET 3 E > 5¢ AR B 2001 £
Pé 29323 48 | oA P #P53835 > 2003 # 3 7 o
FAET TURE > S =2 F k2002 # o

FFECWMAR P RPE R REREF ALY o TR
5 51998 & o

makESTR L FHER > S D R2FRTORGGF LA P 5 1986 & o

PHE T rpdprgs o - BRSPS F 0 1998 F

Biol a5 TR 22 ’LﬁJ S U a‘fégré CEERZF LT 2002 & o

32 £ 3% > Douglas Rushkuff % » T e b i 2 > ot ';"’EE)’% A > 2002 £ o

L ER BN S meﬁ%%&? et E ﬁww‘ LA > 1991 & o

Assael, H., “Consumer Behavior and Marketing Action”, 6th ed., Cincinnati, Ohio: South
Western College Publishing, 1998.
Baker, Michael J. and Gilbert A. Churchill, “The Impact of Physically Attractive Models on
Adpvertising Evaluations”, Journal of Marketing Research, (Nov.), 1977, pp.538-555.
Barnes 111, R., “How to Craft A Good Slogan the “Sells” Your Organization”, Fund Raising
Management, 31(7), 2000, pp.40-41.

Blue, Anthony, “Taglines, slogans, and bears-oh, my! ”, Information Outlook, (Aug. 7), 2003,
pp-12.

Boush, D.M., “How Advertising Slogans Can Prime Evaluations of Brand Extensions”,
Psychology & Marketing, 10, (Jan./Feb.), 1993, pp.67-78.

Burton, P. Ward, “Advertising copywriting”, 7th ed. Lincolnwood, Illinois: NTC Business
Books, 1999.

Crain, R., “Buick’s New Slogan Goes After Buyers in Off-target Age Group”, Advertisng Age,
72(19), 2001, pp.22.



Griggs, R., “Coca-Cola Slogan Gives Pause, Advertising Age”, Advertising Age, 70(14), 1999,
pp.36.

Guiltinan, Joseph P, Gordon W Paul, and Thomas J. Madden, “Marketing Management
Strategies and Programs”, 6th ed., New York: The McGraw-Hill Companies, Inc, 1997.

Hawkins D. 1., Best R. J., and Coney K. A., “Consumer Behavior: Building marketing
strategy”, 8th ed., New York: McGraw Hill, 2001.

Keller, K. L., “Strategic Brand Management: Building, Measuring, and Managing Brand
Equity”, 2nd ed., New Jersey: Prentice-Hall, 2003.

Kirk, J., “McDonald’s to Launch New Image, Slogan”, Knight Ridder Tribune Business News.
(Sep. 3), 2003, pp.1-3.

Kotler P., “Marketing Management”, 11th ed., Englewood Cliffs, N. J.: Prentice-Hall, 2003.

Lynette, Knowles M., and Ike M., “The Effect of Advertising Slogan Changes on The Market
Values of Firms”, Journal of Advertising Research, 35(1),1995, pp.59-65.

Mackenzie, S. B, Lutz, R. J., and Belch, G. E. , “The Rote of Attitude Toward The Ad as A
Mediator of Advertising Effectiveness: A Test of Competing Explanations”, Journal of
Marketing Research, 23, 1986, pp.130-143.

McQuarrie, Edward F., David Glen Mick, “Figures of Rhetoric in Advertising Language”,
Journal of Consumer Research, 22, 1996, pp.424-437.

Ray A., “Marketing Communication and The Hierarchy of Effects”, New Model for Mass
Communication Research, 2, 1973, pp.147-176.

Shelly, B., “Campbell Bets On Famous Old Slogan to Pull It Out of Sales Slump-Food Giant
Hopes to Heat Up Condensed-Soup Business As Shoppers Lose Appetite”, The Wall
Sreet Journal, (Sep. 6), 2000, pp.B1.

Wells, W., Burnett John, and Moriarty Sandra, Advertising—Principles and Practice. 5th ed.,
Englewood Cliffs, New Jersey: Prentice-Hall, 2000.

FEEEpE

E-mY

AT ERANZERREFT AAEL te EA e AR A o F 0D
},%'j\”Lr‘.,{Lmlijm°§x‘?“ﬂ5—ljméﬁ%4c'l?’fiw1“%x7ﬁ% B BER - Frkc 0N
T AT A R FRIT I ERR L RF RPN F) B HEL R
g g?—g NEAFRERTZARERRBEF A PDBFHEY 2V AT
FER L A D R ¢ ’/,}Faﬁ,ﬁ‘*‘"& A S i - T HCRUE i £~
AR AR AN Y ﬂWEIQ‘ff“TH/& CERAREBEERER L AR
FaB- IR ) e
W kG TAZBARFR
1. BHEPAFEL I 2 B2l REAERFIFTY S AF R
B R RIATH (TR o
2. AFFERGENRLAE AL ARE BRI HRFIRG G AP E D



SR A R R e
A R EAE N { R H B R i fed(fitness) o

10



