® CrossMark
&click for updates
Print ISSN 1229-6880

Journal of the Korean Society of Costume Online ISSN 2287-7827
Vol. 66, No. 5 (August 2016) pp. 49-65 http://dx.doi.org/10.7233/jksc.2016.66.5.049

o= a

Hom oD I4/MB e

10

The Impact of Emotional Appeals in

Fair Trade Apparel Advertisements
- The Interaction Effect of Advertising Channel and the Mediation Effect of PCE -

Joeun Lee - Yuri Lee"
Master, Dept. of Textiles, Merchandising, and Fashion Design, Seoul National University
Professor, Dept. of Textiles, Merchandising, and Fashion Design/
The Research Institute of Human Ecology, Seoul National University+
(received date: 2016. 3. 19, revised date: 2016. 5. 17, accepted date: 2016. 6. 30)

ABSTRACT

This study investigated the effect of emotional appeals on consumers’ attitude towards fair trade
apparel advertisements, and their intention to purchase those fair trade apparels. The interaction
effect of the advertising channel and the mediation effect of perceived consumer effectiveness(PCE)
were examined. Four stimuli were manipulated using two types of emotions(positive/negative) and
two types of advertising channels(magazine/SNS) were used to analyze consumers’ reaction. The re-
sults demonstrated the significant differences in attitude towards ads and purchase intention accord-
ing to the types of emotional appeals used in fair trade apparel ads. However, the interaction ef-
fect between the types of emotion and advertising channels was not identified. The results of medi-
ation analysis showed that positive emotion influenced purchase intention directly without forming a
favorable attitude towards the ads, whereas negative emotion had no significant influence on atti-
tude towards the ads and purchase intention. The results also identified that PCE mediated be-
tween emotion elicited by ads and purchase intention. This study suggests that delivering images
and messages that creates positive emotion should be considered when fair trade ads are produced.
In addition, fair trade ads need to be devised to enhance PCE by emphasizing that ethical choices
of individual consumers can change the working environment of manufacturing countries.
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TFEAE A8 AV HA dok A=Y =F
7ol digk A7 olfrstE L AM|AES] Q149
oA WA FAFA (fair trade) ol thdt B4 o] F7t
sl ARE FAFY GFAEFY dA=E A
ZEEH 2 AEFA v oA W dHoR
TH9 7&e oyt FEHT ok wEd oF
A E N9EY AETsE 2 i 9% &
RHE 9ate] aAH FAFH FTE Rk g
A7F "as, FAFY AR AFY IALE =
olX AMIE AF37] st A5E dE FAHTH
F3 AFUA A WA gk o7t 22 sttt
FA AT AT 2HAe] HEE A s e
U 229 2902 Ho) wy glon, F3 3 =
Aol slolA HA W2 FIEHEe HHEZEHEE
dEstsd Tod WERE AEET Ath(Edel &

Burke, 1987). slA|%F 3459 Ald# 22 7149
A}8] & A Y (corporate social responsibility: CSR) 7]
FUAleldH #-st] AF7HA Aol AF=
CSR &5 7197 A4 &3 (Sohn, Han, &
Lee, 2012: Kwon, 2010: Y. Kim, 2009: Kim, Kim,
Kim & Choi, 2010: Lee, Yu & Jeon, 2012)9} 22
ozd o FE FHo THA O“Ri‘:} ']
CSR #aex mA/3 (o]
(Zl;@;(—l/ﬂ;@;(—l)o“ w}%
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%ol of BTN AN 27 &3

. ol 24 Hig 2. YR Z9 BM T
1. TR} o R4 DA T A #
FAL a7 FA FAAEAA AAAE AEed
TAFAZ FA FYANA dister FHA, EF o AMEEE B UHoR, 4k A4S FAY
Nzd TR 7 PAS FEE, 53] A4 AFIL Aul 2o TIF AHAY] 7o} 8 Eo|
o SYgogRY A9E AML F7te A gEe mx7] Y9I HIWoT AYF 4 9
wEAL el de FAIN Slste] 34 1A, (Trehan & Trehan, 2007). 3 &AFE F2 o4
A7 w5 7, 4 2A, Aakate] AAAH 59 Aol AN ATR EREH, o)A AFE AAA o
55 9222 dth(Fair Trade International, 2009: U eld Ao e o)gRel oAl AA A
2011) 23 9E 2 U, FA, AAA, A% A
&1 2ol W Aol FHEM, FHFA g0l & Aulsts 217} oo &ethKazmi &
of W amjAe] #Ao] FREkAL e FAlolH Batra, 2009). 3% A &te &Hlake) A, AL
A= e dd SRage andAd 9 37, 44 L3d 23S 2E 23 Fo) Z(Heath,
g WAL Atk FHFA AF) AEE B Brandt, & Nairn, 2006), A& Afu AHECZ <l
FEe) F7eT glon, A7t AAUNE 2008 @ yME A4S ALtHBagor, Gopinath, &
3k 20093 3R AF] WEfe] Az o Nyer, 1999).
280%, 210% “37&ste] = Amie] &ElH &) B 279 G FAsE AFolu AMuzg
ool mEA Jgsty slee & 7 UAHKim, ZFol o8l A= (Albers-Miller &  Stafford.,
2011). AT S FAAFS AL AFS} 2F8 1999), A&7l AFE FydE o]y A7l BT
I e HES FHLE w4 ¥ Sobeta 7ER AN om| A FEeE A & FI7F O
e ZFAol™(Cha & Ha, 2010), 3AFE 2Fd w39 o7 44 vh(Johar & Sirgy, 1991:
ek Q1A 2Fol| w3 A3 v AAoIh(S, Vaughn, 1980). 3459 #ixe A4t ZF374
Kim, 2009). oyt A=A T wF7] wWEel, Bk TE HA
oF Ade EAQ =Eod MeE 2= 7 ER Qdul 23 e ANE AFeE G}
d gl Byst Holow, fE5719 THE gl e S ik g FEFY Fae AF
A R s 7L e A FEARD 54 1ol A3 e AR AFHT 7ol Bl
SR Qste] J1ge] Ak kE @Al viAE 9 Tl F3skE AREE 7EAE g AAH WAR
gol Anh. 53] A¥G 73 wE K357 4 U oA Agste A9rt Btk wekA B A
A fad AAE A BAEE ol AN L o) /199 $RRAE AR @ FAA A
AR ANE=7EA AL glew, o5 7Y L= AX age] 2AL wEe] Py EAHRE o
of Az w <lxiv| gk Fukgh gr1de ikt obw Al
o g kF @< IS UrH(MacCarthy
& Jayarathne, 2012). WebA o7 AJelX 345 2) FaolA FAe g
Qo] A7 YHE oE 7ASe AwFHo|T N
DAEE Bol N FARAL AFAL A= e Lo IC EH HAE GO T
dEa A2 THs a7 2,\——,_— Rnoz & _14 ‘ilUHZaJOTm & Markus, 1982).
EE AAH Fah 22 el el AdEol
=y oldET MY A s 2AEHER
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(Shiv & Fedorikhin, 1999), MAIA] &
g FAelA BAEE A wEEE ol st
sttt FaelAM AR AAE v

& S/HA EHHeR F
shH, 73 st
&t} (Kim, Hong, & Jo,
), B3 AA Fa=
I 3 (Mehta & Purvis, 2006),
3 WA 3] A (Friestad & Thorson, 1986)& ©F7]
st FE FFo
BAZ =S FH, A5 o FHHLE WwolE
o= g 317] wiel, F gl tg 7Y
A7NE AR o & & Jth(Batra & Ray, 1986).
O F3a WA GAREEe] FuaIHE AT
AgAfEe] W2H, GAukgo] AA WG Rt Fuj
oo HXE FgFHo] ] A (Lee & Seo, 1996),
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Yang, 1996). 7|¥ Ry: &= dQo FI =3
72E 718 AMe dAAer H¥Z o] (Damasio,

2000: Ekman & Friesen, 2003: Izard, 1992), A

& BRE, o, AR AAE 2Use 549
YA AL 3471wl (Chaudhuri, 2006) “dA14 HAIX]
& 229 22 A 96 o875 d Pl Ut

3) AA &7 Fa &%

AYAFEL Fart Avlelyt 37 (Burke & Edell,
1989; Holbrook & Batra, 1987), w53 (Aaker,
Stayman, & Hagerty, 1986). 3<g, 712 £7](Batra
& Ray, 1986) 9} 72 Jﬂ’ﬁ’ﬂ% 278e 9 34
Al #3 ZAF7E veEbES FHEATh AARES T
A A dEA A A2 BRIl s o
sHAl et Aol 12m™(Underwood, Moore &

ol o

Rosenhan, 1973) F7824 21 A AJeidl A& wjrch
ERRIS Eoa ste A Eo] #7] Wl (George
& Brief. 1992) sA88AE e84 dF= AT
T oAtk g FAEAA e dE AARES W o
HHolm m ] FAH A & MAFE FAst
D2 (Bower & Cohen, 1982) °|AZ<l A3}E e
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o] &3"o|th(C. Chang, 2012). 3tAITF A A A
Yo7l #ae] 7% Fad tis vz
€ I4AY F1E IIT ksl
Harris, & Chen, 1995). wehx £ Ao A
279 fF3ol wet FAEEe Fujeko
zkol7h AL ALRE ofstgon, BAPA LtETt
FAAA AT 237 9 F Ao AT
A A Fad A EEe] AT FA W
— BAHE gk — P’ st
ko™ (Batra & Ray, 1986), ZalelA
A7 FIEE A vAE TS FL
= mAEs 3 2EaAE HEdell &
Burke, 1987: Bagozzi & Moore, 1994: Burke &
Edell, 1989: Holbrook & Batra, 1987). 13§ ¢1-oj
wE2W wiegtyt 2o FAXAM (Aaker et al, 1986)
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o ol BuolN AN a7el &

Tl o= Atel & wi/ S AOZ o AFEIAT At JFE mAE MUY T od xS
gi7le] A FrleErt 2RE gz 93] 2 ofusls vk, A7) 2532 A 3 Tl o
AEe AOZ 7MY X, o5 AL AT 3 Qe NZE 9w dth PCEY A7 E5ae
g AR B glo] AFoX FrIEE ot I ool Zelzb AA R T oAE BF FAE
F2 4 A5E %ol AdchUeon, 1997). AT & el itz Azsls Agke] gk =g 93|
YAl &Hle AS 2Rk FAA BEE A 57159 "®oe HdA At 22 Ud B4
PFOoF oo A Fo] AHHIL 9O BT (Berger 2AE 7H AARELS AR Aoy AxE OE
& Corbin, 1992: Carrington, Neville & Whitwell, o gglol AN sk Aol e W =L 9F
2010), AT F WM FIEErt FrjoE SA 245 7 ARFES 59 o] A
of WX TS AHEIA T BAoly Ao IS WA ety AZse
7daFol A7l Wﬂ%] Ao gt 2 5AY AL

o

3. 7(|7|—5| AH|7(|. S |.A-|

o

YT gAY FHA 4TS 7HHH Antonetti &
Maklan, 2014).

D &2 &nlsh A2 20z 224 294 Qelvt FRAAE SA AX7E ol

B dArEe] &EAd &vle oA BT W ATty AZstE &84 AAS Bk gol st u
7 AA AFE AHEA e #E Soh(Berger W EAY X7} &R vk Azteld G n}
& Corbin, 1992). Carrington et al.(2010)°] w2 o]l A2le] 58 wrolgt Azbste &84 AAGES
&8 2 A A oo TR WEve AMAY 9 8= Aol Ath(Singhapakdi, Vitell, Rao, &
F7F S48 e WHH, o]F A 4] YFo= Kurtz, 1999). & PCEE W3 SA &A1 AFA
718 AvAe A2 202 et ol &4 FAAATE Jom PCEZF =255 el &84
a2l QoA Anzte] AR HETE B2 S A s+ 7FsAdel =tH(Elen, Wiener, & Cobb-
A PFo & olojAA] o, et dqF 7k Walgren, 1991). webAa &4 P55 A=317]
EYA7E AT F UASSs ARSI AZ2tE AR AsNA Abzdel tigt AnjAte] BATE Fojof shH,

EAA(PCE)& ‘71019 o] ojW FA]9 s Ad JE9 5ol 374 Ee A B35S 4T
AoA FLF A4S &, AolE e F ke T Adtke i1 PCEE &9 oF drh(Roberts, 1996).
EW3 W30 (Berger & Corbin, 1992: Roberts,

A olgpell Wi g B Hol 2) AA e A73H &njA adA
A FFE MHE Lo FH A2 8 AP 2H T L HARG FRA

W18l Fol Al LAl o o

5 ] PCES] 449l 932 wAu, PCE7} o3t 4
%2 14 4 soe wE YEE 189 95 9 A gt 3R AF PRAES A AL
o AF) 9FS A (Thompson. 1981). &¥IAF wrg o (Antonetti & Maklan, 2014). #8443
E2 59 4H 5o At WHIE e A 2o ReA AME aH|ARSo] A~RE A
F Aty =2 o 5 &YFHCE YPFste A g0l o goloz olxals ol Ano] o] &
s w9l FALE ZANAH, auAS0] W&

PCEE A7 &% (self-efficacy) & f-AFSH 70 g ol NuS Hurstaly] s ALRElE 23 7%
22 ClH7IE Ao A BeHE SR IS g ngo gug nAy) g, 159 Yo o
FHAG A AT A 23HE AT F g zene A9 su PCES 2 4 ok @
e ATHoR AL AT £ AT TH A AMASS AN $2He Ado] AR
W A7) G7kE elvldth(Bandura, 1982). PCES g0)2 ws & 991e Asbd wa o974 %
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$ A (Special & Li-Barber, 2012
ARESIL Tk AEY el
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A RA s
2 zlols O AMgeA ZEste AR 289l
A e BAE FAsE Al Jon, ol
& 7pdel BAE AA #eZ FHAIE Aol
ATk AEM Aol A 2 o] = #AA Aol 7t
S8, o) e AAELS A7l AUr A He|tt
(McKenna Green, & Gleanson, 2002). °l= =}7]

o] ‘_Elzl o] SNS /\}_Q_;(}ﬁo] ig].o] )\]-oﬂj\_] 7]
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A A
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HOoR AR vl £y, FHeE ¢ |
AN LA, 223} 77hE AR WAL
A dolhs dojn, WATFFA o] W AIS n|
st duwkH o e RRE A At st
SFE 1 gl dig ZAH w3 At St
e AR JHAHE S AHES AFPHOE A2l
I A7 - FH o7 ke A, BE AR
ANA Dol AbA, 22 LA JhsAel e
Abdol st o AebAl whgske Aol Ut

(Kruglanski & Higgins, 2013: Trope & Liberman,
2010). =g AMSlA AE 7HA =7le Bl S
e A ERE W JHE P2 A FE]
FHBEe] RO AN wa, F BEE A
HoRRyH W AEE w2 ATl 243
o] 224 WS y#eA "rh(Jeong, Lee, Ryu,
& Jang, 2013).
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H5: Z3ex fud S8HAME Iz 4
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Tl o= Atel g Wi Aelt,
H6: FadAM | BEFMe FaEzed 3
el gol gloH, FVHEE FAHAA
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H7: 333lelA
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(Table 1> Descriptive Statistics of Attitude towards the Ads and

Purchase Intention

Attitude towards Ads

Variables N

Purchase Intention

Mean S.D. Mean S.D.
) Positive 101 4.64 1.19 5.02 1.36
Magazine
Negative 109 3.95 1.07 4.19 1.52
NS Positive 114 453 1.06 4.80 1.24
Negative 112 4.00 1.07 4.28 1.36
) Positive 215 4.58 1.12 4.90 1.30
Magazine + SNS )
Negative 221 3.97 1.07 4.24 1.44S
(Table 2> The Interaction Effect of Emotions and Advertising Channel on Attitude towards the Ads
Variables 89 dr MS F D
Advertising Channel 100 1 100 084 772
Type of Emotion 41.292 1 41.292 34.419 .000
Ad;igfff Ecmhitnlzrell " 740 1 740 617 433
Error 518.257 432 1.200
(Table 3> The Interaction Effect of Emotion and Advertising Channel on Purchasing Intention
Variables SS df MS v p
Advertising Channel 514 1 514 273 602
Emotion 49.454 1 49.454 26.256 .000
Advertising Channel * 2541 1 2541 1349 246
Emotion
Error 813.694 432 1.884
2 A oluarAe AN FHE F o oo} FTAYe) 2UERAS AFH) ) o
TG fHol ME B EFAFE (Table  ARARHS ANF A% AN 27 F aF
D3 2ok 24 23 Fae=ed gk gA a7 (F=26.256, p=.000)7} Jerston ZARA 237}
T EI(F=34419, p=.000)7F Ve OH, FAHHA AR a7Ed PR ¥ a4 Aew
a77h RARA 27Eg FIHEd o Z3He SRt vy FejeEd g FaAde F Ed
Aoz WA Wy FyaAde F & % AN g ZA 0w FuAde BEgs E3E veht
wrestel 4EAE EdE vehbd guthTabe A 29th(Table 3). IHBE A4 &7 30
2). 282 A 27e F3ol we FyeEel e Fuid] o)t A& Ao H A 2
Aozt Ag ASE /PYE A 1o AAHYeR, s AN, M7 FrjeEe] vHE Gl
AA7F BadEel wAE gl FIAEel wet A wet Aot de AR sPgE M 8
kol 7b & ASR® s ek 7Hd 7ol 717 EH AT o] 717 =t
SARM 2T FARA LT WE TR
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2. ZOEIES| Dt AS £ 24 23 A UA 9AY AAdA sy
A FAAME F& W5 P {oF G

SAREME A7 FrdM RIH WALE o) goo wamn WAERE BFH A8 12

S dohsl sistel A7 $45 o18® Baon and 5 zg90) wEn o8 BeE Grk(Hayes, 2009)

Kenny(1986) ] ®i7/H&A & A8 3t Table 4). ™ AU T WA S A EYwrel BAYNE )

AEA A A GdACdN SHHTEA FHPAM(B A wWael BIEE Sojd osto] Q= Ao

=695, p=.000)E £&HF Fujoo] F3 F ettt Faola SurE B2AAx7 Byt

ARl FEs v F ®A DdAA FFZAE FojelEe] WA= oJefe] UEh}A ertom By

=781, p=.000)7F AR FIE L] Folgk G gEe ) &3 BAH AL 2E:A7]A oo}

ol &S AU v R FHFA L F 714 47} A7 E A

THEE BF FHSE FYIAE o, SAHEA

S} FAHE BF Fujeed Fo7 FIFHl A= X|ZtEl AH|AF S} (PCE)Q| oh7HE D

Ao 2 YN Samyn =261, p=.000: Byoege=.554, ljz.!g

p=.000), FIeiEe] FZuj7] THE FlstATh

F7FE Sobel HIZES AA|ste] w7 &3e] FA A SAGA AT Fad A PCEZF AA kg3 )

e HE5AH(Sobel Z2=7.358, p=.000). wz} % Ato]E Wizl SF=A Lot 7] $lE Baron and

A BT IR Fur AlelE i Kenny(1986) o] "i7l#41 S Al &t Stk (Table 5).

< g5t 71 30 AAH A WA @A Ao PSS FHAA(S=.695,
BARNE 233 Fyo)M Fuer ez p=000)F & WA Fujie] Fo3 FH<

(Table 4> The Mediatory Effect of Attitude towards the Ads in the Positive Emotional Appeal Ads

Step 1 Step 2 Step 3
Purchasing Intention Attitude towards Ads Purchasing Intention
Invariable -.027 -.201 103
Positive Emotion 6957 781 2617
Attitude towards Ads LY
R? 482 611 .602
F 198.499%** 334.166%** 160.367***

% pC 001

{Table 5> The Mediation Effect of PCE between Positive Emotion and Purchasing Intention

Step 1 Step 2 Step 3
Purchasing Intention PCE Purchasing Intention
Invariable -.027 -.3.08 -.810
Positive Emotion 6957 L3037 635%*
PCE 1987
R? 482 092 518
a 198.499%** 21.508%*** 113.866%**

5 pC 001
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= A2Z U Banan =635,
p=.000: Bpcp=.198, p=.000), PCE7} &4 +
=g B st AL sk wEA
29A19] R® ol e o=@ yeht F7h2 Sobel
H2EE Agston, viZl a3 A3 {94
o] AZHUtH(Sobel Z=3.017, p=.002). PCE7} &
AR eI FFFG AF FuldE Alolg vl
& Fste] 7HA 57F AR H AT

BN AT B PCEQ wi/lads
A 3}H(Table 6) A WA AN FYHEs
AT FEUFA Fldme] fod g
Ao 7 YETH(B=-005, p=.947). "HEZ}
a7 918l 194 2ol wiEA] E4
de+= ¢lth(Hayes, 2009). ¥ WA
A (B=.243, p=.000)7} PCEdl &<]3t
& FAstATh wpAe g RAGA e PCE
@lé—t& 2 Rl W, FHPAM 94
PCE%F Frjolice] fo)3 gado)
E‘r”r(ﬁ%;; =-096, p=.142: Lecp=.376, p=.000),
PCE®] ¢tdmi/l &35 Asigich mAREs 297
9] R? Fro] & Ao g JeR} Z71E Sobel HIAE
g Agstaon, Wil g3e A4 §o4S g
3t TtH Sobel Z=3131, p=.001). PCE7} A A
S IAFY AF PR AtelE WNEE &

r-{m

do mn ¥ HJr

7

o
E%IO
EHU
>

o
o%
o

flo b2 ¥ -4z o oY rlr 04. rot
i o o ok OIN

>
-
=
A

st 7Hd 6o] A A=A

1.z
®oATE oF Ageld BA} Helew
AR 2RBAT wEAL ADRA YT &
e #9e TAND S AR PEe BAs)
St AT FHE A9 459 dE 23 4
F WA AGHLA Stk olF skl FueA
AgR A a7 FY% 3 Adel 2MA
=9 5o p)AE 9FS ol Hpon, F
AR AF PR 2S 29AQ 20 PF o
g2 AL WeE A49L Qb AZE au%
asgel thste] FA Wgol vAE TS Fohn
T, A% 207 B3hgel FRRY AFE P
of WAL 9% AZFenA stk ol U 2
e gokahd et gt
AN, FARA AP FAE FRRA 2T 33
o R FueEs PRt ¥ Aow
a7sh B3 Qe 24 7
FR9 AU BE SHEL oARILYE o
g3te] AT A3k A 279 F EIE Uehd
o I A F A3 R 4EAE T v
U @itk #A 23s SNS 23 BE 24AA
g 27992 W BaeEs PR EA e
som, olej@ Ak Fuel o8l 428 FAAQ
ol B WAAGl W EelH BHE A

(Table 6> The Mediation Effect of PCE between Negative Emotion and Purchasing Intention

Step 1 Step 2 Step 3
Purchasing Intention PCE Purchasing Intention
Invariable 4.261%%* 3577 2.510
Negative Emotion -.005 2437 -.096
PCE 3767
R? .000 .059 133
F .005 13.739%** 16.689%**

5 pC 001
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= B g Bz Al
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Aol sick baby 4&T7}F
PCEE ZTaAZve AdA+9 F7(Ellen et al,
1991: Fine, 1990) % Zdtec) olgist A= 43

Aolv A 722 FAGATE A
A} 2 AAH Hrket =2 A
Ellsworth, 1985)7} 217] o

g, FAEe] R Aty Azete WA A
27 B2 4§ PCE7F 3715 (Ellen et al,
1991) &4 A4S Bt go| st

(Singhapakdi et al, 1999). FX]4lolv 4
& FRRAY AS THEARG FAA 1] ¢
=7] W&ol (Smith & Ellsworth, 1985), sick baby
2T PCEZF B EA JEhd 7teAds wiAE
e
2=

-
»
3.

=
5
&

52

2 AIA’.X‘l

B AT Aye FHFIS AdseE 44 719
2 oF kel e 22 AAEG ARF A
< ATt AA, FAZFS F2 AF A FAGA
279 AMERel fo ") itk FAeA fad
FARM7E FAE Y Fujeze] g ggke] ¢l
S g Jorn=E FAFY FAA A=t Fokdt
TE 34 HAFE ARt FAREYL 25 AA
H 534S AAske Ao o £34d 4 gtk
EE EARA AF BT fiE RARMNE 2
o zo fog ko] glom, BAHHME PCEE
ST Fujeze] JE mA7] Wi, EHA
MNE 2T e A auAe g3 A4S =Y
F A= omAY HAXE ALstE Aol FL3lt}
T3 FIE B3 BHAME =7 2vAE F329
gk "5 oH BHEE FAAY FAE T
7FsA ol 2lom (Moore et al, 1995), ¥AHABA &F
o] GgFHL o Fo] o Tl UdtH(Gaudine &

Thorne, 2001). wetd FHF

A AT ARl Tt 8, FHFYOE <
g slAel AsE g AA 5
AXE IHANE F Ae I

o Ay
SR, 2ATG B3 AF A AHRe] ZAHH
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