ICEESR | eieuy’ BioHnERsE
BNEL FRSHCE

By

T

1EAS B T o

d

Buy S SR S E S

o] RSN TRV N S TRt AN
LY 500 AN S A G
G A RO @ 0o
Ho L7 SRR S R
(0" B OIEALL 5 A 20

L JISEE C1ENE )

wuX St mRRV QR
RRREB R KibViEdEeR
FHEE S U0 4% O I
KR4

g oA 30 SETRT KE
ERvE fRER—E dHK
A Q HE KR~ = D
A0 Ar4d” KO Q RKIIN © KNI
Yot M) K © SREIMR HE D
b ST S TR S
R0 -V LR
IR DN S04 5 (oA

B mSKREeND DR
E <ZU~s" HIEERSK
EERVLSORL” Qg5 Y
— A= DV RERE O S
ARG A ) T et
eI SRRRE

BmuX S meKbORERY
R EERENE Q N
AN ATROA N DN — AN T AN LG
BOw oL R Kb

o R AR g

OND DT HE - EEERE
S MK &2 O N\ D L DUt
ART BE N v UK
HIGE DN S R 48R 00
RAVES S Ao

PP oD — DN T AN
R O04L° BECIINRE
Beon” KEURTORISES
A SR RIEQ O Y D4I°
NV 2R K QHE 5 R R
QI HUORQKRENT AN UL
AR S O VB S e

UK Qe S ©HERIMK LN
§3 KIS O §IUES
St SRR IR VR R E
RIS Lo VRKERY T
I S HER B84 D~ ”
NUQ LI BE QY 5 a0 5 )
B4 S e’

@ M-\ HE W # 2 e

X N HHE S R m9T O
PKEBUAMY OV D e
RTHNQELQ S v-0" 1T
Kb QB Lo Rt
55 O W QAU S A R°

PuR 2 KEIEESN R Q RIK
17 e EERWIIR S ER N
— P AUDWVERDY REIME-S
B RN N = a
£ S KE X iR sk &<t

SRS QFERMV S O
WIEVERQQEERES" Rl
S UM SEIER DY D QM0 ES
O\ S Ao
B [NAr Y HEN oD & |87
£ S IR-PHEEX R ORI 7 mk
KIS0 0N D DA hEEY
R RN SAVB S W MY
DAL IRTH QKK O O
Sttt B D" BHEw
Y N MR AU AN i @ # ) AUANER
B R %R 0" mE | I
OV S A4 5 AVED S Ao
Pug Mot SR <
Do KiRIESFEBR
a0 0 W 200 e s
SR RO D R
DBLQT FTST 5204
SEMNRDR S QAVE S 4t
D& WR SRR R
vOREEKC & O IR
SRR S P A L T
W MchvHESHRUED
b EvBEE SHEECER
LR o 2 (U B e 1)
AU N T A D4 0°
Py EAOQE TR LS O
SRR KM UM-m v X
S RmiawidEm D" BEL 0L
RS-~ X QR oM
i R A DNINY A EREIEEN

58
10
= 4
w &
W 1
= B
e
Eg
0
SR
'
N 0
8%
<

<
o
0
4
e
t
q
_lw
bl
::4

#

G

2

G

13
<
\%M

WPublic Relations, 2009. 1 ‘ 2

3 | Soja City Public Relations, 2009.1





