E-Commerce Letters FL-TR55PFig, 2025, 14(7), 2557-2566 Hans i
Published Online July 2025 in Hans. https://www.hanspub.org/journal/ecl
https://doi.org/10.12677/ecl.2025.1472466

EDRRETZHA “WraE” 5
“MMZETR” IHIERME

MR AR
WHT B TR E2E R, VT A

ks H i 20254F6 H3H; A HB: 20254F6H25H; KAAHB: 202547 H29H

HE

AR TR ESTER T ZHAR (1995~2009FE HE)EREFEMERITAER, RE “BWUTR” (%
RIL)E “BMETE” (UINEAEZ)FHAHER. Bidxf222Z2 ZHREBAFERRAERHR: (1) B
W B3 B NKBIEY ET B EERK(75%), B HBPEMEFBEHER(35.2%, x2 =
13.514, p < 0.001), ZAEFZHFAFRMAL TRE(28.9%); (2) EAHEESNTRERE: 25K
RIGWIF R (x2 = 4.757, p = 0.029), KEEE S5 RWMESTTR(x2 = 7.377, p = 0.007), #HIE N
BEER: (3) BETHMMIISIBL: “FRETFIR” FlE72.2%I8 & H 3 1E 8 o BB R
(4) REFEMEMEKIE: 57.3%F E#EREEXHT R, 67%FBMBER “ BRI EER” , &I
MYFE B “HFE - A7 DTSR, AR PERAEERERERE OEEREHE
RATB IR

KA

iR, WY R, YT R, LEAE, TFEREE

Research on the Differences between the
Mechanisms of “Retail Therapy” and “Cart
Therapy” of Generation Z under Stress
Situations

Ruichen Chen

School of Science, Zhejiang Sci-Tech University, Hangzhou Zhejiang

Received: Jun. 39, 2025; accepted: Jun. 25%, 2025; published: Jul. 29, 2025

NEF|H: BB BT Z AT & 5 W T @ L 2 R D] TR SR, 2025, 14(7): 2557-
2566. DOI: 10.12677/ecl.2025.1472466


https://www.hanspub.org/journal/ecl
https://doi.org/10.12677/ecl.2025.1472466
https://doi.org/10.12677/ecl.2025.1472466
https://www.hanspub.org/

PR ER

Abstract

This study explores the differences in consumption behavior of Generation Z (born in 1995~2009)
on e-commerce platforms under stressful situations, focusing on two models: “Retail Therapy” (ac-
tual purchase) and “Cart Therapy” (only adding purchases but not purchasing). A mixed-methods
study of 222 Gen Z found that: (1) Occupational differentiation was significant: newcomers to the
workplace relied on cart therapy to build a sense of control (75%), while freelancers preferred a
mixed model (35.2%, x2 = 13.514, p< 0.001), students tend to decompress offline due to economic
constraints (28.9%); (2) Stressor-driven behavioral choices: economic stress triggers retail therapy
(x?2=4.757,p = 0.029), family stress induced shopping cart healing (2= 7.377, p = 0.007), and social
stress drove a mixed model; (3) The double-edged sword effect of algorithmic intervention: “lim-
ited-time flash kill” stimulates 72.2% of the mixed group to consume impulsively, but it will cause
anxiety rebound; (4) Intergenerational value leap: 57.3% anchor their cultural identity through na-
tional tide consumption, and 67% pursue a “virtual sense of control” through late-night additional
purchases, reflecting the transformation from material possession to “symbol-experience” dual-
driven. This study provides a theoretical basis for the optimization algorithm ethics of e-commerce
platforms and the management of consumer mental health.
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1. [E)EEE
1.1 MYTES “MYETR” REIRRE

“IEIT &7 (Retail therapy) ¥ iE 94T N SEILTE 264252 5 B 38 L 10 BNLHI[1]-[3], HAZOLE
TVH I T SR S ARG B LA AR A T B 26 [4] [5]. RS FUINA, ZAT AR SR “WNE - ik FE -
WS SE R 5%, 2l B BUR RS SO BAME[4]. T “TEYZEST 7 (Cart therapy)fE A LR 5 T
PR AR, TV S e . PG AR A R A TR SR AR SR AR O B A, O SRR AT 6], H0 B
MU AT REVR T = J7 1. REAOL 45 [5] [7] AV Ja v A0 2k [8]-[1OTFH FHUIA Mt o (R FH <1 & IR s AL 4) 22 4
BHLIRE) [7]. DA RO ZER M AT, W Atalay & Meloy (2011) K [X 73 W9#) 76 B 47 54 48
LT ALEL, Rick 25(2014) AR “IUMMMAG KL 35

1.2. Z HHGHZRT AR E I R STHHE

Z #48(1995~2009 4F AR ENEERAE R, B2 H R T & I B et 5, AT 009 S AT v B B
WRE R (1) EEHRSN. WA BFNFEN SRR ThRE, W i & RS 5 5
FRBAKAJE, B BRI LI AN R [11] [12] (2) eSO FRARIR[13]. Z tHARYE i TR A B X 5
TR OB BAmEEZE, R E R CLBETAER” RN Z tHAREE a1 A
FEAE RIS AR R, S A R N WA ZE N R R O TETE T SR IR, AR
SR BRI R E TR R [14]. (3) A1 E . IRBUI B (22:00~2:00) INIW AT R 5 K 17K F
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IEADG, REH MY YT OO BB 26 R TR [13] [15].
BRI 222 44 Z AR E BAT BB SIRE VIR, BERRIENEERT “WYyrE” 5 <9
WAy 7 R e S ma L], R P RS A S AT S S AR

2. ARAZ*
2.1. aEFE

AR B9 (Z HATH AT NIAE ) 78RR, B ILE SRR AN AFEARE B (R
RS Mol HRR) . W RAT A SRR L G I TR1BY) Hs s ROt T S S SRk
V5B S5 T SR AT e £6) M sh L O BRI (B 5 J5-5 2l & S bR SE 5 e MGt f R sh R 2%
WA AZ TR SRR RITES 6 A2 ) P VBRI (5 SR B bR IR R B B LG 2R AT R e
FEYCABAT FJ5 SR 5 B (VP Ak M 5 RIS 28 3 A S 3l 2 51 R I 95 TR 77) o el ke FH Bt 22 1e U
Likert5 73l ERALE S HIE, BIERGHET Z A TAT NEIRAE OIS AN ER, NasE
AP HR it 2 4 FE B SChe . R RIE BRSPS E B R4 =0.847, KMO =0.851, p <0.001.

WIS, KR 245 4y, [BIRIRS 222 4, 1A IO AR 90.6%. JLH, 55788 A,
134 \; 4E#%: 16~18 ¥ 7 N, 18~22 % 46 N, 23~26 % 92 A\, 27~30 % 77 A; Hb. 22434 A, B
Wi N(1~3 ) 103 A, HHPMEF 61 A, HART 24 A

2.2. BRI

AR SC R I AR 10 45 1 TN e BE T E T AR R SR U RS H R T e A T, X 5 4 Z A
1T F 3Ky 45 23 Bh 5%
3. MRERS 7
3.1. EHBEETHERIER

s Ror, zZ AT AEE B PO b . M) ZEd7 gl b BRI A0S I8 2 T e ) A< st P52 8
75%, 1 R AOLO L A O B R R R (LR 1) IRAHOWYIT & + WY AT )T, DRI A
(39.2%) A1 [ HBR MY 4 (35.2%) N E (4 = 13.514, p < 0.001), S W H Ak &2 A s 7 30 HA A CE s i)
o, A N T 28.9% ()2 =8.258, p < 0.05), FEHSAZTEMAI L TR . 1X R BRI R AR fif s I FE
HIEGWEZER: TR s R R L, B BB BN m iR a5, FA 052
BRI LT

Table 1. Distribution of decompression methods for different occupational groups

#= 1 PRI R ARBER XS

) B g B8 HAth 7Ny RITE pfH

laky/bigsEl 4 20 6 1 31 5.469 0.14

“THYEST R A 4 18 5 1 28 4.865 0.182

RAH 15 49 44 17 125 13514 0.004

HoAth 22 11 16 6 5 38 8.258 0.041
Mt 34 103 61 24 222
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3.2. EBEITHIM

I K-W RS B6 X i S AN [ A 7 2GR Z AR S5 N H RS S & IR TR BOR B2 2): Ty @
FR S 72 IS I SE A1 13 35 1 T oA (U = 2376.5, p = 0.016), T M4 97 @40, (U = 2094, p = 0.022) iR & 41
(U=7860.5, p<0.00)TEIREINMAT A LT R, R Z AR MIFINNE, B FEA N sSEhRl S, Hifh
AR ) BB W S A 2 R, R AAAT T 3% T R G ) 3458, BT DA RT B8 K 28 AR AT AT i ) B

Table 2. Comparison of browsing time preferences of different groups
2 2. TEIERHN ST AR L

A5 P 1) H 18 ZME pfH
akyb g teih ANIE 52 I Bt 2376.5 —2.46 0.016
“Tam sy A TR B (22~2) 2094 —2.294 0.022
RAH R B (22~2) 7860.5 4.439 <0.001
H ORI B (8~18) 2800 -2.51 0.012
g _E I B (18~22) 2596 ~2.953 0.003
FoAbgi
IR B (22~2) 2525 -3.157 0.002
AN E B B 4617 4.239 <0.001

33. EHESNEMARN

AR R I RS Z AR 7 A7 e 25 ORI (L2 3): MWy T 40 5 42 F 16 7 3 AH 55 (o2
=4.757,p=0.029), M¥)ZEIT gl 5 5 BE K IR 2% (% = 7.377, p = 0.007), JRE 412 LRI f1 3L R F2m (p <
0.05), HAZH i AE s /)55 B3 (42 = 4.010, p = 0.045). X F W [k FJY5 2 R RE s T Z AR AR IE 75 (e
SEU V =0.146~0.218): TWYI7 @A 4 RO T A5 R SRS RIS 2847, BEURM BRI IS AN & BT
JIeok Z A AN NG SR P sk, I8 BV E Y 2 R R TBUR ) LA ARG U 55 IR R [16]: T ZETT
M R RI T FEE S IR AR 2 B AT M, EIE T Folkman [ g Bt R 5% 2 S AR 5Rmg 7
BT A A T 5K BE R I, R HUMSHH 9% () B 2 ) K2 () W 42 2 ) R Sy L AR AL 175 B % e e B B X [ 17] 5
TRE AR LI 1 Z HACTE X 2 5 U5 Win 5] 4 FH IS SR B VR 5 At s SR o0 o B B U R 0 2K
REBHIRORAT B T “ SR IRFEIR IR IR ” BN [18].

Table 3. Selection of pressure type and decompression method
3. ENLBEREFNIEEF

15 JESWAESzit| 7 1E pH SOV AH
akY/bgaeatl 2R 4,757 0.029 0.146
TV EIT & A FREE T 7.377 0.007 0.182
A ES 4.829 0.028 0.148
RAH BEET 4,706 0.030 0.146
FREE T 10.583 0.001 0.218
HoAth2H AT 2525 -3.157 0.002

DOI: 10.12677/ecl.2025.1472466 2560 TR 4TS


https://doi.org/10.12677/ecl.2025.1472466

MR ER

3.4. RS LIEH

W5 HER0A= EEAFZR, 5= JE% FE)NEWYYT EAMR A LR LN, RARKLE
REIROLFE 4): W7 A “HEIR” (80.7%[RE, »2=17.22, p=0.002)F1 “RIEiH 2~ (90.4%]H
B, £2=22.669, p<0.001)E3E & TRAH . XRHIWYIT B Ao m 2k 3R, Hg @R SR
P75 AL A2 TR 1) SEZ R ) S PR A% Ca o BRI A (5B €2 = 0.047); YRS 4LIR H AR B 594k 1 9 32 3L

Table 4. Comparison of the purchase motivation tendency between the retail therapy group and the mixed group
= 4. W8T A SR & E R LR Rt

)it EHEE BARE  AAE — & [Eib=3 RE= RE p 18
25 R amyT A 9% 3.2% 6.5% 71.0% 9.7% 17.22 0.002
(KITKIERE)  meam 15.2% 12.0% 24.8% 31.2% 16.8%
“ e piAE - JEWIT AL 6.5% 6.5% 22.6% 22.6% 41.9% 7.271 0.122
((ELNS D) NERE i 16.0%  12.8%  288%  216%  20.8%
e @ Ed 0 0 9.7% 71.0% 19.4% 22669  <0.001
(BB ram 8.0% 144%  264%  28.0%  232%

W5 mER(1= WA, 5= % FEE)NEEYEST A RRA ARG, HxHHR
W AR AN BN LEAT 2 S SRR 5), 45 SRS B 2207 @ L] (DA RS 100 42 RN A5 R B AN
A% 0o ) 308 T T R AR A5 (8 TR ) R 225 SRR (A 36 A2 ) PR UL A2 S 2 0 i 39 2, A2 B o AR i)
AT NI RG] R AUl i g H I I RE R 1K 46.1% (OR = 0.539, p = 0.019), “Z&ArfEAN”
1 JE 45 3~5 YR IH B FE 1K 43.8% (OR = 0.562, p = 0.020), [Flf OR <1 H. p <0.05, 3R ELE phHLHIA 2L
P AR AT R 400 B P Il A Z A R 4 ) TR 2 it 07 T 17 28 (n A6 £9) [4] [19], T Z A&
I By PEAT 9 (U e B R BRI B AR D e SR K, R TE 1R R NPT L 2 I Y AT A
Reil I fd Z AR IR BRI 25, 45 RAREENLH . SER RN A PUR EBW LT N, A EER s
BN B K MR I 457 5 1T P R fid A 3035 £E R [20]

Table 5. Multivariate logistic regression results of online shopping frequency and “cart therapy” motivation tendency

5 WMWIRE “MYZEFE” SlifmsSTiZEea5R

BapTES TS & OR fH p 1E 95% Cl
DL s S 0.539 0.019 [0.32,0.90]
JUFEER
SRR 0.597 0.062 [0.35, 1.03]
i 0L 42 K 0.626 0.046 [0.40, 0.99]
3~5 1%
SRR 0.562 0.020 [0.35,0.91]

35. LFEHEHZEFWEITARRE

I Gt Z A ARAR 7 2 B 22 e FLRE R A BB S R (L3 6, 3K 7): 90%I1IR A 2 A
KRG TS HE R, Hd CIRERPR T (61.33%)F1 “[FIES N IEFESE” (51.47%) /2 B OK
BIREE, EHIE 7 45026 H0E 0 PR [21] SRR T8 75 SR [16] M5 TAE T 32.14% Hofth 45 ) F7 R R 56 vE BvE R
25 (47.06%) 5 ] T 06 75 T B, SR FLRE M U BR S o X R AR R TR T AR I ) S B
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JEA, R HEREARZE " [14] [22], AEARHAT 9 AL 0t St s AL ARl i 3 o

Table 6. Sensitivity distribution of different groups to the platform algorithm labels
7 6. TEIHEFIXFEEERENERE DT

251 PR 0 3% IR AT T [l N IEAE K KiEE
by bgoedcl 14.67% 13.95% 15.38% 23.53% 11.76%
“TavZEyT & A 8.67% 14.73% 12.50% 14.71% 5.88%
RAH 61.33% 58.14% 57.69% 51.47% 35.29%
HoAthH 15.33% 13.18% 14.42% 10.29% 47.06%

Table 7. Distribution of the influence of platform algorithms on consumption decisions

F 7. FAEAMHEERROTMIZEE 57

415 SEAAT s A T RE o P 5] EEES
laky/bigsEl 17.86% 15.84% 10.77% 16.67% 0
“TavZET & A 7.14% 11.88% 18.46% 5.56% 10%
RAH 42.86% 53.47% 56.92% 72.22% 90%
HoAth g 32.14% 18.81% 13.85% 5.56% 0

it 5 SV NE Z AT IO IT B EE Y ST 85 IR A R (LK 8): 67.65% R A 4
Ik I - 'R AT IR TR 2, EDUE F T VRN 1 28 U 2 SE AR AL (2 R
L&) [23]; 44.4%IB G H I “ HAERE” W3 S T HARA(33.33%), HLE &AM HEREN LA
N R E RS G R, SEONRRBENFE, R E TR, SkEII RGBT S iE &
SER IR 57 [23] o (RN PE U5 1R P R A 2EL R 5 ¢ TRDG AR B ot PR 5 | R ER RS 87k Z AR R AT N 1)
AN B] | A7 SR AR T AR AR BRI R, R AT BROA KOS, ) 2 B T A B A7 £ (Spearman’s
p=0.21, p<0.05) [14] [22].

Table 8. Distribution of stress relief effects by different decompression methods
= 8. TREIBESFXNENEBRIRT

S ES H 55 22 iR L il A HAEE
TWIT e 14.71% 16.16% 11.25% 11.11%
“TavZET & A 11.76% 16.16% 8.75% 11.11%
REH 67.65% 51.52% 58.75% 44.44%
A 5.88% 16.16% 21.25% 33.33%

FEHE S Z AN P sk o 7 A i s A R I 9): 17.50% 19 HyT @ 41 R R )
SEU 55 L AR JRIRE T SORAT i 4 FeC FRIK P AR S B 450 R IR R, TR I 224V 9t < U ) TS
Z AR “ MK B S BRI R DD B, I AATTR 45 2 PR 2 TR RN S8R FE 200 24 T R S5 1) 2 £
AP AREEE (22 S UG Y)IT B E R 5 R 55 £ FE[10]: I 4297 @4 AN 16.47 %05 /K IR ) B3 J5 46
JEPRIE T INIAAT B P AR SRR e e k8, A Z IHARZERE “IK R MR 3E, U 1 LB
S5, i DAV 227 S8 AR 5 L LK 1T 4532 DSBS #6425 51.76% AR &7 A 2 W ALY Jm IR 2 Je i
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PRI e - S ARSI EE D)3 FEA BR A B BAR I BEIR,  RREEA0 R SR S 0 i3 5 B
A R EN ST e F A JE (7] [8]

Table 9. Distribution of negative shopping sentiment in different ways of decompression

# 9. FRIBER XMW EITE S

B 2 2 /R R Mg
lakY/bigaeatl 17.50% 18.82% 11.94% 0
VTR A 15.00% 16.47% 10.45% 2.94%
RAEH 60.00% 51.76% 55.22% 58.82%
HoAthH 7.50% 12.94% 16.42% 38.24%

4. Wit
41 Z HREFTAWITHERLES, ENRRIARAIR

Z AR s AT O I T IR SR T 65 Sk A = R B A LR

AFEBNE ST Z AR ST e R IR . AR AR 2T R sh (g sh . #As R
s KB NAEGEMEESCRIAT IR A AEIE S AR 22 57 B EVEAR, s i Sz, (el e m] e in &
225 IR ST )T e T B AR B AT M [24]; BAS NI 22T AR N s 48 W 4%, AT 02
T BTk SRA B T Z AR S AR, e el BRI 35| K BBk B PR A5 0 [4] [19], 032 b m s
FERESL R FA B T4 “ B 37 MR S A2, T RASEANET AN I PRI B S RE 0 5 HRME 3
R lR) Z2 B 7 AR P 220K 5] A PO (T AR 18] B e SN ANAR RE T2 R 5E 9 98 o SR T ke 33 )
Yoy + W T Saiia, WA A AT 22 am A HOG RIS A2 RO » 170 b i 0K 3 (A A
7 (ATRIES N IEAE K BRIFAD %)t — 2D i& Bl H SN B SR A [26] -

ANF AR Z A AT MR - Lot 5 7R AS Z AR PR T phe SR T 460 L b s ) S aE %
{H 294 BRI RN B3 UR eSS i ok SR B 2 BN B, DRI P ISR 5 S BCR G Rt XM 7 EET
R 1 (EIERE) S KRG 2 (BRI FIARI R [23]: FEEIE 715 REAUR 76 UG RE M RAZ A 73 Z 1
FOEIE I KU /15, AEIRXAR S ORAS BE— B INRIER IS . IRARAZ B ELR [27], InAT SR
& Z AR T RO BAT ok E R X0 08 DAKMEEBLSE SR T R k4, (AN R 35 R A4 5 T S AL A
f&; Z EAGHEIE T 5 Bl (0 A SR G R A AT B 0 2R3 M R AU W) (G e I 47 D9 3145 B A 5
AT EAAZINA S 2 T AR et MR- AE A2 B ARER 8 [28] 91U 2 SR ARs HL A 1 & AR Ak As
ARATE], Horp “ IR IEAE K I REAR A ROas AR B AL 2 N R B [29], $RAEAHE PE T AT
Pt NAT Y, BRRERSAE RS RI I T SEAT 0, AR R BIUE Z AR AIOMUBREAT R AL A A, T
XAk 2 N T AR AV e TR A 75 5K SRR S AT A -

FFE IR E AR R PR S RA : R B BTN, T 93 MO L8 JF U SE B ok 3 A 346 [23],
B & AR Bl e B Y T A 47 i) Z AURRES W fa S, R SBURAUET 5
FRIEINR . NPT B HERR FIAEN MRS bRz, E Z AR “(E B E -
THBIVH 3% - W55 et IR PA v USRI -

4.2. BEFAMYRRERYEFAE

Z HEACIE R Wy R 1% G I A AE XL RN . — I T, A58 s (A 7 S W 0 S SR ) B A 3 A e 2
WM ST 3 —J7 T, XMAT N5 SBCOLEIK P ESC, BRSNS MR 28 K 5 A
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SO FEIRE, K S 2 51 RRAR I 5% A, MR B . MYy T B R IR 2K
FAOMRST 7 28 BIR B0 S T 1 R ATURIAN SR SR Y3 9 80P T 222 SR AR A 1Y) = K ARAE R & Thaler $2 H 1.0
PRI FRFAE[9] -

1E “VM T 87 Yok, Z ARSI S S NG ZE 1) BRIV SR 7 SRR R i,
HIRGEIR ML= A “ 5[0 BIRs . SR T8 = SERR S AT N, X A i R i UK &%
RAEIR, PR Z tHARYTBE AR L] S ——F P RSN CLA B AL BT 4N R e 8] S 45 R A, S 3L
RARAN I — AR R — TN BB EEIEER .

S — DA T AR B AR S AN R SRR Dy Z AR BRI D SR AR T
IR SR IG5 P P J s, (X [RIRT [ AG Z AR “ R0 - JH 97 Ik, DR Y SRR R 1 26 4
TR SN, SRR - VSRR, (RS Z HEERETE R FIRE T - phahinig” 4 R AT N [24];
S R (W PEAE TV . BRI RD )1 Z AR R R R E (FOMO) I AT T3k, A S H
Wy RS, I RRFIEST SHEEEM, HI559T BACR[30].

Zil, z RIEZ 4T RS RS ER + BIBN 2 + IR 45550 1 e 2
JE77. AT, ARKIE R AF T KT 5k,

4.3. BESLEHEIN Z R ERET RIRIR M

MRYEOFAVEEIS, YT &5 Y AT AR I S AR R R g R Z tEARZ R R R Z AR
T SEBRIE AT A LA, RIS R T A AL SB35 2 R A FLAE I S R B R i A S (i (A3
N e Hhr), HATEYARELT 8],

S5& 40097 s, WY ZETT B A E P R I R AL SRR IR A RS T BT AL
DI T Z AR IR, IR R Z A BRAR ARV I 2048, 17 A S B S AT A RO ke S PR
PRI AT F1. W7 BAE N OGEE “ RO 5 7 SR ELE SR I R R A BT A BUR RS AR
G HAZ R AMERCR IR HI[31], BT W I AR L.

FLR P & SR Z AR AT N2 i 200 3 M RCR IR T 50 BB e .

S s BBl RS HE DT FC B AR - Yes plAR . P& 28 T H P BT I8 TU AR5 B AR R 8 R
AR, SEEANMECHER (G0 “IEIRER ), FERIH Z AR BEAAR T SR e s, 38 A RS R B AR 2 1
(n “RRakdtesE”  “FE NIELESR” )RR Z ARk £ A8 [31] .

SR 3 B 3 3t A SRR I () SR RS AR BRI W 2 s P SRR AR A ek 1 I B B “ FRBTRR R ) A
M Z AR 45 2 DO 3 (A0 “ FEAF T ) SR B E MR SR A0, B 2408 375 5 P i v b 3 S B8 7 9 1
SRR NI A A I AR AR W e 2] v, [RIZRR Ao B G B R R RS, KA EHT
RN T 5tk Z AR B R

MCEMEFE Z AR IAT MR, ITRERRIN Z R T RKENIEREE T, OEZEHRIN
Pl BAMEAL B s R, S BRI S B O SR R 4%, IR TE R “ Al R R - BRI -
RV B - AR PBPEIEER[3].

4.4. Z HHRHBR M EM R BRERTE

Z HARIE AT R B H B E PRI, KA ORE RIS L “fF e - 5”7 X
TCIRBN B R, B S ARE E O “fFSIME” 5 “IEZEME” [3]: 64.5%I4Y)T B
F 42 4% A5 2 %% 7] SN R 52 L SE BRI SE R BIHL, IX EIE Z tHACKILTE 2% S S ae A [ R 21 22
FF5[31]; “mlERER” I3 Z ATV ST SR BN, IS H IR K 46.1%, 14
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B Z AR I i AR (1% 26 0 (B PRTE SRR 25 SR (5 A [4] [6] [15]: W% Z AR R &6 mE
AR, WHPTEE N OISR E” , i IR EIEREM” 5 g AR ke
P X PP CRMERE - B AT WhEINLE], REfE S CTOWIRI A B, R AU AR TR R
P EZ R IBE NI 340, A BIDEFE N AN RLESE LA IR S i sh a3 rE
A[32], WSO\ i Bl f FL R 0 S 06 55 S R NG AR 4 75 b o 06 T AR F AT R FE S AR, AR 7 A
JE LT FARERN F e R R, FRIRTE R ¢ SR - BRI - W RN IR RS, HEShiY 9 Al
GETAT N AT AE T HE G [32] o

SE
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