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Abstract

This study aims to explore the effects of consumers' individual characteristics on therapeutic metaverse behavior.
To understand the role of individual characteristics on metaverse behaviors, this study explores how individuals' technology
innovativeness and sensational seeking on therapeutic metaverse motivation and outcomes. A total of 304 responses
from a popular metaverse platform, Zepeto, was collected through an online survey firm. The data were analyzed
with confirmatory factor analysis and structural equation modeling analysis using AMOS 25.0. First, the effects of
the individuals' technology innovativeness and sensational seeking on therapeutic metaverse outcomes mediated by
therapeutic motivation were examined. The results showed that the effect of technology innovativeness on therapeutic
metaverse motivation and outcomes was not significant; however, the effect of sensational seeking on therapeutic metaverse
outcomes was mediated by therapeutic metaverse motivation. In addition, the moderating effect of self?avatar identification
on the relationship between individuals' characteristics and therapeutic metaverse motivation was tested. The result
revealed that the interplay effect of technology innovativeness and self-reflection on therapeutic metaverse motivation
was significant; however, the interplay effect of sensational seeking and self?avatar identification was not significant.
Interestingly, technology innovativeness influenced therapeutic metaverse outcomes, mediated by therapeutic metaverse
motivation, when self?avatar identification was high. This study contributes theoretical knowledge to consumer behaviors
in a social metaverse. Specifically, this study expands the metaverse literature by testing the effects of individuals'
characteristics on therapeutic metaverse behaviors.

Keywords: Metaverse therapy, Technology innovativeness, Sensational seeking, Therapeutic metaverse motivation,
Therapeutic metaverse outcomes
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RPEY

e 2(Metaverse)= 7HS o]n|3H= ‘meta’ 2} Al
AS ou)sl= ‘universe’e] FAo]E HAMAL A
H IPHAAIE 5Bk wofolth. d 2ElEe] Avdll
“Snow Crash’ oA 7PAIAIE A A= &= wE
27F Ay ARERA O O o] EE 2l Aldelyt
JEIUl & 7PIAIAIE ok WA 2 AREEO] $ith
FHZolls Z=2UH9 A G4k tgo] ARSA AT
717F Z3hE AL vt 2o 7o), 3le], wql Fol &
AslEHA vEpH 27 S diAlshe 3XteEA] &
UKo, 2021). @zl Z-5o] 2249l &
o2 FAAHAA 7}%“%]74] JME AHH FAkeE BE
2F 5 o] Aol
‘:}- 53], Yeol7], g2z

4]]Hu§]rz4 3o
HEH = HEE

ﬁd
L
u rlr —E

HlE, GS2553 2L A& H@;l; oA

T AR LnAele] HAL Qxelel ujFolA 7}
FAAZ oFAZII IEHAAIR, 2021). wER 2E
B Alkel glor] FAASE fAke A Q=
EE2 ZF—'B‘M uhizol ole} 7]¢elite 7% ol

ol Alsstd Au|2g 7PEAIA M St A

st AAES dRd 5 A H300
o2t wehH o] ST} ARk F8 4] AlIF<]
MZAIH(BHY D+ZA) oA BEH 0= L7-8te] MZ
AtE AR sk HEh A Aol AAstal it
nlA vl (MarketsandMarkets) o] W33k B34 of u}
29 WEep2 AR FE7E 20229 6189 EEofA]
20270l IF 47.2% 373t 4,2699] o] ol&
Ao Aetal UTHHEE, 2022). o]9f o] A 2
HopollA wEhAE Z-gsh AHlAtell7] AR AH]
20} Felg Algstal lovt e 3 Ay of
Z] AgHH o]},

HEp s FARS HT d7E AvEE diFEol
wlef o] Zidol A-8-Eoks ATk %%ii«l A
T oJA|(Research agenda)E WHE3F 50 #HEE QL
(Dwivedi et al., 2022; Hollensen et al., 2022; Kostenko,
2022; Shen et al., 2021). Dwivedi et al.(2022)2 v}
H, 1§, o8, ARl T o] SheiofellA ek
oF ddE 2HAk 8, VIR B, S5 o digh
olFrE tetAl B thRaL v ATE figh oA

5’—‘61— 21

1m

Aekskaitt. Hollensen et al.(2022)S wlehHe] 7)

He wHshy] SjE vol)7) wiehs SYE 7EE
7PAIAIQ] Yol 7] H=(NIKELAND) ARIE 2415}k

AHEZAF 24 2T, e 2olME 7 EEE(virtual
platforms), Z&l= AJH]|>(contents services), Z~H]A}
H]|ZY2 35 (consumer-business behaviors)o] 7173
ks STV SRS s 1= o B R Rt = e ) o
o9} o] WgpH2ek= gol7t AR FHT A7t Al
Aol g wEl AT HYE st JPIAA
(virtual world)ell ot Az} o] .52 AR,
TVEAA Wl ohuteRel Al #AIE tHE 3K (Ben
Saad & Choura, 2022; Guttentag, 2021), 7AW
oMol Bil= Ay 22 Awzo gk A7 (Eisenbeiss
et al., 2012; Park & Kim, 2022), Z22]3L 7AA &
A AH)2 48 d95(de Amorim et al., 2022; Kim et
al., 2020)7} o]=ojx| Qir}. h]at, ZRAAY ek

25 58 F ARgSEA 2P Fe Afold Al
FHE OE e Stk gl ATl AREE
HF7E 7REAA ] tigh Anjake] B 91, o]8- o
Lol7] wizoll 7PdAAel thet e 8 offell 23S
S S T A

weba] 2 A= UﬂEPﬂ’\ 7dgol ZnlAtelA ]
A= sAAR] FFES AlelH vty dedA drgst
a7p gt HwEpH A AR EYE "AE F1elA o]
FolAE AN 3F FEAgol7] wiel] 71E AtellAE
Zon|AF E-9)(immersion)d ##EE Q018 wE X~ 8
o F8 g2oZ thF3riCowan & Ketron, 2019;
Kozinets, 2023). £ o= Anzte] UH EA
W} Elefsl A viehAs ol gskan sk 7ok 1 Fh
7} el A gk, PAAOE 2ulA) Fele)
A2 A= F7ek wEE Wl 7128 A1 (Technology
innovativeness)¥ 73Z}7-*d8K Sensational seeking)©]
Hlgta] 4 wep s o]8 F7]E wiliske] webH Hi2t
1 Al wX= JFES AFHo= etal gt
TSk A1 TEsalda ST Eke] Higkel A )
P2 o] F7)o) w|X|= FFE o] Alot-opute} FUA|
(Self-avatar identification)ol] we} DAl ==] A3 EIL
2 gty 2 dA7E F8 HElRE ARSShE AH|A
ek olsllE =2 ¢ de B ofyPt MlEkH 2o T4
ke Algld H|glkn] FAoA AEE £ Q)

== =
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1. HIZHIlN HEfHA

Aeldaelx eletal(Therapy)= 3FH2 oF=olut 4
<= 9 AlE glo] SA14-ZA1H Aok HstE et
255 ofn]gkk(Cameron et al., 1997). o|zlgt Hl2lz]
2 27 7HR1e] Anvt 2lElY wetel] Zg-xEo] 2H|
o #l2}¥](Retail therapy)eh= 7Idos FH=a A
A7t XY= rk(Kang & Johnson, 2011). €Y H]
R R I R i el O B e e e = i el S
(Kacen, 1998) A8 712d 43S 53 2Eg~
£ dadte SHoA 2nlah gEdy RFeAl 5
23k JS Ado). 2 o] F5719x MZAYE
137 fIgk M= e FHZoZ 33 7PHAIA
AREBHAL Sl W B ATFelAE WERAE ARS
n A= "k 295 gH Y vEkaE $8 AW
} o A dTel M= e g B &
H2 HE= #F¥(Kang & Johnson, 2011; Woodruffe-
Burton, 1998; Yurchisin et al., 2008)3} 7]& A3} &
H]E Hi= A (Kacen, 1998; Kacen & Friese, 1999;
Luomala, 2002)0 2 vty B2} 4H] #-o|M= A}
HEo] Aed 2gEtt 75, AR, d ) 4

Y 1 oleid 28 RS A YoM AF

ol i

5
% e

785 Aot AHE wiAYUS Aol ¥ Q7] Wil
Kang¥} Johnson(2011)2 £33 A o] &l F535}4]
e Y HguE £Ps 53 7E Ao R Aostal
olf FAY F Ue AEE WAtk

Kang¥} Johnson(2011)¢] 7idst 2lE|d Higky] A&
Higla)d £ F7|(Therapeutic shopping motivation),
H2}a]2 23 7}X|(Therapeutic shopping motivation)
24 FAZA ¢l 7% Z3K(Positive mood reinforcement)
9} 2ol 7187 943K(Negative mood reduction), B2}
9)& 423 ZA3IKTherapeutic shopping outcome)2] U
7 A] elacleo g o]Foix] it F7](Motivation)=
Ao R stolg 54 AFS sk icle] WiRA
dsolm o)FA ExE Gt E she WZ AJH

(Schunk & DiBenedetto, 2020) 32 Z=7ZIA|(Martin,

2001)2kar & = lek oy dadqtellx ZiRlot Hek
9] F717F 23421 A3 Outcome)2} *JZH Performance)
£ ks 583 2219ds =3kl Atk (Connell &
Wellborn, 1991; Skinner & Belmont, 1993. &% Ho}
AN F71F7F = ol theh EYF He7t FolH
o2ZX F2 AHE AT F Avke Aotk wepa 2
Aol A+= Kang¥} Johnson(2011)o] 7R3l e Y
evle] Wl 74 ahel 89l F Hlebd E7)2E5 B
£ et wetolx HASetarat gt WEpHAE

aff 744 7S ehsketal AlelA wletulE Astast

A

=
e B S AREe vz ey 20s o
2 % gls Zolth

VA1 Bl A ek ol & B/l e Hek
5] Astel] 4H L A St

2. HIZIA HEkHA S0l J&EE olxl= HeUlSY

B Jt el 7] Al2=8) 2 E(Self-system
model) X 7HR1S] F71F7E B 3ot Aol
ule} gebrlcka £33 Connell & Wellborn, 1991;
Kahu & Nelson, 2018; Skinner & Belmont, 1993). &
3], 71¢1¢] Al A (Personality), x}o}a57H(Self-efficacy),
5A4$]=|(Locus of control) 53 Z-& WY& EAlo] &
710l @FFE mA7] wizell A S whet 574 38
A &7l FAHE FFol vE F Avke Aot
(Singh et al., 2022). ¥ AFolA= wERH 2] 3744
EA4E sty M= 7l A= tigk 78 77
of wet wEpH A HEteH 23ks Ak e F
717F vh& Zlojgtal o gttt ofof ilel 71=dAlAd
I AAFTARE Eletu A e o] F7]9] A3
a9loz Aetstgit.

1 71824

o] dadTella M= 7ol =dE AlFeold
Al el thgk 2| FEE-HETE o el
B33 tKParasuraman, 2000). Mick®} Fournier
(1998)= AAATE Fdst] M2 7= g A
19 7= i 744 = 9l
the Ag skt Al Ve 2849 HyA

Aoz rtd & JARE 7| o5

i
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A %S5 wole ARAR sty 9 FeEd =
& o1& 4 3tk oo} Zo] g U
TE 3R AN vERrE 5
o= 7ile] WA1H Adgke] wig} th=c). Parasuraman
(2000)2 7lzell ek g Heg2A S8-5FH =
Hg 2% 7Mdel  7143H] % (Technology
readiness)E AIRISIAL o]e] Y] 714 F9leRlo g Yt
(Optimism), 414 (Innovativeness), EH7HDiscomfort),
B (Insecurity)S  A|AI3FIEt.  Parasuraman(2000)
= VlesHETt 22 Al AlVs 8l s AR
FFE WA ZoH JleFH|Ert v Al Tls

=
== Aozl FAsH o2 &AHET 4 Y=

s
g a0
o

R-IY

sle.

ST
Eehs

AJZ}slcH(Parasuraman, 2000). FAIHL A2g 7]&E0]
A8 AT} AWAS AgsuA SR Ages
o] 2 AR AR2E 7lsol tigk od A7+
2 Ql2slt(Agarwal & Prasad, 1998; Parasuraman,

2000). BHEL V& &8 Al sl T s

ool GEFFHE A L& UL Jnls] Beke
e AR 212 AFEA g3 sl hdakA

Atha of7]E AL Utk (Parasuraman, 2000).

71EE| e Yl 7HA] sk9leel T Vg Ao =
L A2 2R 7eS WA ARESIEIA s A
T2 EA1S AYu(Parasuraman, 2000) ME2 A

F9 Mu|2E Z7)d Aeshs A&l ErH Agarwal
& Prasad, 1998; Kim et al., 2015). w&hs 2nje
#(Tussyadiah, 2016), A=A H]> 7] 2T (Kaushik
& Rahman, 2017), S7338%A ZHAF(Bogicevic et
al.,, 2021; Kourouthanassis et al., 2015) 53 Zo]
7o) A& AlFold MulE F8o QoA Fasgh
Agaclomx vhgfax gtk wlep= 9A] 7)zo]
Akl w vepd 28] 7P Rtel 7] el 7H]l
o] 7l o wet HE s o8 F717F o
£ Zlojgt ottt & 7Iegalde] =& AR
5 7)e AR A SUHEE AES 9HA AAE] wE
of(Agarwal & Prasad, 1998; Parasuraman, 2000) |
thul olg Al S8 Azhart e o ol Az
F o 7S fal HEepHE 7)7o] ARgSEt
azp sh= B77F 7K Aotk ol yP2E =&

et

712 JR]le) VIeEAl e HiEE wE s of
€ &7l BH dF= v Aolrh

o] MIATelr 7ieol o4
=

=
7e AEE s dgk F8E =Y Ao Jes
= al

TH(Davis et al., 1989; Dabholkar, 1994). we}x] 7}
Qle] 71E84Ade] 875 WEHAE &85 MY
Hztale] a3 & Holgtal ofdsitt

13: Fhelel )EEAde wEs el A
ol = gake v Aotk

2) BAETT

WrETARe ARD Gl 498 A%S
Totele A% E(Zucherman, 1979), F2tF-2d3k0
o AR A2e AFE FTdew Jdd uEs
NAH, A, AAE S8 Aol peskAl @
tH(Peter & Valkenburg, 2007). ZZt3T23%0] A=
= ASS FTehe HRle] EXol7] whEel M=
AF 783 ddE APl F2 A skon
(Mittelstaedt et al., 1976; Vishwakarma et al., 2020)
ko] e AR (e Al Hlsl) B4
Ql AFot AMu|ze] 8o t] A2 AR e
WCHKim et al., 2017). 74422 Vishwakarma et
al.(2020)9] <ATellM= FAFTEFe] AT T=
= ARgstaat dhe ool BH] JFS HA= A
[e)

n

—

2 YePtor Zhang et al.(2020)S ARk
o] &2 ARl Absshd AFS F83tazt s 9o
=7t =oAL Felskdtk. Chan(2017)2 dlold o
Zg]A o] A(Dating application)& ARE3l1A} = 2
Lo] Fash dalacle] AAFTAAR As Hska
t}. o|e} FAFEHA Peters} Valkenburg (2007)e] 17+

I BAFTIFe] B AES 2eel 3ol
oz te AER YEALsE A% T
eeel dole E71E ACE vekdt

dehzE AN A RE Aze 7
244 3gE ABs PR ohlele] mgoe

&
ool el WRE B 5 rHelE 9, 2022).
Weld @AETARe] we Agke el ol
Aol Y=g 22 5 glor] uEmiE we
o183t Rl W dobt HeH wEge AR
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THolo] Jlsiinnt 22

FTE0| HIZlH HERHA ARZ| o|X= S

=

3T

9le Aolth. oo B Aol iR Akl
S5% eletad el olg B et weh

il

2 285 7 EE] 2= 2 Aozt bRt
74 Njlel AFTEEE HiEeA v A

(o= o1 -K=N

(¢} =2

o]g F7ld A4 n)z Aol
7pas: Aele) AAFTdTe vieh ey A

sholl 44 ek v Aol

=

»

3. Xlo}-ofu}E} SAUA|Q| Z=Hoist

FYA|(Identification)= ThE
ogX QAo JAHe= AAS Kok 8ol= Freud
7} A& AFg3lItHFreud, 1962; Freud & Brill,
1938). T #H %7] AT F2 o)
o] & TAU=T A9 TR tHEa
t}. Maccoby2} Wilson(1957)2 43} £ F1Fol|7
ofufar Aol mx] zRrloflA] dofu= A
Y &H-og oAl AL gHelslir). Livingstone
A= YA ATt FF
a12415k It Cohen(2001)2 &
sk, I e g
SR T Aote] FrEo] AREAM
ANAA A A ofFE =

Alre] g giAlet

gl
9l
Q)
=

0l olo
M. 2=

HIolE Ve weEE 22l Ad
ERol AQd o]8AF ko] FUAl BHE
o]FolA|1 gIr(Klimmt et al., 2010).
AlEd g AY 5L 7PAA & ohlels
BAEALAE 502 & Thle]

24

F gJrl= WA (Bryant & Love, 1996) 7}
ohlelE: ARESHEAM O H2 FFY FUAE
Utk ol 54 el AWstAY A
dafjo] AEES A o ohvler AREARE A"
7Pz AstiA ol ERlo]l AF A+
AAH =S AUA F= AotHLi et al,
2013). Ganesh et al.(2011) <A Al & oplele}e]
FAdA] e 7474 F(Emotional involvement)z}
2 A ohlel A8AL Ahdel Aun e
A 7 S Gtk ololl 2l A w4
AP AFoxe= Alol-ohtet FUA TdE FFE &
UA]|(Merged identity)etx A3 opule} ARgx}
Apale) BAEE ohbterel]l Fdstar ARle] EAlow
o7 A1 ofF Az FAAE o] FolRE A
3ltH(Steen et al., 2006; Klimmt et al., 2009).
el 9] 7Pd Il &pale] olulElE o) &
ste] oferix] EE-g st FAE FAsHE SHo|
Al 22l AL FrAkeE 548 Adok mlEpH 204
ohlels B3 Aple B dAAA & &
A= EAZA ohlels FEst TPl &
oM Apple] JiAY RES FHstaa = &7E
ohlelelE WIZNAIE B8l BEI ARl o)A
AH Aots FRFoEH opnfEele] FUAT} o]Fo
KRS 9, 2004). A & AdPATrellx AL
o] ZFgigdo] FHdloloje] FAARI PFF nA= FIF
o] oputel U ol v deiite A3t
Buwa ¢Jtk(Fischer et al, 2010; Konijn et al.,
2007; Williams, 2013). Al & olnjele} FLA7}
=2 FYolojdrE Ad & dFH e FE4

B
o] Al FAH WFL FAsE Pt o A

R

.
o
=
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Ak Aol olefdt AT Ao weh & oy
oA wlebzs ) ohulekel FANE FA5E Rl
S4o] Eelul ez olgel WA=
geelo] A Aolekn algaich. ohuletel FUAE
te A vEhlzelA ohilebt s Aot ¥
Age Aol A4 s AAY s @ Zelw)
olol Eleld vlehs 5718 ek AlelE NS

deFelo] g FEd 4 e Aok olo] 7146
B ool Ak FrRde [a

» 6 ARle] (a)7 1A (bRl
dlebd veps ol F7l) mAE garee
Ao}-ohufet BUA] S web ek Zolt.

I, A

1. 4EA 7o

W Elgty] A mEpHE ARgo R <l 7]
stel AR Aottt F 29l 2% Kang¥ Johnson
(2011)e] 7iekgt 2jed Higby] £33 B Ao ==
off st 474~ Hekste] ARgeitt. 7H1e] ZlsHalde
Parasuraman(2000)2] 7]€<H|%(Technology readiness)
910 % HUH EIS AMESIT. AAETAY
Hoyle et al.(2002)oll4] Aokt &5 AR83FAS
zlol-olutel FUAl E3-2>Messinger et al.(2008)
ATelA ARERE RS FaEtdth BE AR E
Be 77 2= AxE Agele PN A
s A gy - 73 e ).

L g

U 18A0X 254 Atelo] I AFAE S i
A= A4, R el s ZUE % AdEs
E4 33 vl 22 A TRk ¢ 39 Be =
stFen w=E, F=, B T 2009 AFolA] Avj~
E AT Fo7] wite] B AFdAME AHEE W
o2 &tkLiao, 2020). & 304702 dHolHE 43
9o FHE A8E SPSS 27.02 o3ty 7&%
ARA g AlEw BAS AAEkler AMOS 27.02
o]g3}e] &olx QoA (Confirmatory actor analysis)
I T 2d(Structural equation modeling)

242 st
AR FAAES ATEAN EHLS AR o

&
m
v}

. SR F 3ol 50.3%, ool 49.7%E
A wE=o] ddler Hit A 22.254 9tk
Fearse] A A(64.5%), B12(19.8%),
(9.5%), 7I1EH6.2%) =02 ehdt) A& oz}
LI 258 507+ mvk40.1%), 507+ o]
007+ M|wK(19.4%), 2009H o] ~300%H ]
(15.8%), 100%+) 0]23~200%H 1wH(10.2%), 300
A o] d~400Tkd WWH(7.2%), 400%HY ©]H(7.2%)
LERsT

oX i 47 ax R
o N Mz |m

l
—_

A 2

o

V., a2
1. B8l B Y M 2B

2 dFoA ARgst SAHET] e AFEE
7] flal gelA Qs AAlEt 24 2
Z=A-ryPe y? = 330390, df = 129, p < .001,
normed x° = 2561/ GFI = .887, CFI = .964,
NFI = .943, TLI = .958, RMSEA = .072% 4~g&ht
gt 23 APeE Btk A dds HES] <SS
Cronbach's a %+S AF=3%F A3} Nunnally?} Bemnstein
(1994)0] AAIEE 71220 708 dslsle] =79
2lgpgdo] gRl=SE N HErES gjlg 4
I <3 1> o] SAHIEL] QRIFatFe] 768~.92620
2 Uehton, F3a1Z|%=(Composite reliability: CR)
= .801~.931, HdELFFE(Average variance extract:
AVE)2 .574~729%2 Yeht FHefd/do] FHEH
o EERE AS 2 <z 2>9F FA7NdEe] AVE
ol JEE 1+ AT AEws dslske o=

fany

o
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ToE0|

Hi2tml® HEMHA A0 olXl= &

Sk
oS

Ueht @ ATeN AR TNl A2 wEsk
89192 Felshart.

2. JMas A

A7EPel A2E ol 98 TEEIARY
2 A 7—5%@156394 APw Age
W) Uekteri(x® = 253368, df = 119, p

<001, normed x> = 2.129/ GFI = .904, CFI = .958,

= [ 2]0F 2t HeheE wel s F7)7F EEt
7| @ﬂroﬂ nAl= Gl FolsAl vEht 7Hdle]
HAEHAoH, 7Edade Helud ez F719k
diets] At wF I A gof 7Pk
32 712k Tl AT HigkelH Het
w2 FrlelE fodt dFE A P47 AR
ot Hzh] Aol mAE Ay ks fofehA &
of 7MdsE 1A=t &, el slEsiagel Hgtk

94 ez §12 aeke Held deis 2

NFI = 924, RMSEA = .067), 7MaASS AT 2 Fo vAe= FFEe foehA gstod, 44574
(E 1) Faide Aze 3 +¥EEE HE 25
Q9] S4YgE 89133} Cronbach’s «| AVE| CR
T 9 FaE B g Foleith 856
FAFTRATE U= P 2 dXe 42 Foldit 802 801 574 | 801
U (the Bijolgt EAEtE) AF =¥ 9AE 4& Foleith 768
AAFS T2 A ERT W] ARgEtE Aot 773
718 A 71se] TEHE e ARgsfEal At 782 .846 582 | .806
HA Zlsolv AFS Wel ¢ Aok 876
= 2EYAE Fadty] s AYES ARgsi 858
= 715 W7l S8 AFEES AREg 896
HEH e Sl goleln AGIES AHgw 904
P e sew sl g wdos ANES Agan, 870 995 | 684929
ol & £7] T=E R T < <] b
= 03S g3lsta 47] 98l AHES AMEg 882
= W ARdel g & EES 27 Y AHES AREgc) 888
A EoM AZFS HHORA o] ¢F L2 7|io] Yok 861
AN 7RAEE Fl8) A Hua G, G sk 1R
ez (o FH 952 | 729 .931
gty A A EoA] AlZHE Bjal W 7o) oAl 7] FHth 926 ' ' '
7SS Hs AFEANN e F9E wed 851
v 712 ge7] s AR AW AdE oA W 876
(F 2) F4ide el E AE Ant
W2 T3 Z1€82d | HEt A ep s 71| vieb = Hebe) A
HAEFTATE 574" 5057 263 258
7184143 2557 582 .196 212
Htod w2 57] 069 038 .684 768
el 2 ety Ay 067 045 .589 729
Dz e 2 asle] FaERAFE(AVE)
Iz 9] RS 2Rk % 1741#
b oel AR Q3RF ARAEAF(BHAS)
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Fo deha WEps S8 wphstel Hetuld o)
ERH = Aol foJ3t 2 vAE AR YEiith
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