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Abstract

Advances in information technology have changed the way in which financial services are pro-
vided and used. As an innovative financial service, mobile banking is increasingly becoming
prominent. It can reduce a bank’s operational cost and improve customers’ experiences. There-
fore, promoting user adoption of mobile banking service is a vital issue for banks. Although pre-
vious studies have explored users’ intent to adopt mobile banking, this study is different from
these studies; our aim is to investigate how external environmental factors affect individuals’ in-
ternal states to adopt mobile banking. In this study, the Stimulus-Organism-Response (SOR)
framework is adopted as a theoretical basis to explore the four constructs of gamification, media
richness, positive affect and intimacy influencing the adoption of mobile banking, as well as inves-
tigate the mediating effects among the aforementioned constructs. The results show that except
media richness has an insignificant impact on intimacy, other hypotheses are significant. Besides,
both positive affect and intimacy as mediators can enhance the relationship between gamification
and mobile banking adoption intention. These findings fill the gap of mobile banking adoption li-
terature and provide useful insights for the development and suppliers of mobile banking.
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1. &t

FEBORHIHEP SR T SRR IR A A U7 501 [2]. W%, R, 4R RAT, B2 A
RERMRS (B s B AL W ERAT IR S ARATAE), DA 2V 223 IS A R FF 3L B S se A0 5
SR, FEFTAIRIEY, MIEATREA TS MEBHERRE, B R IE R RA T &2 5)
1 55 N 2 —[2] [3] -

VER—F R IR SS, BB AT R 28 8 FEAT RS I L A R i [2] . — 71, B ahiRAT 4 o
Wk TIRZ S, WK 2 HURAT P R R 30 ERAT AR AT T3d e S ERAT 43047 7 R 55 RS [ ARG 775
[FIRE, AHECTAESEARERAT, T8 2 HOREAEE N [R] N 3RAS4RAT IR S5, A% ShARAT AT LAT ORI 91 2 BE I il
MR FHRATIRS . 73— 07T, BAEATERAT AR G WA LA, A ERATEOR A RAT T 5 4 e
B BRI v R A P SR, DLORIEH B B ke A, MBIk AT, FR2 AT
0 1) T B A RAT RIREARAT IR S5, DABRAR AN FKEMA N BIRE  RAKESR A, HTEA
FSCA Y U EE R R Rk, By DLARAT B B 0 i 7% S AR AT SR IE SR AL ERAT IR 55

BT BT ERATH P AR SR A M E EE, B 5T A A DN RIF AT S B AR AT Ik
25K AR G R 25 (I [1] [4] [5] [6]). FEIXEEHFFTH, AR 248 H H AR B2 5288 (Technology Acceptance
Model, TAM). # 5 H AR 2 FEH PR (The Unified Theory of Acceptance and Use of Technology,
UTAUT)ZEE NI 7 RS 28R 47 K F 3 ) IR S REAR TR [7] [8] [9] [10] [11], 2% 285 82 an s e 2 M JBon A FH 4
AN G e AR B, BIRABESEA A2 DB R R . AR, ARADE W AREO TR
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e BNARAT 1 5 T AMEBIEE DR 20 N N BIRAS B 52 e AT - BOMA IS B OB 2 . BRIt A0
K« - M4k - [ 3 (Stimuli-Organism-Response, SOR)” #5714 5t 8 sh AR AT IR 55 BOK . LATRANEIL
FESCBRIX —2F . SOR A f ¥k B T EE0 B8, H 322 H TR 56 M PR I o FH P A
FEIRASIIFZA, BE 1Lk 2 B2 s A EOR I S R [12] . BR AT R sh AT R H S R BB 7T R0
5T SOR BB FA R A, AW TR R A RN A4 =F 5 FE IR A AR, st FH AR A A 26 0 o 5 1
TERMENERS T IEZAR R, YA, PR 2 18] 1 5200 DA S EAT DR A2 3h AT R F =
s H AT AR T, BRI IRATR X DY R R 34 A 2] SOR BB, 5 75 M DU AN [A) £ BE R 1) 22 43 A1
JUR R SARAT IR S5 I R, AH SR SCHRAS HH DR IF 3 S B L.

ARSI EER LU, 55 =8B 73 M 7 5 #3087 R FH BL A SOR ARALAH G TR, ARG T AHt
FEHMR BB AR, I el TR SRR X Ge vt B (0 70 M Sk i, #ERok, AR T
X A R RIS B ORISR IR . Befa, s T ASERE AU AFE A 2, FER RSk — 251
W7 AT T 4RV .

2. MHkeRA

(—) BBhRITRHA

KT BSEATHRA, H il oA K& SCHR(U[13] [14] [15] [16] [L7)EA T 5 T (WishE . 745 #
B B, RES)I 7 0] REIFE S BT R H AT AR &, XS SR AR ST R AT L& T
V2 4 R AR AY g R 45252457 (Technology Acceptance Model, TAM). ¥4+ A 52 52 F04d ] 8
(The Unified Theory of Acceptance and Use of Technology, UTAUT). 15 & & 4t il Ih#% 4 (Information System
Success Model). @5 ##E it (Diffusion of Innovations Theory, DIT)% .

— LB TR R AR (TAM)TE N B 3 A . 140, Malaquias 1 Sliva (2020)F) ] TAM #5784 73 #r
T ETEAR RO R B ERAT B SR G O DL A — B R e R 2, BIF TR IR S Y . A FPERE A
2 PR BRI S ARAT I R R 2=, b2 e ma AN i 25 [17] 0 B & BRI F BB (UTAUT)
WA T2 S T R AN FI0I FH - AE R SR AT J7 1T A P B o A AR AN A A5 FH PR I 3
BTG TASS T A e 5o AME R 25 A 45 R 2 1 5 o 9, S5t 8+ Baabdullah 55 A (2019)
7 UTAUT BRI EERE B, SR T —Fh3ET UTAUT2 AE B RS (IS) IR £ SR, TR
W Yo RER R A A R SR AT M R R R, A, B 7S ). e iE SR E A, i
WS, MAEIME BRI ZRAPL. I8 RSG5 E DL RS ot & AR v ReBT hiAn P R 2 3
AT AT A EA BE (18],

Ak, Br 7 iR i) B SR, A A R AR R SRR SR A ARAT A A . i Tam A
Oliveira(2019) #4445 4% A i& L #5784 (Task-Technology Fit, TTF) 5 S0k 4EEMISE S, FI TR AR T L
WiV F BN ERAT A AT 98 A IS A SR AN N IR 26 Z00k P IR AR AT 4T (2.3 52 [19] - Shareef
N (2018)FII H GAM #i%Y, Mighas(RIH -~ R aeta &K P sl A B A OCE B) S B(EPH P ] LS IR &5 e it
e HEAT X ] YR 38) A A G (R AT PASE R S RUR R e bl 25 ) =S AN R IR 85 B B o 17 F P R A2 30
WATIAT A, &5REW, HPEEAAFE RS Bk R S RAT AT A B IR R R AL B3 2 57
T %R ) e R0 et ARUER NS FH 6 02 P B LRI 3K ) 71 [4].

(=) - WA - S BiAsE Y

3% - MlA& - Sz (Stimuli-Organism-Response, SOR)# %! i1 Mehrabian Al Russell T~ 1974 4E42 1,
IR T AR R 2% (RSB0 520 2 NSRS (BPHLAE) B A, AT S B0 2 & #600 B0 Rk i) 47
(BP S RE). HAT, SOR #EAY CLp DR F 78 HL 1 R 45 AR BN 7 45 A 98 b (i [20] [21] [22] [23]), MRz
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TH R W B SEAT AL R S5 R B S AT NI SR £, 1 Manganari 58 A\ (2009) i F R, TH
BN N I BN 23 51 R E A R AR AT ATy, B, LR R SRR IR T e, ek ae S
R B L AT N [24]

SR1M, SOR MEAULE A P 5t B sl AT IR % R B B TR IS 3 B BR . LR SRR sl AT K FH (R 72
t, KZiEidisH TAM. UTAUT. IS success model A1 TTF Z53EHF 70 F 7 6 4% ShAR AT 1 A BE 2 11 Bl
K, EEEHFTAILE, A SSUERE SR R - HLAE - OB (Stimuli-Organism-Response, SOR)FAESE, Sk
PR PR R sh AR AT IS AT v R . SOR BEALE A T AW AL IR A =, B, LRt T4k
P AT R T B4 2 7 SOR #AL[25], U1 Koo A1 Ju (2010)7EHF 78 H VAR IESE T 48 IR SR AE
S P EE MR E 2], ik, FERBSNRATE 5T i At oM PR m (W # 3 RAT B 2
FEHI B TE AT RE), AT REXS AR I 0 A RS (Wi 4« W82 B AR AT I HR Ak B SR T 55 ) i s i,
HET L BB B S RAT R . BRIk, B T B N DL AR ST 5%, FRATIH SOR 45
RURAGE ISR, JERINRRE N, FERT e P AR AS DL 2 5 BN AR 52

3. iER

(—) HBHES

ARSCIE T B BARAT IR S5 h F P R AT e m], BA“I - LA - 82 (Stimuli-Organism-Response,
SOR)” AU AL, 4Gt BARFE R, BURIE% LIRS R, KR I fiss,
H “HIE(S)” BRI GEREE RE,  “HURO)” RIS EM R, “RBI(R)” ARAE
), BN 1 BTN

| |
Stimuli (S) : Organism (0) ll Response (R)
| |
I |
- [ I
DA AL I
]
ll K = 1A
PR R

Figure 1. The research model
B 1 RRE

(=) AMERHIE(S) R A £ IR (0)

1) WA (S) PR E LS  SR% T (O)

A RIAE AR T R PR B N A R BT e /AR, BBl 5 B SRR, s R LA
F iz P B 1 TR [26]. MR4E Palmer et al. (2012)WF 5t flias, kb Kk BAA TUAN 5T, 2959
@ HRPMAE MR REE @ KA D REEREEE; © Wittt SBRE T RRIE 175
@ WZEM. AT DL BRI IX BN ) SR AR [27]. FEARTRFEH,  FRAPRE IR A 2 U B R
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FERF MBI AR (55 LSRR, Wi N 7E Zeuie xk T 4 I G R (AR T EE . TR
WEBU HATES . 2h5E), DUE ARSI RS ERAT F R A shARAT AR &5 I DG Bk R 2% o

T AT k2 B e R 1 T 0¥ o T ) A €28, Rk P EL B 1 B 2 S i R P PR AA R 2 DL R 3
F P AR RN [29] . [RINF, #R4f Rodrigue (2017)% A, i A58 FiE Rk o 2= AL 5 Xl BB, FH P25
T PRI BN A RN 2 B AE S, EHEAR G, B P W Einss2[30]. XS5 H A
RHIFRAE B AAERN MG R, Fth, FRATERH a0 TRk

Hla: JExelt =2 B Z 1 mm i gik e 2.

R4 Rodrigue (2017)%5 AT HLFHATAE A # BT, kA o] DUE BRI ARG 8, BAA B3tk
Z: 51, HA BTG A o s 4RAT 1A AT [30]. EAREI TN GBI )2 tH R AL EE R B AT
JIR 25 AV B AT NS R A, AE A I TR B IR A E5OR TV Bl Ao i AR RO B % T i
RAAEBATNVE A (0. [31] [32] [33]), AT TARIL, JExkAnl LASGSREE 1 2 5 FE R R, B RkAL R
oA S AT BOREPERE 5. 5341, Rodrigues (2016)558 AFZHT 17— ST i XA r b S P AAR 9%l 55
BIRAT N B RIBESHERY, JERIERA R ER S TR NS5 BB RAA B, i,
FATAT CAE BRI S B 8RR Hh e e Ab 1SR R DA P RIS BhARAT 1R 5 3 B 7= AR B 35 B2 A [34] . (R
I, AR A0 S R

Hlb: JEktt 2o B 2550/ - GBS RATZ 7% 2

2) WA ERE(S)FIARRIE S . SF% E(O)

PR B B RUE T AR B BB S,  H1 Daft A1 Lengel T- 1986 4E#H, Hl NBEAAALIA (S B2k
168 35 9 2 BRAA A RE B T — ANl n ] 35 13 Rl P I 0 (O SR [35) o 1T B4 32 ' U 45 — PR A R ik
FRE R RIRE ST, GARRI RIEE 1. TS M ZREE. A A SGTE AU RE T DA RIS AL B 2 Fh 2 R
IBE1[36], FAT—MiAy, SR BB V2 ASE LR 7 SRS B SS i, DA e At A 0] 5K
5 R AR ARG B AR .

HAl, SAEEEM 2N TR PRSI, ERmMERET, SHARTEFELHEER
AR, BN B AU, nTHVERUIK, X 0T B2 PHAS S 3 7 55 YR 18 (A I R) A I [37].
AR, BRREE, HAHASRZ, SR, FAEFE MBS AR EZMEER,
RS M R4 = RE 5 PR ARAT B 1A R AR [38], axX 2 iy 9% & eI B i SR ) T A £ B
NiFH . UEAh, 7E Vazquez (2017)%5 AR 20 B B VR 72 rf, B8 H 30 = AR A mT DA 3500 AR AW 1) 1 e
ARAS[39], PR, V8 2 IR & IR S R AT DL & A TR ARS8, FHE42 A A2 R it e 2
FEo BTLL, FEARBIAE SN, FAT0T LG BB Hh A = 5 R SR 4 LA R ok % B 2 [ A 35 1 IE
KR Fik, AT Rik:

H2a: ZR1kF 5 /E 2 BEE N IR g2

H2b: ZR1hF 5 /2 B IG5 B S RAT 2 I35

(=) WEERZ(O)5HHEEITHNR)

1) FAMRIEZE 55 % % (O)

FAM S 45 B0 — AN NP AT . PB RSSO FLE[40]. SR M ONTS IR ERSEZE FRZI L R,
Hp ) Z s H T R 5 RS Rt Z MRS R[41] [42]. BWFREW, —H—HA— %7 HE
F R ECE A B RAR IS E, I T 7 (O ARRR B R R B4 TR BRI GG, SRR RUE AL T [43].
WA AT DAHERT FE RS S ARAT IR ST HSR A v, P EERRIE G sz, AbA S5 8T SR % 215 3
e, MIRRIEZ 2 B P 5B NRAT Z M ISREE . ik, A4 H a0 M Rik:

H3: BIRIGE 22 Z 4N 5 B s iR T2 [ B/
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2) BRI SE%E(O0) 5 RAEM(R)

FRUR N 28 Wl R I SR T RS BT B AR (1) — A = BE W R 35 [44] - e 1T O KB SCHRIIESE T 7E & Fh IR R
rh RN A7 S8 TR TR B 35 4 (i [45] [46] [47]). %4k, Djamashi 25 A (2010) &30, AATTZERHR
T T EBERMHAAMBNGEE RS, FONAAITECEN FIVE AL TR LU 7R AR5 28 T 3 SR W [48]. BTk,
TR 1) 155 4 TOUHA 2= B i 0y B 3 B S BT BR B IR 25 T R, RN & SR b PP AS FLA i, T v AR o 15
VAR EE . BERIHRITE =T, RAOTEE BN S TR e, ATex#
BNARAT MRS58 AT B SR AL VE A, TR BEXT R S RAT IR A o BRI, RT3 R AR

H4: FIBRIG 2 2 2 ZI5 I P 0 BE SR THI R B 1

TEREESRARANRRT, ZATAMFRERN, TERHME, RTS8 R
FHEEE L, X SR A — 8 1A [49]. TR TiZIRS 25, WRE A& M e, i A
PSRRI, Kk, WRMESEWHFAERZEEREE, AP FRRESEER
AR ASE FH T 2 ST 1 S AR S5 (R S 0 R, T AR5 1 R 3G I0[50] . Bboh, —Semifi Ca b T
PR 454 i A % 2 T S B VR[S L], SR FCINA, SR T AT LA D I B R B XU R AR, R R
- PEAL R REME IR PR I R AR, LE RS B AT, A0 85 BT RE A BRI R
Rt FEARFRE ST, BATA AT Y 52T RS LR KRG, X FhoE AT LA
AT Z (B P2 A SE BRI R, AT P 5 B s ARAT SR A o aRAT 4R H M AR 2

H5: /" GEEZIRTITZ IF1)5 5 12 22 B Z 35 1 7 X B 50T IR &

4. RRF*E

(—) BRI

N T RIS AE TR KA, FRATTRA T ELR i R A (1 SRR . AR SCrp BT A AR R A
R NIFFE 3R bR AR SR (1, WA 26 10 36 v 1) R0 I B9 i A B R I AL L S A R Bh AR AT TS B AT
TFRE&, BEHPEERECKH Likert A RERIATME, N “HEREHAEZE" 2 “EHEAFRZ" . ©
FARF AT E AT, WS RAT S, P2V GRS HEm B, RS 187 2 ARIIE I 35 2
£ o BeAh, W A SR (G — A L R B A — AT B ) AT B, A 2 T U 2 )
TIEMRE . AR AL G T ERfR, FRATIRE & 538 T WIS AT T8 RS R
AT, AR IS LUER BT, BATH RS T U A S ARAT 6 F 5 5 i BT BUAS , IR e R R
A 2O AR 1 SR AN B AT B e, & IE N4

(=) MEFRAER

TEAWE T, WA RSP NN, B A2 U A N ARG BAE KR RAT I
&5, H_ahas 18 Tl @lwE & A w (RN BEAFERE . BURIES . SK% AR
ITRHER), U SRTIRH SR, F#ILE 1.

Table 1. The instrument of the questionnaire
1 EEER

b=t
(AEH AR &R ) 3 — R AR )
—— GAML TN ATERE BIARAT IS AR 7 RO 8 Hh 2 S W 45 SR 2 B4y
EG AM) GAM2 T2 2 H — /N A Ik oo R AL A2 3 4R 4T app [26] [52]
GAM3 TN A ENARAT APP RiZiE 4 R G K%
. MR1 230417 app AT LALE T FH82 U0 A I f) S A5t
(MI;)E >~ MR2 #3847 app AT LURAE AN A 75 SR & HilfE 2 [53]
MR3 #3447 app I LATEAS B AP AL A &R R 28R

2z ERE S

fen
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Continued
PAL TEA R BN ARAT ), PR BRI =
TR A 2 PA2 EHISRUL, TEREBNERAT R LS A B R T 252 [54]
(PA) PA3 BIETFRSNRAT 780 T &
PA4 TEAT IR ZNRAT HAI), PR BRI O
INTL IV SRAT 2RI — MK
B i INT2 FRXFT R SR T A — Pl g gk [55]
(INT) INT3 AR 324 RS SARAT (L 2, I BLAE A6 i Bt AR &7 &
INT4 EWABAERINERIT app L3l &2 ARG Fh AR H B E A —5 4
AL TR RAHT HAE R BhARAT
K F =) AR fEH SRS, e REMHABINERAT [56] [57]
(A Al Tt I R B ATE b Ad RS S ARAT

Ald FAE IR B AT B P A ARAT I

(=) MRVES T i

AU EIE] 131 A R, AR P25 N D Gt BdE i 2 B

T2 NG T R £ 131 4325, BVER L3205 735 38.93%41 61.07%; {EAFEEY
JiTr, L 90% ) 32 i AT 20~39 B 2 [a], Hrf Al N 51(37.40%) LA 51(16.03%) A4 H il 2
H(26.T2%) I L E s AEBAEERITME, AR 325 # i 2 (59.54%); {ER ShHRAT 18 F 5 i
AR 80% )32 V5 # (IR S RAT T 1 4, Hhf 36.64% 3215 # CLRA T 4 SRR aniRIT M &
%, UBAh, ARG RV E S B S ERAT A AR B, (B0 28.25% 32 Vi B AR T HEETL
FAMEHI RN RAT -

Table 2. The demographic information of sample

F 2 HAAOGIHERR

251 {5 73 Eb (%)

HEHI

5 51 38.93
S 80 61.07
R

20 UL 3 2.29
20~29 % 61 46.56
30~39 ¥ 32 24.43
40~49 & 25 19.08
50~59 % 10 7.63
60~69 % 0 0.00
BEER

UL 10 7.63
R R 37 28.24
AF 78 59.54
B A K UL L 6 458
Bk

L BT A 55 BUBUR TAEA 5 7 5.34
AP ER 53 49 37.40
LAVEARN RGBT, EA. &Rl A L% 21 16.03
kA )

RIS N PN 6 458
A H %A 35 26.72
B R 0 0.00
HoAth 13 9.92
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BHEZ, FRAE

W

Continued
iR L ONG)
<5000 75 57.25
5000~9999 45 34.35
10,000~14,999 7 5.34
15,000~19,999 0 0.00
20,000~24,999 2 1.53
25,000~29,999 0 0.00
>30,000 2 1.53
BIRITHEHER
T 14 31 23.66
1~2 4 13 9.92
2~3 4 25 19.08
3~4 4F 14 10.69
KT 44 48 36.64
BOE—& N B RAT MR
WA 14 10.69
ST 23 17.56
TR =K 12 9.16
FAMW=X 28 21.37
B =R 33 25.19
AFR AL 21 16.03

5. BRI

Partial least squares (PLS) &K H fhific /N —3RiEBAT G it A 344« R4 Hair (2012)% N 7T, &
11453501 PLS-SEM BE I& £ 4 F KA 3048 Hh AP A5 2 (58], [RIBE, PLS & F T AW T sh LB K oy bir . TE 4K
WMo, 1SR R S SRS R VP I R, 58 B R X S M B AT RIS T, e R
X TR AL N TR A BOR IR . FEARBEFE A, FRATTAE A SmartPLS3.3.2 B 56 siuia I i 5

(—) WEBLHL 5 Hr

N T BRI AR A R, FRATTAHE BE L WSO R X A AT TR E . Hoh, RATERA A
1% £ (Composite Reliability, CR)XIAY (15 EHATIONE, 1% 3 Fion, JEFITE 0.89~0.98 2 1], 34
GEREERT 0.7 BIRHARAE, VLA i HA RIFIERE.

YT WCSIOR B H A s, FRATTRA TN B5E, AR R EUT 2 (Average Variance
Extracted, AVE)¥JW K+ 0.5; 55—, Frf K& fifa & (Factor Loading 48 2% H KT 0.7. #3454 3, &
ITAT LLUE P84 BT 2236 FEIFE 0.7~0.9 2 J8), $5im K TR brifE 0.5, IR A& RNT 0.7, RHAH
FREAREIE LA Bom N — 20, B TR 8 I SR R AT

FIRE, N T RS XA, AT R T AR ATl . B0, SR NI 5 0 R 3R ffg &
KT FHAh R 2 (1958 X 4714 (Cross Loading)i, BRI N BAT RAFII X 80% . 5=, FlE2 &1y
R Z IR SN K TARZ MM RS RIER 4 % 5, WIS RF S, BHED
FATHL 2 18] (R AR S PR AR L X S B 8, B2 ELAT R 1R X ) 25

Table 3. The analysis of measurement model
= 3. MERBFHLER

BAEE e R S & SRR PEFERE
GAM1 0.922
kAt GAM2 0.889 0.749 0.899
GAM3 0.779
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Continued
MR1 0.862
Bk Ew L MR2 0.887 0.751 0.900
MR3 0.850
PAl 0.923
B A2 Eﬁg 8:322 0.879 0.967
PA4 0.952
INT1 0.934
REE :mg 8:323 0.865 0.962
INT4 0.893
All 0.953
K R 2:; 8:22; 0.894 0.971
Al4 0.934
Table 4. The factor loading and cross loading of the constructs
F 4 BARTERRATESXNATEN L
E'S RAER kAL SRR A FE A%
All 0.953 0.647 0.737 0.695 0.727
Al2 0.951 0.647 0.779 0.675 0.777
Al3 0.945 0.677 0.801 0.655 0.782
Al4 0.934 0.688 0.757 0.677 0.722
GAM1 0.583 0.922 0.721 0.613 0.692
GAM2 0.560 0.889 0.627 0.573 0.607
GAM3 0.689 0.779 0.610 0.796 0.609
INT1 0.646 0.681 0.934 0.627 0.805
INT2 0.702 0.733 0.933 0.615 0.804
INT3 0.790 0.740 0.959 0.704 0.888
INT4 0.870 0.660 0.893 0.657 0.780
MR1 0.634 0.714 0.613 0.862 0.665
MR2 0.576 0.586 0.611 0.887 0.627
MR3 0.644 0.672 0.599 0.850 0.671
PA1 0.749 0.694 0.783 0.770 0.923
PA2 0.784 0.660 0.822 0.719 0.953
PA3 0.696 0.718 0.832 0.653 0.922
PA4 0.756 0.694 0.872 0.692 0.952
Table 5. The discriminant validity of the constructs
F# 5 HARTEXFIMESNER
WHER R RAER kAL SRE R+ TR
KRR 0.946
kAL 0.703 0.865
REE 0.813 0.757 0.930
R F L 0.714 0.760 0.702 0.867
B A 26 0.796 0.737 0.882 0.756 0.938
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Figure 2. The goodness of fit, path coefficients and T-test values of the model
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Table 6. Results of mediating effects analysis
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