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S A" 4 gl AT Aot
(Robertson & Lechner, 1985). o]of tjjsf
Ralston, Holt, Terpstra, & Kai—Cheng(1997)
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St dlofl Algto] ltk= 7Hs/dol Al71= ik,
Aoy oz Qs diFe] Metrh Abs] Hitofo]
A dolytal, e 2,0'0] AZY] wiioct
(Buheji, Ahmed, & Jahrami, 2020), AA|=
B AL S 2L Alo] AE
A2 £344 sl Qo AdHes g
2 AR 25} 4300l B} e 4 9l
CHLevrini et al,, 2020), o|H dAS o|2%
o2 nEshE & 9t Aol AAF olEolth

—

60 Z03[i7 The Korean Journal of Advertising

e TN C | > T

ol ol ox rlr ot o
o
o3k
o
=
=
22
i
N

T
—_

o} 71X Aol AEo] A dula FET

A E oo ALE

o wehd 2 e

2o} YA Ae L4 EHT 4 Ak &
A A

Hl% YE Anla Akt )

ofFrhe AL ol

Aeje o o =

Fyom TAA AikE AvEIA G, of



[Provider:earticle] Download by IP 125.143.159.160 at Friday, June 11, 2021 10:39 AM

2. olZX w7
1) 28} @A A}

ol mASEY WAL /| BH o B} 0
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a%7] gitol 23 wxprE oz JAE 714
T AL 24 NRE ez trdE £
olr,}.

A etcH(Yusof, Everett, &

o
flo
M
AQ o
o &

rl

oo of
i

rlr
)
:?L
o
v TS

2) MAIF o2

2o} w4y ol 2o w2w Abs] o o
212 Azbol ALbE WalkA] got Hakh vl4-
2 wolth shAR A8 Beka aole A

=
Gl
f
©
N
=GO,
30 A
S
=
(e}
9
[\
(@)
(@)
&L
I
Mo

e
Y ‘”
é
<l
i?L
N
)
A
=
rE
%
me

] ]E—]MD]'(LGVI"IDI et
AL ol2H o netZ
4= Q= Ao AlAF o]2(pendulum theory)©|
o AA% o|2el uhaw st shxjek Abs
e AARE £ A vl B BFoR
BApol qlal, whebA w3kt sE

W49 AR Ao obd Mg oR o3

27| AAF o] 8L =7F EAlo] 1He} 4 F
£ WhESths AR WA A7
(Boesche, 2001). 0|3 A}3]4 - o] HieJx|o]
w3 5T gk Aol A] At shE Wt
Btk 24 (Wessels, 1997) 1} A4 $A
97F M 571 Abolofl A x| &2 07 Tt

-

323 4520214 5% 302) 61



[Provider:earticle] Download by IP 125.143.159.160 at Friday, June 11, 2021 10:39 AM

4 Sltk= F%4(Hadden, 2000) 2.2 4|3}
Ah(Figure 1), 183l 2 AlA| S o] 22
2 A old, AA AA, A A sl A
I ik oS Bof Bt AR A}
AE A (De Grauwe, 2017), &3+ E3F
Z o] AT} t]ZF o)A (Gills, 2008), 7H213}t
AFS1SE AjAISR} =7k (Hudson, 2000)
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1o A HW A AZE AL 22 Foz b
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bl S
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20 i oo off fo

tH(Hoskisson, Wan, Yiu, & Hitt, 1999).
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o2 gFo|fo] WE FARE AFAAYE A7
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H =Y o]l &27] 2918 AAsHGL) o] &
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S I e
S ACIE 8 49 4 9 A
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2ol dHtE}e] SAE S5 4= lof(Cieciuch
& Schwartz, 2012).
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oo} a7 Hl4E e B Aolehe T4
7

&3t 5 ol =
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A AR Aula BEAA Bk A
eI TH(Hoskisson et al,, 1999). weha] 2
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o19] LASE An|A} PF oz AH|[R A
o Aessict, shkstel e e BERoln
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Sof A= Hjx|THel F3e] Aol that Anl
Aejgro] RolAS o) Tt 2 AAH o
weh 238 AT BAH Hast o8
Aoleke A} 1 st &
Kim, 2000), 3, 204 A A 3
L) ] 1 AR o2 odTEo] 9o
U A2 mEeoz g BhRoe guel
el weh Az EL = Aolth(Nawaz,
Yun, Nawaz, & Aalam, 2020),

o Aol whEd Anfap A A
Qlofot o4t BAol Qlar, Hekrofot A4
W #A e Aez YEbdth(Han, C. M.,
2017), 7HQ15=9] Z3h= thekgt watof thgt 7
g3t AlAEk] gt o] sl 7F sal(Cleveland,
Erdogan, Ar ikan, & Poyraz, 2011), H&5
o] Eoh= et etoll HiEerao]d A Bi=7to] o
ok 7 Adizte] AAE UEhd 7hsAol &7
w} Zo]th(Shoham, Davidow, Klein, & Ruvio,
2006), webA FRU19E Q15 My Absto|
A A8 Boky elel FASHE 4u)% WEo
2 27 4ohe A A Balrt ol
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o2 A& Eof $t7] wol g W= ol
rbe 2ol gith(Begovi¢, 2017), SHA|YE 7]
<7 Q9L AAA, AAA Qo) gy A
U =7 AR AAskel A 9 vl
= WIS W=t (Akaka, Vargo, & Lusch,
2013)
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o AR TE SR s BAZ
0SB LAY A7ANE EEsteL A
%7} Qlo] $Ftk(Merrilees, Miller, & Herington,
9012). EAIZF H]H A 2R w4 Hels 2
ofoll A BEEo] Shd, A FAEL =4
HAEo] A Aokl S Baglel
&35}1L QJtH(Shmelev & Shmeleva, 2018), &
8], Weu AgHolAe 4l&get AY SA9 &
Al side A =4 E9 A 590l vs
SOAIEL QAL IF EA] RS EA] o]
Ao 93-S v = AUh(Yuen et al., 2021),
L g 52 g 4
2 W AT Bk A
7} B mE SR e Asela 4
A 3 th(Black & Bezanson,
2004). E3F 25 BARe T A4S
% o9l B8 53 5% AN 2L Hl
S0l 14 11, 3 BA] T B4 o
T & YA vl 37, 2%% AT Aol ok
O 229l HjEo| ot =A| 49 YA
AL E F EAlE FARSITAL & 4 Qi
U A2 548 A2 o8 AR, BA AA

2 fASHL 9, A, X2 Bl 2
2}o] S Holth(Linge & Forbes, 1990).

SHH AJA S o] 2ol whet #3} 7HX|9F AH| A}
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A7t HlazE B astd|, o= Alth A o]&
o ZA3tHEyerman & Turner, 1998), At
At o]l Wad A= 157 553 &
A At RS FAskL, 1w w3t

S v R ST 24 YFS Bl
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(Ivanova, Flores—Zamora, Khelladi, &
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Ivanaj, 2019), Alth= HRHA S 2 Ho]H] Fm
(1946~1964AY), XA|th(1966~1980AY), Y
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2 Y¥HrHChaney, Touzani, & Slimane,
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Shim, & Kim, 2018).
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APZE 2 QS HIAA 47 dlzolth(Little,
Cox, & Little, 2012), 181l AH|Z} XA
wolot A4 BAll = A= YERETH
Hoju] Frj= tAE 7|&of thgt iz} 4
qHoz Be wH, MpAdE AvEE 58
ol © @& AR HEE 4 7] wzoltt
(Dhanapal, Vashu, & Subramaniam, 2015),
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ot O 2= Zo|ct,
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Zojct,

Ho—2 H—12 MiCH B0l Qs 28 S 2 Zolct
MEh 58 MZMOie] E30| X0l M2t =
HI0[H] SHO| H42=0] XJ0[=C0t I AiZ O[T,
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3. AP
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Aok AT Al S st
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HE =&% 4 Qlth(Calder, Phillips,
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=0l AEAE F=ol2 MYstal A% dF5st
= e 7AH.
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MZAI) 2] 2] HelEof whe wste] tigh 7
g, Bpaee], Ak Aozt R H414

(1) BiBjoll CHO JHupAT} B Az

Ralston¥} EE2E(1997)2 Schwartz(1992)

Table 1. Openness—to—change and Conservation Items
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0|2 Parkd} EEE(2019)0] Hto]o] 4

2 vgslol G AN RALEA R A5
FaL, BFEet Al EE glskqint. uehA
H AL 7R H 2o WAE Parkd T8 5

Components Sub—components Questionnaires
I's important that | always find something different
Stimulation I's important for me to take adventures that meke life exciting
It is important for me to have all kinds of new experiences
Openness—to—change —
It is important for me to have fun
Hedonism It is important for me to enjoy the joy of life

It is important for me to take advantage of every opportunity to have fun

Conformity—rules

It is important that | never violate rules or rules
It is important for me to follow the rules even if no one else sees

It is important for me to obey all the laws

Conservetion —
It's important for me not to offend others
Conformity—interpersonal It is very important that | do not bother others
I's important that | never upset others
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(2019)& Hhgro Watel et At B
Folo] et AES AAFHATHTable 1, 2
e Al v W Fola et
=1, ‘o9 Bofatct=T9] BAE 15 HER =

’

4= 3,

(2) 2HIX Mozt

2] 40 Aejge A Aot A 4
oz FAZQtHKlein, Ettenson, &
Morris, 1998). SA|RF Z7] 482} A7k
A3 A 2ES A7 U= AR A o
Aoz g Afglolaks BAZL 7] ol o
o 271 HlE Aol Rtk 2|45
Act(Peterson & Jolibert, 1995). o],
Hoffmann¥} F2-5(2011)2 AR} A7t
o Qe B HlE AT E TRt s
714 AL 43S S Lol ard

11: olH
AT

l:l

= Q1 A]o) A H]EE] AR, A2, A,
ot 5 BE fope] Ajztom aokdr 4

Table 2. Consumer Animosity Items

A Ao v o2 vl Y, IEgA 2
of, $-Aeto|i}f Fof gt vl ALE AP
A, Bt AR EE gelskgict, webA] 2

T= 7HE 2ol 71 E Hoffmanndt 5=
(2011)F vpgro &2 AHa Adizto] gigt A

=

=

%—;— otk I A4 Adde 3
=

L‘_&

(Peterson & Jolibert, 1995) ALeArel k=t
I F=of st ezt dREoes s
(Table 2, 7 TS AYAT w2} A3 5
of5h) ehrh-t, ‘WS Folattt-Te] 2
7 AR EgE,

(3) ABIXE BjAIA

27) 20l HAYE A Lol AL A%
3} AU AE mstel A AAES Pl

Components

Questionnaires

| feel threatened by China
Perceived threat

I think the influence of Chinese poliicians on our country is too strong

I think China will dominate our country economically

| disapprove China—centered political orientation

Antithetical political attitudes

| often disagree with the poliical attitude of China

Personally, | have had bad experiences with China

Negeative personal experiences

So far, | met only a few sympethetic persons from China

| feel anger toward China

General animosity
| dislike China
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stel= AFoer FAESI shANE AlghE
i aRle R toFet AR AeE uhotdt
T ok dAE A WU H(Caricati &

Raimondi, 2015). ©¢]9], Vandecasteeled}
Geuens(2010)= Av|TE 712 $-83} 271k9
X

25 592 wstel 2ula HA4S A
steich FAAoE T4 891e 7%d B4
X, WA HAA, ASE Fa, E BA
Yoz syt

%53 FAHS AAES Fol Aol
AT WA OE 4Ae BES DAt
she Aot W HAHL AAES B
T2, 278, BEGS 17T Holss Ao
oh AR HAAS AAES Eo ThE A
oM RS ARS F3 Y AFH 4 9S
AR B olk, 1AH FAAL A

Table 3. Consumer Innovativeness ltems

AEe ol A2E Ae =34
% she Aol

ATdE AnRp gAAd S ookt =7kt )
i AT o) Blwel Al ws) shelEgrt
(Caricati & Raimondi, 2015), 183l gt=tn]
tlojsd At ol7]o] gtele] S4E w)
st &2 4 welstel AR ojshE B4
t}(Lee, Hwansoo, Wong, Oh, & Chang,
2019). wfebA 2 At= 7P FZol A" T
Su]c]oj o d2AS vz )zt B4
et AES AAst e (Table 3). 2 A&
Aol wet He FofetA] et =1,
o9 Fofattt=T e PAE 18 HER 23]
At

s =
o)
o)
28
e

of
e
&

Components

Questionnaires

[f an innovation is more functiondl, then | usually buy it

If a new time—saving product is launched, | will buy it right away

Functional innovativeness

If a new product gives me more comfort than my current product, 1 would not hesitate to buy it

I a new product makes my work easier, then this new product is a must for me

Using novelties gives me a sense of persona enjoyment

Acquiring an innovation makes me happier

Hedonic innovativeness

The discovery of novelties makes me playful and cheerful

Innovations make my life exciting and stimulating

I ike to own a new product that distinguishes me from others who do not own this new product

| llke to outdo others, and | prefer to do this by buying new products which my friends do not have

Social innovativeness

| love to use innovations that impress others

| deliberately buy novelties that are visible to others and which command respect from others

| find innovations that need a lot of thinking intellectually challenging and therefore | buy them instantly

| offen buy new products that make me think logically

Cognitive innovativeness

I am an intellectual thinker who buys new products because they set my brain to work

I mostly buy those innovations that satisfy my analytical mind
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B AT A& MZAIH(n=152) 2 Ho]n] 1
(n=148), 57 MZA|H(n=152)¢} w]ofu]
(n=148) 5 & 47 Ao A 6009 2] G-aH
A3giet, ole ek -SR]
AF BAA 5L o33t Zri(Table 4).

2) Hy I_|0| E|-I1PEQ|- A|§|E |=|A'I
welel Bg A3a] S8 BaH 2l
BHS AN HeE ARy A A

= 1=

Table 4. Demographic Characteristics of Respondents

= CFI9} TLI= .90 o]
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Q) A AU 58 AP5T SEolekT #

50 oA V|Eo R

e
3

T 75 oA 7]
]7\} xh:Hﬂ-«]

AH
o el AEE ALlsta

Generation MZ(r=304)

Baby boomers(7=296)

Variables Seoul Beiing Seoul Beiing
(r=152) (r=152) (r=148) (r=148)
Under high schoal 1492 320 50(33.8) 95(64.2)
University student 65(42.8 34(22.4) 1(0.7) 1(0.7)
Education University graduation 62(40.8 97(63.8) 77(52.0) 50(33.8)
CGraduate school student 8(5. 1386) 10.7) 0(0.0)
Graduate school graduation 32 533 19(12.8) 2(1.4)
Student 73(48.0) 40(26.3) 000) 00.0)
Housewife 0(0. 10.7) 43(29.1) 427)
White collar 32(21. 68(44.7) 21(14.2) 14(9.5)
Sdes 2(1. 320) 2(1.4) 21.4)
R&D 32 10(6.6) 320 10.7)
QOccupetion Management 15(9.9) 7(4.7) 20(135)
Profession 1 533 8(5.4) 17(11.5)
Self~employment 7(4.6) 19(12.9) 1388
Freelancer 7(4. 10.7) 96.1) 15(10.1)
Inocoupetion 17011, 10.7) 21(14.2) 39(26.4)
Etc. 53, 10.7) 15(10.1) 23(155)
{1 milion won 60(39, 46(30.3) 20(135) 50(33.8)
—1.99 milion won 38(25.0; 63(41.4) 32(21.6) 37(25.0)
2—2.99 million won 39257, 32(21.1) 34(23.0) 20(135)
Income "
3-3.99 milion won 9. 4(2.6) 25(16.9) 26(17.6)
4-4.99 milion won 42. 21.3) 19(12.9) 8(5.4)
=5 milion won 2(1.3 533) 18(12.2) 747)
32T 4502021 52 302) 71
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Table 5. Validity and Reliability Results of Variables

. Confirmatory factor analysis Reliability
Variables Components(items) > =
x CH TU RMSEA Cronbach's a

Stimulation(3) 830.929 334

Openness—to—change (a=168, 922 903 081
Hedonism(3) £.001) 823
Conformity—rules(3) 336.848 839

Conservation (=80, 955 940 073
Conformity—interpersonal(3) £.001) 828
Perceived threat(3) 816
Anithetical poliical afftudes(2) 73809 876

Consurmer animosity - - (aF=21, 981 967 065
Negative personal experiences(2) £001) 631
General animosity(2) 839
Functional innovativeness(4) 937

. ) 343.389

Hedonic innovativeness(4) - 926

 Conaurrer — (o9, 976 71 065
innovativeness Socid innovativeness(4) £001) 930
Cognitive innovativeness(4) 934

Cronbach’s ¢ AlZ=oA BE L4 Q919] Zho]
81 oJAro 2 el FEA A0l 7ol AF o
Cronbach’s ¢ Al4= 6312 UERGO U A1)
Fato A Azl 28 73t HA SFe
60 o]FoR Bl ‘2171 o]l £AJof LA
ZATHPark, 2019), weba HE Wolo] A4 @
A AT BAZ} g Ao] SHelEgct
{Table 5.

3) Hizjoll CHSH THEpAEL HAZO|

wsio] st A A L(MES, 11, SD-1.33)
Bt B (ME5.73, SD=1.26)0]A], Ho|H] K

W (M=5.27, SD=1.34)Xt} MZA|t(M=5.58,
SP=130014 A bt weh 7hA
Hi-1 % 2Rt 48] st et
o] &7 g AHolet FHAL 7|zt g,
wlo]u] Rorh MzATe] sjol gt A
o] %7 g AHoleke 1AL Ax =t
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AlFA o2 AmE oo “Hﬂ NS &
7 MZAIN(M=5.84, SD=1.25), 87 wloju] 1
H(M=5.62, SD=127), A& MZAIH(M=531,
SD=1,31), A& o] Koj(ME=4,92, SD=1,32)
EO 2 BT

o471H 2B HRO 3@ 27 MZA
(M=5.67, SD=0,86)7} A& MZAIH(M=519,
SD=0.76) Xt} H3}o] 3t 7k o] 7%}1:}&
Zolt}, o] AL B MZAItH7}F 2008¥ B4 &
gt 2010 A1) FAAE A
feldoz surdel nplert FAHE Axt
& 4 QtH(Berkowitz, Gjermano, Gomez, &
Schafer, 2007). Yukshd 2008 £ 23 d
olF T A= MRt &, =
AtH 25 5= 7IAZ AR doltt
EA), 57 wlon] Hoj(M=5,56, SD=0.82) %
Al A2 MZAIH(M=5.19, SD=0.76)x.t} H3}
off tigt 7ol Astth= Aol 1978d &
= WA A F A= Hofn] £

1o
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o3, TEE AW o] of 404 7k F3 oAby
b w2 A A Aol7] tEel

Ao g 8 ZEtHRedding & Witt, 2007).

ClEo] Hato] digt /A 4 29 F
A=3H(F=5,078, p{ 05)0l|Al= A2} Al
o] Az A-g At FofsiAl et oy #=t
FTH(F=0,491) 0 A= EAI9F AThe] Fog
AN7F YEGA] 3tk ofofl, A=F-9] AF
TAg Azt ol @A Yehu=A] B4lstr] ¢
off =AM, At Fats =Alsket A3 o]
H] fojol A MZAItZ 245 A=512] 2}o]
7F EolS itk (Figure 2). wehA Aed 57
MZAITh o] st gt 7 Afol= A&t
578 HlojH] Fr o] Hato] gt A Zfo] R
oh o 2= Aoghe 7 Hi-2& 45 A A5
A},

QFH HpPol= AE(M=5.28, SD=111)E

A M=5.19, SD=1.20)14 =A vrepst
L, wjo]v] K (M=5,50, SD=1,10)2} MZA|H
(M=5.57, SD=1,26)°|A+= & Aol5 HolA
Tt webs 7Hd Ho-1 § A2l 5749
B0t 27 yehg Zolehs 7HE A
E 1AL, MZAtEC} HojH] Fmo] K=o
7b A UehE Aolghe M 714/l
AFAer AmEd Hpgole 57 Holn|
Bo)(Me5.81, SD=1.13), B2 MZA|T(M=5.76,
SD=1.28). M2 MZAIH(M=5.38, SD=1.22).
A& wlolm] Bm(M=519, SD=097) o=
UHERRLT.

of7|A FE5E FE2 AR, 574 MZAH
(ME=5.76, SD=1,28)7F Al wlofH] F (=519,
SD=0.97) Kt} HpFo07) sirhe Ao,

2019). EA, A& MZAIH(M=5.38, szm,zz)
7b A& oln] K (M=5.19, SD=0,97) Hr}
Hp0)7} 745tk Aot o] A2 nlof of
oF ST AR Eet o sl Sk
MZAH oAl H4=221 miRl=rt FAE Atz
& 5 e}, e AAA Y] AA= MZAId =
GBS AL QAL 2Blo] ARl ok
EoMS of7| 7] wj&E o]tk Lee, Ji Won & Lee,
2018),

EQF oo 4 a9l F At Higt
E2(#=20,791, p 001 A = Z=AIL} At
432 a7 oA Yebgou gkl

Z(F=2,489)0| A= =AILE Al o] A=
EJPP UrERLEA] okotet, ofoll, 2ol
29| 45 A Ayt of @A yehu=A
Ast7] sl =AM, At FatS =A8E
o} Holr] oA MZAtH= Z-p5 2]
it 529 Zol7k Fol Sl tkFigure 2), W
ehA] AEnt B4 MZAIH O] Hapao] Zol=
A&t 57 wloln] o] Happof Zjo Kk
Y 2k Aolgh= 7Hd H2-2+ 45 AA S
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Figure 2. Interactions of Openness—to—change and Conservation Components
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sk MZAIH ) 52 AR A izt

jm
2 947t 9P WA 4 gtk 3 ol

Al71aL, =71 AizhE ol 9l 2]
%] ¢17] wjZo]th(Smith & Gibson, 2020), Al
A= Sobalord Yol 2020 g2l AA4
ZAL ATt gl o] di R ol ik A
A& 20150 Bk AR Ao Yehga, 1 F
ANA = F=roll tigt Adizto] 7H =4 Skt
Aoz Uittt tEo] S50 gk gt
Al 9A gobdl o= Ut

TS AH|RE Aol 4 Q131 d41EH 9
H(F=48.648, p{.001), HHIfo] A4 )
T (F=12.608, p<.001), HEAHel ¢l AF

(#=125.651, p<.001), LRFAQ1 A Th7H(#=21.085,
00D OA AL AT o] AFo g a7t B
T frofstA vebstth fo% 144 8l A
SAE a7t oA e E%1517] ¢
3 EAE, Al BS EASRE At o]
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Zpo)7F EofE i th(Figure 3). wEhAl A2}
574 MZAIH O] aH|AF Az Zfol= A&t
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Figure 3. Interactions of Consumer Animosity Components
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Figure 4. Interactions of Consumer Innovativeness Components
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1 to crossvergence theory, socio-cultural factors do not change
According gence oo ;

easily over time, so they show cultural divergence, but business
ideology factors such as economy, politics, and technology can change in a relatively short
period of time, leading to a convergence. However, since the recent pandemic caused by
COVID-19 has changed all areas of society, the possibility of change has also been raised
in crossvergence. It is the pendulum theory that can theoretically supplement this
possibility. According to the pendulum theory, cultural values can change even in a short
time when a special exogenous event such as a pandemic occurs. Therefore, this study aims
to elaborate socio-cultural individualism as openness-to-change and collectivism as
conservation, taking into account the pandemic. And this study was re-examined by
applying consumer animosity as a consumer behavior of socio-cultural factors and
consumer innovativeness as a consumer behavior of business ideology factors. To this end,
this study was conducted on baby boomers and MZ generations in Seoul and Beijing.
As expected, it was found that from baby boomers to MZ generation, openness-to-change,
conservation, consumer animosity, and consumer innovativeness all converged. This result
shows that the exogenous variable called the pandemic drastically changed the existing

Keywords: Pandemic, Crossvergence, Pendulum Theory, Consumer Animosity, Consumer
Innovativeness, Baby Boomers, Generation MZ
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cultural value in an instant, suggesting the need to modify the crossvergence theory.
Interestingly, contrary to expectations, both Seoul and Beijing showed high individualism.
This suggests that the dichotomy model of collectivism in Eastern cultures and individualism
in Western cultures is no longer applicable. In addition, individualism and collectivism
showed a significant positive(+) correlation. This shows that individualism and collectivism
can coexist, and that one's disposition cannot be simply classified into individualism and
collectivism. In other words, the possibility of new interpretation of the existing cultural
dimension theory has been raised. In addition to these theoretical implications, practical
implications were found that the existing advertising and marketing theories should be
applied differently as the market environment and consumer behavior change rapidly in a
pandemic when establishing global advertising and marketing strategies. In addition, the
digital transformation accelerated by COVID-19 further subdivides individual values and
tastes, and the main finding of this study is that if the cultural dimension theory is applied
as it is when interpreting consumer behavior, the explanatory power may be limited.
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