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Abstract

C2C-to-B2C transformation, as the inevitable development trend of the Chi ese e,
commerce, involves many uncertain indexes. The Paper adopts the quantit |v
gualitative method to build the index system of the C2C-to-B2C transformation, trms
indexes playing the role in the transformation, and sorts out evaluation fac et and
judgement set. And the Paper ensure the weight of evaluation, facto analytic
hierarchy process, confirms the membership degree o ﬁes to @dgement set
baseed on the questionnaire survey, build the single a ent to do the
comprehensive fuzzy judgement and analysis ‘ then supply a

0 -seeklr:}‘ In-transformation e-

constructive and instructive way for the transform
commerce.
Keywords: E-commerce; E- commerc\Qdel trw}atlon Index system; fuzzy

comprehensive evaluation method K s\
1. Introduction A ‘&

In the stage of transformation rading, Chinese e-commerce is in the
increasingly heated com jon mar € e-commerce wants to obtain to the further
development only b ng to equwements and having preponderant website.
Under the C2C nyo e en the online shop without registered capital and
with less respo : WhICh Ieds to the rampage of fake and parallel imports
and to darr‘ sum rs al rlghts and interests. And the B2C model has the formal
operatlonal ficatio ct after-sale service and high consumer confidence. Under
the B2C model, en s have their own branded products, and have a chance to

prominent, an t-mover advantage is overshadowed by its disadvantages. And the
B2C model s advantages has got more and more recognition, and its influence for the
developn(wg*o‘ e-commerce will be stronger and stronger.

Pres , there is less scholar at home and abroad to research on the C2C- to-B2C
trans @ ion, and there is also less deep research achievement on the C2C- to-B2C
@‘ ormation. And the C2C-to-B2C transformation has been the inevitable development

pd of the e-commerce today. The Paper, based on the research of the C2C- to-B2C
transformation, aims to solve problems during the C2C development, confirms all factors
playing the role in the transformation and to supply a constructive and instructive way for
the transformation-seeking and in-transformation e-commerce.

According to the latest development trends of the e-commerce website model, the
Paper constructs the C2C-to-B2C transformation index system, collects data by the
guestionnaire survey, judges the index system by the fuzzy comprehensive evaluation
method, confirms index weight and membership degree, and builds a bran-new C2C- to-
B2C transformation with guiding significance. And the Paper also doese valid analysis on

became bigger aS ger. Drawbacks of the C2C model has become more and more
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the model, and brings forward relevant countermeasure and suggestion for the in-
transformation enterprises.

2. Design of C2C-to-B2C Transformation Index System

The C2C-to-B2C transformation involves many influence factors, and each influence
factor plays different role during the transformation. So, the first is to ensure the weight of
each influence factor by rational analysis, to build reasonable index system, and finally to
find out the key factor affecting the C2C-to-B2C transformation.

2.1. Principle on Building Model Index System

The C2C-to-B2C transformation is a complicated system. So, there should be related
principles for confirming C2C-to-B2C transformation index and building model. The
principles include comprehensiveness-typicalness-combined principle, indepentiencg-"

hierarchy-combined principle, guantitative-qualitative-index-combined principl S-
dynamics-combined principle and comparability- fea3|b|I|ty -combined prlnc
2.2. Design of Transformation Index System %

Since there is little articles of the C2C-to V here is also

little articles for building related index syste V y deals with the
related indexes based on latest information and arch res the C2C-to-B2C
transformation, and gets the index system Table 19

Table 1. Index Syste Qﬁ BQ Transformatlon
\ n

Index | 4 dex Il

@ site credit evaluation

Website cre@ . \@plaint handling information
Security payment

\' S Brand integrity degree

. @ . X Commodity quality
Sellm\\g{o wmodity '% Commodity classification

0\ Commodity price
< - ~ Website transaction amount
O hoppi @form Website registered users
; > Website shopping experience
Capital strength
e background Operating history
Background supply capacity
, Logistics distribution
O% Website service level After-sale service

Customer service level

@ del Building of C2C-to-B2C Transformation

3.1. Fuzzy Comprehensive Evaluation Method

The C2C-to-B2C transformation is a complicated research project, referring to many
indexes. And many indexes are great uncertainty, and can’t be quantized concretely. And
the fuzzy comprehensive evaluation method has sound evaluating effectiveness for multi-
index and multilevel especially, and is also irreplaceable by other mathematical models
and methods.
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3.2. Confirm Evaluation Factor Set

The Paper assumes that there is an evaluation factor set “U ” including the evaluation
object composed of “n” factors, which can be expressed as U={U,UpUp} in the

formula, Ui(i=12,--m) means every influence factor. The C2C-to-B2C transformation
is restricted by many factors, and the success of the transformation also turns on the index
standard-reached degree. So, the scientific index system is the key during transformation.
Based on the above index analysis, there are five Index | in the Layer | of the
transformation, and sixteen Index Il in the Layer II, which can confirm the evaluation
factor sets in the two layers. And the evaluation factor set in the Layer I is as follows:

U={U,U,U,U, U} ={Website credit, Selling commodity, Shopping platform,
Website background, Website service level}.

The evaluation factor set in the Layer Il is as follows: \/’

U, ={U,,,U,,,U,.}={Website credit evaluation, Complaint handling inf?s on,

Security payment}

U, ={U,,U,,,U,,U,}={Brand integrity degree, @odlty q@,@mmodity
classification, Commodity price}
U, ={U,,,U,, U, }= {Website transaction @Q eglstered users,

Website shopping experience}

u,={,.U,, U,}= {Capital strengthQQeratlng @ory, Background supply
capacity} \

U ={U;,,Us,, U, } = {Logistics @&on @ale service, Customer service

level} 5\
3.3. Build Judgement Set A

The judgement set is omaln 0 egment object results, expressed as “v”, i.e.
V=V, Yy, Yo} ol mula ach +-N) means every judgement result
The Paper confir any mdexes W|th different importance during the
C2C-to-B2C e udgement set can be expressed as five levels, i.e.
V=1V, ortance, lower importance, medium importance, key
importance, extreme nce}
3.4. Confirm t ht of Judgement Factor

Generally speaking, the judgement object is affected differently by every judgement
factor. b h element (U,(i=12,---,n) ) should be given with relevant weight

m
-,m)) based on the normalized principle (Z:Wi =1) and for expressing the
i=1
vamying-degree importance between them. The Paper focuses on the C2C-to-B2C
transformation which is related to many indexes with uncertainty. So, the Paper adopts the
analytic hierarchy process to do qualitative and quantitative analysis, especially for the
complex system multi-factor-composed. And the Paper will confirm weight based on the
analytic hierarchy process and the expert investigation method, and then do the
comprehensive weight calculation
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3.4.1. Design Layer Model Illustration

The Paper, based on practical application, firstly designs the layer model illustration as
shown in Figure 3-1.

3.4.2. Build Judgement Matrix

The Paper sends the questionnaire through the website, and invites teachers of Jiangxi
E-Commerce Research Center, E-commerce-teaching teachers of Anhui University,
graduate students, undergraduates and ordinary buyers with many-year online-shopping
experience to complete the questionnaire. There are 160 people accepting the
guestionnaire survey, and the answering questionnaires are 128, meeting the pass percent
of 80%. The questionnaire compares the importance between the indexes in the same
layer. The Paper marks the indexes based on the 1~9ratio scale, collects all scores, and
obtains the following comparative judgement matrix tables by calculating average \%0

(1) Layer I judgement matrix
Table 2. Weight Judgement Table of CZC-to-B%C Transf}r@n
K3 P

C2C-to-B2C Website Selling Shappin Welsi Website
Transformation : ; service
credit commodity fo batkgreund
Index | level
Website credit 1 4 3 N 5 3
Selling commodity 1/4 1 3 A 3 2
Shopping platform 1/3 f N ¢ 6) 3 2
Website background 1/5 o 3" U~ 1 112
Website service level 1/3 2 1
A N@maﬁon
. .f\® T\
A4 A
IR | ¥ 1
Website Selling Shopping Website Website
Credit Commodity Platform Backaground| ~ $ervice Level
|
| |
\ ¥ ¥ L ¥ ¥ ¥
Ao alr araralr argrarogroloralrsrlro
ggasacccz“x@”'~
S| = = 3 3 3 = =] = gl & | <€ =t @ 3
=l < = (=1 Is1 Is1 D 2 @ %) =) =] (7 2] @
2 5 =) D) =5 = = 5| @ 4 S| < 5 ol @ -
S 2 o<l <t <SS gl el 8l osl = gl g gl 8
= 3 = = @l i=] @ Q i=) Q 7y » = = =
= <l s = 2 ° = a c = < <
=1 @ o & o Q) < = = k=] o] =} =}
= = 2 = 2] @ = @ @ < = = @ @
= o <l 3 S| 2 || 8 5
3 2 2| 8| = 8l ° 2
o o (2} = 53
=] c ) Q,
=2 § g

Figure 1. Index Layer Model Illustration of C2C-To-B2C Transformation
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(2) Layer Il judgement matrix

Table 3. Judgement Table of Website Credit Weight Factor

. . Website Complaint handling Security
Website credit credit evaluation information payment
Website credit evaluation 1 30 1
Complaint handling information 1/3 1 1/2
Security payment 1 2 1

Table 4. Weight Judgement Table of Selling Commodity

Selling commodit Brand Commodity Commodity Commodity
g y integrity degree quality classification price
Brand integrity degree 1 2 3 L2 R
Commodity quality 1/2 1 5 ~ N2z
Commodity classification 1/3 1/5 1
Commodity price 1/2 1/2 3 Fay!

Table 5. Weight Judgement Table of S

. Website % i
Shopping platform transaction amount m

Website transaction amount 1 N/ 2 3
Website registered users 1/2 Na\N Al 9 M 3
Website shopping experience 173 f\\, N J 1
Table 6. Weight Judg%@ ab B@bsne Background
N\ Capital N Operating Background supply
Website background _ \ strength™, history capacity
Capital strength =8| 1 0 5 2
Operating history,~, NS 1 1/3
Background supply y \}/ 3 1
<
|ght @ent Table of Website Service Level
ote servicd el Logistics After-sale Customer
& distribution service service level
ogistics d Qm‘ tion 1 4 5
i 1/4 1 3
Cusﬁk@&wce level 1/5 1/3 1

3.4.3 Indg%elght Calculation

The r uilds judgement matrix of the Index I and the Index II of the C2C-to-B2C

gformation, and calculates the weight of every index of the C2C-to-B2C

l?& ation by the judgement matrix and the Matlab software. And the following is the
t table of the weight factor of the Layer | and the Layer II.

(1) Weight table of the Layer | weight factor
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Table 8. Weight Table of Weight Factor of the C2C-To-B2C Transformation

C2C-to-B2C Transformation

Consistency ratio: 0.0659

Weight for general object: 1.0000

C2C-to-B2C Website Selling Shopping Website Website Wi
Transformation credit | commodity | platform | background |service level

Website credit 1.0000 4.0000 3.0000 5.0000 3.0000 |0.4590
Selling commodity 0.2500 1.0000 3.0000 3.0000 2.0000 |0.2234
Shopping platform 0.3333 0.3333 1.0000 3.0000 2.0000 |0.1470
Website background 0.2000 0.3333 0.3333 1.0000 0.5000 |0.0627
Website service level 0.3333 0.5000 0.5000 2.0000 1.0000 |0.1079

(2)Weight table of the Layer Il weight factor
*

Table 9. Weight Table of Weight Factor of Website Credi;y\

Website Credit

Consistency ratio: 0.0176

A2

Website credit

Weight for genesal objzﬁ
C al . Secuiit
handling\infermation mpent

Website credit . Wi
evaluation
Website credit evaluation 1.0000 310000 .\, | ,¥'1.0000 0.4434
Complaint handling information 0.3333 N’ 1.0000 NV 0.5000 0.1692
Security payment 1.0000 (} g.oge:: | 1.0000 0.3874
Table 10. Weight Table of W@ Fact ’f§elling Commodity
Qib g Co %
Consistency ratio: 0.05&4@ N eight for general object: 0.2234
Selling commodity | . .B Ce ity Commod!ty Commodlty Wi
integrity"degree | y classification price
Brand integrity degree ,1.0000 .0000 3.0000 2.0000 0.4041
Commodity quality ~ #"0.5000, " 1.0000 5.0000 2.0000 0.3188
Commodity classificatianh, = 0.33 0.2000 1.0000 0.3333 0.0833
Commodity price 0.5000 3.0000 1.0000 0.1938
- ~
Tl. We5 ble of Weight Factor of Shopping Platform
Shopping platform
Consistw@o: 0.0515 Weight for general object: 0.1470
Shopping ﬂ%m V_Vebsne Website registered | Website s_,hopplng Wi
NP transaction amount users experience
Website tra ien amount 1.0000 2.0000 3.0000 0.5278
Website rggistered users 0.5000 1.0000 3.0000 0.3325
Websife Shopping experience 0.3333 0.3333 1.0000 0.1396
\ "4
Table 12. Weight Table of Weight Factor of Website Background
Website Background
Consistency ratio: 0.0035 Weight for general object: 0.0627
Website background Capital O_peratlng Backgroupd Wi
strength history supply capacity
Capital strength 1.0000 5.0000 2.0000 0.5816
Operating history 0.2000 1.0000 0.3333 0.1094
Background supply capacity 0.5000 3.0000 1.0000 0.3090
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Table 13. Weight Table of Weight Factor of Website Service Level

Website Service Level

Consistency ratio: 0.0824 Weight for general object: 0.1079
Website service level . Lc.)g'SF'CS Afte_r-sale Customer service level Wi
distribution service
Logistics distribution 1.0000 4.0000 5.0000 0.6738
After-sale service 0.2500 1.0000 3.0000 0.2255
C““fer?/‘;lr service 0.2000 0.3333 1.0000 0.1007

All above weight tables are rounded to the following:

Weight of the Layer | weight factor: A=(0.459, 0.223, 0.147, 0.063, 0.108)

Weight of the Layer Il weight factor: A1=(0.443, 0.169, 0.387), A2=(0.404, 0.319,
0.083, 0.194), A3=(0.528, 0.333, 0.140), A4=(0.582, 0.109, 0.309), A5=(0.674, 0.226,

0.101). ¢
3.5. Single-Factor Fuzzy Evaluation ;

In the fuzzy analytical hierarchy process, the membership degree role of
mapping relation between the judgement facto?\ the ment  set.

ru(| =1’2'...’m;j=1’2,...'n)

means the “Yi” (#

N lemer%}‘ udgement factor

set)’s membership degree for the “ 17 (the j chent in t}hu gement set). So, the
membership degree of each factor must be coqfi ed A%g h factor must be done the
ers

membership degree judgement for gettm emeb unctlon Each factor has a
corresponding judgement vector ed a b iz u . And the matrix
constituted by the above- mentlon egment forms the single-factor judgement
matrix:
iy
r22 r2n

The Pasto confi

survey, i.e. to de3|g
transformation, i
to answer the

zﬁe membership degree of each factor by the questionnaire
uestionnaire based on every-level indexes of the C2C-to-B2C
perts, scholars and ordinary netizen familiar with the e-commerce
estionnaire, and to score for every index. Based on the questionnaire, the

[13 VJ 2

Paper cmﬁk the Layer II indexes’ membership degree for every-level review
There a @o people accepting the questionnaire survey, and the effective questionnaires
a neeting the pass percent of 83%. After collecting the questionnaire, the u; index

ik options in the Level k judgement set of the C2C-to-B2C transformation. So, its

membership degree can be expressed as Fije = M Ink=12,---,
of the membership function of the Layer Il judgement indexes.

5) . And the row matrix

0.08 0.39 0.46 0.05 0.02
0.09 0.63 0.22 0.05 0.01
0.15 0.36 0.30 0.11 0.08
0.08 0.30 0.31 0.25 0.06

0.01 0.06 0.40 0.49 0.04
R =/033 021 041 0.02 0.03 R, =
0.05 0.18 0.34 0.40 0.03
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0.03 0.16 0.33 0.39 0.09 0.00 0.18 0.32 0.34 0.16
=(0.06 0.27 0.34 0.31 0.02 R,={0.36 0.21 0.28 0.11 0.04
0.10 032 025 0.31 0.02 0.18 0.15 0.31 0.26 0.10

0.03 0.07 032 0.34 0.24
R, =|0.08 0.15 024 0.36 0.17
0.21 019 0.27 0.21 0.12

3.6. Comprehensive Fuzzy Judgement

3.6.1. Level | Comprehensive Fuzzy Judgement
The Paper does the judgement for the Layer Il index factor, which forms the veI I

kth judgement element is expressed as Bk (=12, o )
which forms the Layer Il index judgement matrix: * @
LT

12 g
r, I
B :Wi*Riz(W1Wz "'Wn)* 8 ZO

comprehensive fuzzy judgement. And the factor Ui g fuzzy membershlp k@ 0 he

In the formula, the by means the j \or S&; hip degree for the kth element

during the comprehensive assess the up- dgement factors. During the C2C-
to-B2C transformation, aII me ip deg%can be confirmed by the above formula
and the identified Judgemen rs and w

0.0 0 040 049 004
B=A*R =( 0445@387* 21 041 002 003
018 034 040 003
0079 70374 0.0344)
008 039 046 0.05 0.02
o@ 009 063 022 005 001
B, = A *R, =(002.319 0,083 0.194)*
015 036 030 011 0.08
008 030 031 025 0.06
=0.3466 0.4411 0,0938 0.0296)
003 0.6 033 039 0.09
B,= A*R,=(0528 0333 0.140)*0.06 0.27 034 031 0.02
010 032 0.25 031 0.02

=(0.0498 0.2192 0.3225 0.3526 0.0570)
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000 018 032 034 0.6
B, = A*R, =(0.582 0109 0.309)*| 036 021 028 0.11 0.04

018 015 031 026 0.0
(0.0949 0.1740 0.3125 0.2902 0.1284)

003 007 032 034 024
B, =A*R.=(0.6740.226 0.101)* 0.08 0.5 024 036 0.7

021 019 027 021 012
=(0.0595 0.1003 0.3317 0.2972 0.2123)

3.6.2. Level Il Comprehensive Fuzzy Judgement .
Level 1l comprehensive fuzzy judgement is the judgement for the Layer IW.

And its judgement matrix is as follows:
B1 @

o»V

Level 1l comprehensive fuzzy judgemen can he %ulated by the judgement
.. B=A*R= (blbz,-,b),
matrix, i.e.

hICh b, me s the judgement object’s
membership degree in the judgement s@/&r int II factors. Based on the Level |
comprehensive fuzzy judgement, th in ot:

B=A*R A \
@ 0.0796@ 0.3781 0.3752 0.0344]
¢ Q OD% 0.4466 0.3411 0.0938 0.0296
=(0459 0.223 30.108 98 02192 03225 0.3526 0.0570

O 6® 00949 0740 03125 02902 0.1284

0.0595 0.1003 0.2972 03317 0.2123]
=(0.0761 0.2141 402994 0.3488 0.0618)

4, Modegé,galysis and Suggestions of the C2C-to-B2C Transformation

4.1. @Analysis of the C2C-to-B2C Transformation

% Index Importance Analysis

Based on the foregoing model analysis, the importance sequence of the indexes in the
Index | of the C2C-to-B2C transformation is as follows: Website credit >Selling
commodity>Shopping platform>Website service level>Website background. The above
shows that the website credit is the key during the C2C-to-B2C transformation. And the
credit imperfection of the C2C website is increasing seriousness, so, only transforms to
the B2C for solving the issue. During the C2C-to-B2C transformation, the commodity is
still focused by the customer nd the website Under the B2C model, the website uniformly
manages commodity, which is better than the C2C model. So, the importance of
commodity ranks only second to the website credit. Shopping platform ranks the thrid,
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which shows that the chinese customers like to shop in high-profile shopping websites
and more trust famous website. For this reason, great-scale and high-profile C2C websites
are easy to transform to the B2C model. And the trend conforms to the e-commerce
development, and also meets websits’ development requirement. Taobao website
presently focuses on the Tmall with high standard and strong strength, which is also
confirmed this point. Website service level ranks the fourth, which shows that customers
still concern the websit’s service level to some extent. Presently, most websits cooperate
with the third-party logistics, which improves the after-sale service and the customer
service level greatly. So, the role of the website service level is not very important.
Website background ranks the last during the C2C-to-B2C transformation, which shows
that whichever and whatever website only transform to B2C for solving the development
issue. So, the role of the website background is limited during the transformation.

4.1.2. Analysis on Index Membership Degree

The Paper, based on the questionnaire survey, confirms the Index II’'s m
degree for the judgement set and the improtance of every index during th
transformation. There are three Index Il i.e. website credit evaluation, ¢

website credit evaluation’s max. data is 0.49, and its ¢drresporniding,judgefnent set is the
higher importance which means the website credi ey e website credit
(Index 1). So, the website credit must be % the C2C-to-B2C
transformation. The complaint handling informatj judgement set is the
medium importance, and the security pay tance. So, to confrim the
membership degree of every Index II’s ¢t nding judgefent set is to determine every
Index II’s importance during the C2C- trar;s‘l\

4.1.3. Comprehensive Fuzzy @Xnt An Iyss%~

During the Level I co enswe udgement the Paper has respectively
calculated the five Index J# member e for the judgement set, and also confirms

their position and | degree g the C2C-to-B2C transformation. See Table
14 for details. %

Q&ble 14 M ership Degree Table of Index |

InM e Selling Shopping Website Website
o, sedit commodity platform background | service level
Max
membershi N 03752 0.4411 0.3526 0.3125 0.3317
degree
Corre ing Key Medium Key Medium Medium
jud set importance | importance | importance | importance importance

@ data of the website credit and the shopping platform are 0.3752 and 0.3526, and
corresponding judgement sets are the key importance, which means that the website
credit and the shopping platform of the C2C website play an important role during the
C2C-to-B2C transformation and also affect and promote the transformation. So, the
website credit and the shopping platform are the key factors during the transformation.
And the corresponding judgement sets of selling commodity, website background amd
website service level are the medium importance, which means they are also
indispensable influence factors during the transformation.

During the Level Il comprehensive fuzzy judgement, the Paper researches all indexes
during the the C2C-to-B2C transformation for confirming whether the present website
needs to do the transformation or not. As you can see from the membership degree, the
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max. data is 0.3488, and the corresponding judgement set is the medium importance.
According to the maximum membership principle, the above means the C2C-to-B2C
transformation has the medium importance in today’s society, which is consistent with the
newest development trend of the e-commerce. The C2C-to-B2C transformation is a
dynamic process. And its importance and urgency become more and more prominent with
the e-commerce development, which is also the research direction in the next step.

4.2. Suggestion on Promoting C2C-to-B2C Transformation
The Pape suggests to do website credit, selling commodity, shopping platform and
website service level well for preferably promoting the C2C-to-B2C transformation.

4.2.1. Value Website Credit

Based on the above, the importance of the website credit determines the e- cor erca
development. And the websit credit is the key during the C2C-to-B2C transfor

the website credit must be improved and valued by building uniform cre |on
platform, improving credit evaluation method, enhancmg complaint pr ate
positively dealing with customer problem, strenuousl tmg s nt, fully
protecting consumers’ property safety, etc.
4.2.2. Standardize Selling Commodity Q

During the C2C-to-B2C transformation, the.selling c must be standardized
by continually improving commerC|al reduc@epeated commodlty and

supplying high-quality commodity to ¢ 1S, Wthh can enhances consumers’ brand
loyalty and even promotes the transfor@w

4.2.3. Strengthen Shopping
The shopping platform V|rtual e@nment for consumers shopping online,
which is also a influence tor for t 0-B2C transformation. Consumers hope to

easily and efficiently out wha y need, and take more time and effort to
commodity not s 3@ A eas d simple shopping platform can make consumers
shopping easy, attr and more returned customers. So, the shopping
platform m Vi strong stre and advanced shopping experience for multi-aspect
ensuring c ers’ sh @experlence

4.2.4. Improve We rvice Level

The website e level also plays an important role during the C2C-to-B2C
transformation. der the B2C model, the website service level is uniform and
standardi%yhich is superior to the C2C model. So, the website service level must by
contlnu@ proved by enhancing speed and safety of the logistics distribution, the after-
sale e and the deliverability of backstage commaodities.

@onclusmn

The Paper focuses on how to determine all indexes during the C2C-to-B2C
transformation and the indexes’ importance. The Paper initially take shape the
transformation index system of the e-commerce website based on scientific index-system-
building principle, chinese fundamental realities, practical situation of the e-commerce
website and existing correlational research. Comparison and evaluation of the indexes
have certain fuzzification, which is hard to be quantified full. So, the Paper adopts the
fuzzy comprehensive evaluation method to analyze and research the indexes, which is a
precedent for researching the website transformation in the domestic academia. And the
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Paper has many deficiencies, such as the index syste is imperfect, the e-commerce
complexity has not been reflected fully, the evaluation subjectivity should be further
eliminated. All of them will be solved in the follow-up study.
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