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Effects of Message Types on the Intention to Purchase Luxury Fashion Products Online

Dayeon Choi and Eunju Ko'
Dept. of Clothing and Textiles, Yonsei University; Seoul, Korea

Abstract: This study aimed to identify messages that induce positive product attitudes and purchase intentions among
luxury consumers in online luxury sales. Message types elicited from luxury products were classified as quantity-limited,
time-limited, sustainability, and personalization. A total of 150 participants were recruited through a Google survey, and
all respondents were randomly assigned to respond to one of five stimuli (quantity-limited, time-limited, sustainability,
personalization, and control). Participants were informed that they would be engaging in luxury online shopping and read
a description about it. Results showed that message attitude, product attitude, and purchase intention were positively
formed with the quantity-limited and personalization message types. Furthermore, we discovered the underlying mech-
anism for quantity-limited and personalization messages increasing favorable message attitudes and it affected the product
attitude. Finally, it increased the purchase intention of the product. By confirming purchase intentions according to mes-
sage types for luxury brands, we have expanded the scope of advertising research to include online luxury sales platforms.
Since luxury online shopping is inevitable, this study suggests that the effective use of message types such as quantity-

limited and personalization would improve online sales.

Key words: luxury brand (24 2] 2 =), message type (WAl A] F38), scarcity message (3] &4 W AJA]), product

attitude (%4 Bl =), purchase intention (F+1 2]%)

1. M =

M Bdse] FEY 28R vlEe 20208 71, oF
5809 €5 A5l 2™ (“The luxury e-commerce”, 2020),
Mg Bz 2880 Age AnAA ol FRr 7
Aok F7F B AR el E 23S oA AR HHe] BE
A F23F TS SHHChen & Chang, 2003; Hiubl &
Trifts, 2000; Holmes et al., 2013). Bl$o] L2kl & =
£ sl gAME Bze] ARYACA e I
(Amatulli et al., 2018; Roper et al., 2013), ZFUA 1A W
AR s S A AES Afsle AL wE S
W2l o 2 AZ}; Fojof stk(Kapferer & Bastien, 2012).

HAR = AAZ 2L AdE g8 7HE BEE 9E
%™ (Rossiter & Larry, 1987), 2I3E2] EA19} 72 A=
AR AY D AJF] Helg AT s WAIA7E FHe
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I o]th(Haugtyedt & Wegener, 1994). 42| =2] Jnj
ZUE sl 28le 3 TR FaAo] AR ol u}
ZH(Yu et al., 2018), 222 AN M= AR 2 ZA7F F
Q3 947 AR ot eZERlME Fmjdate] A
AEE 58 A Fio] A o] 719E s, &
Rl = ol2fgt FEo] Aol el FoiF oz AH|Rle]
A AgEs WA FFFEe] o & + AUk

SEAIRE o] % A Bl o] WAIR|Y st Ate] T8
Aol FHIL AF= e, 7|E APATEAA =
Mel Bizoa e FEhy, A8 wAx] G35 SRlsh=
T(Amatulli et al., 2020), A&2] HAR L} 744 HA|R] o
O3 &3S HEe AF(Kim et al, 2016) 5°] JolFANH
AA gME] B =T} AlF Jkse A wAR el sl
sk A= UTh w2 Ao e A Bz ¥
AR 8ol ofu gt WAXZE 23 = A=A Bkt 5t
Rom, o5 Tl 7t mAIA7E AHAFES] A A EIAA] E
=, 4F ", P E)ye AFE & JdeA Bkt 2
MeEeh dEE Abe gMEe 7IXE =l e g
a4, A&7V 2 s FEEA QIth Achabou &
Dekhili, 2013; De Angelis et al, 2017; Kapferer & Michaut-
Denizeau, 2017; Yoo & Park, 2016). ©]o] & AFtoxe 2
MEle] slad mARIE BAME] dsEe] Zte 5 VIRle R
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220] YKIOIE erje] Exje] Heme] Y Al

@ ARt ARlsl WAAE 3y
Aol Ao eejol wm
F98 sielgozAl eie) na

Sl B S AFE 4 318 Aol

>A;L

2. O|EH Hi&

21. BM2| EHES| HAIX 7
e Bashket o] WAAE SRS TEHeR =
1

l

W S48 Foelm, ol& FYshe Fele tgd £ ok
M HASE nE ezl el delakele] JE

# WAKE GgEoR Aol

Bl A AT, eerloz
o] S ol w221 W] WAIA] Al ek T8
o] AR THChun et al., 2017; Lim et al., 2021).

HAE] B9 WX} HAEE M A1E AmEH o
T o2 MEe] 71x] e g 54 7]xg Ao] ¥t
A5 HAY 7 F skl Slade A9ERl feAdes F
3 zZEnYd 7S Agsh A= gith(Hwang & Yim,
2020; Janssen et al., 2014). ©]& $Is| E“%E] B soM=
F2 T ol ¢ 717 Yol B4 AES dnfske A
RS AT AAR T Y AN e «] 278 WAIA7E
St AR 4] ] riXe 9 HAFHA 5 3y
HAR]7F 378291 HAllE o]n|R] FEol] A US BT
th(Jang et al., 2015).

FHAZ X&7bsA WAR= Al LVMH, Kering LH5-%
HIES §9 Mg Hal=oA 31—?‘* erxﬂi AL gle
(Keinan et al., 2020), g tist 2183 Az A, 2A,
3717 Foll gt HAAE 5:‘3]1]'501171] 73%0}1 At A
AgATers Mg BHEdA AlF 7Fes 2 HAA
L trAR wARAS} 37 HARZ o] BIREE
B713E o, tvA" HAIR7E B v HAE s A
A3t 7S F13itk(da Luz et al, 2020).

AR Q1S MIAA= 22 FRARRle] Y=o BiEeo] ATt
S AES e WAAE Z!Xé FES HARIE 5 A
 7A=Hrfo|AolAd AH| 27t °] Szt A F e
o7 B 5 9th(Yoo & Park, 2016) ol B3 AnziE=
Ale] 7R3 olelHEEIE =efliwA zRile] S I
e A7H A7 =24 4 Qdvhs A Schreier(2006)2]
AYATE B3l Ak ol 1S} HARE HT 4|
AEEFE FES WAL glov, #E At FE3 Aol
ebA] 2 Afols 22l SIAtelEddA Al 7Fssk EAE
Ha=e] 71X 9 AEe §4E A, AETFEA, Qlst
HAA R Hirt

. 828 wAIA]
é% FEe] ol87Fs A=l meh, g durAel gl
H 22 /IXE Ad Aoz A4EHA vHETK(Cialdini, 1993).

lon
l~>_.

o) B2 ) S G749

=, 3|4 AR E 554 olRolA BHIEEEH, 4EY 7
= T7E Brbse ol mEr A4 Eth(Brock, 1968). =5
4 & o] WMEW ARFEL 7V o AES A9e
o eRlFe] BAE FAA Ee AHEolg A7 Wi
of FEF A X 5548L ¥ FA Azt gt
(Amaldoss & Jain, 2005). 71315 A A FulE 5= A
2 ) ol gk 71A7t B8 BoRER, AHRIEC] AE
ool disl 7ust &35 By dog|A Hok a4 w4

A7y Znjzre] AAE Wkt ejewd Fask dEe nxitt
= A7t AEHOE o] Fo Al (Aggrawal et al, 2011;
Eisend, 2008 ; Lynn, 1989), dukxoz 43k by wjA|x|2}

A 7r B AR 7 =2 F8-E T At Aggrawal et al., 2011;
Cialdini, 2009). % 34 vIXRA= AT == dgolvt AHl=
ujg] AFE FERET o8 rhesithe Ag ofn|siH, Al
F e HAIRE AlFEE AEelu A7) rlE] AEE 7
FUellA v ARV Stk A1S EEETE Al g HA
A= 2MREe] A A7 YolA] oAEES & o, AR
Ao ¥ &S 71453} A7l Aol Uk e A 7139
AIZE Agk 2nzp7) ohE gigkel] tigk @ gl ) 73 E
7H & QA whEe] sl $Ae] A rhsde SIS
(Dhar & Nowlis, 1999).

HMg] BAEs 7[EH02 AJFE AA Y slagl onAE
73zsle] 7IXE AE3le Zlo] EAot) Al R E
Fe Atk Ay sas AlEe] AR, AlgkE fF Ad
< BIM= YeRd 4 dth(Kapferer & Bastien, 2012). 7]&
Ao g Mg BAse AF A4S vEoR g 2x)e]
AR, AlFY =2 F
I = e
ThJain et al., 2021; Ko et al., 2019). ©]&{g i WAA]
=AM AF 7R FEjolwd] Fa%k JEe
A77F AEH o7 o]Fo]x gk (Aggrawal et al, 2011; Eisend,
2008; Lynn, 1989), BXg] Bal=x TS50 HAdsls 344
I wepdS B3l AEA, AEA oS FEshA doh
(Pantzalis, 1995). WEhA] Aaloxe] 324 HAIRE 34
Al AES EHT AIZoIA T e = JSS AHRE
oA dPo=A A Hal=e] tig elcolxE FHHA o
&g & Flott vt ARFES] T 7S = BAE
Halzo] Ao Aoz 283 Aol

_‘Um_lrwrw_\;

N

2.12. XI+71~0— HAA]
A&7Vs WAL 84S BIsEE AR Yl FHd

A AZEANCH(Lee et al, 2014; Wang et al., 2021), %o
b FE {9 B g TRkl AHRE A 231 5
o] Ak {9l Ee] AN, 213 A 2 Alx 3
A 55 BT vEAE 22421 sidelti(Jeong & Chun,
2021; Kong et al, 2021; Puspita & Chae, 2021). < LVMH
9} Kering?t 22 4 ZAE] BAl= g d7|HES Alfe=
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A&7 Ag7Fss gAE] AlF Ak H9d AR
e 229o] st (Keinan et al., 2020). L3 22 ¢]
dgto = A& 7k Aoy AYH S Fol EAISRE st
T2 X 2AE AR AL W] A3 HAIKES
JtH(Kapferer & Michaut-Denizeau, 2017). E42] Ei
(9] 739, &8 Ailelgls k-2 7IXE 7Nke g &
AL o] A3 AMA Ak 34 ERIQL 2020 2
O 2 =(Off the grid) 2P S &4 . 221 &9
o|x|elA] ST A JFe] EHE Za] AEE Zeol|2H
o A YdEE 28, 71, e ML), dTZEe
(ECONYL®)ZE AZEHAE dEHF3L UTH“Gucci off the
grid”, 2020). °]F%, HM2] HallEoMe 2290S S A=
Hog A&rbs A 2 A PFES 2vRIA A, &
Haks 39S Hola AL o]gfgt A&rFset HixY 2 8
T2 719 BAE oloJdlE[E]Y 7|xsle] uEMd S Eo|X
AFHo R o] B2 s olF 4 it

o]

korr
%0,

(&l o% (M ot
—1—\-1 —{J
X

2.1.3. 713} WAIA]

B AFME 281 SA0A AHRke /st S
A = e 8102 AZE{RA oA HAIXE AR
th, AZEjulolAlo]AE AE IefA] BEE 2835 dEolu
AB|2E L=dltk(Kalantari et al, 2021; Kim et al., 2020). =
< gMg] Hil=rh st tieske] E324](Chandon et
al,, 2016), 7AZ=Enlo]d AMH|2E AEO] S Eoli &
H|z} 2AS 913k E8e AES ARElaL dojshe 48lE B
gdelFE 9&S 3k YtkDeLeon, 2018). FE3F AR FAF
7Vest AZEmfolA|o]de] G50 Folle wep AR &
211 oA BExbet XA Aldlglo] EHle] SEvio g SR
3] Al ES T U HeH, 71 MRk 8
T} AoE wdsle] ApEslE 553 AES ATE 5 A
A FQATHHY, 2013). TR, AZEHlolA|old WAAE 23
o 3RS Bal thFs ARixke] ARl U=E wdste] A

F A e HEE 2D 5 9L Rl

2.2. HAIX] Ei=

HARE AR 2 SRS AESE] 913 oIt Haugtvedt
& Wegener, 1994; Yu & Ko, 2021). WAIA] Eis Al
2 AMu|ze] gigt 715 A ZELE o, AF o 288
7¥epe FujRlel] ZF A1 dae 71X1tal SFthBolton &
Drew, 1991). 2H|ZFE2 4 tidel tish ARE wgoa
4 Ee B84 s FAs ol dEoE oo F
Utk olol wet 7150l £ o 2Pk HARE AR A
Adshs 2 E2o= 3l tk(Sandler & Shani, 1993; Baek
& Bae, 2020). 53] PMz2] BIMEE= AFo] zhe okt 7t
AZ WARZ Ags)] Hed 2e3RldME o8 Adse
wi7fA] glo], Bl2ERto 2 WAIX] H=E JAFsH HEE F
8740] B& At}

23 H4E H=

AHAEL ofu St AFoly HAHEE 0|88 o 7 5.9
Koz HrhE AL AesA ®H(Chae et al,2020; Engel et
al,1990). 578 /el thal Hrlsle Bee 2HAEe] ds
o FS PXE 82l AE s FHsk=t Fagh o
$h2 SITK(Fishbein & Ajzen, 1975). Fishbein(1963)2 ‘&%
A0l gk anlREe] Alde] AE B et J3s
ol gk WskE A7)t Sl SRich w84
AEA sl Z= HE7F S8 clebE Fujo R o]ojd
olt}.

=)
2

PRV L A

2.4. EME| B HAIX| fE0 IE 0 2=

T ST AFolvt Azl dis aMApt FeldEE
Adske AE QRleEAM a7, 715, Hix, AREE 1A F
o] A4 aglso] A5 HAR Y A oR =EEwX
Folu AHI2E 7Y sl A2 S THA He AL 9
gtth(Jeon et al, 2004). ©]¢} o] Full o= HaTo) AE
off thst Bj=e}l As el #Ao] ZorZ(Kim & Ko, 2010),
ZFEe] digh MiAA] B=E 7o R sje] Fuf oo JEs
71 Aog ®elt)

Mg HAlsdM e t%e] 3ags Axske d
S BAI e, 2RI AES TR we olzigt A
AAE ARAHORE =5 ATIAE BaL Srh AT 4H]Ae]
THETE ASele FEeEA g HalsoM 3ok
AAE B o2 &g F F Utk A3
A wAAY] A, LRk Tz mXE S H
7v 8 3n, 2 239 Zole E HAle] ek Hal
7153 714l0] 78 BA= Bt ol 34 JeRdth(Jeon et
al,, 2004). wWebA HAE] Bl A9 7)5A A4 Hoke
A A o] 7}EIEZ (Vigneron & Johnson, 2004), 844
A= 3AAA FuleeE HoE Flolth. Aggrawal et
al,(2011)2] AT AMAEL o] AgHe 3| A
Al el o2 avRERe] BAME A, A7 3 WA
Arth SAAR s Ve AL ERlEih. v
SRA A WAA ZoldY B FiEE FXI8A
g, FAARD 3|4 AR Zglo]dd g
e 4% UTHKim & Boo, 2007). Wk B dALol|A]
g 2 5% @ WA = T oo
2 714 Ao dZHT) Uelt 53 94 WAz YA
2] mA= AEe] PHlE AT AYled U8 &7 Aol
I of gt
7FeA HIAAIE Selxe 13 A9k AL
sfo], 2HRREClAl Mg e 7RIS AdEstal vt Al
A BAEel A&7kset AHlE A 2dEet st
AF=o] $Eth(Achabou & Dekhili, 2013; Davies et al.,
2012; Kapferer & Michaut-Denizeau, 2020; Park et al, 2010;
Torelli et al., 2012). Davies et al(2012)2] A7 =™ A&
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220] YKIOIE erje] Exje] Heme] Y Al

H=S AHlele AN A&7 &

T 91T} FOH, Park et al.(2010)
9] AFoA = A —‘:'J”JE ]%% A sk AR
vA "ol tig :rL”H«]‘: 2L
BA= g & IS FX ] 2 te = A = e
T oo AT Ayt H2 HAE BAl=e] F /\H]%‘
g Aldie] 548 y3skA RPrka Adsisi, 118
Zoll #Alo] B2 Athe] B4 259 4] Aeo] o v
Adat wlghol] 71dskarat she Sl osix A&7 W)
AA] AES sk AEe] dtke A9 AT 49E F
3l2AF SHCh(Jung et al, 2021; Kapferer & Michaut-Denizeau,
2017).

AAEE HAR = 281 B304 AHIREY] 554 &7
£ Rkdsial e AZERfo ] Jeldo s ZgHUTt. 74/\‘51“]'
ojAlo| A WA= ERFe A% g v T s Bt
2, E.__’cﬂ- 1/}'—‘—:—‘1,]—4 x]-\:ﬂ/\-] =S¢} O]TFE *]—‘ﬂ—ﬁ]— )‘O = Eo]

rzr

3 UthH(Kastanakis & Balabanis, 2012). &H|RHE-S 72w}
oJAlo]A AFES IS 9713 loH, o] AnApL B
EHI:Q,]_O] oH;d- _‘,]. ] q.%; U x}7];<4_£ HAd= 7]-1:9]_

TE A2 =Y e 88 R kel Al
1:} ]— Deloitte(“Made-to-order”, 2015)°ﬂ w2 g 36%2
MR RISk R A Fujsled] SHE AT
I gt 48%9 /\H]X]*— ARpIRre] AFET AMHIEE $5) 7]
7ol 71t & S SR ol Bl 71 ALE e
Aol el T3l _/,: Wﬁol AL R FAERL Q12 WA Ay
MEA I8 Rl & 5 AL, AZERelA|old HiAAlel =
Z9 AAEY o= =4 e Aot

A Hx FE HIAA o] HAIA E
T AFHE 3 :rLUH«]‘Eoﬂ v2= G AF] S8 A
I °d A= gME BAH=T) AlF 7hss ZHte
ZRREClA
A=t tE Aol Bt &, gxg] Hil=
1°T o we} WAIA] BlE, F B= 2 )
Zelgks 7He 10] EEHEUh g 5
Z1Q1 HIAIA] EHJJ} PEENE o, 7 =7t EoRivke A
YA (Haugtvedt & Wegener, 1994)2} &2]Z9] A= El=7}
FAEAE w Tl =r} mopRltie Aa A (Fishbein &
Ajzen, 1975)5 HHO 2 HA|R] H=9} AF Hles 22t +
o= F+)e] FEFS WA Zojgte 7HE 2,30 EEHAU
ok 7Fd 23004 HAIA] B} AlE et 47 e e
A®e] FES 7HS Dol &, 7M. 40x= e EAE
BH= AR f3o] zhe wAA Bl=e AE HEE vt
of Fujolol] A= S LoFEIUTH(Table 1).

HAA] B=E FAdsket 3L

o
l
rr
T
o
N
N
;o

#Fe T2 7o) = 97 4s)

Table 1. Study hypothesis

Hypothesis

H; Depending on the type of luxury brands’ messages, message
attitude, product attitude and purchase intention will be
different.

H, Message attitude will have a positive impact on purchase
intention.

H;  Product attitude will have a positive impact on purchase
intention.

H; Message attitude and product attitude mediates luxury brand
message type effect on purchase intention.

3.2, AlEuHy
A St AFEAE ASBIAL 7P AUl o8} ASES
F@GRINA =BAIFOZA, B2 WAA, A&7FsA HAA,
MQAE} WARE TR A3 HAS ST 2 AF
T AP AFHAAZ A=A
B ATl ARSE AFE] tlE BAHEE AAs] 8t
o] Luxe Digital®] ‘The 15 Most Popular Luxury Brands Online
in 2020° =915 FAEAE old wWEH A7} 20204 22}
AAdlA 7 171 = A BAE 19E A=, #
olH]E3} ARdlo]l 1 HE Q1AL St} Ed A= 2018 829
8 4t f-2(eF 102 YY) A7 viES DA, A
H(Kering) 1w A3 "WE2] 60%E XA THPark, 2019). &
8] 221 7t 70.1% HEeAA] ol2d miE FTHIE o]
T 08 HoXy Jorng Mg HRE FRE AFFE
ARg-3Tt.
£ AT 2030419 LU AdES tidez 1=
, Al AltES 281 AldelA 7HE Fask elelx) ¢
g A 71 ‘-"3%3 Bl = AnpRiER °‘Etl?<:1 °“4
(Rochelle, 2017). Ad&ell A §lo] Ha =5
) ohJ} =P —A&i 28 7hset 7}E17d§ X]':Lﬁoﬂ &
s AFoZ A T3 A ZAIE ERls] s B
=7 ow T AES M olE L AAEAE BA
oz HAIc)
E Ao AREE AE T 5, WAA] Hl=E=(Haugtvedt
Wegener, 1994)2] A5 Zarsle] «9l9] HAIRE HOUS
, 7EI7F QlefELIth, «9lo] mjA|A| <] H%L A5 2l
7, «9e] HAAE Bk W, AFS FUshs A tis)
frel f‘% 7 7k, <99 Ale]ES] vﬂﬂlﬂ% Hoks w 217}
7}, <919 mAIRlE A5Ee] o] Btk E 4, Bels)
At} AE Blx=(Spears & Singh, 2004)2] AT o
“Qlol] AR 7] Fop, «9Jel AAJE 7zl o
TE A, ‘e Yol AN ZtAed el =
| wkEEc), “ue Sl AAIE 7] Fob, <uhls flell
AAE 7 7ie] migAolgiar Azeitt” & 7%, Bekslle
w, 7] ¢|%(Baker & Churchill, 1977; Dodds et al., 1991)]
AYATFE BRI R gk Yt A 7S e off
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Fig. 1. Experimental stimulus image.
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Table 2. The results of one-way ANOVA
Variables Group N M SD F p Turkey HSD
Time-limited message * 30 433 1.47
Quantity-limited message ° 30 5.50 139 e<cad<b
Message attitude Sustainability message ° 30 432 1.43 34.27%** 0.000 or
Personalization message d 30 5.07 1.48 e<ca<db
Basic message (control) ° 30 1.90 0.32
Time-limited message * 30 435 1.49
Quantity-limited message " 30 5.25 131 e<acd<b
Product attitude Sustainability message ° 30 441 1.19 41.18%** 0.000 or
Personalization message ° 30 5.08 1.47 e<a<cdb
Basic message (control) © 30 1.65 0.28
Time-limited message * 30 4.70 2.08
Quantity-limited message ° 30 5.53 1.91 e<cab<d
Purchase intention Sustainability message ° 30 4.61 1.76 28.65%** 0.000 or
Personalization message d 30 591 1.45 e<ca<bd
Basic message (control) ° 30 1.80 0.61

*rp < 01, **¥p < 001
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Table 3. Tests of between-subjects effects

Source Sum of Squares Df Mean Square F p
Interests to Gucci 14.328 1 14.328 9.300 0.003
Message Type 166.830 4 41.708 27.070 0.001
Error 220.325 143 1.541

Dependent Variable: Purchase Intention
R Squared =.689 (Adjusted R Squared =.676)

Table 4. Effect of luxury product message attitude and product attitude on purchase intention

Dependent  Independent ~ Unstandardized Coefficients Standardized Coefficients , Significance Collinearity Statistics
Variable Variable B Standard Error Yij Tolerance VIF
Purchase Message attitude  0.433 0.112 0.356 3.857 % 0.000 0.182 5.482
Intention  Product attitude  0.664 0.113 0.543 7.19% %% 0.000 0.182 5.482

R=0.878, R*= 0.768, F'=248.194, p=10.000, Durbin-Watson =2.096

wxkp< 001

Table 5. Full mediation results

Message attitude (M1)

Product attitude (M2)

Purchase intention (Y)

Antecedent
Coeft SE t P Coeff SE t p Coeft SE Z P
Constant 4.333 0.237 18.213 0.000 1.006 0.239 4.205 0.000 0.047 0.363 0.130 0.000
Time-limited (X1) 1.173 0.336 3.487 0.000 1.005 0.194 2.027 0.000 2.253 0.278 0.909 0.000
Quantity limited (X2) —-.006 0.232  -0.019 0984 -0.071 0.186 0.384 0.701 -0.121 0267 -0.451 0.648
Sustainability (X3) 0.740 0.436 2.199 0.029 0.162 0.189 0.855 0.393 0.428 0.272 1.432 0.118
Personalization (X4) 2.426 0.432 3.236 0.000 0.819 0.217 3.765 0.000 1313 0.327 0414 0.000
Control (X5) -1.530 0.204 -7.495 0.000 -0.037 0235 -3451 0.000 —0.449 0.113  -0.761 0.000
Message attitude (M1) - - - - 0.771 0461 16.734 0.000 0.984 0.209 0.917 0.004
Product attitude (M2) - - - - -— - - -— 1.023 0.250 3.988 0.000
R>=0.697 R>=0.457 Model LL =51.537

Model summary F(4, 145)=34.269, p=0.000

F(5, 144)=35.435, p=0.000

F(6,143) = 28.642, p=10.000
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238 21519} Hayes?] Process Model 6914 500070<] -
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