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Abstract 
 

This study verified the research hypothesis by establishing a research model to achieve the purpose of empirical 
analysis on the relationship between O2O platform quality and personal behavioral value and relationship quality. The 
main results of this study are as follows. First, information quality (hypothesis 1-1), system quality (hypothesis 1-2), 
service quality (hypothesis 1-3), perceived product quality (hypothesis 1-4), perceived price (Hypothesis 1-5) was 
statistically significant, indicating a positive effect on individual behavioral value. Second, as a result of empirical 
analysis of the relationship between O2O platform quality and relationship quality, hypothesis 2, information quality 
(hypothesis 2-1), perceived product quality (hypothesis 2-4), and perceived price (hypothesis 2-5) While there was a 
positive effect on quality, system quality (hypothesis 2-2) and service quality (hypothesis 2-3) were not statistically 
significant. Third, as a result of verifying the relationship between the relationship quality and personal behavior 
characteristics of hypothesis 3, as the quality of personal behavior improved as the quality of relationship improved, it 
was required to continuously improve and strengthen the relationship quality. 
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1. INTRODUCTION 
 

The emerging Fourth Industrial Revolution is expected to generate around $ 380 billion in global economic 
value from IoT-based retail businesses by 2025 [1]. The industrial paradigm is changing to O2O business, an 
O2O platform based on IoT convergence services. In other words, O2O platform, which is an O2O market for 
Internet platform properties, will play a key role in the development of ICT((Information & Communication 
Technology) based innovative technologies to web platforms, smartphones and the Internet of Things through 
the convergence of online and offline. The O2O platform is a very important indicator of the number of 
customers who use the service. It is a key factor to increase the consumer's intention to use continuously by 
preventing new customers, retaining existing customers, and leaving customers [2]. Therefore, in order to 
improve the sustained use intention of O2O platform, it needs to be more advanced such as differentiating 
business models, improving user satisfaction, and enhancing reliability [3]. The O2O platform is important for 
both online and offline providers from the consumer's point of view [4]. In other words, if the consumer cannot 
be expected to provide offline services, the trust on the O2O platform will fall, leading to other sites [5]. The 
O2O platform should be able to continuously and systematically increase customer value after using the service 
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in order to prevent customer departure. As a result, O2O platform operators need to meet the service value 
consumers feel after using the service [6]. Therefore, this study intends to suggest the importance of service 
strategy and marketing management at the individual and organizational level through empirical analysis on 
the effect of O2O platform quality on individual behavioral value and relationship quality. In other words, to 
analyze the success variables of the O2O platform, this study examines the effects of O2O platform quality 
and individual behavioral values, including relationship quality, and suggests systematic analysis results 
through each path analysis. To this end, the basic hypothesis was established to derive the O2O platform quality 
based on the theoretical literature review and to examine the relationship of relationship quality, which is an 
important variable of marketing. In addition, the previous study examines the causal relationship between O2O 
platform quality and individual behavioral value after using O2O platform [7].  
 

 
2. THEORETICAL BACKGROUND AND HYPOTHESIS SETTING 
 

2.1. O2O platform quality 
O2O(On-line To Off-line) refers to linked commerce between online and offline. In 2010, IT online media 

'Tech Crunch' first noted the growth of social commerce. O2O is a new word that is anticipated to increase 
sales and expansion of offline operators through online marketing. The O2O business model is characterized 
by information and cash flows online, logistics and commerce flows offline, through advanced technological 
and commercial innovation processes [8]. O2O business model is an innovation process that drives offline 
purchase and use through a combination of offline business, online commerce, online web site and mobile 
technology [9]. O2O business concept was divided into on-line and off-line business perspective, technology 
convergence perspective, and platform business perspective. In addition, O2O platform types are divided into 
two types: online business offline and online business offline. That is, the type of service based on the platform 
is divided into the O2O platform of the platform operator and the platform-based marketing. On the other hand, 
due to the increase of O2O, O2O related research has been conducted by O2O marketing research [10], 
management research of retailer, O2O supply chain [8], and information dissemination model based on social 
learning, O2O Quality of Service on Mobile [11]. There is a study on the relationship with consumer attitudes 
about reuse intention through O2O [12]. O2O service is an online and offline convergence commerce, and 
needs to be considered considering its characteristics [13]. Reusing O2O services doesn't make everyone profit. 
In other words, it is desirable to measure the extent to which information systems have contributed to the 
success of individuals, groups, organizations, industries or countries [14]. O2O platform quality is divided into 
online quality and offline quality. On-line quality is classified into detailed quality by information quality, 
system quality and service quality, and offline quality is studied by dividing perceived product quality and 
perceived price quality. 

 
2.2. Relationship quality 

 Relationship quality is defined as trust in buyer-seller relationships that is not related to supplier selection 
and is expressed by buyer's trust, commitment and satisfaction [15]. Relationship quality in business 
relationships is generally assessed through some combination of commitment, satisfaction and trust [16]. The 
relationship between company and consumer is satisfaction, trust and dedication [17]. In other words, 
dedication and trust are consistently key to relationship marketing [18]. On the other hand, by examining the 
difference in the quality of the relationship between the online and offline environments, we provided insight 
into trust, commitment and satisfaction in both environments [19]. Service firms build relationships with 
customers in order to improve the level of trust and commitment that they perceive, and the higher the level of 
trust and commitment, the greater the repurchase and profitability [20]. Relationship quality is high only when 
the buyer's past and future performance is recognized as favorable. In order to measure the relationship 
quality in the offline environment, B2B relationships were mainly dealt with, except for RQ Scale, 
developed B2C relationships [21]. Online service providers must focus on satisfaction and trust to increase the 
quality of their relationship, satisfaction and trust are key components of relationship quality [22]. 
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2.3. Individual behavioral value 
Value is the overall criterion of subjective value and is assessed both qualitatively and quantitatively, 

subjectively and objectively as a component of a complete shopping experience [23]. Firms understand 
consumer behavior better when considering the value of consumers' personal behavior, which is a powerful 
concept for understanding users and users [7]. Companies need to study the consumer's personal behavioral 
value of their products and services, and the measured personal behavioral value provides an important 
strategic direction for securing, maintaining and strengthening the company's competitive advantage [24]. The 
general value of individual behavioral value suggests that the product offered by the supplier is a compromise 
between customer perceived benefit and sacrifice [25]. As the importance of personal behavioral value was 
recognized, the measure of personal shopping value was divided into practicality and comfort [26]. In addition, 
values derived from consumption reflect the values that individuals want and the final state of life they seek 
[27]. The individual behavioral value of the service was achieved in terms of the customer's feelings and is the 
customer's overall evaluation of the use of the service [28]. It is also because consumer behavior shows the 
value of personal behavior [29], and the use of services is a way of realizing and demonstrating the value of 
consumer behavior. There are three dimensions of individual behavioral value for services. First, service value 
to stable life (self-centered perspective), second, service value to social awareness (social centered perspective), 
and third, service value to social integration. 

 
2.4. Relationship between O2O platform quality and individual behavioral values 
In the study of individual behavioral value, the positive effect on service use has a significant effect on practical value and 

pleasure value [30]. Since consumer behavior represents the value of personal behavior, the continued use of the service can 
be seen as the satisfaction of the consumer's personal behavior. Insisting that the rate of service use by customers is a measure 
of personal behavioral value, he argued that having good service quality can lead to a comfortable life. In the empirical study 
on the effect of O2O platform quality on personal value, empirically analyzed that O2O platform quality is a positive factor 
for personal behavioral value [31]. Therefore, this study established the following hypothesis by deciding that it will have a 
direct influence on the relationship between O2O platform quality and personal behavior value. 

 
  Hypothesis 1. O2O platform quality will have a significant impact on individual behavioral value. 

 
2.5. Relationship between O2O platform quality and relationship quality 
O2O platform information quality, system quality, service quality, perceived value, user satisfactio

n and intention to reuse are suggested as success factors of electronic commerce system [32]. If the
 website has a good atmosphere and design, diverse product assortment, and accurate product and d
elivery information, customers can expect to purchase the product again at this online shopping mall
 [33]. In other words, O2O platform system quality has a significant effect on satisfaction [34]. It h
as been shown to have a significant effect on the improvement of system quality that leads directly 
to multiple purchases from the same information system [35]. On the other hand, maintaining a posi
tive relationship between service quality and satisfaction suggests that service is better and customer 
satisfaction and satisfaction are higher than expected, resulting in high satisfaction [36]. Based on pr
evious studies, O2O platform quality is considered to have a direct impact on the relationship qualit
y, and the following hypotheses are defined and proved. 

 
Hypothesis 2. O2O platform quality will have a significant impact on relationship quality. 
 
2.6 Relationship between relationship quality and individual behavioral value 
The usefulness and user satisfaction of information systems have been shown to have a significan

t effect on net gains [37]. Satisfaction with customers has a significant impact on personal value, th
e system quality of a company strengthens its relationship with consumers and upgrades for a better
 relationship [6]. In the technology-based self-service environment, continuous use of customers incre
ases customer productivity and increases customer value [38]. Consumers' high satisfaction with servi
ce was found to have a significant effect on individual behavioral value, and the higher consumer i
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ntentions on online sites had a significant effect on value [39]. Therefore, this study established hyp
otheses between relationship quality and personal value through previous studies as follows. 

 
 Hypothesis 3. Relationship quality will have a positive effect on individual behavioral value.  

 
 

3. EMPIRICAL ANALYSIS 
 

3.1. Research model 
The purpose of this study is to empirically analyze the relationship between O2O platform quality and individual 
behavioral value and relationship quality. In order to achieve the purpose of this study, the research model was set up to 
verify the research hypothesis as shown in <Figure 1>. 

 
<Figure 1> Research model 

 
3.2. Operational definition of variables 
The operational definitions of variables set according to the research model are as follows. First, O2O platform 

quality is defined as the degree of recognition of quality provided by O2O platform online and offline. In addition, the 
sub-factors of this study were information quality, system quality, service quality, and perceived product quality [40], 
and perceived prices [41] were used to measure 20 Likert scales on 20 items. Second, the relationship quality is the 
core quality for the continuous maintenance of the relationship between the provider and the user on the O2O 
platform based on previous studies [42]. Third, personal behavioral value is the behavioral value that users 
have about O2O platform's provided service, and it consists of five items verified in previous studies. On the 
other hand, the constructed questionnaire was measured from “not at all” 1 to “very yes” 5 points using the 
Likert 5-point scale. For the measurement method, the statistical program of SPSS 22.0 was used to achieve 
the research purpose through frequency analysis, exploratory factor analysis, reliability analysis, correlation 
analysis, and multiple regression analysis of descriptive statistics. 
 
3.3. Characteristics of the sample 
This study conducted a two-week survey from June 10 to June 21, 2019 to employees of O2O companies, 

distributed 350 copies and collected 322 copies for the final analysis. The demographic characteristics of the 
survey subjects are as follows. The genders were 81 males (26.4%) and 226 females (73.6%). The ages of the 
50’s were 129 (40.0%), over 60’s 78 (25.4%), 40’s 73 (23.8%), 30’s 24 (7.8%), 20’s 4 (3.0%). Education was 
divided into 138 high school graduates (44.9%), 96 college graduates (31.3%), 54 primary school graduates 
(17.6%), and 19 graduate students (6.2%). The working area consists of 101 people in Gyeongsang Province 
(32.9%), 72 people in Gyeonggi and Gangwon (23.4%), 55 people in Seoul (17.9%), 42 Chungcheongs 
(13.7%), 32 Jeolla people (10.4%) and 5 others (1.7). %). The frequency of platform monthly usage is 182 
(58.7%) within 10 times a month, 50 (16.3%) within 6 times a month, 43 (14.0%) within 4 times a month, 28 
(9.1%) within 8 times a month Four people (1.9%) within two times. In addition, the purchase cost per purchase 
is 106 people under 100,000 won (34.5%), 80 people over 200,000 won (26.1%), 59 people under 150,000 
won (19.2%), 43 people under 200,000 won (13.9%), less than 50,000 won 19 people (6.3%) were analyzed. 

 
3.4. Reliability and Validation 
In the scale used in this study, reliability analysis was performed using Cronbach's α coefficient, and 

exploratory factor analysis was performed for validity. If the Cronbach's α coefficient value is 0.6 or more in 
the reliability analysis, there is no problem. If the eigen value is 1 or more in the factor analysis, there is no 
problem. Factor analysis was applied to all variables to derive factor through orthogonal method to simplify 
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factor loading. On the other hand, if factor loading is more than 0.4, factor loading can be regarded as a 
significant variable. If factor loading is more than 0.5, it can be recognized as a very important variable. On 
the other hand, the KMO (Kaiser-Meyer_Olkin) value was .971, and Bartlett's test of sphericity showed a 
significant probability of .000, indicating that factor analysis is possible as shown in Table 1. Five elements of 
O2O platform, relationship quality and personal behavior are possible. The reliability and validity verification 
results are shown in Table 2. The reliability and validity verification results are shown in Table 2. Meanwhile, 
Pearson's correlation analysis was used to confirm the correlation between variables. 

 
<Table 1> KMO(Kaiser-Meyer_Olkin) and  Bartlett's test of sphericity 
Kaiser-Meyer-Olkin Measure .971 

Bartlett's test of sphericity 
Approximate Chi Square 14683.471 

Degrees of freedom .493 
Significance .000 

 
<Table 2>   Reliability and validity analysis of key variables 

Factor 1 2 3 4 5 6 7 Commo
nality 

Cronbach'
s α 

Information 
quality(1) 

Q1 .742 .161 .248 .254 .212 .189 .157 .810 

.931 
Q2 .717 .195 .221 .279 .135 .166 .267 .815 
Q3 .689 .199 .336 .259 .204 .097 .253 .812 
Q4 .683 .137 .281 .267 .103 .197 .193 .741 

System quality 
(2) 

Q5 .181 .789 .221 .264 .131 .251 .124 .773 

.937 
Q6 .154 .788 .199 .180 .114 .169 .134 .815 
Q7 .231 .769 .267 .159 .161 .144 .181 .831 
Q8 .244 .741 .247 .176 .144 .138 .101 .759 

Quality of  
service 

(3) 

Q9 .299 .220 .783 .151 .244 .119 .159 .881 

.911 
Q10 .271 .276 .775 .209 .139 .135 .133 .869 
Q11 .301 .297 .709 .243 .209 .059 .123 .831 
Q12 .209 .325 .669 .209 .111 .197 .169 .729 

Perceived 
Product quality 

(4) 

Q13 .291 .217 .177 .719 .179 .187 .149 .829 

.915 
Q14 .365 .217 .181 .699 .231 .207 .099 .841 
Q15 .399 .166 .251 .625 .119 .155 .129 .805 
Q16 .251 .234 .231 .601 .031 .231 .334 .749 

Perceived 
price 

(5) 

Q17 .207 .281 .341 .209 .666 .169 .217 .829 

.921 
Q18 .287 .286 .471 .269 .589 .113 .141 .841 
Q19 .259 .287 .221 .135 .574 .183 .201 .805 
Q20 .288 .421 .341 .253 .554 .142 .174 .769 

Relationship 
quality 

(6) 

Q21 .226 .367 .161 .145 .163 719 .181 .821 

.948 

Q22 .311 .361 .444 .276 .079 .687 .067 .817 
Q23 .359 .147 .251 .067 .157 .675 .193 .853 
Q24 .459 .301 .201 .017 .159 .667 .131 .821 
Q25 .381 .251 .244 .319 .167 .617 .129 .789 
Q26 .243 .247 .257 .331 .095 .593 .371 .794 
Q27 .230 .333 .199 .339 .087 .591 .321 .789 

Individual 
behavioral value 

(7) 

Q28 .167 .329 .285 .257 .211 .101 .677 .795 

.931 
Q29 .313 .213 .211 .136 .091 .203 .596 .835 
Q30 .381 .409 .301 .195 .125 .239 .579 .814 
Q31 .399 .335 .303 .159 .169 .109 .568 .826 
Q32 .403 .269 .330 .259 .061 .199 .548 .813 
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3.5. Hypothesis Verification 
3.5.1 The Effect of O2O Platform Quality on Personal Behavior Value (Hypothesis 1) 
Multiple regression analysis was performed to test the hypothesis about the effect of O2O platform quality on 

individual behavioral value. Information quality, system quality, service quality, perceived product quality, and 
perceived price, which are O2O platform quality, which are independent variables, were input, and personal behavior 
value, which is a dependent variable, was input. In other words, hypotheses 1-1, 1-2, 1-3, 1-4, and 1-5 that O2O 
platform quality will have a positive effect on individual behavioral value are shown in Table 3. As shown in Table 
3 all of the control variables were not significant, indicating no influence on the control variables. The regression 
model showed an F value of 72.983 at p <.000 and an explanatory power of 60.7% with R² = .607 for the regression 
equation. In addition, the VIF was less than 10, indicating that there was no problem in multi collinearity between 
variables. 
First, the t-value of information quality of Hypothesis 1-1 is 3.363, which is larger than ± 1.96, and the p-value is 
represented by .001 (p <.05). Second, hypothesis 1-2 of system quality with hypothesis 1-2 was larger than ± 1.96, p 
value was .015 (p <.05), and hypothesis 1-2 was adopted. Third, the t-value of service quality of Hypothesis 1-3 is 
2.029, which is larger than ± 1.96, and the p-value is .041 (p <.05). Fourth, the t value of perceived product quality, 
hypothesis 1-4, was 2.681, greater than ± 1.96, and the p value was .006 (p <.05). Fifth, the t-value of the perceived 
price, hypothesis 1-5, was 6.079, greater than ± 1.96, and the p-value was .000 (p <.05). In other words, the 
information quality, system quality, service quality, perceived product quality, and perceived price were all 
statistically significant, indicating that it had a positive effect on the value of individual behavior. 
 

<Table 3>  Analysis result of O2O platform quality and personal behavior value (Hypothesis 1) 

Factor 
Unstandardized 

coefficients 
Standardized 

coefficients t p VIF 
B S.E. Beta 

information quality .159*** .048 .186 3.363 .001 3.319 
system quality .118* .047 .123 2.407 .015 2.833 
service quality .115* .055 .119 2.029 .41 3.897 

perceived product quality .133** .049 .149 2.681 .006 3.319 
perceived price .271*** .045 .289 6.079 .000 2.455 

F=72.983(p〈.000),  R²=.607,  adj R²=.596 
*p< .05, **p< .01, ***p< .001 

 
 
3.5.2 The Effect of O2O Platform Quality on Relationship Quality (Hypothesis 2) 
Multiple regression analysis was performed to test the hypothesis of the effect of O2O platform quality factors on 

relationship quality. Information quality, system quality, service quality, perceived product quality and perceived 
price were put into independent variables. In addition, the hypothesis 2-1, 2-2, 2-3, 2-4, 2-5 that the dependent variable 
is the relation quality and that the O2O platform quality will have a positive effect on the relationship quality is  
Table 4. In other words, as a result of the analysis, all of the control variables were not significant, indicating no 
influence on the control variables. The regression model showed an F value of p <.000 and 106.301, and 69.5% of 
the regression equation with R² = .695. The VIFs were all less than 10, indicating no multi collinearity between 

Eigen Value 6.038 5.847 4.785 4.175 2.571 2.383 1.899   
Variance described (%) 16.311 15.798 12.931 11.311 6.951 6.437 5.125   

Cumulative variance (%) 16.311 31.109 45.040 56.351 63.302 69.739 74.864   
 
On the other hand, the percentage of variance explanation by factor is information quality 16.311%, system quality 15.798%, 

service quality 12.931%, perceived product quality 11.311%, perceived price 6.951%, relationship quality 6.437%, personal 
behavior value 5.125%. The variance is 74.864%. We also met the threshold because the values of Communities were greater 
than 0.5. 
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variables. First, the t-value of information quality, Hypothesis 2-1, is 3.731, greater than ± 1.96, and the p-value is .000 
(p <.05). Second, hypothesis 2-2 was hypothesized to be 2.265 (p> .05) with t value of 1.265, which is less than ± 
1.96. Third, hypothesis 2-3 of service quality with hypothesis 2-3 was smaller than ± 1.96 with p value of .461 (p> .05). 
Fourth, the t value of perceived product quality, hypothesis 2-4, was 6.525, which was larger than ± 1.96, and the p 
value was .000 (p <.05). Fifth, the t-value of the perceived price of Hypothesis 2-5 was 7.739, greater than ± 1.96, 
and the p-value of .000 (p <.05) was adopted. In other words, the information quality of O2O platform quality 
(Hypothesis 2-1), perceived product quality (Hypothesis 2-4), and perceived price (Hypothesis 2-5) have a positive 
influence on the relationship quality under statistical significance. 
 

<Table 4>  Analysis result of O2O platform quality and personal behavior value (Hypothesis 1) 

Factor 
Unstandardized 

coefficients 
Standardized 

coefficients t p VIF 
B S.E. Beta 

information quality .161*** .045 .184 3.731 .000 3.369 
system quality .057 .044 .059 1.265 .203 2.829 
service quality .041 .053 .041 .729 .461 3.919 

perceived product quality .293*** .047 .319 6.525 .000 3.329 
perceived price .301*** .038 .326 7.739 .000 2.459 

F=106.301(p〈.000), R²=.695, adj R²=.688 
*p< .05, **p< .01, ***p< .001 
 
3.5.3 The Effect of Relationship Quality on the Value of Personal Behavior (Hypothesis 3) 
Multiple regression analysis was performed to test hypothesis 3 on the effect of relationship quality on individual 

behavioral value. The results of hypothesis 4 that the relationship quality is put into the independent variable, the 
dependent variable as the individual behavioral value and the relationship quality have a positive effect on the 
individual value are analyzed as shown in Table 5. As shown in Table 5, all the control variables were not significant, 
indicating that they had no influence on the control variables. On the other hand, the regression model showed an F 
value of 95.783 at p <.000 and an explanatory power of 67.9% with R² = .679 for the regression equation. VIFs were 
all less than 10, indicating no multi collinearity between variables. The t-value of the relationship quality was 11.221, 
which was larger than ± 1.96, and the p value was .000 (p <.05). In other words, relationship quality had a positive 
effect on individual behavioral value under statistical significance. 
 

<Table 5>  Relationship Quality Analysis of Individual Behavioral Values (Hypothesis 3) 

Factor 
Unstandardized 

coefficients 
Standardized 

coefficients t p VIF 
B S.E. Beta 

Relationship quality .537*** .047 .537 11.221 .000 3.231 
F=95.783(p〈.000), R²=.679, adj R²=.685 

*p< .05, **p< .01, ***p< .001 
 
 

4. CONCLUSION 
This study empirically analyzed the factors that influence O2O platform quality on individual behavioral 

value and relationship quality. In other words, this study improves the acceptance value of O2O platform 
customers, and suggests that relationship quality through O2O platform can increase customer behavior value. 
The main results and implications of this study are as follows. First, information quality (hypothesis 1-1), 
system quality (hypothesis 1-2), service quality (hypothesis 1-3), perceived product quality (hypothesis 1-4), 
perceived price (Hypothesis 1-5) are all statistically significant, indicating that they have a positive effect on 
the value of individual behavior, and hypothesis 1 was adopted. Therefore, in order for the organization to 
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continue to grow and develop, the organization utilizing the O2O platform required an optimal differentiation 
plan for each company. Second, information quality (hypothesis 2-1), system quality (hypothesis 2-2), service 
quality (hypothesis 2-3), perceived product quality (hypothesis 2-4), perceived price, which are O2O platform 
quality that is hypothesis 2 (Hypothesis 2-5) empirically analyzed the relationship of positive (+) influence 
on relationship quality. In other words, as a result of testing hypothesis 2, information quality of hypothesis 
2-1, perceived product quality of hypothesis 2-4, and perceived price of hypothesis 2-5 showed a positive 
influence on relationship quality. However, system quality of hypothesis 2-2 and service quality of hypothesis 
2-3 were not statistically significant in relation quality. Therefore, the relationship between the quality of 
O2O platform quality and the relationship with the customer showed a positive influence as in the previous 
study. In other words, the quality management of O2O platform quality, information quality, perceived 
product quality, and perceived price acted as a major factor for the sustainability of relationship quality with 
customers. Third, hypothesis 3 shows the relationship between relationship quality and personal behavior 
characteristics. In other words, as relationship quality improved, individual behavioral value improved, which 
required continuous improvement and reinforcement of relationship quality. As a result of this study, 
organizations that provide services based on O2O platform should improve the long-term relationship with 
customers by providing higher O2O platform quality in order to secure and retain more customers. In addition, 
systematic and continuous O2O platform quality and relationship quality should be managed and utilized to 
enhance the value of personal behavior. In other words, companies that provide O2O platform play an 
important role in relationship quality and individual behavioral value in consumer value after O2O service. 
Despite these implications, future research should include ICT-based technologies that correspond to specific 
variables in service quality and include them in O2O platform development, including functions related to 
technical support such as timely response, reliability, accuracy, and technical capabilities. 
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