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Abstract

The concept of brand archetypes emphasizes differentiation and recognition in highly competitive markets.
Establishing appropriate brand personality and color palettes also influences consumers’ perceptions of products.
This study aims to: 1) identify suitable brand archetypes for processed fruit and vegetable products that communicate
both functional and emotional benefits, and to 2) determine the personality traits and color schemes associated
with each archetype. The research was conducted in two phases using questionnaires validated by the Index of
Item-Objective Congruence (IOC). In the first phase, data were collected from five experts with at least five years
of professional experience. Data collection was conducted in three rounds at three-week intervals. A group meeting
was first held to clarify the research details, after which the experts completed the questionnaire. The data were
analyzed using mean scores, with a threshold of 3.00 or higher used for selection. The results from this phase
were then used to develop a second questionnaire. In the second phase, data were collected from another group
of five experts through individual interviews. The participants were asked to select personality traits and color
schemes using the word image scale and color image scale. Responses agreed upon by at least three experts
were considered valid. The findings revealed that the brand archetypes conveying functional benefits are the
magician, sage, and seeker, while those conveying emotional benefits are the magician and sage. The personality
traits and color schemes of the magician archetype include casual, gorgeous, and dynamic; those of the sage
include clear, elegant, chic, classic, and dandy; and those of the seeker include natural, clear, and cool-casual.
These findings can be applied as a branding tool to effectively communicate with target audiences and to create

differentiation for processed agricultural products.
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2. wnuse] (sage) 3.00 1.000 3.00 1.225 3.20 0.837 3.07
3. LA (magician) 2.80 1.304 3.60 0.548 3.40 0.894 3.27
4. UNTU (warrior) 2.20 1.304 2.00 0.707 1.80 0.837 2.00
5. 90ULTEN (trickster) 2.00 1.000 2.60 0.548 2.40 0.894 2.33
6. WILADM (seeker) 3.40 0.548 3.00 1.225 3.40 1.342 3.27
7. 5ELae (helper) 2.40 1.140 2.40 1.140 2.40 0.548 2.40
8. 41387 (mother) 2.40 1.140 2.00 0.707 2.60 0.548 2.33
9. N3N (lover) 2.60 1.342 2.40 1.140 3.60 0.548 2.87
10. g li1@89an (innocent) 1.50 0.577 2.40 0.548 2.00 1.225 1.97
11. WouaHN (companion) 2.80 0.837 2.20 1.095 3.20 0.837 273
12. 7197 (king) 1.40 0.548 1.80 0.447 1.80 0.447 1.67
13. sjé?u‘[w (loner) 2.40 0.894 3.00 1414 1.40 0.548 2.27
14. \3L&UA (enchantress) 1.60 0.894 2.20 0.447 2.40 1.517 2.07
15. YLD (rebel) 2.40 1.140 1.40 0.894 2.20 1.304 2.00

NAN3ILEINN 2 HAIE BIUULLYBITUULILIA AU
N”ﬂLLazNa"[sﬁuhgﬂﬁmmzauﬂ”umnaum;@myﬁuﬁw
NUa1IA ol (emotional benefits) MUATTIN 2 agﬂvl@ﬁw
TRV FRAINIRNITRNINIZAUINN § 2 WUy Ao
A 1 d' ¥ 6 1 d'
Hilew (A1Lade 3.60) WazunUsT) (AUads 3.13)
dunuuaananmazaylwszauwald § 11 wuu

¥ v 16 a v ' a
VL@]LLT] DULIAN (ANLAREY 2.87) ELL&'J\WY] (MR 2.80)

Yun (ANARY 2.67) LWauahn (ALafy 2.60) HNTU
' d' v 1 6 ' d‘ @ s ' ni
(A 2.47) l@uaust (dnaie 2.40) daulaw (duad
2.33) 41301 (FUady 2.27) 193E (ALl 2.20)

@y & ' A o o ' a
HTiowie (Alafe 2.13) uazinin (dlade 2.13)
fuduiuuaNFRANMaNzauluszaues 4 2 wwy fe

A AR (Aadn 1.93) WD (A1adY 1.53)

A135199 2 waiﬁ'ﬂﬁuuuumﬂﬁuﬁﬁt:i’ﬂLLazNaVL&TLLﬂigﬂﬁﬁwLauaqmmﬁuﬁm’mmimi

[y a v & ' A
ARULUAIIFWA mMsnuaYA ALRAY

(brand archetypes) oy oy = 1 a1

AN 1 AN 2 AIIN 3
Aaie S.D. Anaie S.D. Aaae S.D.

1. ’iilﬁlﬂ! (hero) 1.60 0.894 2.80 1.304 2.20 0.837 2.20

2. indsn) (sage) 2.60 1.140 3.40 0.548 3.40 0.894 3.13

3. amLﬂH (magician) 3.40 0.548 3.80 0.447 3.60 0.894 3.60

4. WU (warrior) 2.60 1.342 2.40 0.894 2.40 0.894 2.47

113



Silpakom University e-Journal
(Social Sciences, Humanities, and Arts)

ISSN 2985-2536 (Online)

W)

9 46 aUUN 2 @AWW - LWBBW) W.A. 2569

@1397 2 HATIDARLUAM RUAHNUAzNA Wl sgURhEueasRudduanInal (de)

AWUULATIRBAT msihudeys Aaie
(brand archetypes) = 1 = 1 PP Gk
A9 1 39N 2 A% 3
Anaie S.D. Aade S.D. AR S.D.

5. 9DULILEN (trickster) 2.80 0.837 3.20 0.837 2.60 1.342 2.87
6. PELL&'J\‘]%’] (seeker) 3.40 0.548 2.60 0.894 2.40 0.894 2.80
7. fFauinia (helper) 1.80 0.837 2.20 0.837 2.40 1.342 2.13
8. ¥13@1 (mother) 2.80 1.095 1.80 0.837 2.20 0.837 2.27
9. HN3N (lover) 1.80 0.837 2.20 1.304 2.40 0.894 213
10. f15id09a (innocent) 1.60 0.894 2.20 0.837 2.00 0.707 1.93
11. Lﬁauaﬁw (companion) 3.00 1.225 1.80 0.447 3.00 0.707 2.60
12. 3171 (king) 1.40 0.548 1.60 0.548 1.60 0.548 1.53
13. ;ﬁu‘[w (loner) 2.00 1.225 2.80 1.304 2.20 1.304 2.33
14. \§EUH (enchantress) 1.80 0.447 2.20 0.837 3.20 1.304 2.40
15. D (rebel) 2.80 1.095 2.00 1.414 3.20 1.095 2.67

NANIIIVLYEINN 3 Nﬁ?ﬁ'ﬂ@@ﬁﬂnaaﬁmmumﬁuﬁw
Anuazna liudsguiiauegaoaudzlonildsen
(functional benefits) LENAUABULLATIFUA 3 WU Q95

1. TAFURIGULLLATIFUAUDLA AN (magician)
A o o A A o
fanainnoaulszlomilives 4 3 708 Usznaudae
qﬂ?r Colorful, Alluring, and Extravagant (mwﬁ 2) bR
\ilaWa1TIWI@ Color image scale W“.Ll’j’l“}qj@]ﬁéluﬂﬁjuﬁ

« Aada o A L A
uandvwinanany uaziunguason

Functional AunuuasIauAl
benefits WIIAY (magician)
Warm
Color scheme
Colorfq
Alluring
) - I
ﬂ:iu;unawﬂ Extravagant
lé'alnz::::::\)ﬁu - -

2. gaFvaIRuLULaTEURA UIUENUTTY (sage)
Mauaaedulszloniliaen § 5 70§ Uznaudan
qm?{ Traditional, Quiet and sophisticated, Modest, Noble
and elegant, and Refreshing (mwﬁ 3) uazidana T
@4 Color image scale Wuigaflunguitdaulnajidu
Ada o a ) ' @ = '
FNNIRENFTzAUU RN IAaW by uaztdunga
A9

Soft

—_ Cool

Hard

AN 2 °1qj<ﬂ§°uaaﬁmmumwﬁuﬁwLLuuQ"ELﬂwﬁLaua@@mﬂﬁﬁuﬂiﬂw‘iﬂfaaﬂ (N3 : Watcharatorn Pensasitorn)
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qﬂﬁnmwua:mﬁmaa@i”utmumw?xuﬁww”ntmmavlmtﬂsgﬂ

Functional
benefits

d.yuuuosﬁu’ﬁw
unusausey (sage)

Color scheme

Traditional

Modest

Quiet and sophisticated

=

oble and elegant

&
Srwsuanui

AdiBeavy
idonasuasvriu

Refreshing

FFIIDT INQYAATT waBUNT WIniTse

&
W @Nﬁm] prery Cool

|

(F1 3 e

Hard

mwii 3 gefivasdunuanfuduuindnrgiiauesaisd sz lomildsas (inn : Watcharatorn Pensasitorn)

3. TARVDIAUUULATIFUALULALEIIN (seeker)

= v v = a v

Y]Lﬁ%é]‘@]@]“lﬂﬂ@’]%ﬂiziil“ﬁﬂ“ﬁﬁﬂﬂ 44 "IZ@@ Usznauaas
]
9

a

@& Plain, Wholesome, Refreshing, and Youthful

Functional dunuuasidud

benefits WIADVK (seeker)
Color scheme
Wholesome Warm
Plain
Youthful

- 1m

:'\u;un:nuﬁ Refreshing

il
|=’t5lng::1:|(g\7ﬁu - -

'
A A

(mwﬁ 4) uaztdaNIIWIENN Color image scale WL

=l 1 tdq’ ) dtdld g’ @ A [ 1 =
gaFlunguildudndviningden uazidunguiinans
ldandein
Soft
) .. | m...@
e

Cool

Hard

= a @ P @ = % @ a .
AINN 4 ‘qwaﬂlad@lmmuﬁl‘ﬂauﬂﬂLL‘U'UlﬂLLKN‘H’ML&%@Q@TWUﬂ’]uﬂiﬂﬂ“ﬁﬂ‘]ﬁﬁaﬂ (‘Yl&l’] : Watcharatorn PensaSItorn)

HANTIVBEINN 4 NAIVDTATVBIAULLLATIFUA
si'ﬂLLa:NaVL&TLLﬂiEUﬁLauaﬁ;@mU@Tﬂumimﬁ (emotional
benefits) LENANABULLUATIRUAT 2 LU A9t

1. TAFVIGULLLATIEUAULLAILAS (magician)
a o & = a % a
nauaasenensual 4 3 7ad dsznaudis 1aF
Enjoyable, Colorful, and Bold (nMW# 5) LaziidlaNaiyon
@14 Color image scale wuinraflungulduaniing
iminanas uasiunguaian

2. gafvaduLLLaFUAMLULINLI MY (sage)
a o & = a % a
nauaasenensual 4 3 7ad dsznaudie 7ad
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Calm, Modest, and Dapper (J’l’lwﬁl 6) LLasziaw“msmﬁmaJ
Color image scale wuiwqmﬁiumjuﬁﬂuﬁﬁﬁﬁmﬁn
anand uastilunguanans

HANNIITBEINA 5 HAIIUYARNATNYBIAUULIL
@15’1§uﬁ’m°nLLazNavliTLLﬂigﬂﬁLauaﬁmm'lﬂﬁuﬁm’m
UsrloailtrauuasmuaInel LNMNARLLULATIRUM
3 wuy asil 1) AWULLUATEUA LU ILAY (magician)
2) AUULLATAUMUULUNU ] (sage) WAz 3) AWLLL
ANFUAUULEULE99 (seeker) Daudssauuuulsznay
FYYARNMINAANUAZYARNAINTDI FINW 7, 8 Waz 9
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Soft

Emotional Aunuuas1auAn
benefits WIIFY (Mmagician)
ey
: = 4
i
- g D)
Color scheme = ® o
Enjoyable . &
Colorful
IR
Sruauacnwd Bold
Hb]lﬂu:uuv
Idonaouasviu

Hard

Ml 5 TAFUIGULULATI RUAMUULEIIANNIELE99 U 861%a1 T3 DL (AN : Watcharatorn Pensasitorn)

Soft

Emotional dunuuasiaum
benefits unudsusny (sage)
o = .
‘Warm W Cool
Color scheme ,. [
Calm D —
| :
Modest 22k &
o -
Swounwit Dapper
AdiBednIy

18onaauasoiu

Hard

' a @ a o o &l % & A .
AINN 6 ?ﬂamad@]uLLU‘U@]i’]auﬂ’]LLU‘]J%ﬂ‘]Ji’]Tf]JU‘Y]Lﬁua?‘@ﬁn HATUDIINTU (‘Y]ln . Watcharatorn Pensasﬂorn)

Soft

dunuuasiduAiiuu WiIAY (magician) ' —a

uAaNMWKAN yAaNMWsav
Functional  Casual : Colorful /
benefits Gorgeous : Extravagant, Alluring 4
Emotional Casual : Enjoyable, Colorful
benefits Dynamic : Bold Cool

Allringy —7
GORGEOUS | /

Exiravagant

[ Wt v Pt 7 Vary: S Evrmnly
Hard

MW 7 YARNAWARNUAZYARNINWIDIDIAUUULATI R UA LD UEILA (131 : Watcharatorn Pensasitorn)
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yafnmwuszgafvasduuuuanFudinuazns iz FFIIDT INQYAATT waBUNT WIniTse

Auluuas1duAIluU Unussey (sage)

yAaNMWHKan YAannwsav

Functional  Clear : Refreshing
benefits Elegant : Modest
Chic : Noble and elegant, Quiet and sophisticated
Classic : Traditional
Warm Cool
Emotional  Elegant  :Calm, Modest
benefits Dandy : Dapper

Hard

dunuuasiauAiiuu WIEIVK1 (seeker)

uAANNIWKAN uAANNIWSDY NATURAL  Wholssoms
Functional  Natural : Wholesome, Plain
benefits Clear : Refreshing

Cool-casual : Youthful

COOL-CASUAL

Warm Cool

0 Nouiral in Value, 1 Fay, 7 Veey, 3. Exiromely

Hard

A 9 YARNMWARNUAZUARNNWIBIVBITULLLA N FUALULAULE9W (141 : Watcharatorn Pensasitorn)

a3dHan13I9 fFTUMIBA9 9 ldagafdsz@niaw annnaidn
maﬁﬁmﬁmmm’[ﬁﬂum%aaﬁaﬁlﬁpjﬂs:ﬂaums ﬁwaﬁummmwgﬂLﬂumgmaummﬁﬂmammammu

Wia131v09FuMLazENeanLUURdaInsaenuuy e 10 wazuwamelunmsieaisellgaann

ANFUAINID08NULLN AN NTTATIMINLHRNLAE agﬂ"l,ﬁ@”{lmwﬁ 11

walafusgd i lulfasounsud asnfudd sz do

dunuuasidud | W | Qaviwdudidniazwalinussy | Wp | uadnniwia:zod | W | dorkuanisoaniiuu

AINA 10 TUADBAMNAALNAMAUALWINIINITOBNUUL (NAN : Watcharatorn Pensasitorn)

117



(Social Sciences, Humanities, and Arts)

Silpakom University e-Journal , ,
9 46 aUUN 2 @AWW - LWBBW) W.A. 2569
ISSN 2985-2536 (Online)

fts

functional bene

A9 11 Lmugﬁﬂ']ﬂ"ﬁmuﬁmmum’lﬁuﬁwN“'ﬂLLa:NaVL&TLqugiJ (N3 : Watcharatorn Pensasitorn)

ﬁuuuumwﬁuﬁwﬁmmmuﬁm%’uLauaﬁgﬂm HE @Tmmum’]ﬁuﬁmuugﬁmwaQu?nmﬁﬁﬁmﬁfﬂﬁﬂmd

Uszlomilden laun e dnunog) uasduaim

muﬁuuuumwﬁuﬁ’]ﬁmm:awaf’méumaua@g@m H|

LLazLﬂumjuﬁ%’au ﬁmﬂﬁﬂmwm IO LLLATIFUALLL
b 6 1A A :’ e A = £z I

wnUsweY agmnmﬂumwuﬂaﬂmﬂﬂwndL'*uaJ waztiln
mjuﬁnmaﬁaﬂﬂmamjuﬁLﬁuLﬁﬂﬁaﬂ uazfLUARNW

duenawal fa falew uazindson) Waiasanan

@‘hLmu',wadﬁmﬂﬁﬂmwmaaﬁmmumﬁuﬁ’] WARSLUL VIR RLULATIFWALLL EJTLL&’NW] agu%nmﬁﬁﬁwﬁ'ﬂ

7ugAILL Color image scale WU fyAinmwed  Adautradeu uazngudnarsauiaidu (M 12)
dunuuasiaum

dunuuasiaum
WIAIVKA (seeker)

dunuuasiaumn
unuUs1sey (sage)

W3IAY (magician)

Soft

Soft

Cool  Warm Cool  Warm Cool

R v 1 2 v, 3 B
Hard

e Ve YAy 2 ey 3 G,

Hard

AN 12 ﬁ’lqﬂﬁﬂmwmadﬁmmUmi’lﬁuﬁﬁLL@ia:LL‘U‘U (ﬁm : Watcharatorn Pensasitorn)
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qﬂﬁnmwua:q@ﬁm AIFULL AT RUAANLAZHA b wils3ul

winiasandyainnwszwigennedulzlomt
IfmasuazaanBeua1IniLY Color image scale WU
fyadnmwsasmaauaianaiulzlomilsres ms
NI VBINAIN AT I8 0% NANS 1T LLazLﬂuﬂ%mjuﬁﬁ?au

Functional
benefits

U8

duussTosdlsaos

Colartul

Warm Cool

Extravagant

Traditional
@- 51 (magician)
@ Unuswnj (sage)

@ o

Hard

AN 13 ﬁ'n_qlﬂﬁﬂmwszijqmmU@Tmﬂiﬂwﬂ"ﬁaamuazgmmﬁmmimﬁ (N :

andsananisIY
duuuuanfudgiiasuazindrg sl
Lauafg@mmﬂ%ﬁmﬂiﬂﬂf’nﬂﬁaamm:eﬁ’mmimi it
ondumnzguilnalunguidwaneldldusnnisiod
senalszlomiltaesuazansuaioanannuasITaLI%
LL@iﬁLLuﬂﬁuﬁa:ﬁ"qum@hmmﬁuﬁmuuaaﬁnu Tagle
mmﬁm"’tyn”uw%ﬂi:ﬁﬂﬁmwmaowﬁm”mw‘i’uazmmjﬁﬂ
fldsueugiuly 1wy dwnuuanfudiindszali
LLammmL%mmmlumiﬂ”@mﬁmqﬁu NIV I

%

aiﬁﬂnﬂ%’ﬂf’[@ﬁ”’hf@f}ﬁuﬁfuﬁqmmwz;m WIaNAUYNIR
mﬂmmganvhmﬂaLm:mmLmauuiu@iwauﬂwvlﬂ@aﬂ
A L v L a o .
TIVALGINUINWITVVBI Hengboriboon et al. (2023)
A a o t:l/ v & 1 6 A 2 v é ai
NHAITT AR B ITLUITUAAITHARITFI WA A THIN
LAuTALNE lavin LA ;ju’ﬁmé’uau MIRasNINY tgu'ﬁmﬁfu
mnﬁumumgﬂmﬂﬁaa@ﬂﬁaaﬂ”uﬁmmumﬂﬁuﬁﬁmﬂﬂiw
fFoRNTINDILALANINARMBWABaZ 1T warInRAITIMN
AN URI LV IFURU L AT FUANINHANTIFETNIRIY
RUUTINNURUARNLRZHNE L wilazul LAIBY WUINHANY
wanlaaad @Tmmumwﬁuﬁﬁ;d”?mmﬂuﬁa WNUVBINT
a & A < A ' A
wanWulfouudaslutinsuaiagnanitannumanuy
=1 (%] > = qltdl o v A‘ ]
Lﬂmumqmaﬂwmmmmma"l,wgﬂmmmwwulm
I@ﬂmmﬂi;sﬂ naulnane nd laag1ioaassdinian
lg v 1 U a U ™ %]
wndinanle sauduuuuanawswndnogiduaaunn
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FFIIDT INQYAATT waBUNT WIniTse

LRz muﬁmﬂﬁﬂmwmammauaqmmﬁmmiutﬁﬁfu
ayjluu’%nmﬁmﬁfﬂﬁﬂma LLazﬂf,ﬁuﬁﬂmaﬁa%’ammﬁfu
(WA 13)

Soft

Emotional
benefits

0w
duansuni

Enjoyable

Colertul

Warm Cool

@ i51Au (magician
@- Uinusunj (sage)
Hard

Watcharatorn Pensasitorn)

vesgiianuianuimny guutauney wWisuimion
t:TnLLazwavl,a]’LuJi;sﬂﬁﬁqmqua o' laTHINNTHES
abLHARG]

@Tw,mumwﬁuﬁwﬁmuaq@muﬁwuﬂsziﬂwmﬂ%aau
fanuoizdnany Aa maiunadniflaaidu vhlwguilne
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sugmqmﬂiﬂwmamum VTU ANLAIRATUN WA
oUW FUN W qm@iwmﬂmmﬂﬁ Wudw Tuumen
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Uslomstldmes wiunaawinaudadld 1ou gunwadu
AULULATIFUA ;ﬁmwﬁ Lauaaqm'mﬁ'mmimﬁ WUas9
wR o o & A v a @

ANNIANIN WAy e Reuuadlaasd fIuanwUL
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Lﬁufagaammﬂummflma LT dauwauﬁ@uﬂm
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ABLULATIFWAIRINITOEAN UYIE]@BJ’]%?VLQUL%'R@”U
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A18819ABNET “M” §LAR89Na3 (The Golden Arches)
yasuualaiad Wuosddsznauiislvanaadiuuue
|assdLiin fyAINMWBDIAWAEY Aa T wadlan
Tuud@ Auge dasnw Wath lWuseudsunudn
YARNNIWIBIGULULATEUA1DY 0378 033AAN
(Akraudom, 2009) ;ﬁ%ﬁ'ﬂLﬁuiwaa@ﬂﬁaoﬁalﬂ&ﬁmﬁu
FuLUUaT AR anain dolisannsasiunaisoil
m{lﬁﬁmﬂﬁﬂmwmmﬁmﬁmayjmmlﬁﬁmmumwﬁuﬁw
wungaes oradullldidunianusiagauasnguriu

N&"Sé’ﬂé’fuuuumw§uﬁ’w°’nLLa:NaVLaTLLﬂs;Jﬂluaﬁu
Ssuil aydld 3 duuny fa fAew (magician) Wndsonf
(sage) UAZHUAIIW (seeker) Im;ﬁmwﬁqﬂﬁnmwuw
Gorgeous, Casual, and Dynamic 8133 b lEnuRuaN
NA LT3 0 N‘"ﬂLLﬂigﬂﬁlﬁuf@mssulmj LT 3§LLﬂsgﬂﬁlm
audmalnruinigs nialdinaluladnmaiuinm
et wiademyinmsuslneduiittioasudia
wialWtlszaunniifias wiavhligndiandwdardimg
Wusnnninwesiu muﬁfﬂﬂﬁmﬁﬁqﬂﬁﬂmwuuu Dandy,
Elegant, Classic, Chic, and Clear (a4 )nda4284
Toyanfanm 13w wwasNan mMsfuiignassundin
mMITuTesaNa Iz Malianuzunguslng wi daslomd
YINNNE balAasane wazALEImIdyaInA WL
Natural, Cool-casual, and Clear ﬂ‘a‘zifﬂﬁ@ﬂﬁﬂj’ﬁﬂﬁd
mysunudslna 9 wwu waldwen ANWUIALAY 738
;gml,l,ﬂigﬂﬁm?ﬂmssﬁ Fodwldluianadoanuiy
383MUVaJ Chelsea Brown (2018) ﬁﬂd’]’aﬁdLLu’ﬂﬁN
YRIAULUUATFUMNAANHNATITNTNG & 3 AU
e KIlAw iNasR0AARINULKIAAYDY “GgLﬂafWgﬂ"
Aldinaluladlumsndasnndu mu emsasusns 9
muﬁfﬂﬂiwtﬁlﬁmméﬂﬂ”@ﬁu;jL%m“mty n38TuUNY
Tnmnmsuasumanian uazg] 13ideaan (innocent) Hiaua
Toyaluwialaslidinauinauun Sosad waanmal
mnﬁiiu‘*mﬁvl,aiLﬂué'umﬂmmzﬂﬁuﬂizmuumﬁqﬂ
whintaziwl e szdainelain duuuuamaumAmans i
ﬁuﬁm"’nl,mmavlﬁuﬂigﬂLLazﬁuﬁwmﬂﬁﬁumﬁLﬂuvlﬂ
Tufamadionniu nait anssswmsaudinsaslaldune
LATHTIA UATIDFVNIN anudasany wazauidn
YNNG %a@i’aaﬁﬂﬁﬁuﬂmu"’ﬂﬂuiagaﬁgnﬁaaLLa:
FamunInaansIanudnsannmIusinaiudiin 9
anane
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w“'@umLLmu@TﬁJammaﬂﬁaamﬁaaﬁu?xwﬁLmzﬂﬁju
whnanelaagnsdyseansan ;‘Tﬂszﬂaumimsﬁﬂm
ﬁmmmjwLﬂ'mmmm:@‘hmeLJm\m’ﬁ@mmmadgsﬁa
NniwIsEBemauasLUTIE lastdaninaz dudiuuy
andusuuule ussldRansoniiaueindasmsiniaus
el 1w maiugusmalnzwms anandu
FINING %%aqmm‘w Lﬁasl;’ﬁlﬂuﬂaqwﬂuﬂﬁa{ﬂo@mﬁuﬁﬂ
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