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&4 Brand USA @ ROI (2014%E)

wingo Winso
U paee | SAELRATES | MR RITE N R ROI
(Fw) (N) (FV)

Jek 24,430,162 291,777 361,753,963 14.8
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AR 12,322,995
T AR 173,027,862 17.7
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