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Abstract

Purpose: As more and more food franchise companies want to expand overseas, related research is becoming more and more necessary. This study aims
to examine the critical factors for successful overseas expansion according to the stages of overseas expansion, derive vital associations, and examine the
success factors of overseas expansion through semantic network analysis. Research Design, Data, and Methodology: This study conducted in-depth
interviews with three food franchise companies that have experienced overseas expansion and conducted semantic network analysis among crucial
associations. The semantic network analysis was conducted using the Textom program. Results: Based on the results of the in-depth interview analysis,
the factors considered when expanding overseas were categorized as 1) standardization and localization strategies of overseas franchisees, 2) physical
environment of overseas franchisees, 3) entry types of overseas franchisees, 4) constraints of overseas franchisees, and 5) success criteria of overseas
franchisees. The semantic network analysis based on the corresponding keywords showed that the importance of local partners is very high in common.
Conclusion: This study examined and re-categorized the important factors to consider when a restaurant franchise company expands overseas in a step-
by-step manner. In addition, an attempt was made to examine the keywords derived from the semantic network analysis objectively. The results provided
theoretical and practical implications for the successful overseas expansion of franchise companies.

Keywords : Franchising, Internationalization, Qualitative Research, In-depth Interviews, Semantic Network Analysis
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1. Introduction
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ATRL| sHAfof OAX[ALE 24 HAL &= A
SO oigh A7F HOof S{Ael ot ZutE
EE% 7ts8E &=Lt (Ju, 2013; Rosado-Serrano & Paul,
2018; Rosado-Serrano et al, 2018).
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2. Literature Review

2.1. Franchising Definition and Governance

IZX}IO| == Z2HXIO|X] (franchison il 2|8HA] 1ot
1S, T 3 FEE= 4E =
2 MH|AQ| AL HE|E ZXIO|X| (franchisee)Ol| Al
s &

EJE o|O|stC} o] =2Hk}

—

dH, Y, Lot 2R = S ZAOIX[OA M-S
St= 2AF B2 AlEE QlOfsiH, 27, 2AL 7tYE
T, tYALARL, Mol S22 S2|7| = oo Lo
XojX|e et Lt t7HE XS0t ZEHALO[X
d22| MEH, &F 8 MH|A HONY, 7|s, SR
4, 28 8 U] 52 NSE= =i 52 AEE 9
05N, 28 7t¥Fo[2tn =20k =S A Z2HAL

O|=&3| (FA, International Franchise Association)= X
XIO| X Of| A =2HKIO|X|Of CHSE YFO| HAHAHEZE
20510 nsgd, 4F 4322 S0 oiet ALKH
ol HAE L E ZUX0|= AXRHE Footn
Ct (Kim, 2002; Kostecka, 1987). O|2{¢t ZLZHXIO|= A|A
g2 IY LACE 510 AIYS /St A2 =T
XHOJd (franchising)O|2t:l & 4= QAL (Kim et al, 2008;
Kostecka, 1987).
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(product distribution franchise)2f, Z#X}O|= H|=L

1 ANHE FHELE St A|AHIQI H[EL|A I

2HX}O|= (business format franchise) 2 TEE %=

HE 7S ZUX0|IZE NN, =O§AXE
H

o
XOIM7t d&FE REAZIZ] /I FHS 7HK|2

K| ZHXO[X|Of A HMISSHH,
HXIO|HOICH (Kim et al, 2008; Um &
obH, ZXIO|=o| A[of 8l 2F ARl AHEHA
(governance)= A AT (direct) ZXIO|Z, HSR
% (single-unity ZXIO|=, HE|FS (multi-unit)y ZZH
XIO|=2 Ltz 2= UL} (Alon, 2006; Ryans Jr et al, 1999;
Um & Lee, 2011). ZIY ZX{O|=& ZMKLO|X|of A
HEHOI ALY 7HES oS A2 =AM ZEXIO[X]|
7b ZRXIOIMQt 22 MY =
= 225t 40 |D1 (Baena &
& Welch, 2000). A2 R/% ZaX
Al Sttel DHEEHE 8 & 2
OICH (Um & Lee, 2011). HE|FL ZAMXI0|=& X|Y
74 (area development) ZHXIO|=Q}F OFAE] (master)
Xo|=2 F2E & U=, XY 71 =Ko
KIO[X| 7} F=O{ Tl 7] Lifof|

E
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fAIO|CH (Rosado-Serrano & Paul, 2018; Rosado-
Serrano et al, 2018). OfAE Z#X}O|=

7t ZAXtO[XMel Ci2[elel SA[of CHE ZAXO[X]

x
A
=
=13

[=]

(ME Z2HXGO|RN)2] F=H|7F & 2= RALE (Ni & Alon,
2010). Ol0f Alefel X|HoA 28 7i=2| oigS 7N
A—I I:|I OS5t A& O] EH ol-[_lal. A—II:I JTLI_H |.O|X|E

o= T ME &
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2.2. Motivation for Franchising Overseas
Expansion

IHKIO|=O| BHQIEIES EMXIO|X7F TSt
Fob ZEAOIY  AIAE siel  HX|=2
WXAO|X] (O =L JHWE, WX=m  7HYFH,
dxto|= B, SEEXRO| oSt WXV|Y =
Kol S)OlA Aol ofsh MSste HAHE Z=Etst
SHRIAIE R LAI0|CH (Burton & Cross, 1995).
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(international process model)0i| M2, L= A|Z0]
U350l AIgE 71%= 7IYE0l oy HAE
AX|CH 23 Cior el Tz Ao ol cte=o
siel AEez T=Estee srE A5 =t
SIACH (Cavusgil & Nevin, 1980). *HHSZ 7|9
M2 tHAls 3A =W E'f?ﬂ'('%' CHAl (domestic
franchising stage), A&X #0f A (experimental
=58 Y BA (active
o HO A (committed

involvement)?| 4 HAZ FAZE = UCL HA,

involvement  stage), &
A

involvement  stage), 14!

THELZ == ZUX0|= AXEL ZREtk:
gEtdo 2= ZLf ZEXIO|YO| MHECH (Welch,
1993). = AN R& &8, 718E 2=
%?J Mz XA &5 39 EEet AX"35=
ZROIX 7L slel =2 & W AMED o|2HY
SEoME d3He Azjojids g = UEE
=ECt (Rynning & Andersen, 1994). ChS THA Q!
HEH HO= St 52 252 diel AIZO| CisH
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e M2 &9 22| A T2 HAOH, MER 2010 UAs ez HWEHEICE ZLf Z2Xjo|=
ANEE H2AESE B2t & 5= QUCE O EHA0fA 71959 FEor dEO| et A Mgnt 22 g2
ZUXOIME Al™e A 2Fe Sl sl AlE A2 0|0l ZEIIMEfO|  O|ERCD, =EHY
gt XAE 552 = A, 7|g+wE, ME A Zaixto|l= 7|YEL =L TlE 25 h7|gel XiA|
ZE[AY 250 22 OH22E sl s AtgS Zaixto|l= g W Sie ZaiXjo|z HHEo
28 =22 ©H B = U0t (Andersen, 1993; HEet &2 oz Qg LHFAIZOMel BH™E
Cavusgil & Nevin, 1980). sflQ| AlEY TlE = =XH 0 Zatz|a ot HHH, A 4% dH s2=
CHROIM  dYESte da2 2EYae| =H0iH|7t olsf FLH AIFOIMel MER dF 7|29 #E2 O
L2 3N HOTHA M iRE22| ZHXI0|=E O{2{9X|0 UCH (Ju, 2013). 0|2t CIE0| ZXIO|=
ZF XY AEel A A BA ZMS0 HEY Aol Z5% dEcE Qs ZHE oY
i8st7| s HMS| FESE (=2 DI sfASt At St FRO wAle G Mtz UL
(Hackett, 1976; Lifflander, 1970). O] THAIAN O B2 Ol2fet QPlez QI mL ZaX{ol= 7|¥= sie
TE =7ttt AIFo| AFED JiEE = UKD AN Z[2E X} SR, =, SEHOFAIOf
HEHCE TP TEAIY2E &F0| Hote7| = S AE=o MHEME Q| Ms=E FHUCE
St, Hlnd Q2 XS T80 IA@ 1Pgo| sl AI™e TRt SHOiE[EAM = EE_X}OIE
7t &= EHAOICH (Andersen, 1993). 1222 M3 H 7|99| &iQl FlE o40] A ZHMEIACH (Kim, 2001;
o] CHAOf o|2 ZXIO|X &= T E27F AL Lim et al, 2022).
ORX|9Ql HAE FHOCHA = A2t ZXIO[A 2 A O|ME =L ZXIO|= 7|®, 3| AIFOIM L
HSHe2 Teotkle CHAZEAM, 7|80 T&He T2 Oldel HEs FEst Z|goA el TEE
M= AFE 0l MH|A AEE CHeteto] © MED XSEES fls Zast #=Ho| e,
HNAXSZ ZHXIO0|= A|AHES 2F5= THAO[CH 2 7|Y¥S0| Cret =710 ZlEste QAL olof 2
(McIntyre & Huszagh, 1995) AT= IU ZBRO|I= 7|ge| die TE dmE
Oif22 ==2% ZAUXo|l= 7|Y¥S0| o|zfzt IRote 20052 H4mED e 7| XE 52 E
M2t PSS AHEESER| T 7I%19| YA O MR E ogo] e =L ZRO|= 7|YEel d35He
o2 =70 HIZLAE TINSte AS SHCe=E sfe| TE MeF 20| =20| E|0X} sict

F. Bor
719 ARk ol = 2=
BYRE =UEC=E 222 AEES de=z
gssid, HEUY  IHgEChe  EoEo=

ol 2 =29 T2HXI0|= (BG Global Franchise)
TaNXO| == 2.3. Factors according to the Stages of

Franchising Overseas Expansion

ﬂlEj

- = g7 I ZEAo|= 7ol 95X e
T X2ttt E-S 7HEICH (Oviatt & McDougall, 2005). K= o5t MaS oropm | 9ol HelFE FMtS
— — = [ E — [ 1
U ZKO|= 7|gel 2EWm S7| SO et Ciyaa AEE Maolas ol RI=
QH9|X|* HH7=’2 = M I:I-Exl A‘I?)'HOZI__I.L (}” |_7:|| EE E'LL:II_ |_O|_—_|'I'§ Eol'o:l OH |I_§
T e SoeE CEE D2E 4 s Q02 AHED 2 AT
m=d gHtgoz e TEE = Olfse XSS QO|E2 =28l T1K} L0
LIS A|RtO] MAFEN 9 AMZASE DRZSH AS2 Hert 29SS =SShIAL SHRlH.
S’ *x SS ) oX S L = —
AIRbo| A Srm TE T A Aol OLAF T A o SJ0| TESHE o ZUKIZ M 7|0
|2l 7, o= ME A MH|29 ?ld M S9 S aMm xEte s sl , o
st 43 d2kg =% Km and Kim (200602
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SHeXlE CHAIE TIE © FTHITHA, =7| YA 9| TEEHACH, FESE HE2  HE A
e EHA, QETAR LY AIE =M5RICh GIX|IEYH Sl X[AMOlE, ©X| HZE7t O|&, WA
THEHez TE ™ FHEHOMs= BN HHX| ZAZ|EE 22| S22 FEEIULE OIX[Ae=z TE
AlZol gt dAMeh AFZARE SQ5HEt SHRALE OfZAt2 &19o| o33, Mo R £F
ojof s EHAMM= SHX|0AM ZEAIRte| AHEst HEnR A, dX22Q, SeUH 18 YEHEE
O|O|X|, && 70, X|of Hgtet oo™ M7, X 25, AXER M, AaRE, AsZE 28, At2lAb
A2 XY, 2ME|L, §X| Z1 59 2| o2y S22 FEEUACL
AFZAPE 22{Qlel Hez  LIERRTE =7 A ZHXO|Yel A 4SS HHE Kim et al.
Tgghalol MEd CHAOM= EH=EFXL SEIEH (2008)2| AFOM= Bie TE =Mo| HE FAat
dgar 22 Adds dEo]  dEeflez a7 Q9SS AHmEJULL AWM= 7|YSo
ZALE[RACE FYCHAOM = 2aERl XM THZHAOIY 57| A =g @l s oAEE
M2 23l I 227t ddeefez PSS /AT TE M2} dHEACH M2
ZE A AL =N ZXOlFel TYPRELL O /Y (eg.XMH
HEAEHCl SiQTlE ZRAMALL FofeolES ZEHROlE, RI9UHE, OFAE{ZEiXf0|=, 2to|dld
TZ2Fe Yu and Kim (2019)2 siQ| Al ZlE EHA, S)0 sl HERCE AWz I ZHXH0|Ze
s g5 = X9 g2 F8 O|FE HMEJULL ATE FE4 (O AFHEIEE ZAL E=m 2
THECR TE HAYE M2 AETMS BHA, EAl MY, SXOEH ME, A%es, BES A
AFRFETL |, XY 2AEAR F2EA2, oiX|zt ZE|SHYE S HMEUCH, HUWM=2Z
AR AR EACIME SIXEE, X H4E =N ZA0lY dut 22s (O MFEH X, 2AH
gnete] €Y 1Mg0| Fo 2| Rele2 HIULL A SHAY, YEFUEY, BEME OO)X] A Ii%
AHFET CHAOM = 21517 DFFO M| SA/HISA S)2 LOLE ULt
HESA QEE, ¥X| H=L|A THELH QS| 42|75, MHAHAOILE SHElE Al dEjkEls K252
FX9 2lertsd S0l F2 2| [flez g% CEEX|ZE [MEEo=z oo Tzl tHl=
LIEFHLE  HXAY  2IEAMM= EX/EHH M= ® A, TE 27| T, oKX SYEHA, o=
2|23, 2P X0|, MH|~ FEEE| S0| Fa 2t tHAz FRE = UAS A2E HQICL oo &
folo=2 LIEtK{Ct Ol Kim and Kim (2006)2] ¢4E& & o179
sieof TESH=E M 7|™0| F2lshoF St TEH =HO| &A= W 25 2 HAO siEEl=
HE BSE JiUD Lee (2014)E HQTIE &7, HeSS HELEZ dES Fxstn MEXHe
=1 FHESY Y HAYE EAREES SHQITIE MEf QQISS ==X} St
HF2I5I0] MF BE EEIALE FHHC=E
sieflE =7 = AZFNAE 9 AMH  =HE Table 1: Determinants of Staged International Expansion
NAAES mEm,  22¥ DSy, oE [eeeieefims
s Entry Process Factor

QAAIES o < EN

' Differentiated Image from
ol Kim & Competitors, Product
= Kim Preparing for Entry Development, Local ltem

Z9o o|Zo|loz Stage Selection, Raising Local

=2 2=d (2006) Capital, Customer Service,

etc.

#x2 AR S

GXof HAJUALL HESHs =2l




22 Sung Mok JUNG, Il Han, LEE / Korean Journal of Franchise Management 14-3 (2023) 17-35

Initial Entrv Mode Direct Investment, Joint
=ntry Venture, Master Franchise,
Choice Stage otc
Site Selection, Store
Sales Stage Operation, Employee
Management, etc.
Business Local Market Information,
Concreteness Collaboration with Local
Stage Companies, etc.
Yu & . Building Trust with Local
. Business .
Kim Propulsion Stage Business Partners, Return
(2019) P on investment, etc.
. Political/Economic Risk,
Local Business . .
Operation Stage Cultur‘al Difference, Service
Quality Management, etc.
Motives of Global market development, L(_Jcal
. Country Recommendation,
Expansion otc
Target Customer Local pe_ople, Koreans,
Foreigners, etc.
Lee Direct Investigation, Use
(2014) Information 9 !
; Local Partner or Local
Gathering Method C .
ompanies, efc.
Advertising Difficulties, Lack
Entry Challenges of Information, Laws and
Regulations, etc.
Motives of Global Internal Strategy & External
Expansion Strategy
Direct Franchising, Area
Governance Development, Master
Franchising, etc.
. Business Feasibility,
K(lgnogé)a I Operational Contract Elements,
Strategy Standardization and
Localization, etc.
Financial Performance,
Performance Human and Material
Resources, Brand Power,
etc.

3. Research Methods and Materials

3.1. In-depth Interviews by Company

= gFoME  ZHNO|=TIYSO0l  diel
AESHHM Bt 43 A 2uf 220 Cfisto]
EASIICE Ol 26HM = AN EHE HF
CIHRE TAIACE T AHFE 7Helel 2zt
SOl CHeh Mt et s Soto], o[ Choh
HEHoz g7 I RE3ICE Q2L HEUHFE
AIZE HMetol 1, QEHRE HEHeR TdY +
Je  HFAE AFE TASHOor ol £
AAte] HEo| QIEFe Fdnt WEO grdE &

UACt= EFO| QUCH (Boyce & Neale, 2006). O|E
S55t7| fI5td], B2 dAFoM= |9 EHEt
Fetst TJtolezielg MEE PRt B O HE
HAIS ARESICH (DiCicco-Bloom & Crabtree, 2006).
ol & AFoIM e shelRlEst ZHXI0|= seElE
dgo| dEHe EHAE {5 HexItE
HEYAS MESIQICE CIHFS HE 4t e
Of2{2| Table2 2F 2O, Bt xRzl HERAO] 2t
& O |5t EESIALCE

Table 2: In-depth Interview Questions Structure and
Content

Structure Item
Demogra_ph|c Participant's name and age
Information
Organizational .
Characteristics Industry, Year of Establishment, etc.

Experience in - Importance of preparation stage
Preparing for - Challenges during expansion
Overseas Expansion | Experience
- Mode of Entry
- Characteristics of Local Partners
- Contractual Agreements
- Marketing Strategy Characteristics
- Domestic and local regulations
- Franchise expansion strategies
- Performance variables of overseas
expansion
- Factors of satisfaction with
business performance

Initial Entry and
Contract Stage

Local Business
Operation Stage

Local Business
Performance and
Satisfaction

Local Business

Success/Failure

Experience and
Strategic Direction

- Failure Factors in Local Expansion
- Success Factors in Local
Expansion

3.2. Interviewee

HIORL QERE SiTlE B0l As ZAMR0|=
719 3702 gA tyez TAEel, O F
TIE0l| oSt Z20pot Feboirtn EHERSED Qs 2
ZgHE g2z H7t gMvr MEEUACL HE
SieTE ZAXto|= 7ol E4of Chet XO]

71 RI5tA, 2k 71Q| sielTlE MY AKX
CHE

Y20 B 77 TIAERUACE

oA
mu mjo ria
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3.3. Research Methods and Research Materials

el

ZXO[= 7|¥O[ BLOF X|

E:LEH
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=
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HE XIES2 Textom
(o]]
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Franchising Overseas Expansion
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4.3. Type of Franchising Overseas Expansion
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5. Discussion and Implications
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Appendix 2: Centrality Analysis Results(A firm)
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Keyword Degree Centrality Closeness Centrality Betweenness Centrality
o= 0.951 0.953 0.100
HOLE 0.756 0.804 0.026
k! 0.707 0.774 0.020
7|1 0.683 0.759 0.026
s 0.756 0.804 0.034
oiE 0.817 0.845 0.050
0| = 0.622 0.726 0.015
x| 0.659 0.745 0.025
H& 0.671 0.752 0.023
kS| 0.659 0.745 0.013
CIME 0.585 0.707 0.010
2ac 0.598 0.713 0.024
H| =LA 0.622 0.726 0.024
7t 0.573 0.701 0.006
otEH 0.390 0.621 0.002
e 0.427 0.636 0.012
=X 0.561 0.695 0.014
2 H 0.622 0.726 0.009
LhE 0.561 0.695 0.010
e 0.280 0.582 0.003
23} 0.659 0.745 0.020
A 0.610 0.719 0.013
AEPHA 0.390 0.621 0.003
Azt 0.317 0.594 0.009
o|g|x| 0.232 0.566 0.001
A 0.463 0.651 0.013
ECPNES 0.549 0.689 0.012
A 0.268 0.577 0.001
AE 0.476 0.656 0.007
NESESN 0.402 0.626 0.001
OFAOF 0.488 0.661 0.012
= 0.293 0.586 0.002
14 0.073 0.509 0.000
bulyy 0.085 0.513 0.000
WAL EE 0.122 0.529 0.000
o 0.122 0.529 0.000
oE 0.415 0.631 0.001
Oy 0.573 0.701 0.006
2| 0.354 0.607 0.000
He 0.439 0.641 0.004
= 0.183 0.547 0.001
3y 0.378 0.617 0.004
OfA|QtZE 0.293 0.586 0.001
PP 0.488 0.661 0.003
RLEA= = 0.390 0.621 0.002
23 0.512 0.672 0.005
= 0.354 0.607 0.001
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e 0.073 0.509 0.000
el 0.146 0.536 0.000
CEE 0.463 0.651 0.008
57t 0.451 0.646 0.006
XS 0.293 0.586 0.002
& 0.159 0.543 0.000
=2 0.415 0.631 0.001
e 0.488 0.661 0.007
S 0.134 0.529 0.000
RER 0.195 0.554 0.001
AR 3| o 0.122 0.532 0.000
SRl 0.402 0.626 0.001
OFAE| Z2Xt0|= 0.293 0.586 0.000
X 0.220 0.562 0.000
7|2 0.488 0.661 0.003
I 0.098 0.526 0.000
o= 0.305 0.590 0.001
gel 0.256 0.573 0.002
Of 2 AFgt 0.390 0.621 0.003
28 0.098 0.516 0.000
e 0.171 0.547 0.001
7y 0.415 0.631 0.001
=5 0.415 0.631 0.001
A H|X} 0.488 0.661 0.007
pSEY 0.488 0.661 0.004
X7t 0.366 0.612 0.001
25 0.317 0.594 0.001
ddgel 0.341 0.603 0.002
Gl o & 0.244 0.569 0.000
oA 0.293 0.586 0.000
k=inl} 0.122 0.532 0.000
o3t 0.232 0.566 0.001
E=17) 0.085 0.497 0.000
43 0.280 0.582 0.004
=7t 0.171 0.529 0.000
PAg| 0.171 0.529 0.000
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Appendix 3 Centrality Analysis Results(B firm)

Keyword Degree Centrality Closeness Centrality Betweenness Centrality
x| 0.949 0.952 0.068
=7t 0.788 0.825 0.044
ol 0.500 0.667 0.007

oHE L 0.788 0.825 0.041
oj 0.737 0.792 0.035
s 0.619 0.724 0.019

442 0.678 0.756 0.022
X 0.653 0.742 0.016

2ac 0.500 0.667 0.008
Abed 0.788 0.825 0.030
82l 0.678 0.756 0.022
7t 0.364 0.611 0.002
=7 0.678 0.756 0.016
e 0.839 0.861 0.046
A 0.653 0.742 0.020
71 0.602 0.715 0.011
% 0.441 0.641 0.006
k| 0.568 0.698 0.014
o4E 0.432 0.638 0.006
23} 0.466 0.652 0.018

OfAE ZXO|= 0.517 0.674 0.009

A 0.483 0.659 0.008
oha] 0.373 0.615 0.003
2A 0.661 0.747 0.020
o 0.136 0.536 0.000
7|1E 0.644 0.738 0.013
x}0| 0.390 0.621 0.008
43 0.441 0.641 0.003
+E 0.305 0.590 0.001
LS| 0.373 0.615 0.004
THA| 0.263 0.576 0.003
A& 0.381 0.618 0.002
2% 0.432 0.638 0.004

ELI=g == 0.424 0.634 0.002

e 0.254 0.573 0.001

NEIES 0.500 0.667 0.006
Mz 0.314 0.593 0.001
QA 0.475 0.656 0.012
CH et 0.305 0.590 0.001
Toj 0.280 0.581 0.001
2H| XL 0.398 0.624 0.007
apsy 0.390 0.621 0.003
Y 0.381 0.618 0.002
7ty H 0.271 0.578 0.000
e 0.331 0.599 0.003
S| A 0.246 0.570 0.000
M- 0.500 0.667 0.006
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EE 0.305 0.590 0.001
ViES 0.441 0.641 0.003
Zxto|= 0.314 0.593 0.003
MNZE 0.500 0.667 0.006
QA otH| 0.483 0.659 0.006
A A 0.263 0.576 0.001
oAl 0.424 0.634 0.004
k=3 0.508 0.670 0.009
= 0.373 0.615 0.004
4y 0.305 0.590 0.003
ng 0.280 0.581 0.001
9| 0.314 0.593 0.002
H oM 0.127 0.534 0.000
ZHWAL 0.153 0.541 0.000
= 0.127 0.534 0.000
Abgt 0.271 0.578 0.000
otE 0.424 0.634 0.002
ot 0.271 0.578 0.000
sfelTE 0.169 0.544 0.000
et 0.246 0.570 0.001

B 0.237 0.567 0.001
] 0.127 0.534 0.000
TA| 0.314 0.593 0.001
-l 0.280 0.581 0.001
] 0.203 0.557 0.000
Msz 0.280 0.581 0.001
A 0.280 0.581 0.001
Abgt 0.398 0.624 0.004
x| el 0.229 0.565 0.001
ot 0.186 0.551 0.000
A 0.186 0.551 0.000
=S 0.203 0.557 0.000
7HK| 0.424 0.634 0.004
Bk 0.263 0.576 0.002




