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Abstract

As the Blind Box Economy (BBE) is booming, it is important to conduct an in-depth
study on the causes and mechanisms of its popularity. This study aims to investigate
Generation Z's willingness to purchase Blind Boxes. The research framework is based on the
S-O-R model, which focuses on the influence of hedonic purchasing motives on their
attitudes, willingness to purchase, and loyalty to Blind Boxes. In this study, a total of 461
samples of blind box consumers were collected through a questionnaire survey method by
distributing the questionnaires online from July 8 to July 15, 2023, and 310 samples were
screened to meet the age of the study, with a total of 288 valid samples, which were processed
and examined by using statistical analysis methods.

In the results of the data analysis, the study verified that Generation Z is influenced by
hedonic shopping motives when purchasing blind boxes. Specifically, the six components of
hedonic purchasing motivation: adventure, satisfaction, role, socialization, value, and creative
purchasing motivation positively influenced Generation Z's purchasing attitudes when
purchasing blind boxes. This suggests that Generation Z is more concerned with the
pleasurable feelings during the shopping process, such as novelty and excitement, when
purchasing blind boxes and that these pleasurable feelings will lead to a more positive
purchase attitude toward blind boxes.

In addition, the study also reveals that hedonic shopping motives have an indirect effect
on the purchase intention and loyalty of Generation Z. Specifically, hedonic shopping motives
have an indirect effect on the purchase intention and loyalty of Generation Z. In addition,
hedonic shopping motives have an indirect effect on the purchase intentions of Generation Z.
Specifically, hedonic shopping motives positively influenced consumers' purchase intention
and loyalty through the mediator variable "purchase attitude". This implies that the positive
purchase attitudes associated with the enjoyment of purchasing blind boxes indirectly



motivate Generation Z to continue purchasing blind boxes and increase their loyalty to a
particular brand or product.

Taken together, this study reveals how Generation Z is influenced by hedonic shopping
motives when purchasing blind boxes. These findings help brands and blind box practitioners
better understand the characteristics of Generation Z's consumer behavior, and provide a

valuable reference for blind box marketing and branding.

Keywords: Blind Box Economy, Generation Z, SOR Model, Hedonic Purchase Motivation,

Purchase Intention, Consumer Loyalty
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BRI Em S s BREE s REOGFAIZUAREFHERRIENE LR E
TR BER G B R R — BT A o ik 21 THRERE | BAEARRREMNT -

A& B h e 23 (The Function Theory of Attitudes) 45 > AFIZFF A A LR
B RRAGBHERERASTEALRGKRAEE R - 830 BEOH AR
AN B A REE R(Lutz, 1975) c EH BEH E AR Sk L AR R R &R 2 FA 0L
R AR M EATRUAMEEENTARAE —BEFH SEREHELL
FIEARGEE AR - FAGAH RBEE B E R E B T 4947 A(Solomon et al, 2002) °



Bl > B E R EHRAAR YN &40 E LR M4LAT B 4 2 (Solomon et al,
2002) - EERKREFHEZHNHEMOREABDEZMMATRERE X A5 SR -
MERETUAMBE AR P EENSER > AETHEHATRERRITH LT R
B o RIE ABC B EEA » M) R E R E it B oo o FotF Rk % > A R RBRE R B 4
FEMONAFEFERIRT > BAFETAREMRR - Rk MY EEHBEH X
BRIEM SRS FABYMBETAXREHRE LR CEREHEENBEARE
RELCHHEEHETRAADEY  MARCEEHHEENBETARIMER(E

H&EHW3IE  2016) °

& 21 THERE  BENCARRE
£% (&) BMEREEAREANER
(Fishbein&Ajzen,1975) #u HEHZEMMBER AR B02HHF
( Hawkins,Best & Coney, 1986 ) BB s LB~ R il

F 35 LA B BT 04 1 R ORE 84 ok R AT

P @ Ea 0y BEM R R0 — BT A

(T RES LER

222 E ERA

1 i@k ey 5 E &R (Purchase intention) TR T » A EZ#ym R HieBEZRAR
B EHEENEIRBMATS o (Fishbein&Ajzen, 1975) M E BRI R EF RN & #
HE BB RS REE 0 UBINSFBE R KA FE - (Bagozzi & Burnkrant,

1979) RABE ERERABAHNESOMBGMEITA - £ERERLT > BERRECT

15



HETATARN BHAT AR REZHEZHNBEEWEZHEMAE - (Dodds et
al, 1991) ¥ E ERANERL HEXRMEBEX AL TRM > mMEFETRME
T2 EEA B KA LEE B E o (Menon & Kahn, 2002)32 2 4 & & R 4o bl F 245 E K
R3E o T AP R R4 % BB B Ao AR S 3R & 50 RIS Loy 15 45 R JE  (Spears &
Singh, 2004)# 7 # B BRAGYIEM A - CRE TEMA bt R X b ® b e i7
B g HEEHEAES RGN R EEAE E@EF > ETAEGI LB E TR -
MTx BETRIENAFNEEB AT E BRBME EBT M o (Bergkvist et al,
2016 AMETREE T HESHEARREETRBILATRATHNESL -

e LB PARE T ALY  BETRANEAHALMHE SR E
B $HEHBFEETRNRGG  HELGH G A G HMNE B L8R F0 L B A8

ey sh3E Z e kR A FRAE LM BN > HENETHE AL BRARKRIE
BERHEEEBAELCEBLOBERRITANER  MESEBEFEAFL Y
RERELBE SRS - HNBE SRR T4 F RAT

Z 22 THEER, TAEY

R B ] A8 B &
Fishbein&Ajzen 1975 BB BRAGYTU R ST AN B B E S e 3E &K

SRR 0 ABIMBE R R R BE

Bagozzi & 1979 BB R AAE AN A SR A

Burnkrant

Dodds, Monroea 1991 HEXREMEL — A S THRME  mEET

& Grewal fEE g EMEA B RABLFEGBE

Spears & Singh 2004 PEE BRAMEAR T EME L REE S
BT %
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Bergkvist et al, 2016 HEH I RROEET AR T RATH

BAHRIR ¢ AR AR R

223 HEHERAE

(Parasuraman et al, 1985) 8 # P HHB E R B RBB R Y RIFOEE > B R HF
R 5o KRB A 8] B (Rayburn & Voss, 2013) » st & s 04 & # 5 3R E © (Selnes,
1993) 244 &% B3 E (Consumer Loyalty ) & & &% ¥ 7 48 B 6 BRFS PR A & 09 %o %
EE AHIBHCEATABRRAGNERE SERZEARERRATHELHLE
WA RE L EREERBHE LM -

(Parasuraman et al, 1994) 3R ABE R RPHEHEH A AL BARBENER > £ B
BaE @ i AR AR B 2% A 5 RS o (Dick & Basu, 1994) 4 B2 E M2 A &5 EAA
R H BRI E AT A6 B BB o ARFE(Oliver et al, 1997) 69825 > 4 & & & W5

a o BPRERBIBIEA FREH RENWBEADE  HEHARIRE B B E S RS

HBREZL AEARRBEBELIF IFAEBHAG - BEATHEHADEL
BERTIHELT > DR T EER A IFE T IR E LIRS -

(Yuen & Chan, 2010):2 & B E A —FEEE » RIERT —RREBABE I Ha
K 89 AR X ° (Thaichon & Quach, 2015)R A& L B E 0 & LM AN BB N F
FHENEMEERGRGERPHEMESHEN - BLEAZERELEXEHBE

(crrr

BE &% E - (Atulkar & Kesari, 2017)3%E T F S4B BRI F EH B EEAEARE 0T

FHEMZREFALERA -
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R 23THEERBE ) BEATRELE
£% (&) BWRE R ZE R
(Dick & Basu, 1994) HEXHEREEBRARTES LR E

TE 45 E RR S B = LR EE
(Parasuraman et al, 1994) RAT AR B BLA

(Oliver et al, 1997)

(PG EES e =)

(V

e L PHLN TEBE ERAHE TRARERE IR > AR ML A
TRk
REA S8 EL A B
DR LR E R Vo

2.3 SOR #E®

SOR ( Stimulus-Organism-Response ) #E %2 & 1 (Mehrabian & Russell, 1974)#% % > 4%
JER 7 B AT AAR R I A 0 SR RBE R F BRSPS AR 6 S > 5]
BRESITAHAERIE - LATHEAR > LE AW EH/T AR » SOR HAME ZE
oo A o= B4 E 4% S (Stimulus » #1i%) REFEHEFREHRE > O

(Organism > 182 ) &Z7H EHAZLHE > R (Response * RIE) AR &KN & bk
W B A R o AR RN AR B A R R R e R M R BB AR 0 SR
MEEZEROIVE  BRREHRBER -
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(Baker et al, 1992) A4 & B MEFu 32 35 B MEAVE A R B & 0 HE B & W L B A 4
B pemIET#EE R o (Fiore & Kim, 2007) £ B85 8% % F/EA SOR #% > d8
AREE BRI ARR R R AR E A B BB EEm I EBR

J& o (Xuetal, 2020) A% 3] /1 ~ B3NE Efuik XAF A IME G R E 4 > B E 3040

E

BIALIA R BT » IRt B 4 Bt o B ARG » F 89474 © (Feietal,
202 ARG R T AR DA HRBRERREEEEAATE  ERELHE
Heh#EE BB o (Liuetal, 2023) e R £k ~ RAofhish - HEHE - By - THEIRU
BAgREF/RHRE F  HERGERERIITHERELDE M3 EHEH
RALEEE CEAATH -

HEFERFE T QR T o $ERAR TR A SORMA! » (22 R G BBARSR ~ T iy fo
FREE 2 BHSORMMAEH R —HH TR - AFHBMEHBAEN N NEHRERE » XT
Uy ANIRRE - Bk - R R BB M SN IR R AR~ AIE B
B~ AeHEmEk LKL EZEAEEARR > RAHACEE R TE LARET &

("

AN R BB E AT H O CERE - RS e FE N EAITA
EEREHRATA -

B b AH AFS-O-RIZA JE AW F LB MH M BT HHEENTABEL
HEH NN FREEE RGN IENIR BB E > M AR EERY  RETR

HAT A TR G

19



[£3)

% 24SORAEZEJEH &4

R R e R 45 %
Baker et al.(1992) #& /Bt Wi PR B
RIE M BB
Fiore ## Kim HRGgE Wkn 18 B R &
(2007) wat sk e
RIE M 1B 1E
Xu et al. (2020) R3] 7 W4 F AL FEAE
BIME & B2 iin /DB
A3 rENF
Fei et al. (2021) regk NRMEEE #E EE
I RAMEE
Yanetal. (2023)  ER A0 UK EE MEAEBE SE
38 Jo i R RR &0 4T B 1 41 AR MERE B
HeHE
Ea
FHRER
AR
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F=F RREF .

BEARFEHF 0 BEFRAEARGEE - BR - SRR ERETE 0 ENBHER
AR ITE > R R L - BAest s BRI IE S BREGS -

3.1 AR RAFERE

ABEARBOAAT AL Z RO FBEEZLAETHREITLALFOHE AR
BT B EFHE > BRARAALFRNBRGTHH > BEBENK S HNH
BXITAMRAHAEENARR R RITBRSOFN AT EES LN RAHEZ
WA F L0 R Bk R L e ng4a B 2Rt T

AR F LA SOR # A 2 B a2k 3t AF RAESRR » 48 SOR AL SR a9 % > 32 S-O-R
BAEGTH S AR FZLEBDEHMAOR L ORFEHXNBERELATRENY
HIRUHEZWHE SRS ARE LTI RGRIE - FEH% 2 2 RH 6 F#enth
(13-28 3R ) RIEAF A Z R BEHE > AUEAHELHEEASLNEE TR

FoBRENHE c KRB RAAEINHREEE 0T B 3-1 A7 ©
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ZREEME Y

HEEBHE

3.1 B R Ak E

3.2 B RRARK
R St AR © SURURIR S 00 S R+ S8 6 RFIE ) Ak B T

HATER AR 0 koK 3.1 AT e

22



& 3.1 A RER

HLERBHEREAVERTEOBE LR

H2: R ERBENEREABEARZNBELR

H3: A M BREQAPERTEOBREER

H5: A X BHEREARERRZOBERLER

Ho: A EEMEBEQBERNELOBELE

H:HRABRBREEQVERTEZNHEE M

HS: A EAMABEEQBEHNRLERA

3.3 Mgt B HEe iy &

AJR I FUAS LA AR AR B 4R A B E M) 7 ke Rk 3.2 IR 9 EUAT R 0 M
BEREH R EEREE AEHEUGEPMERARN TR > BB FARHXE A
BAERHE BT & A DO AEKE S > R3] H 300 BE LS 0 o7 ok Ao AR 5 A48 B
M DUREARFIRAE ML MARRR FETE > ERHATE B
MAEMERERTADAFNE N AEARIBERARAELAHDETHE o

e (SEFRAE ARE - 3LE 2ALBRRE - 1FEFRRAZ) -
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* 3.2 M AAEIB B

RH n IR
F =2 BAEH 8 A
F =30 4 B 18 A
F =35 FEE R 34
ARy M H R 34
F RIS HEE B R 348

34 MAEREEH S

REMRAATHRFN Z RO FREFLABETSALOBER . > AIEH

ol

EEUBE TR ERE P AN B AT LR FHERRY > RER P ESH
THRAE GHESAS Z RSk %E T13-28 R | URBEA S &4 & EBRuyBEEE -
HEeRF &R ERTURESE 547 -

3SSERERTHRBEE
AERRUARG EOIL B AZLEMHRYBHET SR A

e~ RE XA THEIGK BRLEABBAECH HEHFERE WNUELMHE

BRE MG BAANTGKFIY S HBFEERRAEZN T AT
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3.5.1 FE£ B MM

3.5.1.1 #AERER

FRAEMERARBEORE - Ll ER T BT A > MELEBDE)
LA R Sy R R A 0 R E M A M ket R ) 44
HiE -~ a8 Ae k%" > (Arnold & Reynolds, 2003)3e F 44 s M 8 5 2 N KRB F 4484
BRIEHETNBEREEZLR > 4 "ER-MAER - At~ BE A B EBEY
Bk o R REFAMMEROBIERET RS THEEX AR RE RTALGL A K

RUER 4t ~ JHiB ~ R ER B MR ERE | -

3512 HEF KX

A5 454 (Amold & Reynolds, 2003) 84 #.85 » 385 S B B 4 5 B o K AR 4 2t

HEHNBNERAT R > UEHEET A -
EBRBHMER FARNAB T REAMIORE - HAG BB RS

B)IE Bk 33 FLBMEHMIEER T R A EMAIBAT ©

k 33 FHBME MBI T R LT E AR
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S ¥ 47 BEREER #rEREIA —RFHRR—
HERR BETEA—FRERYE
REFBETEURIHE 0B
B 4 g 4%
2 3 AR BB R o L
HMET—EELRERREVHESY
Armold &
RBETHFEF &
Reynolds,
THROEREN  BEFEALE 2003
WY HE LA R
HRERBEMmE | HEHALE HHERFR BEEEEALALTT
H# BH AT R —AEAFEE R J1 8 R
AR B &
TREZEETAC SO ESE
B B 4 A
- o REREEBMA T LA D
HiE - 48
. 4o s H AT g o A st =)
% 5w Al REH EIFE & A HIA R
~ @‘ ) ‘3: Vs --: u o=
& &S TR ERBE > Kb
LM 482
f E kA ¥R

REBERYMAFRZEAET /Y

REBEBEEAHBTATHAT

BRRBEHE LY
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18 18 3 4 8 %

10.

RKEZBEHEAT  REFELFEE
R Iy iz LB E 5 & & 4o

11.

A E TR A LR B EREST

T A

A 3 RE M B

12.

P E B & & b6 BHE BB @ B E
AR S EE R );

13.

RefGERARFRA—RESE
BEALNBERENFEEE N

14.

B & BB

/6%

%
B & A B — AR AR AR

16.

REREEEGAATRERALT
& K 2B B

W

17.

REBETEAELAS TR
W

18.

REREEAEEANEEHT
&E S BARIMLA B BB

A
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352 FBERE

3.5.2.1 #AERER

HNBE R TR > A RARIE (Fishbein&Ajzen,1975) #» (Hawkins,Best &
Coney, 1986) e9#1%: - e E R ey B e & A T HELAMMBE AR > B85
BAAFEERHE S~ BB~ RAa A 5 AR BAF 00 ROR B89 F R R AT
PiT 0 BR B B R R —BMAT B e

3522 HEF KX

K3 474 (Fishbein&Ajzen,1975) #u (Hawkins,Best & Coney, 1986 ) Ai#% 4 &
B EERE > AN EHFEARFRIREBEFEEE > SHAEBYRERH AL E
RVEABENRE ARGV VBEERE R ENBE Bk 34 B E EEXHBAEMS

EREMTE BT ©
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& 3AME R RN R R A2 PR
i3l 317 HBAEERR &R ——RFRIR

HEHEAMMBERAR |1 B2 ESH AR | (Fishbein&Ajzen,1975)

B AR L BERY | M AARI N #2 (Hawkins,Best &

TR RF B &S~ B Coney, 1986 )

2. ZRHE S ASBA A
LB PE ~ R ey A B

& B R 4T
MR | o By i BRI
B ik R AT T T | HBEEAESHMB
S m ke — s | TR
T &

353 E &B

3.53. 1% MM E #

AR 45A(Dodds et al, 1991) 694325 » Jef 8 SREMRFH T £ A T EH 0B

B AL SREARE » SHEANE RPBEBE | -

3532858 F K

R FRFEA(Dodds etal, 199 BB B E R KRR ZMHEE TR 4L F =R
ERAEE > SMERBEERAE AN AR FABEEORERTHE TRANEER
Bt RGEWIEER SR ENBEB R 3SHMESRI M R A EAAIE

P °
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* 35 MY BRI B R Mg EAAIR

Bx#E BAERER 5 & AR —RORRIR

HEHXRBREEL |1 HRAEBBETLSHANAE

BEE A LY B-A

2. REFTEARBEETSH
8 & o

(Dodds et al, 1991)

3. REFEEEMAMER
S E S

(LRI

354 HEHEWRE
3.5.4.1 HAERER

B B B RA G R R 0 AP RRARIE(Dick & Basu, 1994) Fu(Parasuraman et al,
1994) 22 & (Oliver et al, 1997) 698125 > B H B ME OB ER TR A " HEHFH:E
FHABEESNRMER X B TR S EARSE |

3.54.2 #HEF KX

K % 434 (Dick & Basu, 1994) #v(Parasuraman et al, 1994)122 & (Oliver et al,
1997 48 Jo oy 0 B % B SR IEE > N B4 A EREA RIS PIMER > SMEHA
RGO RETREAEEORE > AREROBRER L LA EENHEB LR 3.6 4
Bk BRI R R S AT
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k36 HEERREZBERTEAEERNE

B k% & FAEHER BEMRIR — R RR———

HEHEHGE |1 REBAEZHKRETSEE | (Dick & Basu, 1994)
FEE AT oo HLEEEE 218
RMANEE RISt AR 2 1 (Parasuraman et al, 1994)
B i N
R ALES & AN .
HEHE e 6 2. BAREARTEEAE (Oliver et al, 1997)
. & 75 B =y Bk E
> &

JE AR

3. FEE&AESBEMKRK

BHE - e RRT B

P

3.6 BRA#F &

B T REBRAF R0 B BBIR 0 £ R A& % 0 £ SPSS (Statistical Package for
the Social Science) 29.0 Fo AMOS 26.0 43+ & K R #TEMN M UERIE > B BF&
1£ B T Surveycake #8 35 £ AT 3R A% 04 B3R o0 47 S =8y P B BIR AT & Fe R b ¥ 0 3
ST S RE RO A M P S -ATRBIE M 0 AT ARAATE R &) 43t o
%

3.6.1 LM &3t 5 H7

FEARE T o AFARIE R B A B AT B 0GR AR A 6918 AR R B AT R M A3
oo BB - RESBEESRT FE  FHEARBANATKI G HIABEL > &
MR~ Fie - HFRE CBE - FHAURATE - b AREBEFRASAEHBE S
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& A b e RIS B AR

3.6.2 B & 4#7

AR T BB, - THERBMEE, ~ TALHELHK, -
"EEMmE, - TSR, - TRIEMBEK, - THMERE, R THE
ER, - THERARAE ) FERETRE>N > ABRF S R eREEROER
M BRI AR T EASEMEEGERMARBE T MR - %
HEF o400 S B EATIE EAECRR R DAY NI — R o EAFR
¥ 0 £ Cronbach's o 4 # R34 L R EMH@eyfE EAF -

3.6.3 12 B A #F

FEEITHRI AT ZAT » LA B R RABRS1ZE (reliability) - 15 B A58
Eepik Bl e 3R (LRAMAAEURZ D E) R EREATERAORE » &RA
TAABEOIARRE o RENHERERFTHRANSF —REZZERRA > LAF GHER
ERHEER c ERWMEE—MAEW Cronbach’s o BB RMER —AELEH T L
TR B X ey — M2 » X Cronbach’s o 143 A 6912 B A A » & Cronbach’s o 143
EME - AIRECEHE "TRIPEE,, > HONSRBEZMEERELS > RELAIRN
B —RERR - HNBERE FED > TR LB 69 AR B #4T Cronbach’ s a f%
eyt BEHFRAT » EHAEZHN 0.7 85 R BA RAFOEE (LTRELT #
BiAZ EATIIAE 0 a>0.7 R HEE 5 0.7>a>05 A% TH% » a<035 LA T RIE
B)  AMREZEST @ KHZELBEHHEEEDABEERE - BEER -HE
F B WL FEI R Y B EST Cronbach’s o ZZ BEARE > A RBRAETEGHATFTELE —
ZATEARE -

3.6.4 B E5H
B (validity) 547 5 48R €% A4 B T B2 5 kT 485 Rk 8 45 i
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A o MBEMB 0 AR AT B BRI R BRAT AT B 094 o AR R ER RARE B
PR BE RS A P BB AN RS B L o AR KM RSk E Y
WG AT T RIS R A A WAL - MBI E R AR B &L
BT E I LSRR o BHHUE 7 AW EA B RHE R - R E AN
WREEARTEGERLENT AERESN > ST ATE— Sy AEFRR Lo
Mo BR Bt B E AT A o AR L BRI 9B R BCR A E AR L 0 AT AR AR

FMEVER F oM -

3.6.5 &M A 5 A7

HARRREY A T M FT AR (Structural Equation Modeling > f§#SEM ) 2k i
TR BARABIEG A o SEMA—M&it ik AR EBIEORRMEZ > ©&
TS aaiEfRF o4 0 TUR2EFEAREILREA c TFR > BRI FARLEG
FEFofT AFH R RAABIEEZIER > B FREIEAARGB T 0 REA W

Koy E A EZRFEIE way 8% o (Urbach & Ahlemann, 2010) °

33



FwFE BHIM

AEZHRAM LG RICE N > ERAKFT SHOER > — B8 F—HAK
WHSRFT W > NEARBE X RALGRATHRA - &8 AR ESH BT
GATERLERAAARGEHELNR T EBEHE - Rt —HASHET B S
Mo RECRAESBRG B AT FEBEDEEMAA > RREBHREKGRE BT ?

4.1 & P&t a7

AB AT 6 BB E 0 42023487 A8 B 2202347 158 > & F KA B A

IR — RO AR 0 SR Fade O A ER 6 R S Z R BT A —
310ty > A AR AR 2888y > A AR KRB A93% » MM ATARIRE 5 A B ¢ MR
FEh - HARE - BRE - FHARAT ok 41 REESHAE -

HRAFBROER ERBIDIZOT ZELET X HFF LR RS > &6
80.6% ° F#tERE FEIBE28RIM » HHLA£496.9% » HRAISRAUT » &4 &
31% - BEF @ 0 NRAAHEFHM > 559% 0 HRAEHE > 537.5%  koH AWK
AGHF 0 K % 69 55,000-15,000 0 526.7% * HRAS5,0000TF 0 4 523.6%  HFRE

@ REBXHERARE (F) BB 575.7% RS H TR S AQBHMA

2}
q‘ M
7

c B EFFRA (4A) BAE4EE19.1% o
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R AL KRGS

FORAE B R A %
PE R
B M 56 19.4%
Lo 232 80.6%
iy
18R IATF 9 3.1%
18-28 3% 279 96.9%
34 RN
5,00024 F 68 23.6%
5,000-15,000 77 26.7%
15,000-25,000 22 7.6%
25,000-35,000 60 20.8%
35,000 24k 61 21.2%
HARE
st () 2F 15 5.2%
RE (%) 218 75.7%
M (&) Bk 55 19.1%
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Za 170 59.0%

L 3% 108 37.5%
E=: 10 3.5%

HHhHE—F otk 42BERRAFER TSR SHEALATELAEALBEY
B LT AU EERBA G IRETLSHREBTEAE L H69.8%69 4 &%

=)

AR BB E A EBATAAEARL RO A EFAETHEABARELET

EFJ

BEAR HLEmAEL HEEWETEALMURRASALET RO EEHE - ¢
HEZBAS G EATHONET > BRIEPBAVGHEEEELRS © £403% ERZF
4 ¥ K FEA Y H B EAELE36.8% 0 ErEy M H B £k L AR A22.9% ©
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F 42 0k F B IUN B E Gt

FORAE B R A %
Ph R 8 3%
HRLIREFE
7] 95 33.0%
& 193 66.7%
EHE &M
7] 201 69.8%
B 86 29.9%
BT & AR B
7] 68 23.6%
B 219 76.0%
AN ERHE
B RIEHFAA 116 40.3%
et &R 66 22.9%
EX E¥ ¥ Ll 106 36.8%

FHEABOR R 8 ROR T 43T M > B — B B0 A AR Bl AR 43RS B
R EAAB XA B R (MR AR288) AT o B Bk a) AR R M A ]
22 RARMBAS mPHEREEALIEL RREEL06EIZRE RATEASLHEL L
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BEBERBMHRAEHHEEFNDEL > A F RIFORIE - kR ED IR
o HZAE-FHE S5 A3.42 341 ~ 3320 AZEEZHAON] o LRHARY B H HH LK
MMM B ERR M - £ A EHMEKEE =B-FHE 5% £43.90 ~ 291 ~ 341
BEZHRRN EACHEDEROE A TELEHAEFARAE " REKREROM
AFnFANE &Y | - BEEEHHELFHMEE RN3HE4 > MREZAL08E1X
Bl SRAB AR ERE I B A TR - BB M

E ARG A ERAAZLAMSAT T LS (AR 288)

|2 AR ®oME RAME F¥ME BAEE
B I B B %
AM1 2 5 4.27 676
AM2 1 5 4.33 736
AM3 1 5 3.31 929
v B B
GM1 1 5 3.42 1.029
GM2 1 5 3.41 1.038
GM3 1 5 3.32 1.137
f & B4 By A
RMI 1 5 3.90 1.051
RM2 1 5 2.91 1.083
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RM3

15 18 4 ) %
VM1
VM2
VM3
A 3 4 By A
SM1
SM2
SM3
AR 2R IE
M1
M2
M3

39

3.41

3.91

3.94

3.67

3.32

3.77

3.92

2.65

3.85

3.32

3.66

3.38

3.85

3.80

1.038

.898

905

825

1.155

941

872

1.068

.887

1.200

956

1.042

.887

901



PI2 1 5 3.81 924

PI3 1 5 3.49 988
HEH B

CL1 1 5 3.10 1.166
CL2 1 5 3.88 851
CL3 1 5 3.74 943

4.2 A& & B F o4 B2 BE S

421 EEER E5H

HRHB SR AR ETRENN Rk 44 THR E o4 &-8 % &7
0 IR E RS AR AMIE AAJEH R E @ B N0.5 0 RS TFTMR - &£
BB B AR E A VM B2 VM3 A JEZ MR > 12 F £ CR&AVES T A AT 2 At @

ZAHRELARTR  EAMBVMS - X EHEBHSM3IEHAE B ARBERFLE &

Mk o
R AAREFHER EoM K-8 %K
2|2 AR R F
B % 1 2 3 4 5 6
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AMI

AM?2

GM1

GM2

GM2

RM1

RM2

RM3

VMI

VM2

SM1

SM2

IM1

M2

IM3

595

753

433

482
814
831
.546

137

.692

173

.829

626

730

516
521
619

.638
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HP NGRS BOARARTR TN » &Rk A4S FER T o &N

4y

&RGHT B EEMEYETEMRPAISEPAS ) RARRBEAI HER &

G

mBAE 2R ACRAEAVEF EATRA G EEEBEARAUL  HRYREETER
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