B =

2022 A B B RSE
BRI R

—. BXER
RFEA AR CRATH S5 A 3
O R ESEE T JHE R o RSESE L TR OB AL
BRI BN T R A N Y
oBCEENIRE oL IRE @ SRR
HENR 7 45 DB Ll AR
ESE RIS 14 38 (299 /i)
B B FR CHIbRIE 25 B 455 )
SR FIM 1L CRAEMIUAS HIER)D

=. HER




= BnHEERI R OREME IR TR

1. REHIR (N AR S HBCET GR A BIARTER K R 8 H b
11 BeRdFa

PN N A BARRARER S, SR B b R R F oK, Fe o i Mg B R B 25k
BEF AR R s, SOOI TRIRAR K U B R CEAT E BRI . TUE RS AR G
QNEAE T H AT TREIT . Bt Im s s RN RN Ao R 02t 2 B TR AR D5 T -

D FREVEFENEFL TR R4 (hEGE 2025) AR BRI R E
WA RedIE . REARHOR . BrREIRRH A RTE R Lk,

2) BB LTEREHABTAAEFRR . RECEIR T ST R, A N5 RS0 =
PREEHER A TR . R E FRKORE SR RN SLEAM, BIRERTE S

3) BB EREF RPN BRGIHHER —IB A EAR R AA F R R R
EEARGIAT AV A R, S ESMEA ST I gl BRERTR A Sl mR &,
= PSSO O R 2 AR E A 1.

4) BEFFHMAEETFREAEIE. PURSGThe . el T4k, BHIFE T L5 g
PRHER R o R AR WA M R BR T RERY N A B TR . BIVR BRI A . AN A BH EME T it o

RSN ETE LB RR EIRAA S, BUD TR IR AAT BRI SO, XA QLT
FH—L 2R, “—RZ"MNESM. MAHRIMENS . EHERME AR BRI ek
PR, RS E AR AL IAME LR B RN B 5 AR AR, DL S AR FUHE 1 A1 8 4 g
ViR




1.2 FENRIF R

RIRFEBAR RN S IAE TN G2, BABLIN 0 N, AR EER AT

1D BEEAKT: ARG, BT LS, (AR ERIERE 18, WCIs AL s
A, X SARTE 5 A 5518 5 0 1A AN A2 -

2) RFAR: R SIARRIEHT, A CTERBIRE (SRERSIEE 1) M (SRE %5 IEE 2),
X FRIRCHYIL TR, HREFEEREES, DB &Rt

3) ATAFRHME: “pA eI 3E s, RO, ST HAE, SZER A G RE E A A Ll 5RO R,
Peand Rt M Oass, 5 oI SRR R B A R, K2 B A ) 3 AR R R A
B Sk WK AL L B IE A IR AR IR RS B R ST B A AR = A B U A ST TR
I TRVE BERE DM £ REIA L, T B2 5] AR
1.3 WRERK

ARRFEF R TR S 90E L S —221, it 102 4R, SURET 40 208, IRFE A RS 7
ANHIG, BHITRIEER 20N 14,

1.4 BEHR

AR % R 9 05 SRR BRI, (R L LA R i

1) JEEE

(|3

REF7:

BRI T, e ERITEEE WA VTR RS ANCEAS TN
PSR L, GBI TE R RIE

TGRSO UL B SCHI SRR, BENS A T e 51 078 5 20T i R4

ERAF SR GRS, W SRPUS . 5t AR,

2) P SERRRES:

XA IR 5 1 BEAT 22 R FE K BB AR R, TR Bk RE

BRI S WML ECRE, WBGRFE. fE TR BSIEHR. BIAE1ESE
BASRAEAE TR TT, e MR s A RUE 2, IR A b s B

HA& A EFINRRAES, AEE AR R 708U, ikl . e, & B
AT E R R

3) BALYgIERE ST




TR E R A SO SRR S R, BRI AL R NIZEBRRE T, BERE G
Mg HIE F RS & TBAS 9B E RN LT SO -

4) BB HR:

TR 7 55 R R O BUIRANHT 5t 55 AL BB AN 2 B PR I8 I X 4% S 108 (1 TR BE AR
b, HEFREAREE Sy, SR NAEFIE AL .

2. B AR (WS RETEE A, BES HiRSE AR

WA RIS, EAER LUE AN HA5:

D &S B
A% P AE RS 24 A TA] YR 5 45 FHAE 0 AT 0 48 AR r R Bl
AEs I AER S 24 A0TE 55 IR 15 iR A7 LR A 92 B 8 ) R
AEs I AERG 2 & A IA] YD AN ) 245 A R Rk A I 5 L B die
s i 22 Fh it 3 T BOE I S BE b BUR F 4

2) HSHiRE
RERS A BTN F 15 M 2
TR S VORISR R, RS AT I S Ak 45 Ve
A% M B2 R0 M7 B A B

3) EAHW

T SRR, 1 AR B A A R R S, RS B
BEBRIEAE RS A, WL IEEA A EDULANE 30

3. BUHEEE (I>UMARITEENAE, RN E. SOFEE 5B 2>U AR o B HAN
Hike, GERA. ROPRRSRESTESD 3>W A el R A T A LS AR M S R A A S

31 BnEEARE
R B E 3 A T T 2

D BERAR: 5T E AR WA ARG 55 HIE . BB 4 T A A ) a5k
BUR S BT ANE 5

2) BFEIR: LG SRR SR A BT AN T AT R b R, o
T EELNE . W R BRI




3.2 BTN

AL 14 ], R EL NREGAEBEESRA, & R T IRMIEESHN 1.2, BARURN 2
[/

=2 1NE e BRI 2B
HITE SR 2k b Bt HbR BT KA
A 1 PR
MrBATS 1
&F 2 PR
A 1 PR
B BAT 45 2
- Z&T 2 PRI
HTAE S -
A 1 PR
M BAESS 3
&F 2 PR
A 1 PR
M B AT 5% 4
&F 2 PR
Ot E | bR | 2 U BTTAE SV

3.3 Bn#EER T ESA B

A F FE R AR AR 2% (Blended Learning), LA H 5 M (Production-oriented
approach) I,

3.3.1 BEREY

IRE A UG 2 TR A 22 ST A ST AT AL & (Il 1, ser s E R st
BRI GIEYE, KIFBOTHGIS. B WE. PSR SER. AiioiRe 5 I B ik
EEARIUE LU = A5

" ar < &F
wies . BOIRM \
MAFE [ o | SRR
O | %3 | ESER

Y WEMEL )/ HHEm

S fekmm 7 mees

///

1R I TN A




D ARXHER K80 B i@ 2k B ESISEH, AN R B B B R T IRESEH. 4k
WA 2 ERORRHE R BRI AR AL A AR S AR PR AR BEAT 24 20, WUR 4 5 5
RLRIZR>T, MR EAEVID T . &N IRE EZM TR SR TR R HEsr, i SkiCk
o HOT S EAT VR S B S A A R

2 MAWRENBEL L, LTREBATIHRBRRICHRAPN R LG HeA 8, K
HPPRIE B IAELE N IR SE R AME G KR AR 8], 10 HAE W e ol b — € IR EE, A
AT E AT, UMK N R eiEsi 22k b, (A S0 N RIEBEAT I8, T HiE ]
PSS e b B0 R B ) FRAE 28 1 SE R BERE, SCBLREE T 18 . FUMIRYE DRI S
BERFIOA IS, MBS ERTHEERE, RIS, JRR XX s 2 P iR E S s, 28R
5 5 22 IR 1R) T N I8 RV AR BLR TP A S 452 o

3) FAEL ERRRATEEMREIRL, #NEE e RERENEIHE, Bl HEETh
HAHEPT, L ESERIIEST . X TR R AIMES, BRI L B4 TP A S AR X T8
MERIAE S, BUMAEL FRET I . RBTRIUHR. PRI, AL BIRAHE N, M7 4 By,
FEREEA R, AR BEAESD, N IRER NIRE IR

3.3.2 ZHEmE

A GUH AR P H S W7 (Production-oriented approach) ffAJEA B RN 72 H S VLR~
HAESS A HARFI TR, Z0in) 2 A R I E S 5 N A PRE S, A e it 57 AR S5 AH SR AN
MEL BT & A BUAE S B A ST NI R, 2 AR 2 S SE R AT AR 557 Y 2o 2 AR 1
H B IR PPN RIS i, #0270 FE 3 45N preparation—exploration—production—assessment Y34

Mo ARHIOR I H R ANE A R .

1) Preparation R {7: B0 ) B HUM S fE Lk R AT A B ITA bRAE S5 SR AndE . 77 H S i
SREMAE FTC 5 3] Z R ATE S AP b ifE,  DAESAE NS 77, k22 AR R B 58 U 55 7]
RE BRI APRhT, BEMATE HAREST . BAh, ARSI RE LIChR o H AR, FrA AR5 38
FE SB35 1B B AT RE 2 R AR LSRR A, DAL B A AR 2 ST R R AR

2) Exploration 3547: SN BUES Kfifa, UM NAAERERTR, PP HIey>H
bre EE, BRI RICEFIATIVR, Jro RN BAESS (W 2), FERAPrBEE SRR A .
)5, BOMZAEREAN I BURGEHT BAE 55 M H AR A E SRR S R ARRL . Bt sl sl, 3
B2 A P T B 58 U B 55, A SR TT RS . AR T A AR T, RS XTHEE AR
ANEB M B REFEREAT VRO, R R A Lk 2 T AT . X T RMEERI 2, BUm L HilE Rk
IR B3] o X T HERE BRI A, BOM S BT I EAE 3, AE2 T A 2 A e il




Subtask 2 — Telling an ad story about NIO
J’ Group project: 3-min presentation
> O Knowledge exploration
J O Language exploration
O Production
O Assessment

Subtask 1 — Analyzing the NIO ad
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O Language exploration Subtask 4 — Analyzing ethical issues in an ad
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O Assessment O Knowledge exploration
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O Production
Subtask 3 — Analyzing the sale data of NIO O Assessment
Individual work: writing a report
Knowledge exploration }
Language exploration ‘
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Assessment
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an effective analysis of the existing ads of the brand 1 2 3 4 15

Content
creative, persuasive ad content 1 2 3 4 5
a wide range of vocabulary to convey precise meanings 1 2 3 4 15
Language a wide range of structures with flexibility and accuracy 1 2 3 4 15
Use a good control of grammar 1 2 3 4 15
coherent discourse with appropriate cohesive devices 1 2 3 415
a good control of pronunciation features 1 2 3 4 15

Delivery
fluent speech with rare long pauses, repetition or self-correction 1 2 3 4 15

Note: 1-Poor, 2-Fair, 3-Satisfactory, 4-Good, 5-Very Good
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fluent speech with rare long pauses, repetition or self-correction 1 2 3 4 15
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a clear and well-structured description 1 2 3 415
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informative and interesting content 1 2 3 4 15
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Eetn, b4 career skills: storytelling B35 HELAE B B 45 R 7, HIX A WA LU, HL
HHrBAES 1 K, BN 2 HHE 7R BUAESS 1 #0F T . Ak, listening #7325
HILEEM B G885, XED WAEBRMESR, HMEEAKR, EE6ERNFAN, HHBSHEBES 1
FHOR, DL BUMAEIX 7 WAL RT, HAEM BUESS 1 g,
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4) AWBEBEF BB, REZERTRRE, BUTHEMEESNEHRT TSR A58
TCHER ARG RBCARE L, B0 R AR I E iR R B4 b, il ROREAT I, AEIY
BT JR SRR, BT DA A8 2R T IR AR A o B, SO T B AR A business knowledge:
types of advertising I storytelling skills fil{ERfHER, LA EEL 5],

B BARS HEE T, B R A RS DD T &

3 Hir MBI
4 b
HUTARPEIRA 11 71 Business knowledge: types of
advertising P %%, |/ 7 ¥ traditional and
new-media advertising, fLE2AEZE 2],
AR IRAEE 10 DURALRY) glossary HilfE excel
T " WIEER, HEAE.
BhE 1 ;2;%2%1; %j;ﬁiﬁlﬁﬁ FAMIURI, S8R language work 1-4.
| (m] Jia E
5 B RE SRR Bk A
5 BRI Ty
- ERRIUEFA T, ZUTRRA language work 6-7
AT O, R 2 A IR 2 S R
HUMFA Y2 IRA 20 T listening 1 I, ¥
HHATUE T2 2], # B EA E R WA T
A
o
IR BB HCFE I T
Re e FH AR I BT G 5 AR | 4 52
BBt 2 [ FUMRGRA 21 T career skills #5530 P 28 il 1B
T S, WSS R storytelling skills, fft2zAEsk B2z,
B 1E
4.
ARSI PR R, SERRIR G language
RT3 work 2 3 1 4 .
3 it ERIE M PE SR |
BBt %iz?’g e M HE F b e
HOMs S AR TR P2 IR R SR I B3R, AR R
HEER TR S A, 52 2] ik BRI Fn R A
4 b
;2;;?;22;5;;1ng¢ FUTRERAE 23 TUH %4 Danger Zone fil{E L
| 5} Jia e > (1 22 s Las s
P R g | o PR
et 4 i
s 2% T
BEOEHE T S N, X , .
ﬁjﬁggfggﬁgg% ORI Danger Zone RO, 51 52
R LT/ ML LK
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M. SRBRBLERIITR CREDTE ML AR

1. BEER

ASPRI B H AR S Hon e BN 9% ociss 3 BN, ARURIS 5 2 LA 55 27
AL EER BRI e R R, Rt b 5| SR AERAT R RS AT, RN
FH N ANTRIPAG S A R, R A SRS T I B S5 1 ST

(D Z2EATEEZERBOBEH=MANT SHTRALETB: N ENEELSE
OB (logos) |~ # F  (advertiser) A5 5IEMETE R MiE (ethos)s FIJ 45 52 Ak (audience)
52 LA IIENY  (pathos) = MEREFZHRIF M s L ROT &R IR R BT U RSN AL, B
JABATT I QAT AE AR e A SO ey B TR S RIAS [ AT A 3RO R R R ROR B
IR IR B TR AL BT F 8 Power of Persuasion, GV H | TR FIR IR E AR, LR
P — A SEH MRS 28, JF 51 S N L 4E S £ 25 18 & 77 Rt
51 S EEURISHEI AN storytelling (2 ARTE ERILGLERE). EIFREHE 0 CEHERFR) . &) HM
JOEGEENEME N S CGEMEY4ERD Bt —2% ), RIGE2R TN .

(2) ¥R LESNINEER SR PER S S5 &8 BR85S R AT &
SRR S T SRR R, AR S S IR S RO S SR Tk, B, K E S
FRIPPAN W T30 T A M RERE AT < b, SR 7B R8T & Yk [ 2 1) 2 T ) L AH 3 R AL [
TERI, JEREAE 5 18 1015 = T AR A . B4R IR, AR Mg — > S R
B BLZ AN ZIRAIR DT VIR, EMOR T KRS, BB AP £ R RIS
DLk, JFHICSR t EEAR R IR S, BeAh, fERAB A E QRS T =, R DU B
TREXT H ORI & A RESEAT PR AIHE S, 38 RELE [F) f S bt o BE S M g fth 4L RS ) 95 7 S 9
HPFT 5

2. HELE
1> [ARNRTESE BB, KB AAERKE]

N A BT IR G SUBUEVE I 2 BRI RN IR N TR, AR TN URIS BB A T R )k
(Production-oriented approach), fEF55L [ A RN AAG & PR AL T S 2805, DA
B B B S bR i 25 Ve B IR A T R K AR LSRR S N IR, B AR A SRR, AR
L FERINONE, AT ER0TE, IR H SR AT S . Rtk <fEVE
¥ HO“DIVHES .

AUREIEE T CHrAnE RS 55 9018455 ZUFE 3) Unit 1 Advertising 28 20 U1 Listening 1 #5474
BNARL, ZE > R VR A — W& B BT AR, WS A B TT R B 55— AR URINT Y 2L
FHR, B&dER, ATKIOZE S s R B 7RO AR Z T %
VA BT M = MAESE, DIRATR AR A RIETER, 51 S50 HFu s & iz G &
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IIMTRLARAZT S AT AR B, ik, BATAURER: EOM X AR 7 AT 9 95 SE L] 22 4
XS TR ISR ST AR SERAE B T & B B, RE S| R A MZoRiEiE R T (L)
B HAERT 5555 rh R TS PR R BRI S OT i, DR SRR S S O . AR
BHERITEZ IR BIFREZEHM T ERER O EREYE, RESTNREESRERAELAE
RIS EEEESBENE, DK BT ASIRSMEATES GalD BRRRESE
_‘EO

Listening Task ﬁ‘ Discuss: what analytical lenses did the
speaker use when doing the evaluation?

1. Benetton is, of course, one of the big names
in  modern advertising and everyone
remembers the series of shock campaigns
that the company did with Oliviero Toscani in
the 1990s. Now, that may have been a great
way to build awareness of the Benetton
company, but it certainly wasn’t always a
commercial success. So | think it’s very
interesting (for everyone) to see how they’ve
changed their advertising in their new
campaign.

Listening Task "

1. Of course, there’s no direct connection between
the animal in the picture and the clothes that
Benetton sells, but this really is an ad that has
great emotional impact. Benetton is associating
its name with a cause—the protection of animals
and nature—and that gives them a very good
platform. This is more than just photography—
it’s art. It’s the type of ad that people will want to
put on their walls, and there’s no better place for
an advert than that.

AR ISR AR REAT, M, MEEZRD NG, ol Al RS F iR A
AR I RIRAE VRN S Bt — 2 4R T 58 3%

IS

2> [FRNBEARRE, RAGPRE5ES]

(D BRAEES (54380 FUmimsd i) 20 2R AT ROR S S SR BEATRI . S5 i
BRSO BT R IR, IR — 2 R %2 B SRR ot = B2
PRI R 3 A A BB R B e = A LK R S AR, S A
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KA R T S AR SR

Independent

Review: Prior Online Lesson Learning

Expertise/Experience/Authority

Audiences’ (ethical appeals) Good Will/Ethical Conducts

heartstrings (purpose & reliability) Common Goals with Audiences
wants/needs/senses

° / Reasonable meaning?
Trigger emotions: m Arrangement of Info.?
anger, fear, sadness, Robust Facts/Evidence
happiness, love, etc. (numbers/statistics)?

m RalAdvertisement

(emotional appeals) SRS S (logical appeals)

Content: Messages/Info., Words/Texts/Languages, Colors,
Symbols, Music, Stories, Scenes, Camera Angles, etc.

Review: Rhetorical Analysis of Advertisement

Good timing? Respond timely

Opportune moment? e to social issues?
Right situation? CO Social demands met?

Advertiser "’e*,

Audience Advertisement
Delivery Medium LuSCELE

Constraints?
Type of Ads Coping strategy?

(2> HRIAE (10 4380 FUMI5Wbis FHERAES 20 I Listening 1 BIAZ, (£ A Moa R H
FIWT J3HE 521 2 J5 (Worksheet 1), 4 HSCAAE ATFN & F/RTEiER, JF91 S48
17 /NHTHR, 23 B Tt N2 AT FERA 1 Ze BT HR B FE 20 B = KA £ 0PI & 1,
SV E TS PRI H W e ] 2 ] B S RFAE, ks B B PR A 2 T A A T A L)
1B&EE43Hr2 L (using details and analyses to support judgements/evaluations), Zi&%5FE
84 B 2 A A ane] AR GE R AL R E A (combined, objective, and comprehensive
analysis), JFFHEA 2 MBS (plain language free of jargons) [N AR IR VFAN . 22AETE
IR AUREN TSR T HEZR A F AN S A I, SE R I T XS &4 B HE 2R i 4
LA YERE A ER, FFAERAR B S ) S v v 22 20 1T & VPO BOAE SGE 5 W8 R ARHIE,
Je e S — P S B T R Al R T
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3>

¢))

Career Skill: Reporting Evaluations  of Advertisement

a Evaluations:
C %% 1) Claims/Judgments
. 017, C 7 - Rhetorically Effective?
Advertiser 947 l/l'Q/ - Purposes Achieved?

\Q
- Audience Acceptance?

- Timing/Channel?
. . Other Criteria?
Audience Advertisement

Delivery Medium
Type of Ads

S8y

MUES) (13 280 BUTNHIRERES, IR S5 CbrIz R GEERIE CEO %
IR A QAR 95 60 [T A 170 At FE& s AT TR R B e 4 v [ T 3 ) — SRR 75 £
Br5 v, DA R SR A0 er A I 2R 36 T3 HH — S AL A 5% 17 S [ 77 370 ) B A
BRI ), BUMRM A HN— S RE R, U SO, Jf 9l S
Worksheet 2 (LN KD EARIEREE DT SRS B S #AT 00 S V-, Rrodde
HAFE ARG S, 8 1-2 N4 R AT Sk R TR

Beyond the Advertisement — Inside the Advertisement

+
[AdVertiser: TESLA (the world’s largest electric carmaker)

Content: ‘mation/Words/L Evidence of
Purposes? Symbols: Ce / amera etc.? rhetorical

All other evidence/details in the ad that lead to certain
rhetorical appeals?

appeals working
together?

Ethical

Delivery Channel: Appeals?

* short video, 2.5 minutes
* posed via TESLA's official accounts on all kinds of social media (Youtube; Weibo)
+ played in TESLA’s showrooms in shopping malls and its Service Centers

Affordances?:
- Help realize what rhetorical appeals?
Constraints?:

- Coping strategy? +

Logical
Time/Sociocultural Context: Appeals?

The video was aired/released in September 2017

* InJanuary 2017, for the first time ever, China declared a national red alert on air
pollution for its northeastern cities after PM2.5 levels.

« China’s Ministry of Environmental Protection sped up plans to cut vehicle
emissions and support NEVs. In 2016, it required that the central government, as
well as some cities and public organizations, should have at least 50% of their

vehicle fleet consist of EVs. +

Good timing? Opportune moment? Right situation? Respond timely to social issues? Emotional
Meet social demands and expectations? Help lead to what rhetorical appeals? Appeals?

_ their needs & expectations?

PR R (10 23800« HUM 51 S22 A0 R A N AT 5 0E AT I 5 B0 (“ BLPFHE A7),
TSRS S RV, R EAE R (B0 75 255 FEANR] H AR SZ AR i B AN R4 32 EEAN
TH RN, AN BT # A NI SZ, N5 ZA# objective analysis JHI1X %% analyses 2 3C
FEVPD, ARBL ARV EC RS R, EUTIE SR s A EHA M IR A
HAEZENBTYHEZR, 7T R DR b SR L ST By LS T ) 2 HriE SR
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(5

HRBTIRLSA, TR RIS ) — L2, il EE R AT e 2 SEN ) & A 2
BUHDRIOIE & 2 8, T8 EAERSEH R PR ST 80k, DU & JIER SR A2
IR o

FENVARE. (2 38): ASURIN DAAT B S SR VAT S5 450, 0 B2 B T8 R AT 55 P K B — T/ M
55 TIPS ERRIREIA T S IS O SRHUET I S R (AR R E N = K88
PP LHIR), W IAES, AAEMRIUEIEHIARN e, Jike 7§
T i L) A i SR 22 ST AR 35 B RE A S I

3> [ARN AR IR BB SR EEASE—]

AR 1) B AR S RHEA A G — R DU -

(D

(2)

(3

LRI BRSSO I SePRIR Y, AN E SIS RS, NATE CREEM) g, R
BER A E B UE 2R bR T4 o B R IR b b R | S AT VRN, IR TR IR
o5 B W R BRI T RE VR 4ROk A CEO 588530, DMt 22o] | S 5, &
AT B A% AT A ) A AT AT, IR BT AR S BRI R,
XTS5 7 A e i B RE 70 . BT RE JJ R TR I /e ) CRBILEAR ), Wik
FoA s 7 1 tHE S HE T e ] St RO ) e i SRR 2 S AH N1 5 R ) Sl e, OR AR A 2]
A7

FE 7 R rp 2RO AR R 2 AR 1) SEBR 7K BL A H AR 00 ) 25 04T B 57 1) a2k B 2
G Herout okt v 8 R AR BT R RORE A FHJCHARI, 1R, IeAh,
AR AR R F S8 AR B0 3 @ Power of Persuasion in Good Advertising, Jf:H—%&#
9 R AV BEARAE SR A A 5 T R SR 1 R R T R R PR T 5 B S 42
FUM s I b EHE T A A AR 1 ACUR IS ) B AR, ANk 2 A At
MR RS, TG AR R EAE R A, RIS A S, R NE R E
TE 22 R BAE BE E FE ET VR R AR, PR Bk 50T LR 7 8 £ SIS RS R4
o

3. HFEVRY (UEIAURIN PN B & S RN J7 50O

BT R EER “CAER” BE, AR PR T AR R A 1.0 TR
M5 S TRRMERBR S 2. BUTRATEEBERE. 0TI ERIFIER A, S
ITREE, WX RS I, BR T EANE S I E R RS, ik R At
TR IRBESGIE A, FESEIERE T, O 20 A B 5 i B S AT R R A A, JF
K S AR HEAR R AR BRR TR

o AFRAELRAEN PDF #0, DARZEINEH/TOE R LA+ A4 R+ HIBA 1 57 N k44711
N E LR
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