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Abstract This study reviews the literature related to the omni-channel and derived structural relationship between
experiential perception of omni-channel brand and consumer-brand relational quality.A total of 250 questionnaires
were distributed to university students, workers, and consumers in Busan, Korea, who had experience using SSG.com.
210 questionnaires were used for final validation of research model. The hypotheses set in this study was validated
through SPSS18.0 and LISRELS8.3 based on the research model. The results showed that all hypotheses were accepted,
except for 2 hypotheses(Hypothesis 2-3, Hypothesis 2-4).

Findings of this study suggest the following:First, the consumer's experience with the omni-channel brand was found
to be an important factor influencing consumers' cognitive and emotional responses formed by the transfer effect of
experiential factors through senses. Second, the relationship between consumers and the omni-channel brand was
found to be an important factor in building attachment and psychological bond through experience and trust for the
omni-channel brand. Thus, the results of this study provide the basis for overall understanding of the strategic
experiential module (SEMs) for the omni-channel, which recently emerged as a new trend of distribution channel, as
well as for managing the spatial environment. Finally, we present the theoretical and practical implications related

to consumers' experience and relational perception.
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Table 1. Demographic Characteristics
frequency(%) Total
Gonder Male 120(57.1) 210
Female 90(42.9) (100)
20°s 150(71.4)
210
Age 30%s 50(23.8) (100
40°s 10(4.8)
undergraduate 130(61.9) 210
Job Employees 75(35.7) (100)
Etc 5(2.4)
Home shopping 7(3.3)
Frequently Open Market 70(33.4) 210
used brands Social commerce 130(61.9) (100)
Etc 3(1.4)
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Fig. 1. Research Model
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Table 2. Confirmatory Factor Analysis(Brand Experience)

Variable S.E t-vale Co'n StrlfCt AVE Cronbach
reliability sa
0.80 13.75
0.91 16.57
Think 0.87 15.65 0.831 0.507 .898
0.79 13.42
0.65 10.18
0.56 8.38
0.66 10.18
Sense 0.37 5.16 0.804 0.516 .849
0.84 14.33
0.87 14.89
0.68 10.54
. 0.72 11.44
Emotion 0.86 14.64 0.846 0.581 737
0.78 12.76
0.47 6.60
0.71 10.93
Act 079 1251 0.794 0.513 745
0.68 10.23

X=512.92(df=129), p=0.01 GFI=0.96, AGFI=0.93, NFI=0.95,

CFI=0.97, RMR=0.03

Table 4. Confirmatory Factor Analysis(Relationship Quality)

. Construct Cronbach's
Variable S.E t-vale reliability AVE o
0.89 15.35
Trust 0.89 15.37 0.866 0.685 .855
0.68 10.64
0.75 11.82
e 0.86 13.93
Identification 054 776 0.807 0.517 7193
0.69 10.63
0.81 13.72
0.58 8.83
Consumer-Brand |  0.74 12.22
Relationship 0.88 15.59 0-897 0-597 893
0.77 12.71
0.82 14.13

X=144.22(df=62), p=0.01 GFI=0.90, AGFI=0.86, NFI=0.90,
CFI=0.93, IFI=0.95, RMR=0.043

= | 1 QA
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Table 3. Confirmatory Factor Analysis(Consumer-Brand Relationship.)

Variable st . CoflStT‘?Ct AVE 2nd . an struct AVE
S.E t-vale R reliability S.E t-vale R reliability
0.86 - 0.74
0.87 18.26 0.76
Sﬂgﬁiﬁ:’;ﬁm 0.89 1889 | 079 0.922 0.705 0.82 1296 | 0.68
0.85 17.28 0.71
0.72 13.47 0.52
0.64 0.41
. 0.83 1.0.96 0.69
Intimacy 0.04 L. 0.89 0.888 0.668 0.56 7.28 0.31
0.83 1.094 0.68
0.72 - 0.52
0.84 12.97 0.71
Nostalgic connection 0.80 12.35 0.64 0.862 0.556 0.76 10.19 0.58
0.87 13.48 0.76 0.907 0.625
0.87 13.37 0.75
0.77 - 0.59
Partner quality 0.86 14.65 0.74 0.885 0.720 0.93 12.85 0.86
0.91 15.54 0.83
0.91 - 0.84
. 0.95 26.97 0.90
Commitment 0.90 3348 0.82 0.943 0.804 0.78 12.96 0.61
0.81 18.06 0.66
0.74 0.55
Interdependence 091 14.88 082 0.913 0.725 0.84 11.51 0.71
0.92 15.15 0.85
0.82 13.38 0.68

X°=855.51(p=0.00), df=269, GFI=0.92, CFI=0.91, AGFI=0.87, NFI=0.91, RMR=0.068

454



do
v
2
e
|z
=
It
2
=
<t
oot

ARA Q4lo] BABA mxE G

Table 5. Discriminant Analysis

Sense Think Emotion Act Trust Identification Consutr.ler—Br_and
Relationship
Sense 0.718
Think 038" 0.712"
Emotion 037" 025" 0.762"
Act 040" 036 0.59" 0.716
Trust 030" 0.18" 035" 028" 0.828"
Identification 026 037" 026" 036 027" 0.719"
C?;:;z:iri;"d 023" 025" 023" 027" 012" 0.60" 0.773"

* AVE square root, ** P<0.01

Table 6. Hypothesis Testing

Hypothesis coe]:'gt:ent t-vale Results

H 1 Omni-channel brand experience relationships between factors

Hl1-1 Sense — Think 0.38 6.66*** Supported
H1-2 Sense — Emotion 0.32 5.30%** Supported
HI1-3 Sense — Act 0.15 2.83%%* Supported
H1-4 Think — Act 0.18 3.50%%* Supported
HI-5 Think — Emotion 0.12 2.03%* Supported
H1-6 Emotion — Act 0.49 9.58%** Supported
H2 Omni-channel brand experience — Omni-channel brand relationship quality

H2-1 Act — Trust 0.28 4.77%** Supported
H2-2 Act — Identification 0.31 5.27*** Supported
H2-3 Act — Consumer-Brand Relationship 0.08 1.48 No support
H2-4 Trust — Consumer-Brand Relationship -0.06 -1.14 No support
H2-5 Trust — Identification 0.18 3.08%** Supported
H2-6 Identification — Consumer-Brand Relationship 0.59 11.03%** Supported

X°=45.01, df=9(p=0.00), AGFI=0.86, GFI=0.95, NFI=0.90, CFI=0.91, IFI=0.92, RMR=0.082

™ P<0.01, P<0.05

mEo] AFEE HEe A7} *=4501(dE=9, p=0.01),  FUAD A3
AGFI=0.86, GFI=0.95, NFI=0.90, CFI=0.91, IFI=0.92, %3 :
RMR=0.082¢] E¥o| =&HI}. Uukaoz w9 ATEFE BEUR 7MEE 15 Ay 20l spd
A Ao A AR50 GFIZE 0.9 o3 o,  (FFd 2-3, M 2-4)& AlQ]staL 7ol AEEgleH,
718]3 RMRe] 0.05018td Wi, 183 & AFAFd FAA] /MES Ao o 2ok
=K

A3t SUAL BAFA S A7

AGFI7} 0.81%, NFI7}0.901°d¢) of mt %2 23 A WA, FUAd B AGLQE 1t WAS A
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& Aol AFEY2 GFISHNFL CFIZF0.95 43 & VAL 9low, /A= et Aol 2] e
st Ao ARE AFAFE WESAL 7] whie Aol B Qe dFE vA I )l AR ekt
o, A7 S IS Adsrlel Felvt slth A aviel A-ste] At Hmet #Ed ATES
I ek AR, Beg gl glof v He wrhol] itk 5

RS s
30, o) SRk o
B Qe B oA AR oA MBS ML gy woo) anabe) alme] 2ae 9olon Aadt
= AR Mo oAl dsAor dTsidion,

455



FFAS & =B A8 ATE, 2017

il

A HA, Schmitt(1999)
Fe A APR
E(SEMs)’ 9] 57}
o aH|Abe] o7HS
o] ofoldlE]E] &
lofo} st}

b

[e)
¢}

[e]
=

A 9SS Bojlla Ag &
9] <7t 2-73(Spatial Environment)’
o & lon, AFS gy
at7] A& Wi gs 49
of whet vhEA 18] s AFsAl 5744 A
A WA B e & 5

o= ggaje] 2uA7}

<]

WA, g
£8 ALga] i) dg Aulst ol W
F8A ool Ths et
Eajo] ByH 0w 49
Sz A W BAY 9y

% % ot

g2 A

o 45
w7k A9 =)
B 9 3 sy 7

RS |
=i

=

s

il

o)
=

A v

o oo
= B o

%0,

2

>.

N
ot
L

o,

Sh
O
2o,
=2
=
)
=
o

456

[2]

[3]

[4]

B3]

(6]

, Aololw]

TUA] 22lal £H7HA]

=
&=

Off
i
2
1
=2
>
i
oo
<

References

Schroder, H., & Zaharia, S., Linking multi-channel
customer behavior with shopping motives: An empirical
investigation of a German retailer. Journal of Retailing
and Consumer Services, vol. 15, no. 6, pp. 452-468, 2008.
DOI: https://doi.org/10.1016/].jretconser.2008.01.001

Story, J. and Hess, J., Segmenting customer-brand
relations: beyond the personal relationship metaphor,
Journal of Consumer Marketing, vol. 23, no. 7, pp.
406-413, 2006.

DOI: https://doi.org/10.1108/07363760610712948

Frazer, M., and Stiehler, B. E., Omnichannel retailing:
The merging of the online and offline environment. In
Proceedings of the Global Conference on Business and
Finance, vol. 9, no. 1, pp. 655-657, 2014.

D. S. Yim, S. S. Han, Omnichannel's Perception Effect
on Omnichannel Use and Customer-Brand Relationship,
Journal of Distribution Science, vol. 14, no. 7, 2016.

Fournier, Consumers and Their Brand: Developing
Relationships and Theory in Consumer Research, Journal
of Consumer Research, vol. 24, no. 4, pp. 343-373, 1998.
DOI: https://doi.org/10.1016/j.jbusres.2013.03.001

K. H. Kim, J. W. Park, J. K. Kim., Consumer - brand
relationship quality: When and how it helps brand
extensions. Journal of Business Research, vol. 67, no. 4,




SUAd BHEo gt AHA Aol IAFHA A= FF
pp. 591-597, 2014. [20] S. S. Kim, study on the effects of service quality, service
DOI: https://doi.org/10.1016/].jbusres.2013.03.001 value, emotional response and reputation on customer

satisfaction and repurchase intention in accordance with

(7] Verhpef, P. C, Kaqqan, pp- K., anq Inman, J. J., f?"m service relationship in healthcare services, Hanyang
multi-channel retailing to omni-channel retailing: University, Doctoral Dissertations, 2010
introduction to the special issue on multi-channel ’ ’ '
retailing, Journal of retailing, vol. 91, no. 2, pp. 174-181, [21] Berry, L. L., Gresham, L. G., Relationship retailing:
2015. transforming customers into clients, Business Horizons,
DOL: https://doi.org/10.1016/].jretai.2015.02.005 vol. 29, no. 6, pp. 43-47, 1986.

[8] C.K. Jang, Y. S. Chi, M. Y. Kang, and K. S. Han, The DOI: https://doi.org/10.1016/0007-6813(86)90036-4
Effects of Consumer’s Perceived Value and Satisfaction [22] B. S. Yu, A study on the Influence of Relationship
of Omni-Channel Commerce on Shopping Channel orientation of a Party to a Trade Transaction on the
Switching  Intention, Korea Internet Electronic Relationship Quality and Relationship Performance
Commerce Association, vol. 16, no. 4, 2016. -Moderating Effact of Personality-, Mokwon University,

[9] C. H. Hyeon, Experience Value Marketing, Hyundai Doctoral Dissertations, 2016.

Research Institute, 2001. [23] Bettencourt, L. A., Customer voluntary performance:
. . customers as partners in service delivery. Journal of
[10] EW Kag& ’?r SF”tdy o ts'mcm;al lfe‘t’i‘“"l“s}gpjt.am"“f Retailing, vol. 73, no. 3, pp. 383-406, 1997.
cisure - Lonstrant - ractors - of estival - articipant, DOI: https:/doi.org/10.1016/S0022-4359(97)90024-5
Quality of Festival Participation through Negotiation
Efforts and Festival Evaluations: Focusing on Busan * [24] Doney, P. M., Cannon, J. P., An examination of the
Gyeongnam Local Festivals, Pusan National University, nature of trust in buyer-seller relationships, The Journal
Doctoral Dissertations, 2013. of Marketing, Vol 61, no. 2, pp. 35-51, 1997.
[11] H.J. Won, Experiential Marketing application case study DOL: htips:/doi.org/10.2307/1251829
for brand strategy strengthening, Inha University, [25] Mukherjee, A., Nath, P. , Role of electronic trust in
Master’s thesis, 2007. online  retailing: A re-examination of  the
. commitment-trust  theory, European Journal of
1G4 Yoo 8.0, b St Sl vy Nt ol 41, . 171202 207
Shopping Behavior, Korea Marketing Review, vol. 12, DOI: https://doi.org/10.1108/03090560710773390
no. 2, pp. 1-27, 1997. [26] Y. M. Lee, The Effects of Brand Affect and Brand Trust
. . on Customer Satisfaction and Brand Loyalty by Brand
(13] S. H. Oh, A Study on the Impacts Of the Relgtlonshlp Commitment, Chonbuk National University, Master’s
among Sensory, Emotional and Cognitive Experience on thesis. 2012
Experiential Value and Brand Attitude, Ewha Womans ? '
University, Master’s thesis, 2005. [27] Chaudhuri, A., Holbrook, M. B., Product-class effects on
. . brand commitment and brand outcomes: The role of
[14] I(\:A ts. Su‘hiz S‘t.H' EKlm’. The dlnt; racItlczn Etfgect .Of brand trust and brand affect. Journal of Brand
Chsomer Emoin prresdurng e v Vg, . 18, 0 1, . 335, 202
Secking Tendency, Journal of Korean Marketing DOI: https://doi.org/10.1057/palgrave.bm.2540100
Association, vol. 18, no. 1, 2003. [28] Bhattacharya, R., Devinney, T. M., Pillutla, M. M., A
. .. formal model of trust based on outcomes, Academy of
159 Qv . Ly & it ol e s . e R o 23503, 947, 1093
Marketing Research, vol. 17, no. 4, pp. 460-469, 1980. DOT: htps://doi.org/10.2307/259289
DOI: https://doi.org/10.2307/3150499 [29] Ashforth, B. E., Mael, F., Social identity theory and the
[16] Westbrook, R. A., Product/consumption-based affective ﬁgga?lz;gorgogc;adigggof Management Review, vol. 14,
responses and post purchase processes. Journal of e -
Marketing Research, vol. 24, no. 3, pp. 258-270, 1987. DO htips:/doi.org/10.2307/258189
DOI: https://doi.org/10.2307/3151636 [30] Dimitriadis, S., Papista, E., Linking consumer-brand
. L identification to relationship quality: An integrated
[17] Holbrook, M. B, H}rschman, E. C, The' experien tial framework, Journal of Customer Behaviour, vol. 10, no.
aspects of consumption: Consumer fantasies, feelings,
4 fun. J | of C R h. vol 9 > 3, pp. 271-289, 2011.
and tun. ‘ourna of Lonsumer Researchi, vol. 2, no. <, DOI: https://doi.org/10.1362/147539211X602513
pp. 132-140, 1982.
DOI: https://doi.org/10.1086/208906 [31] Aaker, D. A., Biel, A. L., Brand equity and advertising:
[18] Schlosser, A. E., Experiencing products in the virtual an - overview, Hillsdale, ' NJ:  Lawrence  Erlbaum
. . . Associates, 1993.
world: the role of goal and imagery in influencing
attitudes  versus purchase intentions. Journal of [32] S. H. Um, J. Y. Yun, J. W. Kim, Identifying the
Consumer Research, vol. 30 no. 2, pp. 184-198, 2003. Relationships among  Visitors' U-tourism Service
DOI: https://doi.org/10.1086/376807 Experiences on Site, Satisfaction, and Attitude Change
. . . of the Smart Phone Application, U-SEUM, at the Suwon
[19] K. Y. Lee, S. H. Kim, Measuring Online Users' R
Experience of Blog and It's Effects on Web Equity of Hwaseong Museum, vol. 36, no. 9, pp. 295-313, 2012.
Internet Portal, The Korean Journal of Advertising, vol. [33] S. J. Lee, The Integrative Study on the Development

22, no. 1, pp. 57-79, 2011.

457

Process of Consumer-Brand Relationships, Kemyung,
University, Doctoral Dissertations, 2010.



FFAS & =B A8 ATE, 2017

[34] Kline, R. B, Principles and Practices of Structural
Eguation Modeling, New Yotk: Guilford, 1998.

[35] Schmitt, H. B., Experiential Marketing : How To Get
Customers to Sense, Feel, Think, Act and Relte to your
Company and Brands, New York : The Free Press, 1999.

2 X
=1 o

2 (Jung-Won Ock) (X519

©2003d 2¢ : FAEn gl

gkl
A9tz (B 9D
0200811 8¢ : Fatdigta djEhyd

7 gkt (7 9shaah
*2008d 39 ~ A FAFEE

<HAEop
PPARAFUA N, 2HAZEAL BIE, AHS]H719]

CH E(Dae-Hong Yun) (23|l

Ho

Ll
02014 8¢ : WAt wishel

©2009d 7€ ~ 20109 8€¥ : U
AZRBAATL AFATA
e2015d 349 ~ @Al : Folta

A A AR AT A 2

SMEDS
AHIARE, A7, Bas

Z| Ef Z=(Tae-Ho Choi) (M3l

200061 84 : FAlthetw thek<l

A5t (FHAY

o

of
o

=)

b
9,
=

4

ek %

<t ok
AP AFUA N, 201495

458




<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /All
  /Binding /Left
  /CalGrayProfile (Dot Gain 20%)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Warning
  /CompatibilityLevel 1.4
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJDFFile false
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /ColorConversionStrategy /LeaveColorUnchanged
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveEPSInfo true
  /PreserveHalftoneInfo false
  /PreserveOPIComments false
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile ()
  /PDFXOutputCondition ()
  /PDFXRegistryName (http://www.color.org)
  /PDFXTrapped /Unknown

  /Description <<
    /FRA <>
    /ENU (Use these settings to create PDF documents with higher image resolution for improved printing quality. The PDF documents can be opened with Acrobat and Reader 5.0 and later.)
    /JPN <FEFF3053306e8a2d5b9a306f30019ad889e350cf5ea6753b50cf3092542b308000200050004400460020658766f830924f5c62103059308b3068304d306b4f7f75283057307e30593002537052376642306e753b8cea3092670059279650306b4fdd306430533068304c3067304d307e305930023053306e8a2d5b9a30674f5c62103057305f00200050004400460020658766f8306f0020004100630072006f0062006100740020304a30883073002000520065006100640065007200200035002e003000204ee5964d30678868793a3067304d307e30593002>
    /DEU <>
    /PTB <>
    /DAN <>
    /NLD <>
    /ESP <>
    /SUO <>
    /ITA <>
    /NOR <>
    /SVE <>
    /KOR <FEFFd5a5c0c1b41c0020c778c1c40020d488c9c8c7440020c5bbae300020c704d5740020ace0d574c0c1b3c4c7580020c774bbf8c9c0b97c0020c0acc6a9d558c5ec00200050004400460020bb38c11cb97c0020b9ccb4e4b824ba740020c7740020c124c815c7440020c0acc6a9d558c2edc2dcc624002e0020c7740020c124c815c7440020c0acc6a9d558c5ec0020b9ccb4e000200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e>
    /CHS <FEFF4f7f75288fd94e9b8bbe7f6e521b5efa76840020005000440046002065876863ff0c5c065305542b66f49ad8768456fe50cf52068fa87387ff0c4ee563d09ad8625353708d2891cf30028be5002000500044004600206587686353ef4ee54f7f752800200020004100630072006f00620061007400204e0e002000520065006100640065007200200035002e00300020548c66f49ad87248672c62535f003002>
    /CHT <FEFF4f7f752890194e9b8a2d5b9a5efa7acb76840020005000440046002065874ef65305542b8f039ad876845f7150cf89e367905ea6ff0c4fbf65bc63d066075217537054c18cea3002005000440046002065874ef653ef4ee54f7f75280020004100630072006f0062006100740020548c002000520065006100640065007200200035002e0030002053ca66f465b07248672c4f86958b555f3002>
  >>
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice


