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Abstract

Live-streaming commerce business is growing as the consumption of video content
and Smartphone shopping increases. This study examines the following three aspects:
whether para-social interaction influences perceived interactivity; whether seller trust
affects satisfaction with the experience; whether relationships are controlled by a
moderated mediator of self-image congruity. An online survey was conducted with
203 women aged 20-30 years. They were asked to respond to the survey after
watching a beauty category live-streaming commerce broadcast. The results revealed
that the para-social interaction had a significant effect on perceived interactivity, seller
trust and satisfaction with the experience. The findings also indicated that the
perceived interactivity and seller trust mediated the relationship between para-social
interaction and satisfaction with the experience. Regarding the mediated moderation
effect of self-image congruity, it was statistically significant between para-social
interaction and perceived interactivity through seller trust. A higher level of
consumer’s self-image congruity influenced the greater effect of para-social interaction
on live commerce experience. This study makes important theoretical contributions
to the para-social interaction in mobile commerce industry by emphasizing the
mediating role of perceived interactivity and seller trust. This is achieved by
examining the moderating effects of self-congruity on satisfaction with the experience.
The results also verify the seller’s crucial role in live-streaming commerce market
which leads to the consumers greater fulfillment.

Keywords: live-streaming commerce(2f0]E FH M) para-social interaction(SJAFAFS]
%] $J5 ), perceived interactivity(XZH 5 E-E), satisfaction with
the experience(F & PFE%), self-image congruity(XFofoju]X] X&)
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I. Introduction

a2 antEEo] Bgo] tiEshgol wet Avlx
£9] mHlY &9 o] 8 Mool ST UL, 72
YT Be LIS Ates HE HALAY
= ofA] A1B7E] Aok glo] o] go] st mHIY &
9 @gox w9tk oo we AntEEoR
B4 2U2E AL, £9E 27 A4

1 Avj2s AN o)
=0 AAGAHN T A
gfol B AmA Au|A SREZ thFH R AlFst
Q1 © ™ (Zhaoxing, Lee, & Lee, 2018), FUjofA=
A AMAE AFol= HEY gtolE AHAR] EH
2(TVON) AJH| A8} gto]H AWA AU AT A
3H= Grip, Ready L83 Q9} 22 ThoFtt SRES
o BAFelTL 9let. o i Soln Ana AF 7
HE 9F 3% o2/ 2023W7HA]| 82 Y FEZE A%
S digold, vlojH 9 717ke.9F 2 T 7| ol A =
7129] IT 714 AW 7Moo 3t do]8 Av2
ZPZ S Y= 2E517] AZFFTHKo, 2020). o=
20209 Zo] T A% REpolels 7
COVID-190] #dd] A4 WHAHA 4829
2H| HjEE 2R Ao F HIE 7HAg7] i
ofth. Z| Forbesoll A IR ZA] OfsHd A AlA
AH|Z}9] 49%7F COVID-19 o] 2 Q@ xaQlg o4l
sto] 2kl £33 AosHA =HloH, &3 222l
439 HFELZ 20%7F 571 oA o]t (Morgan,
2020). SFA|RE 7]&9] go]B Am o] tigt MPA+
g BESE Aoz B AFofME QJAALS|Z
A2 AGo] g AHIAE AT AHARS] W7l
Aol digt =] nj]= Jgol s dotEa
A} Rt} 7]&9] gho|H A A thgt A WA}
oF ABIR}O] QRIACIAHEY A 5719} o] AH|A}
9] & Ao 2 HFo] AAH(Cai & Wohn,
2019; Wongkitrungrueng & Assarut, 2018), IT 7]&9]
& THNA AFEHATH(Sun, Shao, Li, Guo, &
Nie, 2019). Tebd BA Az BHOIA wulatel
482 BROlA HEHos QAET gl olu
Au20] SPIASIA A5G Telslo] AlRe &

[

Ad A4S FY5, A48 4SAH Bkt

A=
3 ¥ AT golu AnAg AHsks gl A
of o]ulx] WX o] Hro] uE wue] Tt o] 2 A
Y3t 45d AeelAe] BemAE W AHT %
o1,
eol Aol YL AAZEOR THFS AE
2 A7E9 Aol Aiglo] Wolxeh ANZEOR 4
ARUsoldstes vt £407] AES Fohe
QUeks olth. TV E41 0] SAtie] 45
et APATe] 2 AuAe 47 SAER
o deEAet SA 29 BAS KA He
(Haimson & Tang, 2017), WjA]o] 5451 Q183 <l
7449l wolut A2zke LA Hi oA
45482 Y45 Bk AEHHChoi & Kim,
2006). olo] ¥ AToIAE An|AHEe] ol Amz
£ AHsHE S AES 2715 Behehs )
Ao} oAptelA AEA 8-S BAY A0 dAHY
o} goln Aol PRt AFAET gk
2 AR ARUANES Fol AvdEo] YUshs
Quol e S0z 3T 4+ Uk Akt

b o

ol

1z

AR FUIE RESY] U9 o= T 4 Ak
Aot Al FEHT 2L EAL LAES
971 gt ofo]  ApoIAlE Soln AnAZ of
BN 2l A AEAEAE T wal
O Bof gholH AL FFY WHES] v o

S FolR 1A} 51t} Komiak and Benbasat(2004)
L Sojoln omerel AviolA Aujzte] Az
SAS ol Afole] AEh oA kol ket 3
& Wy P, o8 AuAclA BofAte] of
o AR AlEe wujxte] Aro] ojEste] A&
< THisks ERE B4 S 8% 848 1
g & Stk wEhA 2 QoA TRt AReE
HojR7E AlFl s FEo FEE AL Aol
IS o] &5HA] gk Aol ARAY] B3] A
L& Aostal, AARRA AJoAg AJeArgol
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o
fol
ol

ojsf WAt =7t P4 5 YEAE Fohr A
et ERF AB|Rf= wujAlel o Agsh AEE
Higo s APHstE A WEEE 2 2 ZeE I
oA, wiNA AgEM A4E oy
izt AR EE gol A WSk vAe Il o
8 EstiA st

utzow Bl AFo FAHE oAl &
HIZRO A A|E2] 7152R1 ST 4H] 5o 2
P& vAA =, 2R Aot oju| A7t XD
O 5L 2oFQl B=g Ho|A EHTh(Graeff, 1996;
Simmons & Lynch Jr, 1991). E3}t Ericksen(1997)<
Afo} oju] ] ARl E2 HA=9] A|FS 4H|s}
© 2HA7E A HEY Aol B gol f
Hoha Ak uhEhA SolB AmA HES B
AR maRto Al A4l 3 Fedshe olw| A7} Wt
I AR AANE]A Jeatgo] A4E Ao A
A3 wHjAr A= g olojR]= BAFolA Aol Wt
Fe WEEE £ 5 IS Aolgn Bokh wetA
2 QAo) 4] Ao} ojulA] AXHE 2F WLE Bhof
oA e AT A2hE AT AL B2 T
A AFE, £ F HSE BE 7R SIS W HEe
ol 2dEE= adE THIEA Lot gt

2 A 2T FRESHL Qe FolE AnA &

I

483t Wi AFEe] a4
B2 efol2 Arise] te ATl 7|uke v}
St Gt E oloh 22 F&H FLS B
% mle]o] Am20] AT Ll e Aol
ob7tol & Aol tiet A AT et
2 Ao 7AHe ATEAL Tedt 2ok 3A
gol 1 Au| Aol oAbAE]H Huagol AY wEol
AL BAE AR B4, FolE Aniao] ol
A8l AEAgo] A7hE JEAEAT Hold A
=2 WAE 4% BEEd) AE 9 dgat
A, eoln Amao] olxpitsla] 4EArge] 2|7}
2 452843 Bojo] AHES AR & 4
of e WEEO] TACNA FulAeh Aulx 7k 7}
of olnx] WX o] 2A HARTE T Y=
g AHT YA, 2ol Amae] XA 4
5283 A% o] PANA FulAel Lz 7
o Ao} ofulx zARIE ARTA Sk,

r
o,
W

II. Background

1. Live-streaming commerce

AAANRS Sl ARHo] FEHE 44
FEQA V-commerce?l t53=HA(Chung & Lee,
2018) BHHAS AFgFte] PAREOE FGY A
We AFSEA £UT 4 dE AL BAE A
A0] gro]B A A(live-streaming commerce)’} A A
Wk ZHpdo] £S5 AH|Sh= FA o] HHA
aH| A= QA ol Ay HelsH a8 >
Al HAaL, GAER} ofu]x] HHA Hlolu F ¢
ZZAo]L e JHE FIL e I 2
29 AEE ATsHA HUuth FHTole &4 1Y
of IR A AlA 22l £3A F ok 30%7 &4
o] S F5 AR Fists Sl soldt
(Arnold, 2018).

o]e} Zro] AH|AbEo] ®ukY 7|Hke] thkdt FF
A 4% FHl=o| oAzl wet gto]H A A
E0E9 Aot EAZ 0= o] R0l 1L t(Jung,
2017). oln] F=ollAl= EhRHLQ(Taobao)t El&E
(Tmall)¥} 22 78 HAASAY EHEFS &30 ol
B AWML AEAE HFFHoE AFskal 9loH
(Zhaoxing et al., 2018), 5=9] Q7] FZ(ML)T} &
2 AEFUMES olE AMA AuAE T3 I
W& 1009 €O w2 WiEE GASHIE Shltt
(Chung & Lee, 2018). &fo|E AEZY AH|A 373
oAM= iRl A=, 44, 2 &F0] F7 o
ARR1A EA|ZEe] AFUAcle Z7HAE HsH =
©|(Smith, Obrist, & Wright, 2013), SNSOJ|A] &3t
2 Argo] o|Fo|dpE WAt} SR} 7He] Tl
= 2RIIAE dgstA ddd 4= ok ot
A ol B A AL wlRrE AlEo] B4 9 AR
Hol| thsf| Hojsar, AATte R FFo| gwsto] w
W& RESHE R (Lu, Xia, Heo, & Wigdor, 2018) 7]
Qb Ql 215t GARS §3 F SRR Aelztor 7}
T ot EF 71E FaBO) & SAEL PEAE
of FEAE Zof| Hlste] Zo]H AMA MuH|AE
JAEFAA, 2430, S2AXAA, AFIA 59
Tt wHiREo] AAET AF6H, AES ®
mjahe AL FsahA S17=9thCai & Wohn, 2019).
wehA] go]lE AMA AH|ALS EAL AnH[AE0]
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4 goln Anjxe] oAAElE HBAgo] Y WEES] XL BAREAT

AA| oHAE BHIAS AN T AF 5 AEL vt
2 WA g 4 Lo Kim, 2019), A eol
B Aol Zofstol Aot ZAA 0w Ushs 4
HE ATV & Yok ol

2, Para-social interaction

OJAIA}S] A AFS A-&(para-social interaction)’-
oA o] &Ate} mTojo] o= UE 7+ AT AE
2Rl TAE AEst7] Ys =UE 792 &, Horton
and Wohl(1956)2] ARFUA oA AtolA A5 &74
Hch ARt o2 AMASA AT A2 wjA| o]
EA7F v o] 9] A= i AFYAeIAT &
ARRE HAS Bol FAE AR Adgtolta &
4= At} oldf mT]ojof] SAstE B2 HARE AL
ATHA7E F4H Abdol oid it e, g3}, D]
A, 2t 59 "tjolE w7 E st ARYA A
= AlFot= didolth E3F JAEA Ao A8
oA o]-&A7F 1 uiAIe}F il =) TAE A=
Zolgt 1z A 9)= ¥ (Rubin, Perse, & Powell, 1985),
W ol 8AEL WAL WS WA o A
sg5} IHolA urfolo] SHeE B} 9
AMAEA e AE-S B35 EohKim & Rubin,
1997). wiA| o]-&A=2 AL H A5 a8-S B4
st Ql=ol dis JEzT AzHAEQl Wi =aA
SJof, AA)2 W W72 2o] o714 HeKChoi &
Kim, 2006).

TVELT] B B APATNA AHAE
8 ABIE Sl b9 Somd AUl 8
gejol SAAEE AEargol AT B B

Q1t}(Grant, Guthrie, & Ball—Rokeach, 1991). gfo] B
Avat TV7F ohd matelolehs wAS Eotol
TVELTBT FARE B2 02 AAIZo R AFo]
shech, gt 2 Aol 2450 Bholn 7
HA S & 1 AFY wojRtel ddoly Izt
Aol el L7l SIS AHeago) A4t
I ST ot QJAMALIS] A AT A2 A
5 o7l AN % 3o
H, X &Hog 7HdHoz T2 gP=Fog rjefst
HF-

122 B34 o7 4 Qlth(Rubin & Perse, 1987). T
o ARATAN LuIRES Bolxelel SlxiArel

452G AL BV5F 15T ANS FAAH

A= 7] ARUACIA B8 FEatha sttt
(Sood. 2002), oI/ <ieh 4 47§ A o
87 nldolo] 54 Qe oAElA At
8ol ok BAZ YA I, ol 25 Auiz
o AelrtA] dFe Fohe AL T 4 dUrk. ol
B ARA PHel4 HoitEL A4
Az 29 B AHASY FuIE BegosE
SA0] Foi2 SEstey FoT 4TS
o 430l IOl AuAES B
Zolut Q7HA9l Tele Lyl oxptsld A
4G 4 Uk olo] & AT Foln A
AplzolA et 2e)a Aole] BjolHel 2
7;”:?_ _JA]-/\]-QFQ A]—_Q_XL_Q_o]ﬂ—Ir_ Z—]_,]o]-orl Ou:]
A% Wit ARUA Ao SR FFL v
oleta 7hgstart.

o[> &
oo mE
mIo
ol

o

e
m rlr

3. Perceived interactivity

‘R Z+H A5 ARE A (perceived interactivity)’ 7]
FryAle] o] o] FojA|= IHol A FoixFE Ztofl o]
Fold 4= Q= i3t 34 7Hed 2 9 1¥ 7k
goll gt AREARe] AZF HAEE oJu]gth(Rogers,
1986). McMillan and Hwang(2002)2 A} S2-2-& 5}
= A Qo] EA 7hssthtal wrle A =et
ARUAH Al dgt Adle] #-8 A=, ARY
Aol that wHgolekn ejstelct. oleid g
RS QlET e BA0IN ATl ok
ARUACLA St B 4 O (Chung & Jung,
2009), ARUANE At HolAE 2] Hhg
S AEE A2 2 288 4 Aot oA A
2l 4521849 AL WS hLHols, ofo]
AP E 2 Sl A AU A 5
A ARUACIA, fAid, 5414, il HA
4, 224 50| AH(Gao, Rau, & Salvendy, 2010).
gho|H AmA 0] FEE 1) EH Wit
ABAET AATE AR E ARUACIAS Sl &8
= FEotH, ot Xﬂ% A A} HHE AlgshH 4
H2Le] g B ol

APAF A= 1 te AoAgAEe Ade A
weF AHF YA o] A(two-way communication), 54|43
(synchronicity), @24 (playfulness)©. &2 A|A|5FIL Q)
T} (Cho & Leckenby, 1999; Gao et al., 2010). 23=-3F

O_L.

olﬂ

FLI

- 722 -



Vol. 28, No. 6 FAkeRs!

AFUA o] ol AREARE 7] Az ARl AFYA
old YW wtw 7hsAdS A5k AdolH, AEU
oA 42zt ARUAClAE AFL 5= U= 7Hs
oz Aol=FrtkLiu & Shrum, 2002). o]o] & A
o AE Wik ARUACIHE zoln AuiA0] B
Ayof 214 He AHAE 1] 45 @ NEUG o
Bjsts e ARUAC R Folasict FAI4
< HARE A 5 e ot HAIAE AHT
= Uehid, SE°] HES AT A48
off tigt <l4jo] AXA HThGao et al,, 2010). Zo]E
A 20 A= ABAZE AH|AE o] &SHHA SolB
g &5l Yote AFHEE vz BuiRoA &

E 4 A3, B3 wirbe A" s SEes
AH|A] FE5H S S4H R Afiste] F
BE AZE 4= QUr} o]o 2 AFoie= FAES
gholB AMA AH|AE o|-&oh= TR} 4H[A}
k9] TR AB|ARE Atolof] Zhs et FAITE A A
FUACIAd R AoJstaat shlvt. 442 AREA
o IE & & Q= 8R10EHN FH A0l FAHA
?l muwly FUZ Eoletl F8%3 aclot
(Eighmey, 1997). 2fo]H A Ao|A Wiz}t AnH]|
Aol ZuE ] fiste] FHS 5 ARZE F
7, B9 A, £ AlFo] WEolA7|17HA o]
BE A6l st IS TahA 2 At
Mz o] APATES HFoE 4H[A7} o]’
AmA0A L7l ZuEI Au9A Q4she F=
£ 2o g Hostarat shitt. ofof & Ao A
= &HARE0] golB AMAS HYSHHA 7=
BAF AR YA o] H(two-way communication), 54|
#J(synchronicity), 224 (playfulness)S A|ZtH Ats
48402 Hojsto] AT

A ol A
T ORT -

4. Seller trust

g A1 (seller trusy’e ATto] gelHol T
Ao AU PAow WEITL JnFolHo
& P5olA] g2 Aolghe dutAll BEow A9
EItH(Gefen, Karahanna, & Straub, 2003; Hwang &
Kim, 2007), AQIT0]4 Al HAAE 2ol
K Az} olzolAl A Ajole] A Aol 9
of uh$- FQT oJee ek YrHow], L A
7o ojw gt of&olt Mo ths SHlS = AL

. 11'}\:]

7173 5

T3ttt 51 th(Moorman, Zaltman, & Deshpande,
1992). Lu, Zhao, and Wang(2010)-2 iz} AlF]of
i) ANA7} B Azelel BRI
of AHAE AR 1AL ol§5HA] Frhe T
=02 A9sith AHY £PEoA dafjzte] of
St AlZ= 4BAEE] 43 Fof F k& ofofX]
A& 4 U= 587 ITE oF=tl(Gefen, 2000), ©]
= 28RS 7S TEA7|= HE, ESAsHAY
X AS AASH= B ZIARTHMcKnight

i

Aot FuiAE Adsk= S71%00
3} ArAS G ARYA
2 sloj2 ATET BRI 58 LBL W Ho
(Lim & Kim, 2011). Seo and Kim(2004) TV
B IAEQ A, AZHA AE, 18Il w4
Fol ARt ol AMAe] F52Q1 Tzt
gEo] AT AAF o, mu FH A 4L

H|ZRe] Srufjabol e FF2 wE 4= ltkal Aot 2
ojH AMA SAA AHAE AEFS T Tof
Hopzpe] Aol 2 oA ==d], o] IAollA
AAIEO] Z7|HE viet 5USE AlEo] whfE Rolehs
Wo 7} A E 2= Zlo] & Q3tH(Wongkitrungrueng
& Assarut, 2018). E35] H|tJHo HHIYES 7Hto =z
gt 3o A EYY AR 9 I Bl 1
A} g Rp, e a AT AE 7he] AHARQl AT

hgo] Zolg ol gick.

(5

ne
2

o ™
:—‘ UM‘
Proag > B

A3 ghEolA BisiAY fEohe THiAlA w2
AFE 7H & A Hlo] ARkl 23 A9l
Al ¥ v = Ak 'R 719 dEFY
191 A2z A gto]B AmAoA AEE Bofiske 7
ol AFSIHAGA I Z(SNS)O A ofv] &2 HH
<= BT olFo] wufishy] Mg 7|E TS
AFE 7IRteR tjEo] 7|9 = A "ot m2hA
TjRte] Al=ehs 2902 SolH AL &P
A AHAOA w9 FR8% a4= Jod 4= ok A
FAFoNA Ao Hgt AFe 22l A9 4
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6 goln Amaol otateld 4uAgol AW WEE nXE 4% R E
Y WIS R4 4ol Y A0 ety o o] g vl Zolck

Zol|(Yoon, 2000) 2ol = AeiA APl HE olgt & H3. QARSI A ge Blate] Mg o
AR TS =T F0F ol gstent £ Ao A2 sto] tolu Avix Y WEEe] 39

£ WA AEES Bk Q] o) A 4
BE AFF Holr, 1AL 0|85 ke Aolehs

Weo R sk, AT WPstuA Sk

5. Satisfaction with the experience

‘Tr=(satisfaction)’ 9] 7jg-2 Av|Z}9] H7} 14
O 2N AFolY MHIAE ARMESHZ] Hof Tt 7]
o ARE 9] 7ol tigt A7 ELAE ouldttt
(Jin & Lee, 2012). Anderson et al.(1994)2 TS
AlFoIv AH|A o] tiet ARkl BrloA H
28 AHHA AR Foston, 4F A7t
o2 AB|AY AFO] o} AH] FYof wE 1A
o] 972 WEA)E Y AYHchKin, Bai,
& Byun, 2015). Hunt(1977)9] A7) 9]5}d AH|A
oA AB[ARe] THESE= Al FOIY AHIA AR
off #sto] AAHQ S5 P, F Bt
o 7HA = FFE vA7] o] A2 AH|AoA
WS 4v] Fof Qo] Wi Fasttal & 4
AT oA Y thoFet APATEEZ HFoE & A+
oA= golB AMA FWE AH|AE o83 FE
of gt vEo] s AmE A sk, B9 vt
Z I (satisfaction with the experience)’ S AW|A}7} 2
o|B AMAS S AHAY AEFS FulishHs B
3} o]-8oflE Ao T3 A¥tHQl wEo 2 g9
shich. golB AMA 43S FAshs oA &
H| A= gl ao] tigh M2zholy AZHAQl mig&
L7le AMRA AoAgol Fot
AFYUACl S dgstA XYsHA
2 AH|RO 7o JFE wAA |
ATolAE oldd AdH 52843
7t A HEro] Fou|gt IF
detelct. vk, BT Eae 7h
% 7.

B
=

Coft
Y oX

o

==

TYa
rﬁiﬂ
=3

do bt 2 e Jo du

o jo *

i
L

i}

HI. 9bAe]a] J58S Sfoln AMA A 1
=x2o] 39 ke A Zolch
H2. OAAIEH JEAEL A7tE ASA8Ae
WA= sto] SolH AMA AW WEE] 4

e w1A Aoleh.

Ha. OApALEH g Az JEg T
ol A ES AR sto] eol Avls
A9 w5wo] o] JFL vA olk

6. Self-image congruity

‘AFot A X]A(self-congruence)’ O] A|Eof Fojx]
A& olul A} AB|A7E AZEkE ofulA|7} Ratat
= A2 AolxuH, Fo} ofu]z] AR (self-image
congruity)’ 0|2t = HE A K(Sirgy, Johar, Samli, &
Claiborne, 1991). Afolfd-e AA1% Afofs} o4
Aotgtz T 7HA] 84RE FEE=H|(Belch, 1978),
AR Aol @A) AHAlo] QST gl 419 1
$oloi, ol4ka] Aol 3 7felo] ©l3 ofake o4
Foll 77k 7ligolnt. ol=et ApotdA4d o] g2
7iQlo] ZpALE shte] thAo g THEE o Z2HA| =
A wo] tigk SAARL AFo=MN 4R
Folwole JFE vE 5 o, Ao} oju|z|7}
AT o oL 2922 HEE A Hrh(Graeff,
1996). 3t 48R} AES AT Ao AE9] 7]
ARl S HT ARl A F/AgE ol x|7t AlF
] Fso F FFE & 5 ATHL SHATHSimmons &
Lynch Jr, 1991). A}$]& et o] =(Social Judgement
Theory)oll 2Jst AH|AE9] B=U AIE2 A2&
Aol gk Aozt J3EE F=Hl, ol MELZ A
o] 7129 $£8FgolA 5 A4S do7IHA
AAET 5 g o8 2] A= 8 AZ74H
t}= Zo]th(Hovland, Harvey, & Sherif, 1957). &
=01, 221 &4 HEYANA AMEA= A4S o]
u] o] FRte= o E AREARl et S =T wof
Ay, A& o g IR 2s51A FHrh(Kourouthanassis,
Lekakos, & Gerakis, 2015). TS &4 u|tjo]9] Q&
SoAA7} 28127} SsRe o4 Ajole} AT
& ZHol= AlEol dig 4% 23E =olA "ot
(Choi & Rifon, 2012). et 2 AtoA= APA
TFE2 7|82 ABA7L Ap4lo] 7]Eo] ZhAAL 9l
| Aot olm| 2|7} wujRte] BT dXTF FY
of thet Biko] 3HAA FFFE v|A AR FES}
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k. 2, eoln Amo] gelare] ojnl Ak A%}
£9] Aolu N7t Hlmato] holn Aws BE
of that ot Wl webd oleks AL oyt
St Wb B Aol AE Ao} ofulx] AR &
H 47} Aol dha) Al olw] Ao thek UXA
oz Aojsta, 2AsE W) WaloRA BTt 9
7] Gobr At soich. olof ket b AET A1
A7 ApEl =AS B £EU HEES ey

2.

HS. 9JAMARSE Joatg2 A7d Je2-84d<
ui7H & shof Apot ojm|x] d|4do] 2EHE ©
Madz Zdo] gt s J9 T2
o Aol

H6. 2JAANE]E] AFoat-g2 wjAke] A =g
W& sof zfo} o] AA]4go] 2dH w7
AHE G0l gt wEeo FY FFL |
2 Aot

H7. AR Joa-g2 A2tE A22-8/d3
TojAte] A= e viziE ste] Zfof ojw]A]
dxge] =49 visfavtz ol ot &
Fofl o dF= vE Aol

HB. QAR E F 52182 Ao} ou]z] dA|4I
A= Fdo] diet w=o] g2 = vl
Aol

==

Perceived
Interactivity

Para-social

Shik: 7
7o) B eAs] 98 YT A7ny

. Methods
1. Measures
E A3 FA o gt APATE 7Hrez A
2 AN A AEAE, A2 FEAEA, TRt

0|

AFE, Aol et U5} QAIFEA S HeER
FHE Letel HES AN ALY 4T
A8 B2 Liu, Liu, and Zhang(2019)9] FEE 2
Ao SHA st & e, TwFor S5t
Aok Azbe AT AL Gao et al.(2010)9] HE
Ygolo] oRgron TAoD, Bl A=E
Calder, Malthouse, and Schaedel(2009)9] A+=
Dol & 67he] Bare westect ol det
= 2201 go]BE AujAd] gk Pl
McLean and Osei-Frimpong(2017)9] 47}A] &-=9] &
TE ZEston, Aot ojux] ARG Sirgy et
al.(1991)Z} Oh and Hwang(2018)9] =& Al8-5}9]
Sttt e Ay S42 53 Ax(=A
3 19 giths-ih$ 1FehE Agsiac 4
Aoz FAF Fofzte] 2o B A Ao tigt QIA =
A AEFo] WE A RS TS AFEA
sh4 240] g Bajo] meEoic

o i

d

Seller Trust

Satisfaction with

Interaction J

the Experience

Self-image
Congruity

<Fig. 1> Research model
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2. Sample and data collection procedures

£ A7 E g2 A4 Hdo] & 29l A
HA0] o]-§Eo] &2 20~40TE GO = shloH
(Bolton et al., 2013), 2}o]H HHA ZEH uj&o]
7V 2 AFLE MEY AR AEor AEA
TH(Kim, 2020; Shin, 2020). Yoo(2020)°] 25}, 5}
FES A g Aoy A3 53 o] AA AlE
A&} o] w2t ol IS & —’F U= AlES
E40] 71 "ol 2tolB A S
2ol £ SHAHES Hesh
2 AFolAe SPgEol HHE FolE AmAz A
gsto] 2AE AA| o}‘ﬂt} gho]H A &
o7 oA AlFEC] ¥ 3719 IAE AR
AT, 3572 FIT g S B ERT
B9 FoIH Mg Be 23] 28 7|23 BIYL
% o) F9goz HYsSch 2 SAYE
ol et AT st 69 tto s WrEglow,
1 FolA olB Avia ghujzte] AR 4EC)
wlvd W24 9 Yme) 3L Teisle) HRRA}

AN ANE F %% Aaretgon], HFHoz o

50 MBS 1Y B B

) gjolu 7%‘31 B EUI(TVON)?] W 2
A7t A=At 1 F A 2 HE A8} 6910]
A% AEs] % PRI YBAY HAYL
St 4EAS et I ol Mg B HE
17he] WS Ho] BEIES stk Rl AR
Jel A|E AATOlA HE A71E Sgshs dut
AHARE Yo 2 vghE 225U § Hony
o MBS A5ty 0111 Stto] EXAI5T 20
ol ZAmE ARt F 20389 SEAF AAFEHU
o A FolAEL do|u Ami A S4o
tﬂo} < __o,]_‘—O] OHO}: /é—tr'-%ﬂ 2 /\]X]-o]— e 0104 o
o, 5L A2 S99l U A9 A7 A2E
Fefstel Wojo] o3 & o] 14 EFo T WYY
ot AEZ7re 20199 5€ 2798 E 89 129714
g olgsto] Ang

[¢)
0.
filo

[¢]

7 3714

[¢)
r

£ o

AoH, A2

3 Hlo]E]E SPSS Statistics 25.0% ©]-&5}o]
WA A A=S o8t AFE BAS Ax|stgo
0

pal

EZE]- }oq glo]x-] 8_0]1:1&1_]/]_ tq/\
% st Wil an % 24

9% R

rr

IV. Results

1. Participant characteristics

2 AT SRt ATEANE E4S ARy
o 2ok AAE MY 51.5%(70%), AHFE O]
15.8%(32%), 71} 11.3%(23%), ZEZ] 8.9%(189),
FRY 2%@Y), 4D 1.5%GE), AAFE 1.5%(3
W) 202 vepdth. ko] 49, et At 5L &
Yol 74.9%(152%), et A &2 EYo] 16.7%
(3478), 15%HL £ =2 o[t} 5.4%(11'), A&
o] 3.0%(67)= AAE A, A2 87.7% (178
g)o] mlEolgler 7]&2 11.3%(23%), 718t 1.0%
(%) oIt 9 B 252 1009 ¥ w|Tho]
45.3%(928), 2005 ¥ o]AF~3009F ¥ T|Fto] 19.2%
(399), 1009 9 o]A~200%F ¥ ul7to] 12.8%(26™),
5007 9 o]Ako] 10.8%(227), 3009 ¢ o]A~400%H
A mlRto] 7.4%(157), 4005t 9l o]/%~500%t ¢ w|Rt
o] 10.8%(22%)ZE UEFRILY.

2. Confirmatory factor analysis

2 Weso Yy AT AZEES SRl
915 WA ARl Cronbach’s ¢ 2 Q1519 .0H, #
47t BE 8 ooz 24EG] ke AAES 2
£ L0 (Table )3 20| Uiehiteh £ B

2Z(AVE)ZH (Table 2)9}F Zo] 47§2] Q91 % 37}

4 [9lo] FFFEEAE 7|EX]Q 50 oo R =
A ge 7Pl wdskle Eﬁ 17§ 891
@3l 1t} Thompson(2004) H- A<
o] .50 A3IstA] kot .40 01 &Rl A5
Zez0] ohr] PR E 24 VEFS T4
oB2 7187 olgel dYHe Hita Fesi
ok BRFEAFE(AVE) $2 e We] JueA
A% ok 2 49 W Bl ety 13y
o, BAEA 3 ol AFATAFR)ES &4
bt W45 7o) shEEgEst 24eks A2
Fstact

=4md A44% 43E 99 AMOS 23.0&
Agstel FuA nY A4S ANt AT
ndo] AGeZ A5 98 SMC(squared multi-
ple correlation) #4571 4 o|st& YEhd 3¢ gy
o] #AAFE A, HFEE Aok FE

X e

- 726 -



Vol. 28, No. 6 &% - ulyg

<Table 1> Result of confirmatory factor analysis

Factor Items Est. SE CR Cronbach’s @
PSRI. I look forward to watching the live-streaming 835 065 12.847
commerce seller on her other broadcast channel.
PSR2. If the live- i 11
S the live-streaming commerce se! er appears 924 070 13117
on another channel, I would watch that video.
PSR3. I feel 11.ke I belogg to the same group as the 909 079 11.546
seller of the live-streaming commerce | just saw.
Para-social | pgR4. | feel like a friend of the live-streaming 897
nteraction | commerce sellers 1 just saw and know for a long .876 .082 10.749
time.
PSRS. If there is a story about the live-streaming
commerce seller in a newspaper or magazine, I .685 .082 8.344
would probably read it.
PSR6. The seller of .llve-stre?mlng commerce I just 902 076 11.944
saw made me feel like a friend.
PINT1. L1v§—stream1ng commerce seemed to be able 316 066 4771
to communicate with users.
PINT2. Live- i that 1
ive streamlr?g. commerce seemed tha 371 o072 5138
could deliver my opinion right away.
Perceived PINT3. I could get the answer 1 wanted quickly if
. .. I asked for more information at live-streaming 330 .074 4.436 .877
interactivity
commerce.
PINTA4. L1v§-strea@1ng commerce. seemed.to be able 986 075 13,182
to communicate with the seller in real time.
PINTS. I felt like watching hve%-streamlng commerce 996 074 13.481
broadcasts was fun and engaging.
TRSTI. I was able to trust the information provided
by the seller in the live-streaming commerce I just .808 .061 13.216
saw.
TRST2. 1 ca1'1 trust the seller of the live-streaming 837 054 15.454
Seller trust | commerce I just saw. 811
TRSTS. IA thml.( the seller of the live-commerce I 809 056 14352
just saw is reliable.
TRST4. I 'do not think thebseller of tl?e 365 076 4.800
live-streaming commerce I just saw will harm me.
SATI. I am satisfied with the experience. .894 .058 15.329
Satisfaction | SAT2. The experience was exactly what I needed. .850 .062 13.608
with .the SAT3. This experience has worked out as well as I 908 061 14.883 925
CXpETence | thought it would. ' ' ’
SAT4. I am happy with my experience. 975 .064 15.289
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<Table 2> Correlations and AVEs of latent constructs

Q)] 2 3 “
(1) Para-social interaction 738
. . .. 525° 462
(2) Perceived interactivity 276"
.629° A8T* 535
(3) Seller trust 305 237
. . . . 517 .630° .698* 824
(4) Satisfaction with the experience 5640 397 pre

Diagonal values in bold represent the AVE.
a: Correlations of variables.
b: Squared correlations of variables.

opatslE AEAgoIN 18, AZE AEAEA
oA 28F2 AAGGL. Heb HE ZHRFL

ZH5 19712 A 4719 8Qlog AEAQ
Qo] AP Washy] A% F1H 2R
A3}, GFI=91, AGFI=.69, CFI=.97, IFI=.97, TLI=.96,
RMSEA=.05, x2(133)=212.07(p<.00)Z L}eh} =74
1550 BYHYETL WS s1E) Raskalck

_Il)ll rJ

=

3. Direct effect analyses

SARdo 7MdHS ZTE 9ISl PROCESS
Macro2] Model 6 2§ (Hayes, 2013)2 o]-&slo] &
N gastgon, Wrs 7o Auan 4y 4%

<Table 3> Results of direct effect analyses

= (Table 3)3} (Fig. 2yl AAI5tt HI S 9
S YAALE A TR Ao it TEE(c=
419, =7.600, p<.001)0l] gt AHA FFS 4
B2 A3}, A7t 95%9 4] LLCI=.3094~ULCI=.5175
2 Uey f93 A-d a7t S g1kt o]
2A HI1Q QJAAE A A5 aH-go] glo]H AmA 7
A TS A9 A3 A Holgh= M-S AA
ot oo ARG A AT AR A|Ztd A
S22 A (a,=451, =9.208, p<.001)T} Tz} AT
(a:=414, =7.835, p<.001)°] Tst F3F, X245 s
2Fg A2 iR} A E(d=.226, =3.537, p<.001)
5t 3, N4E ASEEA (h=.329, =5.478, p<

95%
Variables B SE t P
LLCI ULCI
Para-social interaction
. . .. 451 .049 9.208 .000 3541 5471
— Perceived interactivity (a;)
Para-social interaction
414 .053 7.835 .000 .3094 5175
— Seller trust (a)
Perceived interactivity 226 064 | 3537 | .000 0998 3513
— Seller trust (d)
Para-social interaction
. . . . 419 .055 7.600 .000 .3099 5271
— Satisfaction with the experience (c')
Perceived interactivity . 329 060 | 5478 | .000 2105 4472
— Satisfaction with the experience (b;)
Seller trust
— Satisfaction with the experience (b,) 387 065 3:994 000 2596 S142
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d = 226***
Interactivity Seller Trust
s by= 387+

(9.208)

@y = 414+
(7.835)

Para-social

(5.994)

by= 320+
(5.478)

Satisfaction with

Interaction

Standardized values for the paths.
* p<.001
CR values are given in parentheses.

=419
(7.600)

the Experience

<Fig. 2> Relationships among para-social interaction, perceived interactivity, seller trust, and satisfaction
with the experience

00T Tz} A% (h=387, =5.994, p<.001)2]
A% e BEEo] et Yare AME Ax mE
AZT7F 95%0 A4 LLCI®F ULCI o] 2% 02 =X
ore Ao Ueht Agaipt 9eg gl
sttt WSS 7o) A aue] da ARATE
(Table 3)o] A|AIAT

@

4. Mediating effects results of perceived inte-
ractivity and seller trust

gol 8. Aw| A0 QA H JEARGo] X2k 4
2GS wiiste] Aol gt SR o]ojR=
FFBAS AR An, FHIRAR@b)E 148
ojglom, ZFHAR thEt 95% AlFFIHS LLCI=
0871~ULCI=.2094% AlZF7to] 0o] &3tE]=] kgt
oo eyt fogt Ao R UEstt. olof 9
AR HERGe A7k 4E AR WA o
of gho]H AMA A wEEo] FY dFS vE A
olgh: H2k SAHOE foj3hS Helstgct. o4}
APS]A AoAbgol B9 wERo] nAe F7l
of i} A =E 7= sh=AlE A 2y}, 7t
HaT Alp(asby)E 1609 e ZEFAL, HEH
2o i3t 95% 412|472 LLCI=.0952~ULCI=.2292
2 Ueht A1 7700] 00] m3kE|A] ghgkonz vy
2 A=z AT GOl Ao bt ut
A H3-2 A A[E QAT QJAFALS] A 2 AE2 =9
WSE AT AZE 4ug sz A
£ iZfiste] Aol it SR olojA & JIF!

AE AHE A3}, IPHET Al (adb)= 0399 g
o] =EE U, A=l tat 95% A1FHZE LLCI=
0128~ULCI=.07652 UEt} A1Z]72F 00] ZTE A
drong &= iz it 7Hg It gt A
O & yepyith ofo] w2t Hé= A A= ATH(Table 4).

5. Moderated mediation effect of self-image
congruity
HS~H79|A vehd 289 o Azatel <o} ofn]
| 9A4e) 2AR pEETet 2AR YAE
Z35}7] 98l PROCESS Macro2] Model 858 =23
o] g3sto] B4 AAston, Aday 9 7hy
ae] A4 FodE ASoH] Asl 95% A=
FoM REAERH HE 5 10,0008 24513
th QJAAREA Ao AeS SEMeR AAstal, £
gl 7SRl Aof oju|x] Aol A|ZH JT
2845 WA= sto] Aol et wEeo] o]ofX]
= AR FREAP(ab)= 0139 gs HoH,
12 27HS LLCI=-.0144~ULCI=.0393 20 & UelL} H5
712 = et SHAIRE QJAAE]A AfaAkgo] 2E
w7l Kfo} ofm|R] AX] o] w4l
=5 W72 sto] Aol Higt Sz olojAl= 7
B2oA FAAP (@)= 2679 T2 Hom, AF
TS LLCI=.0005~ULCI=.0569%2 YEY He6= A
A Qlet. =, oApateld Fuage AZ4d Juat
§-40] ofd ghufate] NFEE A= stof Ao} o]
oA 2ol 2AH vifanE FHo] ot v

oY XN

filo

> T

fir
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<Table 4> Results of indirect effects of para-social interaction on satisfaction with the experience

95%
Variables B Boot SE
Boot LLCI | Boot ULCI
Total effect 348 .045 2553 4360
Indirect effect
Para-social interaction — Perceived interactivity—
. . . . .148 .031 .0871 2094

Satisfaction with the experience (a;b;)
Pgra—somal 1nte.ract10n — Seller trust — Satisfaction 160 035 0952 2092
with the experience (a:b>)
Para-social 1.ntera.ct10n—.> Perceived 1.nteract1v1ty—— Seller 039 016 0128 0765
trust — Satisfaction with the experience (a;db,)

o] Hef IF= v
o] A5< A8 =dds

L
-
A

J«L 24 AAsHAth O A5, Alg(a,dbr)=
0039] 7S HP o, 95% AlFT LLCI=-.0040
~ULCI=.01082 e} Alg27lo] o] Loz
ZAR HHAa7E FooHA] & Ao E YET
olo] W} H7-2 7| 4= et 7 & to] gk 4=
Wi &t FE5EA AT (Table 5)9F Zth

[ =

1_1__

6. Conditional
interaction on satisfaction with the experience by

direct effect of para-social

self-image congruity

H8&

2+ AQaHN} 2 AW

F3t7] 9Aeh 5

o) z@Ho] s
A JPUAS Totuzt S

o] 45E

A3} SPSS syntaxE

Yusel oApAlEA 45
%91 Ao} ou]2] Ao
Q1 Aol e Bz o

247 AYR

Z-gsto] 243k

o 21 A3, (Table 63} (Fig. 3)° AAIH HEL} Zo]

Ao} olu]x] AX| o] 44 Lhe
o YJAAIE A A A0 AF o]

o R1&

BLM=14, 16%)
3t S0 tf

F AHAT ()44} 8.0982 LEREO (p<001),
95%9] AZ]E7FS LLCI=3921~ULCI=.64460.2 Al

|24
o 3

0°]

HaTpt Rl

ZEE|R] korom g AT o) gl v
Ao vepyitt. o} ofu]

<Table 5> Results of moderated mediation effect of para-social interaction on satisfaction with the experience

Variables

Moderated mediation

B

Indirect effect 95%

Boot SE

Boot LLCI

Boot ULCI

Para-social interaction

— Perceived interactivity

— Satisfaction with the experience
(aibp)

Para-social interaction
— Seller trust
— Satisfaction with the experience

(azb2)

Para-social interaction

— Perceived interactivity

— Seller trust

— Satisfaction with the experience
(aidbz)

Self-image congruity

.013

.013

-.0144

.0393

.027

.014

.0005

.0569

.003

.004

-.0040

.0108

730 —
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<Table 6> The conditional direct effect of para-social interaction on satisfaction with the experience by self-image

congruity

Moderated Moderated Conditional direct effect

Variables . mediation B SE t p 95%
mediation
values Boot LLCI | Boot ULCI
Para-social 1.4 (16%) 518 064 8.098 .000 3921 6446
interaction— | Self-image |, & 550/ 405 055 | 7373 | 000 2965 5130
Satisfaction with congruity
the experience (c') 4.0 (84%) 272 075 3.643 .000 1248 4195
3.0

2.3

2.6

24

2.2

2.0

Satisfaction with the Experience

2.0 3.0 4.0

Para-social Interaction

"""" High self-image congruity (84%)
= Medium self-image congruity (50%)

— * Low self-image congruity (16%)

<Fig. 3> The conditional direct effect of para-social interaction at self-image congruity
on satisfaction with the experience

A GRG0l 7t = UEE H-+(M=2.6, 50%)
o= JAAIE Y Ao Aol A TS| it &
AAT} (HAGLE 7.373019.2H(p<.001), 95%2] Al
S| 77FS LLCI=2965~ULCI=51300.2 A1 771o
00] EF= A erom = FoRt AP AN} U= A
O 8 YeRgth Ao} ou]x] FAo] 7P & w
UEtl= A-9-(M=4.0%, 84%)°ll= 2JAMAIE]A A2
280 A WEEo] tig A- ATt (¢)AS7t 3.643
o2 YEFoH(p<.001), 95%9] A1FFL7HE LLCI=
1248~ULCI=41952 YERY upd7iAE {935 4
HEWt e 208 Ueyth &, Zot onjz] I
Aol w2 Aol YARAIEA AT ARgo] FHol
gt Eof m|A= F7Fol ol F= At
02 Uehg o, Ao} ofm|z] dX]4go] W He-Yd
5 YJAMAIEE o A-E0] FH o] Eol B4 ofok
Aol tigt ©E3o] B/4do] He AL R olsfd 5
Art.

V. Conclusion and Implications

°O5Y 28 YEYI AolEL PRI £F

N
WoiRFEe] A e A A B F
AHAEY Fulo ol FESHE B A% o
2 57 Hglon, 2H2S BE Ro| 4E Bl
AL H] AT upAY B2 AT A HY
oh B Q7L aul4Eo] mutdelA] A wef 3
wiA) ool ofs) Mgl QZHAS! B
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27} A7ske Aol oju| A AE] FuiAR] o
F2 UAE 783 99102 1 7] fEI
Ao} oju| 2o} ghefat zhe] ofu]x] Px|4o] 2HH
MAESE =S BAstA sl
ATATE FUHoT AvRE HA, KA
A0 2 7tE AT AL AT mujzl AlFEE 9
%@M o ujg Rolgt YL vlHom, MZY

T oo=we

=

w
244
r{o
DE

HHXP AF = A S| 344
1 TR ol SolH A gE
}h 7he QAR A AJEARE ] ol

Sk 7AfruAlel ] et HuRte] AlF = 3
F =27} ;q@xqo] 5_“,}7} Qo=
2 HASAM=
AR FEA8S %%l HeE 4Aeka, AZ4E
JEAEAY iR AFEE vWMes At
%, Ao gig WErE F5HsE BT 2
Zt swﬂ TRt Ao =EFHH. ol 53 B
ojH AMALY A|FATF Lyle XA A ATt
< Hrjztete] FHF AfuAeldS Sl AFHEE
skl Akl AL Fhol e =7
sEtte Ae & & AUk EZL ol AnA E5
F& S TR &njR; o] v 44 &
R AAT AP 2HAe] FESE sATE
SAlO] HiE AFHET gAE ﬂvlﬁl 14l <f=set
AldielAl & iEde & 5 Atke 2 ¢ 5 Aok
AR, Zfof olw]|A] A=]/d 2| 57“51 WALNE 4S5
T A, GJAALE] A deatge] FE iR vlA|
€ YFE Aot om|A] dA o] 2= A= U
Bt 2atzoz gojn 7%131 oA J4E <At
A]. 94 A A 111-_9.__ x] Zt=] 75' A J,]. .u]—uH ;q_ /l]i]
=5 5ol Al At ‘iéli-% E 7 A = A4
of oJu|A] A|go] T2 LA AAARE A
T2hgo] golE A ol Higt wEEE ol
SFROLE, Aot ofm|A] AA|o] W2 AH[ARe] A
JAALE] A AFeARgol A FEaS olE A
& Aol diet wsgde] Ade I 4 A
lé Cﬂ%ﬂ Z%-t— i‘“’ﬂ A2 Ul 01 ﬂﬂié =1

J» ml

olo

fr

I BAREAT

B7HA9 &H)A; Folo] digt Y FastA A
S THWongkitrungrueng & Assarut, 2018). S}A|q

ZZ%OE

Ao A= golu. Ami 0] BufAote] oAl
Arcz-8o] X7t Ao A2 A 9 Alg] FAo] i}t
& AAE Ao| 2¥IAe] Y FEES &ol: T
Qg og Ptk A AT 4 Aok JIE
FolAE gtolB ANAS AvjA SREH 592
714 2104 51k (Sun et al., 2019), 2}o]
AmAg ALESHE ol§ F710] | 2io] Wi

0,
N

of|(Chen & Lin, 2018) A& Tufx}oj
Hh2Ql 39l TS ol H?l
T7F FEshnh. ®jt 71E TS

AFY &AL Fojoes FHl= %Eﬂ
ojuf AlEQ] 540l o] 1HFI A& =0,
Park and Lin(2020)2] A-FojA AH|AEL TolBE
AW A £G4 AF S et Azt =
o thet A-82ola F|FA I B=rt FtHf ko] G
SRS U|Zthal 8121, Zhaoxing et al.(2018)2 Ef
QukQ go|B AmAdA HEHl AFH} A
AlFo] A wigy} =F FHoA AlFl gt B=
ol % & IS FATL A & AFe B
HHY Lol A AH|RRe] Fufjggso] SEA Q] IF

oo™

¥
r+ Hﬂ

I

2,
o,

Er

O omx 2 2 T orR o o o o B
it 32
it}

l> rﬂ o = mlﬂl

o =1

= Fe Aol A Tl gt 71& A7-(Chen,
2013)8 24 Avl20] wuate} 2n]zte] ojxbals]
2 g5ago] Y AT TAAA Lgstarid]
olo}7} 9t
2 A= +
9] QAo oEgt FHEy HHAlS Hloju o]
A2 YEolA wfArel & 11 Zt 2
3l QAR A A Ze-S &8
A Eol7] 91t AR A A Oﬂ T=%o] € 4 ot
< H AFFRA A AR FHE 224 199
k2 7ol FHiske vidiE -5 870l =S5t
7] 918l 2holB AWA E2E 75, 1 Z2A49 =
79 2E0] & 5 yAE d&gow Holsh=
191 & St HAH o9 HEo] Vel T
ol ZEMY 7]719] St S99 &E7F 43St
of mzt 19l W& Ad AL Abeie] Aol A
€ Aol ZolE AmA Au|Ae] S AFAA
© @apolch. aulxpr} gujRiete] olApAElE A

28-S B AAE FF ARUACIdE APst

1p

it ok r*o o
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