Chinese Journal of Social Science and Management Vol. 7 No. 2, 2023 61

o ] R AR b A S SRR P8 T SE R R R R
—HETZHEEKFEH

THE IMPACT OF CHINESE E-COMMERCE CORPORATE SOCIAL
RESPONSIBILITY ON CONSUMERS’ PURCHASING INTENTION—
THE MEDIATING ROLE OF MOTIVATIONAL ATTRIBUTION

TLHgFE, TR
Haiyang Jiang', Yue He?

12 R LK 2 o [ A T

L2Chinese Graduate School, Panyapiwat Institute of Management, Thailand

Received: August 27, 2021 / Revised: September 27, 2021 / Accepted: September 30, 2021

WE

FEEN RN T A E R T, 5B RERENE S8 M E 8™ A B R, NEMM
gt i Ml 37 557 2 L R S5 1 B K BURE L0 BE R AT AT T . FELRS Al A 2 5T BT 2 E SR R
KA MERIRIER A, (B H A 7 551 5 kA 2 sUERB e A 5%, JoH
LA S8 AR SR AT ORI FU b o ARSI 0 S SCRR AR B 5 A 4, BT LR R i A4
FAE R 7 S Al k2 DA T 2 35 0 S SRR K N AE AL ) SRR I AT . SRR A d
& SR A RS, HE T A RS RIE T, S W TR EE R B, R
A2 TEXHE S E W SRR LR . 55, SIHUH AR R Ak AL DU S T B S
FER A AREE M AR BARRUL, 2478 2% 5K s i b B AT AR 2 SUEAT A BRI
ST AR AR A SR, R A A 2 TR 8 T S AL R B 0 Sk e A
BRI . AR AFEE 7R Tt SUER LR A G E R, IR 7R TR 5%
TEEET B P DB AT R ST 5, AT DA L 16 55 Aolb il e 4 2 TR o SR LB 18 45 2,
— Iy AR AL T T S5 AR B AT AL S BT, 55— 5 TSN 98 S St B A N, AT 2
BEHL TR S5 T Al S AT RR SR TR

R e S THE I E LR BIFLAR

Corresponding Author: Haiyang Jiang
E-mail: 418651681 (@qq.com



62 Chinese Journal of Social Science and Management Vol. 7 No. 2, 2023

Abstract

In the context of the booming digital economy, the rapid flow of information has caused significant
changes in the marketing situation, so attention should be paid to the research conducted on customer
psychology and behavior from the traditional business environment to the e-commerce situation. The
relationship between e-commerce enterprises’ social responsibility and consumers’ purchase intention
is an issue worth focusing on. However, at present, the research on CSR in the context of e-commerce
is incomplete, especially from the perspective of the consumers.

Based on the review and summary of the relevant literature at home and abroad, in this paper,
a theoretical research model of the internal mechanism of e-commerce corporate social responsibility
on consumers’ purchase intention based on the intermediary role of motivational attribution was
constructed. In this empirical study, the sample data were collected through a questionnaire survey,
and then the structural equation modeling and other data were analyzed. The following conclusions
were drawn: First, e-commerce CSR has a positive impact on consumers’ purchase intention. Second,
motivational attribution plays a partially mediating role in the relationship between e-commerce CSR
and consumers’ purchase intention. Specifically, when consumers attribute the motivation of e-commerce
enterprises’ CSR performance to social benefits rather than their own interests, e-commerce enterprises’
CSR has an indirect positive impact on consumers’ purchase intention through motivational attribution.
This study enriches the research on the corporate social responsibility impact mechanism of the related
theory and extends the boundary of the e-commerce situation with regard to consumer psychology and
behavior research. This can facilitate the development of e-commerce enterprise social responsibility
strategies to provide theoretical guidance, on the one hand, to promote e-commerce enterprises to actively
fulfill the social responsibility and promote their active response to the consumers, while on the other

hand, promoting the sustainable development of enterprises and society in the e-commerce environment.

Keywords: Corporate Social Responsibility for E-commerce, Consumer’s Purchase Intentions,

Motivational Attribution
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Hh ] FL T 7R 4528 5 ik 34.81 T2 T, A R BB 10.63 JiM4 0T, FIHKIK 16.5%, LR
i B 8.52 e Tt, (A B E LA LLE EAF] 20.7%; AR5 ML SIE
5125.65 Ji Ao JUHGZHENF] 2020 FLUS, THUOHT T 28 2 i R A R, LAF RSN
RFEII BTG R R B G5 AL 2 PR g R SR R R T e EEME .

Bt A G ANWTR N R, R i Ml A £ A 1] R0 ok 2 38 i b 52 T AR 2 A 2 T ) v
EE A BB BUAR ST S i A @ B T o E R 4 A E PR R, B D
7] [ BRI U B AR AR A 22 DA IX — R EATE I BT AE 2 TR ], 4% KR 2 0T
Wit , A AL S TATIE SN (ARG, B AL 2 ST = IRRAT B T3 9R L AL Rk,
DRI 785 oK 17 VF 22 40 B0 P AN 4 3 T AR I, o) 5 R PR 3 S R R A BT, €996 A L K
ol R X EAMSHSRBES RIS RAETIER, HELS LR T AN, G

FT R, FR VAR 2 48 T T 0805 T A BUG IR, an S AN E AR A AL 2> 54T,
DR AN S E I S A AR B B 38 AR F . BRI AE A 2 Y R R SRR N, TR S AR
A A ZBEE S EARAL S ST M, By T EEE AT 4 S RIS T G5 Rk T, AW iR,
S AN SR RSN ZGAL L R R, BV TR & R 2 SRR R 25 Al 2

BN, R B SR IR S R BRI S EL G AR, FEAESE T V2 kb2 BT FAR A
e, N ES R RIS T .

FEL P A 59 2 2 A AR SRS B EARAEAE RRIIAKIRR,  IF XA IR AR 15 B
BRI AW R R AEBE— 25 o 76 R HHs I AR 35 45 Al L P T SR BUOH AR i 11
—UICF M PRE MG B TR, JEARIEN SRR MR R, RHERE . B R TY
VMG IR ZE S A AR DT AR, FEE RSSO AT . 0RO 2
HRETHEL ELGEAT BRI, 5557 BN AR, AR T BT RS T
Tt W 2 LA R s R T 7 S R, T Y R TR A R (£ A TR BRI . R R
ANV s B A HRe R, (H L RIAE R T Al sedl, D ZiRAEAE N () 22 T A (HISE 1S
DR, MG B W b 5, b AR LA M v BT, L A ARl R A7 AN R AR A
BH BILR, 15 R i R A RIFATT, BBELUREMmNAR, R Efk. JEE. BE
IWHBMIMREEAT, 75— R Xl S e S =R T RE R, &k e
S LT R,

M R T %5 VIS TGS I ORI, B2 R i B Al A £ ST e s 1
LM ). W RF R TR S5 B AT AL S TR B VRS, X e AR B AT A2 Bt
B BT ZALEIF0 . 1E40 Bhattacharya A1 Sen (2003) T s, Mk R B T4 £ 50T M54
AV 23 THTAT N ARE S AF BISK T I [R145t, S LA W M (1 3 0 =2 T 8 el A A2 ¥ o
ISCRE. Bk, RA AR M %S08 S i 2 5B R A WL S G L, A RE MR
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A B Atk R R A AR FE Al A 2 DT AT LR A ML AZ O H AR TRIAEAE T B e e 9 2 2 S
JE A SR TR A S SUEAT AT RN AT BB, s i 2 ST EAT R SR 4
Atk X E SR F R AR BT 2 R, RA R HEHE EIESZ, i
€ IR S IH 2 7 R AL 2 SUEAT TRl ASOR A 98 (A BE L W T i i Al AL 2 54T
FE AR T B D BEAAT 7= AL MR o SC Tk AL 2 DT 5 T 28 W SR Bk R T T LUAE 2]
20 128 90 FEAX.  AHSRAIE FARMRAG RUESS, At 25 TTAERA S 200 TH B F A s, XA
FEZITHN, FEAOFNHRFRSE. . BEFAT )9 LRIFENT (Sen & Bhattacharya, 2001).
X ARG SOE 2 2 12 R HIL), IRl THRAMERRZ, EEalitssifts
T2 W KB IER A MBT TC A 2R R B o M SCHIE 78 B 52 RE N I Ge vk 22 R Ak e R AR 52
AR SMERFEME DO Ak 22 DR 578 98 Z I R % 50 R AT RS, W ST B AT T 4R A
Moeiiy ZUTEL DB AE SR A B W2 I ORI TR SIN B SR R S . W B
MIAHERL S Akt 2 SRS X kAt & SRRV, XMV R EE L s b >3 15 2555 A
AT UG I A S TUE ST S E R AR AT T . REA LR AR — B EM G
FE, BWERT THFRNENRE T B, SRttt 72 S0 KA gt
MEEARA, IR FTRHR 73 AR 0 5 Rl B 50 28 Ak ge 2k M e B dolk, 1R XER
INZEGE AR AN FA R BOM Ak At 2 DU ST S S R IR . T A LV B ) A R 2Lt
TR AL AL 2 SR P R IS0, Aoy — IMEAS DT FU R IR T .

CiwEl:y)

ASCRAETETH 2 B AR TN B, HAs s T RIS RR FRBH T, B ERT
LR DA 2 SRR 2 E M SRR AR RIBUR, DA AE 7 S5 T b A SRR A L
WERAORER R, F R b A S ST E X 9 A W K B MBS NA 5  FEA AR AV S —
SR Ak A B R S AR AL 2 TUEAHIR R AE B4 542000 H AR AR 1R e g 1 5.

NIEASSCRE R — A s R P A A 2 SR MR 3% 38 W SRR A N AE LR A B B SO,
R B A AR 2 ST SIHUAL T2 E SR A 2 A, M BRI FORE R R
Al AL 2> SR RN 2 24 W SR IR R N AE LB A AR I SRR A BAIESE

SCHRERIR
Bowen (1953) Mtt2s UM A MR ZAF T A MVAT 22 T E, i lAt 2 ST “Allonf 75 Gt
SAREFREIMERTBORT K, W ARRIRSE, K HAT G AR T T 557 R T il A i
#:45THF (Social Responsibility of the Businessman)” (K&, 7EIH2 J&, Davis (1960) F1 Carroll (1979)
MG AL 2 TR AR SONE SR THCHIUA, Davis (1960) YAV AL2 THE RIZ AR
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M IE SR AN Z AMAAT A, T FAT A 2 B SR AL B 57 R 35 Z 41K« Carroll (1979) T %
AN FE BRI A AL 2 5T, F& T AL S BT I PR ARk Al A 23 TT S N AT BT T
ST B ST 263 ST LERE R MW TE AR, Sk i 25 ST 46 P HORT 70 3 AR #ZAE Carroll
IHESE 2 R RAEAT . Ml AL 2 DT & — A G5 R A 2 4R FERE A&, Xl 23 ST I8 7 i Ak
T AN AW e R AR . FR A Ak 2 ST HARR R, (RTS8 I8 Tk AL 2> THE G,
A A AL S TUERIF 3% 1 Carroll (1979). Maignan 1 Ferrell (2004). Jin (2006) 254
RN e R 0] = A 1 O N o el B4 S 20107 B SR € 1872 S (8 7 e B
FDUENYAN

HR S S THESHRE LR

R 25 FH O BEAL, AR AU AERER . IR S T 4 XS5 Al R R 2 A O
MGG LB, SRR G AR HR ANV AT TH5E, XU RARA 1B 7 2 S A T AT
e R sl 2 T B, HAR YR — A PR, @I W ALR] DA, I E. 3
AT ST AT A s Aol XV B3 ) A PR AT MR AU R R AR = R BUIR %%, 18
AR R R AL AR 22 DA T

THPRE KT AR AR, B SR Ml A2 SRR, A —R A R
(RIAVRFAE (BIGseib. SR HRE MBS SE AT, =i R SR AP e kAt 22
ATV AT o Z AL TR A “UMER R “RL” 5 “RRIE” 1IH14S (Deng et al., 2016).
KRR T 9 E I 45 P P A Ml A TV BRI, 0 R i M B A P i Bl IR S A T L X
BEREAL, 2N B A P AE AR AL 2 ST A T R DU % B . Murray Fll Vogel (1997)
L IE I B FCIESE, T 9 B RN RIS A R RIS TR AT N 2 I S X2 AR e S s
F+. Handelman 1 Arnold (1999) HIIAZHI T TR, WIS TR EH52 2 1 )5 15 AV 53 7 TR A m
BRSO A A Al 4, DR E A T TR RS AT, T PR B SR
"F%. Bhattacharya 1 Sen (2004) M2 OFHEHT /04T, FEHXFIL R =4 2 TV B T2
ST REMEHE AN 2 s ML AT B2, ANTTHRTHI 2 2 (SRR H 3R i 7E ], Xie 1 Zhou
(2009)~ Ma (2011) 25,8 it 7 A I 5 R A TR A AT, 1S T B AT+ 2 SR T st i
R K A TR R o

RO RO e O AL, RS S BR O T AL 2 TR 2 B DY JZ A FE R 53, At FE 4t
MG TAT 3 TUT A HE DT 2638 ST DU A4 B R 5 i A LAk 2 BT e i 2 28 A S S 1)
SN, TR BT, ASCR N AR

Hla: FLR 25 BTAT BRI 1E ] 5 M 2 3 T K

Hib: HF MV S ATAT RGNS IE [ R MY 2 2 1 S R

Hie: FREAGFESTTAT ARENS IE [ 20 2l 2 T S e

Indexed in the Thai-Journal Citation Index (TCI 2)



66 Chinese Journal of Social Science and Management Vol. 7 No. 2, 2023

HId: HUE ML 283 ST T RE IS IE R S 9% T SR

H2a: HE 25 SHEAT MRS IE R RS LI A

H2b: HE AR TUEAT VRS IE M2 s LA

H2c: B AG B SHEAT A RE I IE A M Z LI A

H2d: BRIV &S THEAT A REIE IE RIS Z LA A,

H3: SRR E [ S 2 2 0 S

SHUHE R A RO

OB A EE A, AR T AR ANE R, 2 B CBih N AT T
ST, AR = A2k B4 T R AL, S LR 256 AATTBL BIAT AR BLR= AR S . g A T
TRAN G AN 23 (AT g, TT UG EREE I A R AT D9 i AU BA% 1, AT S A S 4% 174
AT R S AR AT

FET AP ERR R AT, 2 A ML — 5 R ER AN R BRI Al A 22 TS
I, T 9 2 H R A ML X PO I N ZE S LEEAT 20 BT AN, DLER 3387 VB R R AR
PR AL 2 SATAT A B R R o X6 IR i i Ak 2 SRATAT B WL A R 43 TEA1 T e
HR%s B EHAE RS A3k AT DB AL A R A T RIS, 12N T Fift. B ISR TU
AWHRN, HIL 7L Mohr et al. (2001) A7 510 AR Il M3 42 SHATAT NS ATLIE R 5 40
ES GBI P P G W | LU PR o SR A B B i it 7S N1 w7 o 4 = B 7 oA 173 Wi e e 4
J&s KER ARz AN AL B S RGBS, Se N FIas % rE . R L JEAT Ak 2 5
FERIBIHLRE Z 7T, SR X RS AV AR (HNCA TR, 25 Tl
AT A2 BT IR, 23 5Emaiy 2Tl A R S5 SRR, AT 2l 2 (e S e B
MR ARSI an SR ol B B AV JBA TAL 2 THT AT ISR N TA B R RE TS
AFEASE S, TR H R RE S X R I AL 2 BTG B A A, R Rk S IR K4 T AR
MBI S e Rt B AV BATAL 2 SHE AT AR TIRES. 175, 9705 FIR R, IRATRETH
PR XA VAL 2 TS SN I AL RN, WAl RIS R 52 Tt

ST E5 AT, ASCER AR

Héa: SHUARITE R ST THEAT A5 1 2 K e R (A AR

H4b: SHLEFEITE R V28 ST A5 1 S M S B 2 [l AR A

Héc: ZHUEFTE R AAS B SHTAT A 1578 2 = S R Al e s AR A

Had: SOHUEFETEHRE il 2638 ST 5T 98 SR ke i AR .

i BRI, ASCIRHEANE 1 RIS TR A,

\H
HﬂFr
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FT 4 2 AT
G HAT
H2a
BRE L b
| H3 BRI
H2e EHHLIEIE RIS
fem ‘
H2 Héa—Had
BB
>‘ Hla—HI1d
B 1 BT FuR
W
FEASRHIE

AR PSR RS T A, T A S B X GO TR 55 B, S AR
RIS RAEATo PRI X — Y SR AR, RIS R “TRBR” U A 7 2UREAT . SR
FH RIS A A R 2 3, RIS . QQ A LB (EAE FF E &AM T R K BN B 5
2% ) A A, AR5 R AR B SR AR T35 R BRI R 460 13, MZSnEH
VU5 TSR BT R T 204 S R 2 A e 3R 2, BRI AN EAE B B AR 51 )5, FIRA 2L
135 409 4, )54 BOE 88.91%. #/E Wu (2010) it thHIbRiE, ARGk IS 5 1,
BB TN I G5 T AR AR AT A B B A S

MPETRKT, T 187 44 (54.3%), ik 222 44 (45.7%); MF#EKE, FEEEFTE 20~50 H 2
[, IZEERSEHIREA L 88.8%; WRHEREKE, miPLLT 10 44 (2.4%), e % 43 44 (10.5%),
K% 118 % (28.9%), AF} 182 44 (44.5%), Wit KL F24T3 56 44 (13.7%); MIRA AR, HIX
NTE 3000 JGLA R 44.3%, 3000~6000 JT#H T 32.5%, 6000~10000 JG#& (5 18.3%, 10000 JGLA
E# 4.9% FEARSAREONTIZ, A I FRECEBENL, DRI AT — e iR .

i SR BN E

AW T R (AR RS [ RO Ak 2 BT, A NA BT IR T, 8
PESTE 2B SR DA SRR RIS 2 9 2 3 0 S s P A SR E LA R AR TS A b T
FH ORI SE P BT A S [ e B 2, AR IF 15 55 ST 0 B P RS iR AT B 9%, A DU ARl B BT
HE A A TN & =R, JEEOE M OCT RK FH DIRRIE T . 7E B AL EE R A
%, MWELRASRR 5 Rk, 1 Rox “GEERNT, 5 R “CAEERRT AT TN
BT, #E— X RIEAT T, TERT IE A R
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e FHE ML THE, AR Carroll (1979) X1 bat2> TeAE U2 a4k B %14y, R
Maignan Fl Ferrell (2004) L Jin (2006) S ER FEH AT TSR3 B0 R &V 51E, B4 4 A8,
Sl “BAMIZHR A I I R ENST “ A Z i A AW 4R 013
I PRI RIS “HRIR AT A% R AL A SV B A LR e 38 “TRINIZ BRI AL 2541
L4, RE G BAVEHR M B A A RCR” s HUCRIEHTHE, B4 4 N8I 402 “Ru s
R A 8 2 HAEE RS IVE 2 N7 “FRIUIZ LR VA EAT 58 P BRI A P58
eI “PRAEIZ R AR I VRS & 258 AT — B I LSS IR T iz e AL R s
R 0 T AR 0 TR AR s 85 = AR B THE, AdE 3 NI, /0002 “ R 5% B A
M BE % T A 1 1] 1 2l 3 8 7 it R A A5 B R B 12 L i o e T Ak B 2R 6t R 1
HARANB SRR “IRAME 12 LB P S A5 57 T, MR TR R ENES " &a
FEFE T, G4 AT, AR CHRIRATANZ R AT R, S5 AR R,
WA HL R AR S VE Ak 22 55 SR A I 0 LB (LI 7 3R 90 451 v 7 A M BE RN T e X Ak A7
STRRITE SN “TRI AR A SRR, SAOR SC gl ke .

KTHRE ML REIE, AR FESEHUELE T Zeithaml et al. (1996). Sen FI Bhattacharya
(2001) SENIFRIIER, HEGARTNEHITIET, BFF 4 DB 7352 “RIEE REEZD
P VISR RN F R A S s R e e B “AE AR e iz B R A HE R Rk
T USSR i, TR R SRR P R AR

FTHHUHRE, AR EESENEL T Deng etal. (2016) TR HIHER, IEESAHITNEHAT
BT, B4E 3 NI, S AR BN IS 514 SRS SIE 2N TR X Rl 7“3k
WHNHR S 51 E2 THTE S 2 00 T4 ERRIRAHDGE " “BUCNHRE SIS 514 51 TE
BN E R T SGE

BRIEERES T

TEAERRIEE S HTES, REEN o R% (Cronbach’s o) A& 5 Bl FHRI G . — ok,
E LS o RECKT 0.7 B, SR RAAREMER: R o RETE 0.5~0.7 ZIEE, 38
ERAGRE AT TR ES o REUNT 0.5 I, U RMBPAEA, HEIHM T8N, 2 1BM
SPSS 20 B4t Scale FIFEMEAMHT, MRIFIKIERSEIKE, FrA L ENEREEIIRT 0.8, #4LTAT
FZ G EE N, IXRERE R0 25 LU A 70 T F R mT St
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R 1 REIEER SR

Gy AR B E Cronbach’s a
BT UTE A & 4 0.881
PETUE H AR 4 0.870
DT HAR & 3 0.842
BEIUE A 5 4 0.928
VM B T SR H A 4 0.890
LA H AR 3 0.898

R o3 Bt A& P ORAS B8 45 A BE 08 17 B S ) OSSR AR S5 0 3 N U NS5 /9 285 - T
TR B LRSS DA A R SR b, S5 & AR TR R B9 2, R BoA B
RIP BRI . SRR PR B A B 2 [ SR R L, I R BB oA AR B AV R R BB PRI L
777 (AVE). — kUt Wk AVE FHEIRT 0.5, HRT-EAA B2 [HIAHK R4 MEIEEE A
ARSI AR RYER 2 PRIGRUERIR SR, W LR B, AR Th A &K AVE {HH KT
0.5, H AVE {6 K TR R 2 [H AR R SR BAT B s ki

R 2 BRI R KBTI %=

ZE SWFFE  BERE RERE RERE HREWIEE SHLEEHE
Ny 0.662
AT 0.508 0.513
R TIAE 0.495 0.477 0.537
BEUE 0.387 0.370 0.420 0.517
V8 B I ST R 0.318 0.343 0.403 0.466 0.733
IpINE! 0.269 0.297 0.372 0.423 0.581 0.695

e XL ARSI TS BT % (AVE).

WA EER

I AMOS 23.0 Bt B i il 2 STERZIY 2 5 W SR N B AR R HEAT 5 M R
G, el AT R, DL R UL S R b O AR X S5 M T R R AT VAL, AR R IE I 4
K 77 R 3 W7 07 1508 A S ) SR AT A AT BR AR 0 A MR BAR 36 o S WP AS Y 1) 32 RS0 k47
K, FH2HIAT Bootstrap ARG RN . IZAE R BRHELL S SR WA 2 Pl
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0
*
o
&

B 2 AMOS R R F-i7 2K K]

KA, WA BY AT PN (RIFR b2 A 2 IE BE X FR L X/d L ZEX0NERC R bR RMSEA fH. GFI
{B. AGFI i, $4{EERCHEAR NFLL CFI S545 45, B SFEEEs RN 3 Pros:

R 3 B SRR,

SRR E TR A b v RN A KR R HALE R AW

240503 T 4 4

RMSEA 8 <0.08 0.078 AR

GFI >0.80 0.864 LA

AGFI i >0.80 0.827 LA
1804138 L 4 4

NFI fd >0.80 0.905 AR

CFI 4 >0.90 0.937 LA
i 4385 P 45 4

x/df <5 3.474 AR
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B IR AR50 SAH SR HERA AT, Ui B IE 2 5 A Fr s B R S A R T R AR TR A
TEECI, EEERAE aT AT N — P R AR A G . JEI AMOS 23.0 B gt A R AR T
HR AR e RIAT IS ARG, S B LR 4 fis:

R 4 S5 RS,

BAERAR P &R
LA — 2255 54T 0.019 %
LA B — 5T 0.022 %
EHUH P — 15T 0.458 A=
BIHUE N — 2635 54T ok £
TH P W S 5 IR — LA R ok 32
TH B W KB — 2B ST 0.005 %
TH 283 W KR R T 0.023 %
TH P W KR AR PSR 0.038 w2
TP TR — R TMT ok ez

AR, *#P<0.01, ¥+ AR T, P<0.05 BN I B EE.

MEZ 4 TTLAE R, T f Al A 2 DUAE5 VT 2 T SR ok AR A SR T FefBse . “Hai
AAG P TATAT A BENS 1L S SI ALV R 7 1K — R ARG 3 45 IR RISCRY, MERIE AN
FARMRBHAAT R 1 SRR T Has w] BLdsd [m] 3 R8N BT LLE B, s Al 2835 BT
DU 2 W K S IS AU B IS ) e K, JF B AR e L m AT 25 /. iR 4h
REW], R AL AR 2 ST XE 28 W SE SR R R B 2E B, T ShALVA B R B R R T
AL R TTAEAN, AT TUEANER ST RSNV R R R RS . BAh, SIFLH WA
XY B ey SRR R R R A v S AR A

i Amos 23.0 K H Bootstrap J7 75X A RN BEAT 43T, FR5E Wen A1 Ye (2014) I SCHR,
LEPIWTIE R th A RS AT AR, FEEEX PRS0, iaE, WALELER AR, 41
ALE, M EFEZI BB 32 5.3 6 YA Amos 23.0 FfF4ithi i) Bootstrap 70Hr 4558

R 5 AR IEEEXE CRIRD

TR HBHEFE EERE S T RERT FIYLEEHE BHREWERR
IpINES 0.000 0.000 0.000 0.000 0.000 0.000
PEE e AES Y -0.258 0.090 0.020 0.076 0.000 0.000
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R 6 AL BEXE (LR

IR BHEFE EHRTME ZBTE BERT FHHLIEEHE HHREMWESE
IpINE| 0.000 0.000 0.000 0.000 0.000 0.000
T PR ST 0.105 0.278 0.191 0.452 0.000 0.000

XA AR IE BAE DX AT 82, W] LA 31 e A b A R 5T A 0 ¥ 2 385 08 1% 3 S 1 1] 422 R
TR -0.258, R 0.105, BEXIECAE 0, X5 3B S ALH AE HU R A kAR 2 534 5
W S R R ) A RS AN B BRI 2 A S T B X RME X A 0, itk
AT, FL R A Ml Al 2 TR BRAG BT AR A1 = 2 55 A o) R AR 8 i 2 o M) S 5 B T f e A
RS IV 1% A2 3 1R o 3 2 BH B LIS DR R A Ml 2 ST o 31 Bl 2 T S i ) B R A
SRR

wig

ARSCAEAR B TR LAt b, e I TERL A e 1m0 o B 9% o, TR SREE T 4l X R I i R 55
5. LRI 1R A AL 2 ST 5 1 9 8 W SRR IOk R B T FOR Y, 3 SHER AR R T
FL R A MA 2 DU RS B A SRR I N AE LA I A S BARBILAE YA T -

L BTN IA R K, SIN T ShHLA R — B W 3% 3 32 00D 3 D 3K ) R B AL |, X
LR AL 2 5 T B N SR JE Ok AR AR AL T 2t

2. AW UL T A T A M A 2 SR A LV B D SRR R AR RS O SR AT T
PLIEL, 19 31 12835 DrE BF SR AE TR DU X V8 2 25 W ST e ) 52 M i EAR U 3 ik, i 48 2R

SRRV 9 35 W SR R S A B W T 458 . vl it & SUE BB A AL BT T —

HHRR, WA GHAUT Bk S TR SR AR i — BRI R

ARSCAFAE 3 RPRYE, FEARR AT T Fa ZEAWTINA

1. FEASYE I R PR

ARSTHIRIE U G B L7 55 TH 7 A 8 Y 9, DRI T “IR =Bk 115 SUAE N 4%

B RO T R R YR B o TSR R AR A Ok B T XA 2, X AT A IR N i
P2 36 i — % B ASFIRZ I o U0 SRS B S 1A R T Jim SR AT 9T, T 5 S8 AE 22 NIl T T A Sk 42 7
L TR E, PR FIH DO 33800 1 A R Al A 2 SRR AE 2 7

2. BRI ERRRIBR

AW FERIREFE 07 V5 8 TR BT, 2 )T AT ST (] 22 SR E AR AL

I AT R PN AT BEAT E 7T AT iR SR U, BT IR IR IR BE IR 8 A2 B 2 [ & 5 A7 AE 7Y
M RV S 5 642 ELTE 30 A8 T R IR I AR 25 IR D A8 B TR AR G &R o TR M 5 8 F 7 )
LMERT T T EA T 2 Ik %
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3. AAENERRRE
AR RPN FEA &, EAIESEME T WA AT RAERL, XEEREY
VR T RRSE [ 5K, ST e 58 L b - e ] L R0 R S I B R 2 I L, AR S AR 4R
FE IR B R HEAT T B BT (H i OO SN RS B 2 R AROK, BT RE R B R
HA TV 5 B RHE AR G R, & AR T AR A LI 7]
4. S FNME IR E
ARSL AT AT (RIE FUAT XoF 5 Ry B 1) R R A A 2 ST X ¥ 9l 3 T SE R RS R DR
Fr A3 S50 RGBS BRI, R R W IE AT 2 5. 2 MENE AL, MER R 450
HA G 53 MH 2 2 0 S5 RE I AR H SR B SEAT Dy, 0S4l I 5% 251 R 52 1 38 A
R Tt —B e,

HESEW
St
SCAUEAG 36 45 R R, RS Aol it 2 STEAT 9 Bl ST LU 1T S LI R 31 91 4 T Sk i
S, Hesomi L EAARBLAELLU T AN T
- RS TUEA R RIGERE, X 3 W e R R w7 A 22
FEL G A Ml A S DA X VH 2 I SR IR AR TR [, (HX MR A 22 R BARR L,
IR TUE . QT UE VAR TUE 1 BE SR A BFR, TR0 5 M0 6 328 W 95« X U8 B RV
P I SE R IRAEAR R 2 _L 32 Bl JEAT H R STE AL
2. EMHURRFEH R A AL 2 SRS T 2 5 W SR JE oG R ke o rR o VR
EHUHBHE AR & R R AL 2 T E S T 3 B SR R R PPk /A
S PR e AR b B AT AL & SRR AT LUE S SRR — L LGB R, X iH 3 e
J 77 A ) e L o FL T A Ml DU A o P P e AT X ¥ 2 3 D SE R SR s i o, i 2 A
PR BT A T ) PR A BEONEAE R BE B SO AN LR A DA 638 DA DR STE AR STAE X 9%
HI SRR T A sV ERTR TR BT XA 98 W SE R 2w i AN B e
#i
AN R ARV AT S SRR THH B W KR B SR A T LU R 2
1. HER Al AR A 2 DU RN IR 5 OB
FEL T AR L B SR RE A AN A MV G 1) A1 L D) SARAH S AR AR 22 54T, T R A b TR R B
AN IR R AT AR B, AN TTRE S 3 B L Ak AE 33758 b 3RAS— @ L35 5 ART (EA
SAERTFURTE, MR L ADOR B Tkt & TUE R UF H R A5 AT s RIS A 05 1.
i A M AR AR FE AR 2 TR RIS, — g ZEE B S LR PRI PR 3OV 2 Lo B R (15, DAY
e 9 B AEAT N BRI A AT AL K 7 1A .

Jlie
KE
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2. Al B = A HAC B B, R A T UERELT
HLR A M JBAT Al Ak DU R T ZEAR N L BHIR R, 7 BB IR E AL IR AIRS
B2 MU L, AR TR, £ R AL ST 2% BV E BN R DT E. AR E X
e A0 VAT A2 TUE AU PR T BIE O Ak 28 WS 7T 52 450 JEOKR, T K 2 HETa]
THEERE R BRI & T A EE, KRAF. B 0. DA 2R,k
BWFAV R R, BRI AT E 4 B4 2R B H RIS T
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