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Abstract

As an emerging model of knowledge acquisition, knowledge payment has become an important
force driving the development of the knowledge economy. However, after experiencing “explosive”
growth in recent years, its user growth rate has slowed, and the root causes of this trend require further
exploration. Based on the CIFE model, this study examines the impact of consumers’ impulse purchasing
traits, knowledge product information quality, and knowledge producer credibility on the impulse purchase
of online paid knowledge products, as well as the moderating role of consumer confidence. A convenience
sampling method was used to collect 616 valid responses through an online questionnaire survey. Structural
equation modeling was employed to analyze the causal relationships among the variables, and the
moderating effect of consumer confidence was tested using hierarchical regression analysis. The results
show that impulse purchasing traits, the information quality of knowledge products, and the credibility
of knowledge producers all have significant positive effects on consumers’ impulsive purchase intentions
for online paid knowledge products. Moreover, consumer confidence is influenced by both the quality
of knowledge product information and the credibility of the producers. A moderating effect was found
in the relationship between impulse purchasing traits and impulse buying intentions, depending on the
level of consumer confidence. Based on these findings, it is recommended to improve the information
quality of online knowledge products, implement product feature labeling, strengthen cooperation with
credible knowledge producers, enhance their reputation, identify user characteristics of online knowledge

consumers, and adopt precision marketing strategies.
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TR, BEE M) IR R B AT 2 B, %% AR LR RRAS 27 fh i =
FRGRIL, AR T . FHERMAILN, WAMEE T MERRPRR T gz, Fh
By WAL —85r, FEBOFMA “t—57 RIS A 2RI AT 28 ML AL N B 2K S
PEP Ak, IFAE A DU BRI At — o g IR L A, S T SR TN I % U
e BE EEALASCHF (Yu, 20215 Lu, 2022). AELAIRAT SAT ML 1A R FE B 32 21 7 BEA T I AN
WG Z R0, I BT P B AWK, RE L T RIRESTE AR . AR,
JEAELRNRA AT M2 7 1 PRy 5K, (R 2 FT AR 98 7 I U o 5 1 P R o O 52
MRS, FHRM RRAESORARTEE . R A B AT 0 R R AR T 5 1 08 1Bk R
(Zhou et al., 2019; Wen & Liang, 2023). TSk Zbr#EAL VPO A R, FH P RIS 2 12 19
2R R IE PR RN, AR BT W RIS HEER . WARRBLIL R ™ E . F R
PR R RS Bl 75 SR A5 190 R Rl S8 1) A 7™ S 1) 1 RR AT 97 (A & g (Qi et all, 2021
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Li et al,, 2023). WA EETFANR™ M & S P E . BRARH PR, BUNTESARAT
PAT WA 0 . WA TR, O T8 2 B AR R ANRAT SRAT A B 78 32 222 K
BRI A A R FT 9 B 385 R R 2 7 S TR SEAT N (Zhou et al., 2019; Lu, 2021; Wang et
al., 2021; Zhang, 2022), %t 118 2 # AEHIE RIS SR B M AT N IR S LA > . ST ik,
N T ABRZRAE SNV B P RS T8 g2 ORI, A B e R RS 2 ) H il 9 F&, JE T CIFE
BERL, TEREE TV 2038 v PRI SEAT W FU Rl b, VRS2 SR (S B R R
FEHE TG RE . W SEh Bl RE TN 7E 2R AT 2 7= e 3l MR D S B s, [RIEDHE9E 2h 2 A
TERAFT BT TIN, RN HAE N — A E AL FOR BT R MVE R, DU 0 R i 2007
dniH PRAT BT, A b AR RE R X b B D SE AT B T Y mE, R D AR AT 3T &
FEG A o REVR R (8 4 SRS SR — B IR I 5 2%

BT E

B, ET RS R SSAT N BT SOSRCR . L CIFE BN, 5] AR &,
MAGAE A A A A T ARG RIS 37 e Sl PRI SE R R R 3 i . o, R v 515
AT R T R A S P IR AR 7 3 T 5 LA W) ST b Bl o 55 LR 3 % v sl 2 A S Ui
I, USRI 9 P S PR SR IR A AR I A AENL B . 3558, SRATSIEIERTE 53,
KHIE CIFE AU TR LR FIRAS 27 i P S PRI SR I S AR AR RE 0. B, B AT
FE LA = AR S VE I SEAT N BRI FE N 28 R A2 RS 91 5 5 40 SR ) s SR 1t —
FE B HCHE 5 RIS F -

ERERIR
CIFE #2! DL & B BB AR

Dholakia (2000) e £ DA 78 Hh i K (el 14 0 K (0 s el R 3R 3 H 7 AR S & 7E 2R i3
PEIESEAT A CIFE (Consumption Impulse Formation and Enactment) F7, 4578 v ity = /AN iy il A5 &
AFEERRE . 5. . R, BEREER (FTE BN B, S B RAS)
FIMPENRFIT . 243X =N ATHE ST I — AN B AN B RS KT, S TR0 2eihal CRaT
PR s, — BRI Bihal, e BaP T RRI A R BRI R . W 2 AR A
PR A R IRBUEMAREER, W23l S P30 % . Dholakia 2 Hiff) CIFI 7Y 52 5|
THARFHIZ A (Kocher & Sutter, 2006). [FIIN,  CIFI LR A fif R b 5l 4 1 ST Bt A5
G — W N T 2 T 9 L ah sl A i A1 A i R 622 (Dawson & Kim, 2009),
PR Bl S DR R TR S R R (Xiong & Jing, 2010). Zhi8 AT A& b 3h I SEAT b 7t 45
(Zheng, 2018). & Tk, AWFFLL CIFE BLAUAZEMELL, S5E7ELFINAT g5, LU
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P S B RN E AR R, AR RS VRSS2 (0 S B
JRAE AR 2, W S0 R0 S BT R RAE P 3 1A T A5 B LB B o 1A ) S 1o 3 A o
FELERIIRAT B o 2 v sh M S R e, [ 5L NTH SR 8 AR R R &, TR s
FBTEF A I AL

TELR MBI SEAR SRR 5T

MR TR sl W LRI 5 2 B rb T AT i b BT S I SEAT Ay, T R 7 i RO
FBD o BRI, PR SE bR LR M B S BRI ER, NOWAEE P AT IR A AT (Jones
et al., 2003). H ATHOREE 7 b i Bl P SEAT 9 IO 7T 5 228 TR AR XA TR 148 2% i At
MRt BRETHL. ShIBATE M2 (Gao & Li, 2022; Mattia et al., 2021; Zheng, 2018) KT 55 XTI
IR 56 o 1 i B PR D S TR, AN 2 B SCRIRAT 7T 1 I T8 5 i T8 (Gu & W, 2019;
Huang, 2018). H BIHEAE Shbsh ke SEAT A I 78 EL b . Darby A Karni (1973) 4 0 SERIE
F I G AN BB T R =, RIDVECAEAE =R, SR R0 6 2 B A [F 3.
FELRFNVRAT B 7= it B I 0 RR K R G UM ES AR, 7 S BB YK 8 TE AR
TSI (Qi et al., 2022). ARHEE B AL, T I AT A KB 212 3 8 kKA S
BRI, A R SR SRR e T I AR R PR S e . DRI, Y B AR R AR e
i PR D S AT Ry o S AZAFAE — 58 LB R v B e K o T8I A R AR ER,  H TSI 7E 26 b 3l
VKR R AR R, —REIHERER, R MERAEER. MBI E R
Jeie iy Misp s BE %R 2 . Dholakia (2000) FURF SR, 7= & K & B 22 A0 51 R 90 2 vf
AL R IEA G BRI AR TN R R B AE S R R B S S AR RS
S b B I SE 7 R A 22 1E [ 540 (Chen & Yue, 2023).  Zhang A1 Feng (2023) 3@ i 0 78 & B - 4%
S5l ERBE RS S AETE R TTEC X S i ppsh 0 S B R0 . Jinetal.
(2023) HFF FTAIE SE AN 19 5 R 1 J3% R R 4 AR5 5T I T 5 I 98 3 1 b B v D S R . R
AN ) 30 S S A6 i) 1 [ 0 b B D S 7 S (Beatty & Ferrell, 1998; Dholakia, 2000). MEAT
SCHRKRAE, ARADE NG RRE . BRI ATE R ARG SEh SRRy TR O 2
BN SEI R . B, ERRA PGS, X AR R R E TN EAA B . A,
PRI SCF R TR o R, DOk 2877 S Z B AS, T S N R SOAR
R VEAL P 5 )i B (Zhou et al., 2019).  FIVRAEZ =35 (147 I EE (Shi et al., 2020) RIS AT AN 2
(Zhao et al., 2018). FMLPEFIAS N Bk /) (Zhou et al., 2022) 25X KR AT 27 78 2 & (19 1 SEAT NAEALE
HROM o B TR AR« 2R B0 R b A 9 Bl 3 0 L A SRR A, AT o
EAE DA EEI K (Jin et al,, 2023). JSEAP AR FURMAAR B 58K AR 5 8 24E
BOZIE L) — PR T, R /MAR A i SEAT IR AR S5 R (Zheng, 2018).  H A5 /& B E IV ¥
RFE, S P I S Sk B, BA R BENIEYM#E, AHNE ciiay e,

i
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I BARZD e S5 52 (Mukhtar et al., 2021). ML T, B2 A5 007 28 EAR BB A
B EIRAF AN EBAE ERVEAS 2R, DA AT T B = A5 00 A0 S I S VR 4 AT VT2
B0 P HEARZE (R 95 4T (Tran, 2022). BT R FE AR 2825 B AR VR0 2 8 R K — A5 T
SINEN T G AT AR TR, I 9 ESTE MBI AT LB h R 2 o A B R4
(Tran, 2022; Mukhtar etal., 2021), {HEEARTH 28 BEFE M5 B G REER. %K
PIEN R SR ) 1 K B RN AR R AL, S AR TR A PR R T 1 — 2B BT B 51
— A FEENLFORE T RAEER o Rk, B 50K AR LR R = i 5 B AR =3 1
A A FE RN S Bl Re 5T = AN T TR I RV 2l 285 i) 1R SETE R RS 987 it B 5], [ R
PPV B BB AL Lo (R Y AR
W R B SR A
1) ATV A 55 X T 2 AT 8 7 i o 30 e g S 8 D A 5
RO A5 B AR AR 98 & ORI OG T RN U= i 5 S VE R AR gl P S A e
FERN= M A G, 7= R SOt Lt i vl s g B2 . fR T R R TS TR IS i,
WA SMEBYE, HOCARINR B ART SMABANH. Kk, BEEgrfE Smas sy g
PRA AR & . Tao (2011) 3@ ILHF SR B WSl S B B INR 32, R A B & mT TR 0 1] 52 )
FURGENAG FYE, AN 25088 F P 8 B4 F 7% 30 0l R0 7058 ;- Hu 1 Zhang (2016) TAAE B0 &5
WA PP, WG PR N A RTEL A, BRSSP IR, PR B iR e,
PASUTRARTS:, T = AE IS & & . Delone A1 Mclean (2003) 3B B 78 &K L, 72 s S8 4 i k.
LR 5 B R X S 3 (W S e s s . BTk, SRR R
H1: SR A5 BT R R R AT 98 7 iy 1 0 3K 7 B AT TE R 50
2) FIRA = R A PR 2R AR 7 7 5 b sl D S R R A R
SR A F I AT B R TR A IAE P I 26 A6 505 B 5E & MRS P P AR R AT
B P EIUOFLEE . BRASEBE AN, R A =2 A )15 B P VAl 7= i o () B A4l
(Sussman & Siegal, 2003). Yang et al. (2020) Bff 78 & I &5 A54% #6351 75 2 R U s e FH P 1 i
FESRAT N, AL R o b B T IO P I RN 3847 . Jin et al. (2023) A7 WA
M NARARE T 220N A 98 2 0 = A SR FEAIE A, NI AV 2 2 T8 5 1R Hh 3 1k
JE3% . Zhao etal. (2018) BfF 7 K B AR AL 745 & 75 SE 44 WA UE BA R T Ayt T Ml ey (2. 25 1F s
WP P AR 2 R . i, R DU B
H2: VAP35 (0 R A B AR 2R AT 8 7= it e )y P 0 S 2 S BT TE ] 2
3) DSy RS A LR IR AT B 7 it e sl 1 0 S R SR A
T D AT W) M S N 2K N SZ B 1 B S RS R o T S Bl R 2
FAETMMERIA B AETHRIF . KRR B SR G . Dholakia (2000) #& Hi 21

3
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SRR 5T SR TP AT N B IEA R R R m@mzﬁﬁﬁ TR, ARAMERA B
e zhte, AaHHEAMRAEL, e msmAI e KRR, BT T . TEL
FARATSRAEEE S, Bl vk R AR AT 500 PR 1E 2 B S IR AL & AR TG B . IR S5 IR IR S5 R
SEERON, S AR i RS R SR AR M, AR G B i S SRR IR YL, AT EE I aiAk T ARR
iz LB, SN G e A g . Rk, EH DU Bk

H3: TS s R A2 AR 97 it b sl 0 S5 B A IR 1) 2

4) JE P A AE R R

HE BEAHREX A CIA R FRAAN RE G, BT HRE AR —
KA TR PR S BN . EA R 9% R RO AR SE AR B B B R AT R, T b
RAAMBAE S . Kwon Hl Jain (2009) &I, & EAEITE S8 7E T B 41045 BB, BB TR
A CREIRFIESE, AR KBINEI S E . Laroche et al. (1996) &I, WH2HE M EE
KT B R B SR MR B R RN S BRI, KBS R
XS 45 B KA R . Zhou et al. (2019) FRH, K= S FEZMHEEE, HEEE
FLE I WA AE BT . X ERE, MW RE S Z BERT, AT TR A
ST RRE FE TRIESE, IR A5 B B AR SR AR A FEME /) B K . Cheung et al.
(2014) RIL, (EAELLIGPIIAEE, T3 AE AT TR LR E8E RN E. mAakE
T S TR PSR I R b A T B AT, T B A e SO TS EUR . Grewal et al.
(1994) W58 By A5 T 2 5 S0 A OSBRI E 2 . Hsu A1 Chang (2013) (R FTHEH, W 2%
R FR SR AL ST W R AT S R AR, T SR B B R S S O, AT AT
eI 0 BB IR, HE G, 3 DL R

Hda: V9 2% BAGAERIIR ™ i 15 50T B 5 sl PR S i S T B AT R A

H4b: H 3 FSTE A RAR = 35 10 AT A5 B 5 3l R i B T B VR

Hdc: V8 2% BAG 1N SK bl Re o1 5 i sl 00 K S8 2 8] BT 5 1

5) MRS
BETULEarHr, MR T IELR IS = S B I S R A, Bkt 1 R
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ickre A==

Haa/ |Hde
G "
B

H1

HHVE = PRSP
BT B H2
W S Bl H3
J&

LI IR B a5 it

W T5 %

5.3k

B S BN E 2% T %3 Delone fil Mclean (2003) X115 B R 4t H15 B & 1F 1
5, LLJ Linetal. (2013) K TELphahIE L= M5 BRI ER T, 45653 Qietal. (2021).
Zheng (2018) MWFFE, XERMEATS S, 19 AN TUR B R~ WS B E R miA
F TS FE B S T %% Sussman M1 Siegal (2003) X5 B £ 4 ofA4£ 3 W {3 BEYRAN (I0F 72
DA K Xu (2019) 55T WA FH P ERR AT B IR BE I I B R T, 456 Qi et al. (2021)
M Te, XS ERRAT S, 4 AR DR E . ¢TI SErh 3R s &, 2% T Rook
F Fisher (1995) A XM HHIM R ER, 4555 Zheng (2018) MIHFFT, X HEE SO 7T 75 2,
X ERAAT G, 4 NETGHEATIE . s S B AR TH 9% 3 32 2] N AN I 2 5,
SURMNURSRZNRIIE LG S, P2 AR —Fh AR S B R AR L= S i sl Al ey . E25%8 T
Beatty 1 Ferrell (1998) 5t 2 4 ) 35 s JE & & R B it B, 455 Jing A Yue (2005)
B G S ) 5, WIS SO R TR EET T ER, F 4 /NEBHHTIE . T 2
AAERIE, (5% 7 %3 Hsu et al. (2012) Zafil i) B 52X L& Kimiagari A1 Malafe (2021) &1t
MEGEER, 4R LMTERET TERMEY, HKET 7 N8B BEEERDHE RN
BRI A Ry 5 M RRIE, WIN MBI E RN 1 2 S 5, REEEARE
AREZE. Por. FEMEER HE.

B 5EAR G

AHFFCTE IFEFE A 18 JA5 L S IE 7R 2 AUt 9= S g AN, SRR (A 7 5,
T 9 4% 1) A R A AT R U . AR S B R S A S BT I R R A e A, A )
HBRE ERIRESERIRS: R, @dHFE GES QQ) Kl %, EZLMER v,
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6L B ST A A B R () 2 ST BRSO 5 . PR ET IR 2024 4F 1 A 1 HEI3 A 1 H.
LR 718 47, G A AR, BIBRAEZ IS (a0 T 120 B0\ AEZEIAT G 7 Ji . AR
E—HMEEI S, REEREE 6164, [HEHREN85.8%. LRI T, AR
W& R LU NAE 501 DA B, X — OB N BN IE & (Bentler & Chou, 1987). LAIX —AxifEHN
i, AT ST 38 T, A RFEAR N 616, HEARLNE WM LE AT 5:1, T4
FEE T ESR . AHEFUAEF AMOS 23.0 B HE1T $edls 40 #r

WS R

FR MG T

X2V RE AT /R ME G vt a0 0, BRSO T o 205 I IR e R
FUEE BN “HRIBAR”, HEHN62.18%, HUCN “ NCHERY, (HEE N 56.98%;: M EHHI%N
PSR GRE, MAMRERNIT G2 “Hld VAo, 9% SN 87.66%; M T fif
KRS &/ I EEIRERE, Ko MRS, HHA52.27%;: MIERIKE, FEA
VLI 55.44%, SIPELLHIR 47.56%; F0E A0 T, “24-44 %7 (SR, N 42.37%,
HUGE “18-24 7, [N 29.87%, LG KA, 18-44 % AL HIRAT 2= Mpp s PRI 3K 1) 3 s
AW, KR CREBARR, WHA 51.30%; B I, “FaE/IRE ML T
LB 2, HEHEN 27.92%: RFT-F HUASKDE “3000-5000 767 & HfE, A 37.50%.

BEBES T

HIR G B E (0.964) FIRAEF=H PR EE (0.898) WK PHEIHFFI (0.866) JH 7%
FHAE (0.901). MahtEIEE SR (0.822) AN & 1 v & Uik R34 (Cronbach alpha) 3)°KT 0.7,
i /2 S HE (Segars, 1997), FH 0] & 4L HABUF NS — 80, ARUORHE RS SE L
B, BRI 1. [/ AMOS 23.0 AT UEME B 1047 (CFA), Jdid A5 214
HAEE (CR) FIPPI4 7 ZEHHUE: (AVE), I ERMERSCNE, BASRNE 1. SBELER
AVE {H1F 0.537 3 0.622 2 i), ¥t 0.5; 1 CR {H7E 0.823 ] 0.964 2 [v], ¥t 0.7, &
Z% il (Fornell & Larcker, 1981). X Ui WI7ESEPRAF S ficdla b, &AM B4R Z I REUE HE
BHAH . MRAER 2 REUOEE, SRR A O RO T S EL B AVE P IRME,
&2 hrifE (Fornell & Larcker, 1981). W SEBRBH 7T 24 Hh 2% N8 A8 2 1A X0 200 R4
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R 1IRUEER 70 Hras iR

iy AVE CR Cronbach Alpha
HIRF 5 B i 0.582 0.964 0.964
IR A R RS 0.596 0.898 0.898
) ST Bl T 0.622 0.868 0.866
HEBE 0.566 0.901 0.901
PPN SE R 0.537 0.823 0.822

2 2 XA E Y Pearson AH I T
HRPERMER FRAEREE BT

G WEXHHREER HREERF WIHHWIERE
& B
AR 5 B i 0.763
FRA P AT 0.368%* 0.772
V) SE B A 0.380%* 0.344%* 0.789
WEAE -0.211%%* -0.151%* -0.182%* 0.753
B ST R 0.417** 0.444%* 0.384%* -0.240%* 0.733

H: *RIRp<0.05, *FIR p<0.01, XALEBEFRRLER AVE F IR E

AER 3 FA A SUEYE R 7 BT AR BL LS A5 B AT A, S LA S EIOEUE (F = 919.241,
df = 730, X°/df = 1.259 < 3, NFI = 0.942 > 0.9, IFI = 0.987 > 0.9, TLI = 0.986 > 0.9, CFI = 0.987 >
0.9, GFI =0.932 > 0.9, RMSEA = 0.0214 < 0.050) 775 #F 7L I 3K (Bentler & Bonett, 1980),
VEUI DS BRLLT, DRI T 7 17 36 SR AR A A B80S 72 AR AT 98 Hh S0 UE PR PR -1~ B AR o i R £
RIFIE R . BER 3 RIS 7 PR PR S 15 DUEEE o AHIE 7C (R 45 44 J7 FE AR Y
BINES BT RE (OF = 605.515, df = 4898, */df = 1.238 <3, NFI = 0.954 > 0.9, IF1 = 0.991 > 0.9,
TLI=0.990> 0.9, CFI=0.991 > 0.9, GFI = 0.945 > 0.9, RMSEA = 0.014 < 0.020) S 75 &1 5% ) 21
ZZ3K (Bentler & Bonett, 1980), 5t IR AYILL & A, [RIMAR SC I 45 0 5 R AR RS0 T 18 A5 10 45 BT
19 3 (RE AR BAT B IS RO

=3RRI A4 R

RS K df  rdf NFI IFI TLI CFI GFI RMSEA
CFA 17 919.241 730 1.259 0.942 0.987 0.986 0.987 0.932 0.021
&4

SEM ({7 605.515 489 1.238 0.954 0.991 0.990 0.991 0.945 0.020
MAELER
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RIBRMGLIR (3R

MARME L df  rdf NFI IFI TLI CFI GFI RMSEA
JEANEEN / / <3 >0.9 >0.9 >0.9 >0.9 >0.9 <0.050
S FRfE Bentler & Bentler & Bentler &  Bentler & Bentler &  Seyal et al., McDonald &
Bonett, 1980 Bonett, 1980 Bonett, 1980 Bonett, 1980 Bonett, 1980 2002 Ho, 2002
R

TE LR ENARAT 5 7= i o 3 A ) S 2 TR 8 ) 7 R A 0 59 A IR 1) B 42 R B 960 45 R R
4 TR FIRAE PR 1 AT A5 B B3 IE ) R MR AE 2R BT 2 7= i b B PR SR R (B =0.339, p < 0.05),
FR S BB T s PRI SE S R B B3 IE MRS (B=0.241, p <0.05), K Eh R BT
TELRFRAT 2 7 b sl PR SE S B 2 3 IE )52 (B = 0.222, p < 0.05).

BRI

KH 3 R AR S P BAERRTTMER, AR B AR & 5 38 & 158 B 100 R AR & R
A RECR EEGE R, IR AT RN R A5 L, TR R T AR B T T

R 4 B R B AE R
E|273:3 —
B @EE sE Ccr p THEAE
P R
AR E R R > MBI PEI LR 0.223 0.042 5273 0.000 0.241
AP H I EE > MBS 0.324 0.047 6.973 0.000 0.339
T SE 5l 5 I > Ml S R 0.205 0.044 4.646 0.000 0.222
R 5 IH P BE B R A I 4 SR
it e B SE B t R2  AE)ER2 F
A CH&ED 3.794  0.034 - 110.119%% 0228 0.224 60.342%*
HIR 5 B i 0372 0.035  0.387 10.658%*
WREAE -0.189  0.038 -0.180 -4.927%*
IR A B -0.186  0.038 -0.175 -4.901%*
HE A
AN CHED 3.819  0.034 - 112.413%* 0233 0.229 61.926%*

HVRAE P38 I AT A 0.379  0.033  0.416 11.599%*

WRE A -0.189  0.038  -0.181 -5.034%*
FIEFE S TEREE* -0.073  0.035  -0.073 -2.050%
WhEEE
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RS HBEAGRHTERRRES R (88

gitis] e B SE B t R2 W5 R2 F
BAL3 CHED 3.810  0.035 - 108.499**  0.190 0.186 47.721%%
T SE b5l 5 5 0310 0.033  0.346 9.324%
HRE B -0.192  0.039 -0.183 -4.940%*
) S h 20y o -0.111  0.036  -0.111 -3.049%*
W BE

T AR ok E
*FRR p<0.05, **FIR p<0.01, ***FIR p<0.001

AL S IR Es R, B 1 ] AR S BT S R S R BT 35 1R 1R R
(B=0.387,p<0.05), HZ%#E BASX sl S REA B3 7R 520 (B =-0.180,p<0.05), %1iH
A S PR S 2 IO P S LA I (B =-0.175,p <0.05), KW Fh
FHSTERNIR = M S BT R 5 i M 3K S ) B 38 1 A e T AR RS 2 mr e, il
A RIS BT R A M SE R R A B35 IE RN (B=0.416, p<0.05), ¥ % BAEX MBIk
W K R BAT B 2B SRR (B =-0.181,p < 0.05),  KIIRA™ & ({5 E 571 9% 4 B 15 28 HLI0H o
ﬂﬁ%i%ﬁ\ﬁﬁﬁ%m$—003pﬂw$ R o B S ERRAE = (5 B 5 R

B LR (B=0.346,p <0.05), H 2 HAFXS a5 I B A B3 TR B2 (B =-0.183,

p < 0.05), WSKahs T 5 VH 2 B 4G A LU Rl PRI S S IR B B A (B = -0.111,
p <0.05), RYNHHE BAE AN KBRS o sl 11 5K T e 2 18] A 23 0 A7 ] 1 R
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BURAKFIS, R A5 ST P a PR SR TR LR, 240 9 15 AL T s K P,
RIR™ A5 2T B S PR SR B RS g . T 2 B R A TR, RARAE ™
FRIRT A FEXT T sh PRI SR IR R, V8 2 B S A TR RO Iy, R A ™ 3 BT =
FEXS AN SRR MRS . 2T S AR A TR, W S sl Ry B sl PRI SR
FE RIS RsER, 2 B E BAE AT RGRACT I, WS alRe U T sl R SR R e 55

g

MRPEAE AT IS R, AT TSR 6 MRAURIK, SRiFSs R TR 6 MR AR 23R
PR R SRS R 5 it e

Ve SE PR BRI . R A B R A PR BT A B sl T S R R K
EATARRE 15 TN LE 2 IR AT B 7 o b 20 P 0 S R B IR T TR K A U R AR 7 2 R AT S B
(0.324%%) > = S5 BT & (0.223%*%%) > WY SRR (0.205%**), IXANSCUES5 SRR, CIFE
TRAYE F T AE LAV B 856 T T 2 v S VN AT IO 7 . AT (RS BN 108 AT R It 5 o,
CIFE 574 B H T W SO PRl (R 30 L SEAAR ™ SRR AIE . AN AR o 55 08 e 3l il SE IR 2 - (Dawson &
Kim, 2009; Xiong & Jing, 2010; Zheng, 2018), /> F T REXHE AT il QI 7E 2R R0 R4 9% 77 i i o
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PR B RN SR BEAh, VA PR 8 B 0 S B R U FL P AR I SR B ) A I L
KRAEF N NI 5. 56 DURCRI B 1) LBl S 9% 8 O 4%, RUAB AR R A 7= 2
T P2 AR SEAREE . HNRAT 907 G RS 07 (s B R BB, BRIk SR th 2% B O T B W
LR, X—4 5 Chen fl Yue (2023). Zhang 1 Feng (2023). Jin et al. (2023) FRIAF 5745 F 1)
AN Z A BIAE VR A 7= B AT BT i 3l e S ) = R s B s 2 8 FLJR R 2 BEAE TR SR
WU 2= 0 B SRR AR R, BGPTSR P 7 5 ok it o A VPR
PR S 2l 38 10 ) S e SR B 25 5 52 B RV AR 7 3 R P A FE A5 R R UM RER R I RE I, AT 7 2R e
B, oAb, 5 AR A SRR, R A TR R 2R AR A B i s 1
SEABAFLE 2 O, — 8 P P U0 Y 20 28 b TR 2 = i 1 o 30 ) K v A7 — 3 FD G A8 P B
B, & TR BN I AT A B R ) ) AT N ITEWS (Stern, 1962).
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HAEHI 55 715 BB SE R SR I HESD M, {3045 B A5 K0 VH 2 35 £ DA o BT A5 SN AN 5 7
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ST, N FRA T 7= A5 S5 S0 b 3 e S B P (R A

TH 9 SRR = 2 1R AT A5 FE S s M S B 2 R B 2 ) Fr vl AR . 4
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FEAS SS9 RV i (0 S 9 JEL A A o S o ) LB Y 3 R RO L, AR P g
AT EaE kPSR R VA S IR 17 St S 11 P ANV E DR SR I & R i U= R )
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M SR
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