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&, A =

sol A A 2vRbEolA AFH AuEE YEide AEAE AeAe de
2 AAEAT. @A Hethe LESAE Vs, 28R H20 dFAS 2B 2E, WA
7kl AR 5 gFsHA BokollA dEATol &8 ATk (Davenport et al, 2020). —L2ut
o o 22 R FokollA 2HAEL AFA T &8l tall FAAA A4S HAL 9
7= sttt (Longoni et al, 2020). °|®¥x AFA e A I 2thols &L A
ot wAE B &RA FF ATelM Bol AFHIL A= Frh & d7e dFAS 7k
715l o7k AlFoll tisl &ulAbEe] ogA AXstertE AFATE T A¥EuA @
t}. Davenport et al. (2020)°] AN A% wie} o] A PAEst ¢ AFA o] A8 AF=
of MatH o F7tE I Utk ol AFAs ZIwtel H} AFd Ve Axdh= B, T
g 715 deAsol ofyt =A™ AlAol o7 3 AFsE AAste B, FELE
e RS AEsts AFol did BuE LWASNA LEAAS W AF dial o1EA
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