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            Abstract
          
        

        
          본 연구는 해석수준이론을 기반으로 소비자들의 CSR 활동 참여의도에 영향을 미치는 인플루언서 유형(인간 인플루언서 vs. 인간형 가상 인플루언서 vs. 비인간 캐릭터형 가상 인플루언서)과 메시지 유형(바람직성 vs. 실행가능성) 간의 상호작용 효과를 검증하고, 이를 설명하는 처리 유창성의 매개효과를 확인하는 데 목적이 있다. 분석 결과, 실행가능성을 강조한 메시지 조건에서는 인간 인플루언서와 인간형 가상 인플루언서가 비인간 캐릭터형 가상 인플루언서보다 더 높은 참여의도를 유도하는 것으로 나타났다. 한편 인간 인플루언서는 인간형 가상 인플루언서보다 소비자에게 더 호의적인 반응을 이끌어냈다. 반면, 바람직성을 강조한 메시지 조건에서는 비인간 캐릭터형 가상 인플루언서가 인간형 가상 인플루언서보다 상대적으로 더 긍정적인 참여의도를 유도하였다. 그러나 인간 인플루언서와 비인간 캐릭터형 가상 인플루언서 간에는 참여의도에서 통계적으로 유의한 차이가 나타나지 않았다. 또한, 인플루언서 유형과 메시지 유형의 상호작용이 소비자의 CSR 활동 참여의도에 미치는 영향에서 처리 유창성의 매개효과를 검증한 결과, 비인간 캐릭터형 가상 인플루언서 조건에서만 메시지 유형이 처리 유창성에 유의미한 조절 효과를 보이며 매개효과가 있는 것으로 확인되었다.

        

        
          
            초록
          
        

        
          Grounded in Construal Level Theory, this study investigates how the interaction between influencer type (human influencers, human-like virtual influencers, and non-human character virtual influencers) and message type (desirability vs. feasibility) affects consumers’ intentions to participate in corporate social responsibility (CSR) initiatives. It also examines the mediating role of processing fluency in explaining these effects. The results reveal that, under a feasibility-focused message, both human influencers and human-like virtual influencers significantly increase CSR participation intentions compared to non-human character virtual influencers. Moreover, human influencers elicit more favorable responses than human-like virtual influencers. Under a desirability-focused message, non-human character virtual influencers lead to higher participation intentions than human-like virtual influencers. However, there is no significant difference between human influencers and non-human character virtual influencers in this condition. Finally, the analysis confirms that processing fluency mediates the interaction between influencer type and message type. This mediating effect emerges specifically in the non-human character virtual influencer condition, where message type moderates the influence on CSR participation intentions.

        

      

      
        Keywords: 
Virtual Influencers, Social Distance, Message Type, Processing Fluency, CSR Activities
키워드: 가상 인플루언서, 사회적 거리, 메시지 유형, 처리 유창성, CSR 활동

      

    

    

  
    
      References
      
        
          	
          	
        

        
          	
            
              1. 
            
          
          	구자경, 김희진(2018), “미디어 유형과 메시지 유형이 CSR 공익캠페인 참여의도에 미치는 영향: 해석수준 이론과 자기 해석의 조절 효과를 중심으로,” PR연구, 제22권 6호, pp.75-104.
Gu, J. K. and Kim, H. J.(2018), “The effects of the social distance by media types and self-construal on CSR participation intention,” Journal of Public Relations, 22(6), pp.75-104.
					[
					https://doi.org/10.15814/jpr.2018.22.6.75
					]
				
        

        
          	
            
              2. 
            
          
          	김수연, 김인기, 김유별(2013), “기업의 CSR커뮤니케이션 효과 분석 연구: 프로그램 유형(기업의 일방적 기부, 소비자 참여형)과 매체(신문기사, 소셜미디어)의 활용을 중심으로,” 광고학연구, 제24권 6호, pp.167-190.
Kim, S. Y., Kim, I. K. and Kim, Y. B.(2013), “Exploring the effects of program types (corporate donation vs. interactive CSR program)and media channels (news article vs. social media) on publics’ evaluations in CSR communication,” The Korean Journal of Advertising, 24(6), pp.167-190.
        

        
          	
            
              3. 
            
          
          	김하림, 조창환(2014), “정보원의 사회적 거리감에 따른 기업 페이스북 페이지에서의 광고 효과: 메시지의 노골적 설득 의도, 규범적 대인민감성, 정보적 대인민감성의 조절 효과를 중심으로,” 광고학연구, 제25권 5호, pp.7-42.
Kim, H. R. and Cho, C. H.(2014), “Effects of source’s social distance on consumer’s responses to corporate facebook page: Focusing on moderating effects of blatant persuasive intention, normative interpersonal influence and informative interpersonal influence,” The Korean Journal of Advertising, 25(5), pp.7-42.
					[
					https://doi.org/10.14377/KJA.2014.7.15.7
					]
				
        

        
          	
            
              4. 
            
          
          	김현규, 정선미(2018), “기업의 사회공헌활동이 프리미엄가격 지불의도와 지속적 구매의도에 미치는 영향,” 경영과 정보연구, 제37권 4호, pp.75-92.
Kim, H. G. and Jeong, S. M.(2018), “A study on the effects of corporate philanthropic activities on the intention to pay price premium and continued purchase intention,” Management & Information Systems Review, 37(4), pp.75-92.
					[
					https://doi.org/10.29214/damis.2018.37.4.005
					]
				
        

        
          	
            
              5. 
            
          
          	박로윤, 김소정(2023), “가상 인플루언서의 CSR활동 효과 연구,” 광고연구, 139호, pp.129-166.
Park, R. Y. and Kim, S. J.(2023), “Investigating the effectiveness of virtual influencers' CSR activities,” Advertising Research, (139), pp.129-166.
					[
					https://doi.org/10.16914/ar.2023.139.129
					]
				
        

        
          	
            
              6. 
            
          
          	박지홍, 하지수(2023), “가상 인플루언서의 매력적인 외관 디자인 특성,” 한국패션디자인학회지, 제23권 2호, pp.165-186.
Park, J. H. and Ha, J. S.(2023), “Virtual influencer's attractive physical appearance,” Journal of Fashion Design, 23(2), pp.165-186.
					[
					https://doi.org/10.18652/2023.23.2.10
					]
				
        

        
          	
            
              7. 
            
          
          	안무정, 강태임(2022), “ESG 경영 공시 채널 홍보를 위한 가상 인플루언서 연구 - 가상 인플루언서 와이티와 로지 사례 분석을 중심으로 -,” 상품문화디자인학연구, 71호, pp.461-475.
An, M. J. and Kang, T. Y.(2022), “A study on the virtual influencer for the promotion of ESG management disclosure channel - Focusing on virtual influencer YT and Rozy use cases,” Journal of Cultural Product & Design, (71), pp.461-475.
					[
					https://doi.org/10.18555/kicpd.2022.71.039
					]
				
        

        
          	
            
              8. 
            
          
          	안태혁, 정영미(2021), “CSR 구성요인이 기업이미지를 통해 고객만족과 고객시민행동에 미치는 영향,” 디지털융복합연구, 제19권 11호, pp.145-153.
Ahn, T. H. and Jung, Y. J.(2021), “The effect of CSR components on customer satisfaction and customer civic behavior through corporate image,” Journal of Digital Convergence, 19(11), pp.145-153.
        

        
          	
            
              9. 
            
          
          	양윤, 김민혜(2012), “해석수준, 메시지유형, 시간적 거리가 메시지 태도와 구매의도에 미치는 영향,” 광고학연구, 제23권 2호, pp.151-172.
Yang, Y. and Kim, M.(2012), “The influence of construal level, message type, and temporal distance on message attitude and purchase intention,” The Korean Journal of Advertising, 23(2), pp.151-172.
        

        
          	
            
              10. 
            
          
          	어수하, 송정미(2021), “수혜대상자와의 공간적 거리와 사회적 거리에 따른 기부광고 메시지유형별 효과,” 광고PR실학연구, 제14권 3호, pp.89-123.
Eo, S. H. and Song, J. M.(2021), “The effects of advertising message types based on the spatial and social distance: Focusing on donation advertising,” Journal of Practical Research in Advertising and Public Relations, 14(3), pp.89-123.
        

        
          	
            
              11. 
            
          
          	유은아, 최지은(2024), “CSR 진정성에서 광고공개의 투명성이 소비자의 설득지식과 충돌할 때: 광고공개, 인플루언서 유형, 소비자 설득지식의 상호작용효과를 중심으로,” 한국광고홍보학보, 제26권 1호, pp.38-72.
Yu, E. A. and Choi, J. E.(2024), “When transparency of advertising disclosure conflicts with consumer persuasion knowledge in CSR authenticity: Focusing on the interaction effect of advertising disclosure, influencer type, and consumer persuasion knowledge,” The Korean Journal of Advertising and Public Relations, 26(1), pp.38-72.
					[
					https://doi.org/10.16914/kjapr.2024.26.1.38
					]
				
        

        
          	
            
              12. 
            
          
          	윤상혁, 이호배, 이철성(2014), “한정 수량 희소성 메시지와 제품 유형이 구매의도에 미치는 영향: 조절초점의 조절역할과 처리유창성의 매개역할을 중심으로,” 광고학연구, 제25권 8호, pp.241-268.
Yoon, S. H., Lee, H. B., and Lee, C. S.(2014), “The effects of limited quantity scarcity message and product type on the purchase intention: Focusing on the moderating role of regulatory focus and the mediating role of processing fluency,” The Korean Journal of Advertising, 25(8), pp.241-268.
					[
					https://doi.org/10.14377/KJA.2014.11.30.241
					]
				
        

        
          	
            
              13. 
            
          
          	이중원, 박철(2020), “기업의 사회적 책임(CSR) 활동이 재무성과에 미치는 영향: 직무만족도와 기업규모를 중심으로,” 경영학연구, 제49권 4호, pp.913-937.
Lee, J. W., and Park, C.(2020), “Do CSR activities improve financial performance? Focused on job satisfaction and firm size,” Korean Management Review, 49(4), pp.913-937.
					[
					https://doi.org/10.17287/kmr.2020.49.4.913
					]
				
        

        
          	
            
              14. 
            
          
          	이충우, 이동일(2016), “대학원 광고캠페인에서 사회적 거리감에 따른 해석수준 효과,” 한국심리학회지: 소비자·광고, 제17권 3호, pp.463-487.
Lee, C. W. and Lee, D. I.(2016), “The effect of construal level theory by social distance in the graduate school advertisement campaign,” The Korean Journal of Consumer and Advertising Psychology, 17(3), pp.463-487.
					[
					https://doi.org/10.21074/kjlcap.2016.17.3.463
					]
				
        

        
          	
            
              15. 
            
          
          	지용빈, 서영욱(2023), “기업의 ESG경영이 지각된 가치와 심리적 거리를 통해 소비자의 행동의도에 미치는 영향,” 경영학연구, 제52권 3호, pp.537-572.
Ji, Y. B., and Seo, Y. W.(2023), “The effects of corporations’ ESG Management on consumer’s behavioral intentions through perceived value and psychological distance,” Korean Management Review, 52(3), pp.537-572.
					[
					https://doi.org/10.17287/kmr.2023.52.3.537
					]
				
        

        
          	
            
              16. 
            
          
          	최낙환(2011), “선호도 유창성의 요인과 긍정적 행동의도에 관한 연구,” 경영학연구, 제40권 1호, pp.207-232.
Choi, N. H.(2011), “The influencing factors of preference fluency and purchasing behaviors,” Korean Management Review, 40(1), pp.207-232.
        

        
          	
            
              17. 
            
          
          	Alter, A. L., and D. M. Oppenheimer(2009), “Suppressing secrecy through metacognitive ease: Cognitive fluency encourages self-disclosure,” Psychological Science, 20(11), pp.1414-1420.
			[https://doi.org/10.1111/j.1467-9280.2009.02461.x]
		
        

        
          	
            
              18. 
            
          
          	Arsenyan, J., and A. Mirowska(2021), “Almost human? A comparative case study on the social media presence of virtual influencers,” International Journal of Human-Computer Studies 155.
			[https://doi.org/10.1016/j.ijhcs.2021.102694]
		
        

        
          	
            
              19. 
            
          
          	Cheng, L. K., and C. L. Toung(2025), “Virtual influencers: how human-like or animal-like traits shape intention to donate,” Asia Pacific Journal of Marketing and Logistics.
			[https://doi.org/10.1108/APJML-11-2024-1603]
		
        

        
          	
            
              20. 
            
          
          	Cheng, Y., C. J. F. Hung-Baesecke, and Y. R. R. Chen(2024), “Social media influencer effects on CSR communication: The role of influencer leadership in opinion and taste,” International Journal of Business Communication, 61(2), pp.336-359.
			[https://doi.org/10.1177/23294884211035112]
		
        

        
          	
            
              21. 
            
          
          	Cheng, Y., Y. R. R. Chen, and C. J. F. Hung-Baesecke(2021), “Social media influencers in CSR endorsement: The effect of consumer mimicry on CSR behaviors and consumer relationships,” Social Science Computer Review, 39(4), pp.744-761.
			[https://doi.org/10.1177/0894439320987184]
		
        

        
          	
            
              22. 
            
          
          	Hayes, A. F.(2017), Introduction to mediation, moderation, and conditional process analysis: A regression-based approach, Guilford Publications, New York.
        

        
          	
            
              23. 
            
          
          	Hofeditz, L., A. Nissen, R. Schütte, and M. Mirbabaie(2022), “Trust Me, I’m an Influencer! - A comparison of perceived trust in human and virtual influencers,” in proceeding of the 30th European Conference on Information Systems, Timisoara, Romania.
        

        
          	
            
              24. 
            
          
          	Kim, E., Q. Xie, J. W. Hong, and H. M. Kim(2024), “Prosocial campaigns with virtual influencers: Stories, messages, and beyond,” International Journal of Human–ComputerInteraction, pp.1-12.
			[https://doi.org/10.1080/10447318.2024.2387399]
		
        

        
          	
            
              25. 
            
          
          	Kim, M., and H. J. Jeong(2024), “The dynamics of social media influencer-driven CSR advertising: The role of sponsorship disclosure and perceived similarity,” Asian Journal of Communication, 34(4), pp.435-456.
			[https://doi.org/10.1080/01292986.2024.2350941]
		
        

        
          	
            
              26. 
            
          
          	Kray, L., and R. Gonzalez(1999), “Differential weighting in choice versus advice: I’ll do this, you do that,” Journal of Behavioral Decision Making, 12(3), pp.207-218.
			[https://doi.org/10.1002/(SICI)1099-0771(199909)12:3<207::AID-BDM322>3.0.CO;2-P]
		
        

        
          	
            
              27. 
            
          
          	Laumann, E. O.(1965), “Subjective social distance and urban occupational stratification,” American Journal of Sociology, 71(1), pp.26-36.
			[https://doi.org/10.1086/223990]
		
        

        
          	
            
              28. 
            
          
          	Lee, A. Y., and J. L. Aaker(2004), “Bringing the frame into focus: The influence of regulatory fit on processing fluency and persuasion,” Journal of Personality and Social Psychology, 86(2), pp.205-218.
			[https://doi.org/10.1037/0022-3514.86.2.205]
		
        

        
          	
            
              29. 
            
          
          	Li, M.(2022), “Influence for social good: Exploring the roles of influencer identity and comment section in Instagram-based LGBTQ-centric corporate social responsibility advertising,” International Journal of Advertising, 41(3), pp.462-499.
			[https://doi.org/10.1080/02650487.2021.1884399]
		
        

        
          	
            
              30. 
            
          
          	Liberman, N., Y. Trope, S. M. McCrea, and S. J. Sherman(2007), “The effect of level of construal on the temporal distance of activity enactment,” Journal of Experimental Social Psychology, 43(1), pp.143-149.
			[https://doi.org/10.1016/j.jesp.2005.12.009]
		
        

        
          	
            
              31. 
            
          
          	Liviatan, I., Y. Trope, and N. Liberman(2008), “Interpersonal similarity as a social distance dimension: Implications for perception of others’ actions,” Journal of Experimental Social Psychology, 44(5), pp.1256-1269.
			[https://doi.org/10.1016/j.jesp.2008.04.007]
		
        

        
          	
            
              32. 
            
          
          	Lou, C., S. T. J. Kiew, T. Chen, T. Y. M. Lee, J. E. C. Ong, and Z. Phua(2023), “Authentically fake? How consumers respond to the influence of virtual influencers,” Journal of Advertising, 52(4), pp.540-557.
			[https://doi.org/10.1080/00913367.2022.2149641]
		
        

        
          	
            
              33. 
            
          
          	Novemsky, N., R. Dhar, N. Schwarz, and I. Simonson(2007), “Preference fluency in choice,” Journal of Marketing Research, 44(3), pp.347-356.
			[https://doi.org/10.1509/jmkr.44.3.347]
		
        

        
          	
            
              34. 
            
          
          	Preacher, K. J., D. D. Rucker, and A. F. Hayes(2007), “Addressing moderated mediation hypotheses: Theory, methods, and prescriptions,” Multivariate Behavioral Research, 42(1), pp.185-227.
			[https://doi.org/10.1080/00273170701341316]
		
        

        
          	
            
              35. 
            
          
          	Reber, R., P. Winkielman, and N. Schwarz(1998), “Effects of perceptual fluency on affective judgments,” Psychological Science, 9(1), pp.45-48.
			[https://doi.org/10.1111/1467-9280.00008]
		
        

        
          	
            
              36. 
            
          
          	Schwarz, N.(2004), “Metacognitive experiences in consumer judgment and decision making,” Journal of Consumer Psychology, 14(4), pp.332-348.
			[https://doi.org/10.1207/s15327663jcp1404_2]
		
        

        
          	
            
              37. 
            
          
          	Shen, J., and J. Benson(2016), “When CSR is a social norm: How socially responsible human resource management affects employee work behavior,” Journal of Management, 42(6), pp.1723-1746.
			[https://doi.org/10.1177/0149206314522300]
		
        

        
          	
            
              38. 
            
          
          	Song, H., and N. Schwarz(2009), “If it’s difficult to pronounce, it must be risky: Fluency, familiarity, and risk perception,” Psychological Science, 20(2), pp.135-138.
			[https://doi.org/10.1111/j.1467-9280.2009.02267.x]
		
        

        
          	
            
              39. 
            
          
          	Stephan, E., N. Liberman, and Y. Trope(2010), “Politeness and psychological distance: A construal level perspective,” Journal of Personality and Social Psychology, 98(2), pp.268-280.
			[https://doi.org/10.1037/a0016960]
		
        

        
          	
            
              40. 
            
          
          	Thomas, M., and V. G. Morwitz(2009), “The ease-of-computation effect: The interplay of metacognitive experiences and naive theories in judgments of price differences,” Journal of Marketing Research, 46(1), pp.81-91.
			[https://doi.org/10.1509/jmkr.46.1.81]
		
        

        
          	
            
              41. 
            
          
          	Till, B. D. and L. I. Nowak(2000), “Toward effective use of cause-related marketing alliances,” Journal of Product and Brand Management, 9(7), pp.472-484.
			[https://doi.org/10.1108/10610420010351394]
		
        

        
          	
            
              42. 
            
          
          	Trope, Y., and N. Liberman(2000), “Temporal construal and time-dependent changes in preference,” Journal of Personality and Social Psychology, 79(6), pp.876-889.
			[https://doi.org/10.1037//0022-3514.79.6.876]
		
        

        
          	
            
              43. 
            
          
          	Trope, Y., and N. Liberman(2003), “Temporal Construal,” Psychological Review, 110(3), pp.403-421.
			[https://doi.org/10.1037/0033-295X.110.3.403]
		
        

        
          	
            
              44. 
            
          
          	Trope, Y., and N. Liberman(2010), “Construal-level theory of psychological distance,” Psychological Review, 117(2), pp.440-463.
			[https://doi.org/10.1037/a0018963]
		
        

        
          	
            
              45. 
            
          
          	Trope, Y., N. Liberman, and C. Wakslak(2007), “Construal levels and psychological distance: Effects on representation, prediction, evaluation, and behavior,” Journal of Consumer Psychology, 17(2), pp.83-95.
			[https://doi.org/10.1016/S1057-7408(07)70013-X]
		
        

        
          	
            
              46. 
            
          
          	Tsai, C. I., and M. Thomas(2011), “When does feeling of fluency matter? How abstract and concrete thinking influence fluency effects,” Psychological Science, 22(3), pp.348-354.
			[https://doi.org/10.1177/0956797611398494]
		
        

        
          	
            
              47. 
            
          
          	Yang, J., P. Chuenterawong, and K. Pugdeethosapol(2021), “Speaking up on black lives matter: A comparative study of consumer reactions toward brand and influencer-generated corporate social responsibility messages,” Journal of Advertising, 50(5), pp.565-583.
			[https://doi.org/10.1080/00913367.2021.1984345]
		
        

        
          	
            
              48. 
            
          
          	Yang, J., P. Chuenterawong, H. Lee, and T. M. Chock(2023), “Anthropomorphism in CSR endorsement: A comparative study on humanlike vs. cartoonlike virtual influencers’ climate change messaging,” Journal of Promotion Management, 29(5), pp.705-734.
			[https://doi.org/10.1080/10496491.2022.2163041]
		
        

        
          	
            
              49. 
            
          
          	You, L., and F. Liu(2024), “From virtual voices to real impact: Authenticity, altruism, and egoism in social advocacy by human and virtual influencers,” Technological Forecasting and Social Change, 207.
			[https://doi.org/10.1016/j.techfore.2024.123650]
		
        

        
          	
            
              50. 
            
          
          	Zajonc, R. B.(1968), “Attitudinal Effects of Mere Exposure,” Journal of Personality and Social Psychology, 9(2), pp.1-27.
			[https://doi.org/10.1037/h0025848]
		
        

        
          	
            
              51. 
            
          
          	Zhang, J., D. Xu, and L. Chen(2024), “Enhancing supportive intention through perceived legitimacy: Social media influencer leadership and charismatic legitimization in CSR communication,” Public Relations Review, 50(5).
			[https://doi.org/10.1016/j.pubrev.2024.102511]
		
        

      

    

    

  
    
      ∙ 저자 장서는 중국 Qufu Normal University에서 학사, 석사 학위를 취득한 후 현재 한경국립대학교에서 마케팅 전공 박사과정 중이다. 주요 연구 관심분야는 디지털 마케팅, 소비자행동 등이다.

      ∙ 저자 허정은 현재 한경국립대학교 법경영학부 경영학전공 부교수로 재직 중이다. 충남대학교 경영학사, The Ohio State University 통계학 석사, 서강대학교 경영학 석사 및 박사를 취득하였다. 박사 학위 취득 이후에는 소프트웨어정책연구소에서 선임연구원 등으로 일하였으며, 현재 주요 연구 관심분야는 소비자행동, 행동경제학, 디지털 기술 및 제품의 소비자 인식 등이다.

    

    

  OEBPS/images/big_54_3.jpg
A ose @A

7=|0=|o|‘0=|

o Splre Efc o SR goenersf iy Crsaed s v o e Morgs nd Ao s
BuF B

B2 WAl FIURF DAl FE Y NE OF: U3 4IUE Saos 533
et o Ciate uley Unermy o st vesien Edonce o U s o Kores

e | Hue | 538

GBSO HACN NUABE il Bt o 555
Kano 233t Tinkod| ABEASE 5802

A Sty rsovamentf P s s S Gl Fcusingon e Ko Mode

Tk Cusaner Sstcion Cofirs

Pt rey

BUFSIES ZaNEE Hy: 2 RAED AN 81
Presernoi Anag Caers A Prablom o Possl Soan

| 0| e

SaoI BINGEA 4P UBAR 601
A EnpicelSuyof Dnaic Cpeiessd EtancigSpgCran onagemer.

A s | om

4BS 72, W4, R0l HYSOE AN ol 2

TG oo Sssord Euty O S, Aot P Sk it
o | e

22U QNSRS SR 47
GlLix| 8§ 23} A0 A2 ou13] B Xl DiRle 2E

Ity oy e s s e Prssond vy

ey oo G Pt I Ency Forey

wie | 4ee

902 vs. 714 UEROUAS] COR US £ bIz: UK 280l £ Sais SHow 667
Compat e o 5 At by Honn s il s To it ol f essogo T

a0

2015 Am2la) sioiAoiAl 7H ASeiolo] B4 HSHE WAUOl SULEOISH Olgie AW 691
deltigole BE

et Vi Susamer At and st e ol Vst tron n o Ssring Comr
VisousLaringThouy Prspecon

petry

1L 2NARLRE THEL S0l MY SAIE n
P Autour and P v Koy Au Mt Sty

884 utior

71 ek QU § B WO S U Hel - 280l 053 o8 3
Viovan Togenr e Gring Dl Frces o Copeeion nd Compton b A

e

g o s v s s 5 o (@ 23399





OEBPS/images/_common/images/crossref.gif





