Advances in Psychology (022 HERE, 2026, 16(1), 300-311 Hans Xl
Published Online January 2026 in Hans. https://www.hanspub.org/journal/ap
https://doi.org/10.12677/ap.2026.161037

AT BRI B IEN B E R EE AR
2

AREE, K %
WYIRZ OISR, &R %

Weks H . 20254F11 7230 F#HER: 20264F1H6H; KA HI: 20264F120H

H E

BEE N TR REBARE MW ENL K 2N, A ATERF 5 RRS KRR 028, Bt
PR IX B SRR BT HEAT STUERT 7L . A FE8 I SE R 0 AR 95 SR O A2 e A T2 B B 35 A AT B AFAEXT ¢
S R IB RIS M B AR R o B 8 A V5 AN LA Re RS i ARREAT B RE, EREREA
THEEBFHARIIE. AREBEENARLFRIEGE, SRR, EMSKELES, NTEHRBIFK
W ZREREB R MIKREEARE. 8T X7 BENCFHARAXRETAT, EREIRE
RELOHEEEAMGERNERNTAEM. %18 ATEERBIT KW ZRAEXN RS RIE MRS A
BREAEFEREMN, EhOoBERANGEEAERXPT.

XA

ATHERRE, FEERRE, LB, F4&

The Influence of the Cute Features of Al on
Customers’ Continuous Usage Intention

Zheli Hao, Duo Jiang"
School of Psychology, Shenzhen University, Shenzhen Guangdong

Received: November 23, 2025; accepted: January 6, 2026; published: January 20, 2026

Abstract

With the widespread application of artificial intelligence technology in the tourism and hospitality
industries, the service failure caused by artificial intelligence assistants is becoming increasingly
widespread. Therefore, how to recover from these incidents deserves empirical research. This paper
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studies the influence of the cuteness level of artificial intelligence assistants on the continuous us-
age intention during service failures and its mechanism. Through a questionnaire survey of people
who have experience using artificial intelligence services, it was found that effectively manipulating
the cute level of appearance, voice, and textual style can enhance the artificial intelligence assis-
tant’s ability to enhance people’s continuous usage intention during the service recovery process.
Under different interaction methods such as appearance with voice, text, and voice plus text, the
mechanism is manifested as a chain-mediated effect through psychological distance and trust. Con-
clusion: The cute features of artificial intelligence assistants have a positive impact on people’s con-
tinuous usage intention after service failures, with psychological distance and trust as the chain-
mediated effect.

Keywords

Artificial Intelligence Feature, Continuous Usage Intention, Psychological Distance, Trust

Copyright © 2026 by author(s) and Hans Publishers Inc.
This work is licensed under the Creative Commons Attribution International License (CC BY 4.0).
http://creativecommons.org/licenses/by/4.0/

1. 3]

N T B (AN AR 25 AR B R A 22 8 TS, I CBON S AR F O I £ Al (Huang & Rust, 2018;
Puntoni et al., 2021). U A MV A = B Ea R, A TR REBhF N 20 HEE, (HIEEMRS T
Firb, M4 LRI IR 2% 1% (Yampolskiy, 2019). TN ARSS SRR, IRSSA7 b A o 48 FH i N 28 g
B RN 8l R 2 2], HARIE TR FR AT, X IR A Tk = RS (AR U 1] ¥ R 7 (Huang &
Rust, 2018), JiEBINZA = A5 T—FE R ARG ML 57 R 5 IR 55 SR A PR 55t (Harris, 2012;
Shugair et al., 2019; Huang et al., 2020). %% 5 —ANAWARE BT a0, AhA TR RE2x B3 5 £ AN
HAZ e N TR BRRARSS Wb, RS E IR 5 b i) i FE A BT, BRI P (R0 S R (Zhu et
al., 2013), FEAEFAR R (Newtonetal., 2018), IiFfHH(Zhuetal., 2013). AN B2 kg (54
T 1% (Robertson, 2012)%,

G, EHE N LRReRSS . e G % 7 RS E % PR el o7, 53 HmE P RS E
B AR IR 45 1) L (Bhattacherjee, 2001; Hong et al., 2013). &R SCERIE HY, RS E R — Kl 2l
7T 175 28 (AT ) B A R RRUR 175 24 (Ot 2:) (3 7% (Riscinto Kozub et al., 2014). A S0 N T8 BE RS 78 X
NAEN TR REIRSS RIS, JRSLE T 9 2 ST 28 (AN 96 T A I 156 & (O i) D I A o 78 LA BF 7 40
AR TR B O 5 A P e NSRRI AR B IR g g (Wang et al., 2017) . 4l ) T & 2 ) LBk
I, B A RS R 2 B (Sherman et al., 2009). PEtt, ASCIRH, —ANATEZ R GER T Ag
SRR X RS KARIIASEE, HHATH T2 SRR .. XN TR GRS K4t T
—FRRIAT I

I EZRR T — MG NSRRI 5] 7, DL TR, it i A AR 2
Wi ) 3= WL A1 (Nenkov & Scott, 2014). FERARIRSS K TTTHI, Cheng 55(2020)#8 i, AT & u & Ae g k= A
FHAE ANMLAS FLE 6 R A R R BT IR S2 B () SRR . R T 22 B 7 AR n B AR AR s 4 OB,
B AR BEI ¢ ARP (Sherman et al., 2009). CoFEEH B HE AN “—Fh I I bt 25 B SR AR T B AR
(AL (Trope & Liberman, 2010). LA IFFEUESE, HEME T4 AE BT A B A e R——JC HL 2 it

][l
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M BRGGRAFNE ——51 T 5 R Rk 0 B2 RO By, 17 Fi ) T S AR A BT 185 P A, 28 2% —— ST
RN TG ——51 & T I8l (Keating et al., 2003). 25, HHE AR NN ZR, AMUEIR T
2 PRI R TR, IR T AT RS R AL IR BB I AR (Klein et al., 2002), A G fill k&
PSS A, AT R R AL ST T . A AT R AR O3 S B A AT 4 SR B
A w2 JJFIA] S FE (Darke etal., 2016), Bk, 4% 7 5 N T8 RERCHELIE S/, AT BE Kt e
M. AL, VENFFS IR R R O R RS A% 0 AR 2 —(DeWitt et al., 2008), = ST AT LA
A28 P B 3 IR AR R (Ribbink et al., 2004). K, w2 REWS4E/ N P 5 N TR R 2 8] Ay Ca FEL PR
MM RAEE, HRAR SRR, YA TR Z RN o2& 7RI, HBER &
¥,

ZE b, ARFFLIRH DL R

H1: AN LR ReE)F 0] ZRFEXS AR S5 e 5 e At s I8 IR )2

H2: (OEREE B REAEAE N T AR BT 00 T 2 KA 5 p A e S ) ke 3 b A 208

A FEAIRZR N L G )T 1P ZARFAERT IR S5 SR IG5 2 (R FF e A P R, A PR 5 vl 2 AN
FIHEE, BIEAME. B SCFERIEm, 2P IiE O R R B A SRR B R A s, AN TR REBIF
JIR S5 A RO SO B T PR R A

2. ARG
2.1. WisRHEis

AR FEFERH A EAXSLIE . L3 —: @ Al ATZACFOME, S SCE)MEN, SE RS
KT Al ZESR, YEPRAEETZ Al R meetr~ LB 2R HEE, i —PRREaTEZ Al 217
BESRAS HI (V O BRI 5 55T, 307 S0 F O FER B B8 RS AT I e 2R A RN o 5058 2 SR E R T B AN E AL
I ANEEFISCFE A ZACE RN, PR BEAEFEEN T, DIAEEMC TR ERR T, &%
RESRTFFH P S AF VP4, HFIRUEAE B s TR RN . BT S, @ siie—, meii a5 % A
(22 U8R, PRICO R IE B AVEEIEE R A 07 03— 25 0@ i 50 UE A2 B 3 T 7 kR AR 2R e
S PN S =k 7
22. fixRIA

1) tH%NEE

THEEMEBIUET Ly 5020 HF A, FHEEIU/NMEH, BREEG - TR WO - o, 5% -
TR IR - FFRH. SRAIZES0RE 7 200k ori, LARERmIZEMTE ARG 2, 7 AR M A ARG 4 . AN
5t PUAN R H f¥) Cronbach’s a #2304 %175 0.77. 0.80. 0.79. 0.71, REF Cronbach’s a 5% 0.89,
KMO 4 0.83, KM% EA RIFMIEMAE.

2) Al

KA Nenkov & Scott (2014)F1 Borgi 45 (2014)FF A& 1) 2 Tin] 52 FE i3, HAS BRI
NEYERE o FEARME G S B, ARV PP FAMEAE L KEEE F R RI? 7 o BRI &L
FALTRIRFNIRIE " 4 FH R AT & AT AT ZHRE . RAZ TR 7 i miE(Q = “BeA/fE” 27= “5%
BRET ), SRR AT RS . AT AN H [ Cronbach’s o %057 0.95. 0.95, &
FEZR 1 Cronbach’s o Z%( 0.95, KMO 24 0.50.

3) LHFEEE

KA Li & Sung (2021) [ LEFE S ER, A5 ‘R eVl NMEWE ERIRIRIE” o “FATXA ML
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A NE TSR M IR HLE LRSI AER), @ e 5 EEENR)” - AEINE)LEFN
U, N “CXAVLENAERAR RS E” - CERAMILEBIE RN o AW 7S48 H (¥ Cronbach’s
o ZE3 0N 095, 0.95. 0.95. 0.95. 0.95. 0.95, HFEZFEM Cronbach’s a 2% 0.94, KMO v 0.91,

4) EHEER

(B AT BE I BT 4 T Flavian 25(2006) B FH B b2, B04E 4 NI “FRUACHXAS Al B2
BRIRE JIRIBE DRSS FB B R . “FRYCNIZA Al H B I E L0 SR DU DR S s 2 1 i i
“EINAXAS Al B DEE R GERER AR S HIE B B 7 “FRINRIEA AL S OREIE IR TR
JRTIE B 1) 1), AT DLOAARA TR B AT R B IR S5 o ASHIE 7T R PO AN H Y Cronbach’s a %0437 4 0.88.
0.87. 0.88. 0.89, K E (K Cronbach’s a &% 0.95, KMO y 0.86.

5) R RIEER

>KH Bhattacherjee (2001)115 B RGFEMIFHRIEER, AR RMHES, GHRUT 3 AN
“EREFREAEHIZA Al TTA R I AT« “REBEMA AR Al TIAZFIARS AR« “Bp
fERT LA 1, FRIBASEILMA XA ALY (Likert 7 083%, 1= 58 ¥EH, 7= AFFH%E). AWR
H = ANEFE ) Cronbach’s o %0435 0.95. 0.95. 0.95, & &[] Cronbach’s a Z%N 0.96, KMO 4 0.76.

2.3. BUESH

KHI SPSS 22.0 8, BEAT T HEIRYE DML BORIEMAIR T BARZRVE 52047, 1] Bootstrap %t
AT e R A

3. SEE—

ARSI ) H R RTT AL W RPN, IR T Al SRR ZEE Al FE T 52 BN A 4k
R LR A B3 72 5 DA SO PR B AME AR R B b A R

3.1. Mntg

AW A E 2 X 24T ARG N TR REAR S R P, ARFEN S MG TT R R A, (R n) 45
600 13, AIERMUERIES . LG E, 5316 200+ 480 17, A %K 80.00%. Hr 54 179 A (32.78%),
M 367 N(67.22%); “T34FHE 33 % (£7.37 &) FrA BRI e TR M4, 258 /5 SR i3 wts
Bt ER, HEET PIAERED. RREWRE, A S 58555 TN R

3.2. IR

321 1BF

SEREE ) B A 28 BT, TERRR R A M RSN S I E, TGS - RAIHE. 1E
IR B NS R R RS G R, s SRR E A KRS, WHiEE s SR
WoaAT N EER, OHERNER. SEERAFSEHEREER.
3.2.2. ##l

AME: ATRAMEAE T BAA R LE S (FIHRE , /N )12 AN T e B F RGOSR s v R AR
PEAME N H T RIETRHLEE NAME .

B SO EER R REE S HAR AR, HIEIEE KA AT, WRIEERH CERAE.

T SR A RE AR ¢ B LS AL HOVA B XS, BT RIERFS (Emoji). 1 £(Memes).
B W7 CRET R O RIRR SRS (I~ )RR T BRESE .
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3.3. WHETRALIE

B, W AR ) S EER AT R A S R X IR AR B (AR K K0T ) T B
SR . BifS, RS RRYE AR s E .

34. FHERR

S, I E B E L. AVTRA REIR, 1B TR LEERE . BE. RS EE
ff] Cronbach’s o & T 0.7, UWHIREEREE REF. KMO REET 07, MWHIERIZ R .

3.5. BU/REMEXSHR

RO I A G R E. RN, A%, OFIIEE . (S1T. RRELEH RIEHR B AR R,
BOREMAR AR 1R,

Table 1. Pearson correlation coefficient

1 RRBEXRY

A% IV LiYER B FreAf
A% 1
COH PR RS 0.947™ 1
5L 0.722" 0.750™ 1
Fref A 0.698™ 0.740™ 0.690™ 1

T TRORTE 0.01 25 (CWUR), AHRIER .

3.6. AT EEERNFINE, 1BE. XFHNRERFESH

B R R E0NT, WA EINE. 1BE CE RS ZIR R R ST o B A
R R Bl 2 fd 3 fn.

Table 2. Descriptive statistical analysis

2. kgt o

LAVIZ B P

FEME bk FME bk FEME bk 2

b 4.20 1.50 2.01 1.07 3.60 1.39
A%
A% 5.69 0.86 5.43 0.98 5.82 0.55
Fpp 4.23 1.14 2.50 0.95 3.82 1.29
VS ErY
% 5.13 0.98 5.46 0.85 5.58 0.63
r 5.09 1.32 2.81 1.25 3.95 1.52
{51E
% 5.41 1.05 4.93 1.54 5.20 1.20
Fr i r 481 1.42 3.32 1.66 371 1.73
ey % 5.43 1.09 5.67 1.19 5.66 1.10
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EZ 5 P OHEURESTT I, SHZ A EEZ 57 (GME: Mg =556, Miow=5.46, F(1,165)=0.33,
p:0.57; 1%%2& Mhigh:5.65; Mlow:5-59’ F(1,152):0.12, p=0.73; I?éﬂ Mhigh:5.897 |\/||0W:5.7l,
F(1,158) =1.73, p=0.19). WEZIME. EE LFHMFERUNIRE, WAl ZRERMNG . DIFEEHE

oW, KIFTZIMNE . AIRIES . AR EANA R,

Table 3. One-way ANOVA for experiment 1
#3 ER—HBERRFTENN

HIIF(93174) TEF(79/74) 7 (85/75)
F p n, F p n, F p n,
s 0.33 0.57 0.00 0.12 0.73 0.00 1.73 0.19 0.01
alE 64.70 0.00 0.28 424.04 0.00 0.74 184.79 0.00 0.54
PR 10.18 0.00 0.06 101.90 0.00 0.40 73.91 0.00 0.32

3.7. SLEEEMNEENEX DS

i Hayes (2013)$2fiLF) SPSS #fif4: PROCESS Wi 6, DA ZE AHA . PIFrLE A= RN HE
A, DUDEREE S AEAE NP A AR R, TR TSRS, g Rl 1R,

~-L.

B=0.68%+*/ el =014
: N e
/ ] N / TTTaeell
/ / ] \ ’ ! Seea
/ . p01s ! -
’ ----------------- :- --------- \‘--,-B --------- + ----------
/ xl : o
B=0.46%*%/ SN ip=04s*

mEy

~
-

~
.

i
bs)

ﬂ’
8|

E: "p<0.001, "p<0.01, p<0.05 TIHE.

Figure 1. Result of cute appearance, voice, word chained mediation model

E 1 AZIME. 1B, XFRERFNIERER

\ B=0.48%**

p=0.31 **;\\\

MERTT LA H, R AR R OB EE A AR BN A B . AME. BH . P la ]y

PrinF -

EANEZHR, Bt iRas, w52 B SR 1) 8N 2 2 (8 = 0.40, p = 0.002) . #AT, 7E
FINCHEESAGEEEATN LR, HESNARSAREB =0.14, p = 0.29). Bootstrap fr3a e, &
[ BN B, RONAE N 0.26, 95% CI1=[0.08,0.45], Azl iz «a] 5% 5 — OB B — S5 F 1l
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HER” BN RE, MNEN 0.12, 95% CI =[0.02,0.23], i HAh P& St AN RAZ R R 2.

FEVESE AR HAM T, R Ao BRS8N B2 (8 = 053, p < 0.001). EEMMNAEEB=013,p=
0.47), TR AIERN 535, BONAE N 0.39, 95% CI=[0.09,0.71]. {HAEZEMR, BEXhNERE “T R
— O ERFE B~ (G AT~ R R 7 & ME— B3 B A1, NAE N 0.21, 95% CI=[0.06,0.43], H &3E5H
THEBEEAIEER®RE, XT8N N-0.23, 95% Cl =[-0.55, -0.01].

EXTFRZHEM T, SERPA T BRI 528 =0.75p<0.001). 5iEELHARNRE, BEHEXK
MR (B =0.45,p=0.03), AR 60.1%. & [EFERN A 0.30 (95% Cl = [0.03, 0.66]), HIREEH(H=
RPN BARIIA R, RIFTESCFASH G Z R AP (ST E AR A B2 (p = 0.20)
HE— 0 U B AR S HE AT AR 1A R

3.8. LW—H R

S — IG5 BB 7R 1R 2 BERS R Ao P R AR AL Ao LR AT 52 AL i S i L O BB
HET G 2 P LA NBEAE, RIS . X — b R AR 58 42 10, Ud B0 B A
fEARAE MR AT 2 LN R 2 OB IE ] . BB LT, ATREEE LB~ EE e
AR R R OB RS, TR FONE AR BN R, XA RE SR T AR
B LA A Z LA NBEAI R AN — 5 T W] 2 AN LE R O AR THE AR, 55— 5T g
BB MRSE . XA E A SR A B E S AU PR R T SIS L HARAE
MfE . RSN SC A B A, W R 2E B A R, LEEE S EE
B SR WA o IXR W AE Ty A Y T AT R R P R O B AR AR 2 IR () A
BRI PUEIE S RIS ImRERCCT)RE T, BT RA M oy E 2

4. BT AIEIME. BE BESXFHXEYRN

oI S48 — R UE I AME AT 2 B v i) AL A T P BT RIS, S R AR ] Z A
SIS ARSI — M EEAL b, KAMERINE S . SCF BE ST G, R 2 IEOAE HALN B RS .

SIS N 2 (AL TR AT, ) x 3(IEE . ST EE NG I ERE B, Bl
IR o BERE B AEAE A BE P A

4.1. #ik

HRWERIL 489 4 (HER: TS KN T 360 #P UL A ES A H80R), Heh B sk 198 4,
L 291 44, FIJERN 296 % £85 %,

4.2. BFEMH

421, KW

Sl R SR, ST MR G LT 0 S b AR I R A S .
AR IS — T, R O — BT, SRR L A T 246 4,
P LB — BRSSO L RO HLI AR S (T, 58 =3B W%, W% 5950
— AR, KA 350 o SR BOATEBUS — AR, IR, RIS F
422, SEHHH

PUTRTRER R BT W P44 5 RS P B R AT 1, B I 2 A R 238
PSRRI —WiE, B RCFIRA 5% R . S5 SR .
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4.2.3. gitAE

KH SPSS 26.0 BTG M. SiilE 2 (Al Al 2K I, i) x 3 (IBE . F. IBEMCT)it
TR ZE T Z 04T, FKH Hayes (2013)ft) PROCESS 17 85 #6560 BEER B IS ATA 15 ik = b /4
A,

43. G

431 MEARFESH

BN R T Z M R, 255154 (a = 0.52) M LAE AN R B4R . X Tl Z &
Hl(o < 0.001), AT 52 B4 S W 1) 32 2608 55 25 (Miow = 3.43, Miigh = 5.35, F(1, 483) = 23.85, p < 0.001). 152 H.
FAH) RN (F(2, 486) = 0.82, p = 0.442) DL L PR AL B 2 18] (1) 58 BN (F(L, 487) = 1.18, p = 0.28)) AN
. DG, TR AN R R

IR V] AR R R G A R

FRYEG TR, W R E S T A A SRS R v LTS (M = 5.34, SD = 1.35), Ifi Wil ULV 4y
AK(M = 3.57, SD = 1.59). FIr s 450 ) 55 R0 B 6B 350 /N T 2, RIABIRIEARTF & IES ik

NP H T B ZRRAR ] 2 Frows ARPTEREE . ANEZEH TN BN B IPAG TR bl v

it gs Lk 4 s
7.00
6.00
5.00
84|
5 4.00
Q
3.00
313%%22
2.00 330
'0242 284
1.00 258 351
1 2 3 4 5 6

TYPE

Figure 2. Cuteness indicators for six types of interaction methods

2. "MZEH RN ZEHR

4.3.2. XN

K H] Hayes (2013)f#] PROCESS (F T 5000 4~ H Bk 4, PROCESS #5744 85) ke 56 tr BELER B FE A E:(a =
0.88)H WA R AR AL . 45 R EIR(E 5), B A/ B AR (0T 52 B — O HE B —~ (B AT —~ (B R 7EE
B H AN BN 0.47 (95% C1 =[0.32, 0.62]). LA H AL &4 0.50 (95% CI = [0.35, 0.66]) FliF & L FAC
H MR 0.53 (95% CI =1[0.38, 0.70]) 25 A1 ¥4 Y2 38 BT o SRTTT A U1 1R Hh A 25ORE 3 A B35 (BT 95%
Cl L5 0), R E 7= A BRI E A BR
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Table 4. Descriptive statistics of human-computer interaction
= 4. N ZESERRER ST

FLIRRNL

BSNCIEE34 A

0.39" [0.28, 0.51]

0.47" [0.32, 0.62]

0.41"*[0.31, 0.52]

0.50"" [0.35, 0.66]

T % T HFT e O FLEE (M + SD) {Z1F(M + SD) 1 F = JE (M £ SD)
sy 84 491+1.23 522 +1.13 5.08 + 1.47
LIRS N 72 459+ 151 4,77+ 157 471+183
BT 88 512 +1.23 5.19 + 1.40 522+ 1.61
B 91 3.81+1.44 436+ 1.54 3.93+1.79
Sl LT 79 3.64+1.41 412+ 164 373172
BT 75 3.77+ 157 4.36 +1.69 3.90 £1.89
Table 5. The statistical results of the moderated chain mediation
F= 5 HIFTHERPNFGITER
R BEXH MFAREH. EHEFACH.
SY I 0.86™ [0.76, 0.96] 0.917*[0.82, 1.01] 0.97"* [0.86, 1.08]

0.44™[0.31, 0.56]

0.53"" [0.38, 0.70]

C—D—R 0.25™ [0.14, 0.36] 0.26™ [0.15, 0.38] 0.27" [0.15, 0.39]
C—T—R 0.15" [0.08, 0.23] 0.16™" [0.10, 0.24] 0.18™*[0.11, 0.26]
C—>T-R 0.07"[0.03, 0.13] 0.08"*[0.04, 0.14] 0.08" [0.04, 0.14]

RNy oy T Sk, PTG FH 2 S L KON A 0.86 42 0.97 2 [AI(Hik A2 73X HeHh 2 45%
NE RN, 55% 3 ok 0 A 25 VS AT IR AR RN, o 7 [ R50N Hh 30 5 0 38 2 38 1) L A28 D ik A K
(5 RN ) 28%~29%), Lyl (AT A% (17%~18%), 4 42 DTk L) 8%. AT RUNAE=
P BTN RE .

Table 6. Moderation effect result

6. WIMRLER

Ve BEKH NFAH. B TS TR
KA E RN 0.39 0.41" 0.44" n.s.
St s IR 0.47" 0.50" 0.53" n.s.
- Y EISE I 0.86 0.91" 0.97* -

7E: "p<0.05; ns.: WIRNALEE.
ARG AT AP A RN 2R SIS AN, H RO A s, 2R B R RN B AR AL

1o 0.47. SCFAZH AN 0.50 MG & SCFARE A 053, HEEOL. WEERZ LENEE CFALH, &
RN 0.86 N2 0.97, RILEIGES . BAKIIE 6 Fix.
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4.4. EW VTR

S A R, AT 2 S BB R AR R RO BT ) LA B S L5 S AR A
AP AHUBIEE T L H . P B ATEE ST LA T RO 5 S B A8 H N &
P, WEE A HR BN R R . RS R E AR, EME S AL NS A B
BN BT P 3R At 775 PR 7R

5. Wfig
5.1 AIEFHEXNFHERFER BRI

AW T4 590 2K i v 26 1R A AT RS i SR TN TR REBD T 10 0] 2 AR A 6 R 4 R R
W, FEIAE TEARFEZ BT, OEEEAGEENEE T AER, BRI RASME . 188 i OB
PREY, FRAASAE, bR maREs A A R

SIS AR, ORI T W R U A AR, O AR BRI TR SRR AR AN
ANEH I F RN R E . RS s e T i < 2L 848, Ao 7 B IE B i &
GRS VAR R GE, BRI IRE R A, BOR W BRI 537 8K (Glocker et al., 2009), A AT BE 1E [A) i FH 7
MR P R . W] 205 B A AR T O N A 2 1% IS B (Kraus, 2017), IxX28(5F B RE A PR |
H 24N T.(Fruhholz & Grandjean, 2013), AR#EIELEVE NiE 215 BRAL (Van Kleef, 2009), X464k 224
fR S O U TE A R R AL 25 ., BT s M B (I R AR B, T R AN QO 3
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