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Factors influencing on continuous intention to use of accommodation app using the expended valu-

e-based adoption model
Jl2or - meE
Ki, Eun-Hye - Jeon, Hyeon-Mo

* SHUsty FFHHA SHHLAMFHST efus, ehki@naver.com, 4 Z0F: ST M DAY, LA S
*x SHfStl ZFAHA SHAUYANFGST W4, jhm010@naver.com, 2 Z0F 2[4 AH|XH S, e—commerce (LA X})
QoF Ago]
020(Online to Offline) %49} A|&AQ1 o] &ojwo] & mA= QU5 Fost7] Sfei & S99,

A= 7129] 7HA 7|8k g melol] A2 g Elst S W (371N B, 7MY, ARSI &
F7telo] BElg eaigith AFATE EOl2 Sui]) Aa)2o] B e- 2R S BAjetn ARA
A AR Fomn T W Surizieh &9 71de] v Yol E9S 2 > e A8 AR
2 AlFsigin) Aol RAMiA Z7HA Wels sutal S E5) ZuQ] SelZAlS o] 835 AFo] =
204 o] i W=l AFAR AASHAH. dlolE 42 20209 59 49 FE 2020 5€ 139714
1097t 2241 AE2ARIA ol QJg]sto] RF=Qiet, ZATTVGAL FollA A 197 &9l o] 83t 7
o] = SHAE FE o2 slo] 2] AEFANE SIlth BE AN AR AW FEEAA A 59
£ W2 3 SHATE AR 719shs A7171U9A W ARE ST At SEiell tiRt {833t
F7I5E AlFA2 A2HE 7HAoll 3R FFE vl Ao yehgen, X7 HE-2 X7 71
of BAAR FF2 miAlE AR Yesith A7 7kl A&A]Q ol &9 S4AQ] 9T vA
+ AR YT mheta] 2 Aol 21EAQ1 $H19) o] ol 42 mAlE 291 {8433 4
7R AT, AR BlE, AGE 719 F2/8E FHsith 293 S 7R 7R EE o) A

o
PIE BT RM V1% Q7o) olgH g musiglrt
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ABSTRACT

In order to understand the factors affecting consumers' continuance intention to use O20 (online to
offline) accommodation apps, this study expanded the model by adding new variables (contextual offer,
irritation, and privacy risk) to the existing value based adoption model. Based on the results of the study,
the purpose of this study was to analyze the e-consumer behavior of accommodation app services and
provide useful data to establish marketing strategies for accommodation firms and accommodation app
firms. The research subject and the spatial scope of the study were selected as domestic residents of men
and women over the age of 20 who have experience using domestic and foreign hotel rooms through the
accommodation app. Data were collected for 10 days from 4 May 2020 to 13 May 2020 online via
online survey company. Among the survey subjects, a online survey was conducted using a sample of
respondents who had experience using accommodation apps for the past year. As a result of the study,
the usefulness and contextual offer of accommodation apps have a positive effect on perceived value,
and perceived cost has a negative effect on perceived value. The perceived value was found to have a
positive effect on continuance intention to use. Therefore, this study investigated the importance of
usefulness, contextual offer, perceived fee, and perceived value as factors influencing continuous use of
accommodation apps. And by verifying the suitability of the expanded value based adoption model, the
theoretical development of the existing research was promoted.
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SNS 24 =293 7ARUE F7iet AntEE ARRo] Hugte mud HAPS7 ] Aol SoliEal Sl 7hetl, =2l
L3zl AMH|AS ZFRF 020(online to offline) HIZUAZF GRE AR Fopol|A] o]FojA] L QIth(Kim et al, 2019). FHIE
ojFAlolde B8 ReRlT exeRlS AR Il 020 AlBIA AP B3Re 2ARE A3t 2019 020 AH|A 719] wiEdo]
2% 90009 ¥ o2 20181 tiH] 30.4% AT Fuiolie 2011¢5E] 24402 Aulart Aldgion 2ol H]Ho]H,
AZAS(AD 5 AWedt HESE 5 SHE AN A F7PHEAE &8 7k lth(etrogAl, 2020).

o9 - I - QA 22 SARIE 020 H|2RYAS] FAlof| lth(Okumus & Bilgihan, 2014: Popescu & Popescu,
2016). =Uie] ofAju|A AlejzAlol] miaw, 2211 U 2uld 5 HEFAZ|E] IR /PEAfoisgo] tiME o] FHA
ofFNE = JEARoIgo] 7P &2 Zog YT 9]ojdio] e /iEAGols)e] TS e 67.2% % Yo AEY
7| R]o43Y 55.6%, #7|A|o188 53.3%, olloldoddy 47.4% oIt U o= PEARRASY TF=rt 73.9%= 7S =7
LERATHTIYERE, 2017). ol2idk 7irdofsiAte] ofgfutEe 7= Qlel mHldg E-83F 020 AH|A9] o] &k F7Tslar =T,
AFoM= Mt FF9] 0] 82 TE Wokkl= FAIOItHA-FR - a5 20185 Kim et al, 2019). 20~39A4] HUHE tes
gk o7t - oy A W &SHooF AH|A o] EREjRAL] WEW, 2T 19 W AR SEMAIA o|oF el tigt $5-8Y
% 84%7F HIQlE ol 8silom, did & ol 36.3%, w4 A3t 337%, 4 AR WE 187%E o83 o=
UEIHATHE Y YR, 2018). OlE % HHIUNS ol 8]F SHIRIA| ook A E&= offALE S8 7|29 ook UE A=
Ao 2 Hust BT (HER - fa< 2018). BHIENS B3 sHlollek 3 ollME 712 2eRR] ookt e}
o]zAo] k= Aol A, SERIA YoM = ARl A GA HIste] TE Y H=2IES HAE 5 = Aol
Qo tioky fEAEdR 8E Juh(EAFA - WAL, 2016). Z2ut 4198 o] 8A7t SojubEA BNt A= Hofuar
UL SHqH9] ol FA| AR SHIIA| ] o oFA|ARI0] TRE7] wjiZol| Zatof| ot ol QFA|QT 5] ARt EStaL QITh(HUF
o], 2019). 2HBE 020 4 AjH|Ao] HRE &AM 2|&A]Q1 o] § oA e-AHAYEA7T Al71A o2 %t
otk

FZ F Wt 5H910) 283 o] gof] ARt A= BRAIFWEEE (mdodel of goal-directed behavior: MGB)<& 483t
kol o] go|x (HHAR - g4 2018), 7HA)7|HH&2 8 (value based adoption model: VAM)S -85t SE ofjofod £~80]
(AR - 7192 2018), E37]E48 2% (unified theory of acceptance and use of technology: UTAUT)S &85 muid
Sof| FARIARRS - HEls, 2018), 710241 (expectation—confirmation model: ECM)& 283 S€ll o]ofol AMu|AZ

UHE - Ah=, 2018) 5 TRt o]E0] AEEo] £ o] F VAMS M2 HE7|@5-8o) gt Aol =
8=lo] & 71&4-82%(technology acceptance mode: TAM)¥} UTAUTOIA AF=A] AUH HIE SHS Fo=zH
N2E JESA7 e $8E Aok o YAste AIE SESILA Kim et al. (2007)0] AJAIRH o] 2ooh (AR - Z] P,
2018). TAMOIME= M2 FERBA7IE0] £8-5 AHAETE 24 U] 7|@ARAT SHollA Argstal glo] A|Ake] 48t
o]&g AYstrloll= FAIAo| ARt =uld AMA Fol|lM MER FEI7IeFEAR: 7IeAREAE obd AB|Ajoln, AH]
AES FHAQ AHE FAretER 7EA| ] SUiel7t 85 AASH Foh(Kim et al, 2019). 1#EE Kim et al (2007)2
H|-&x} o]o]9] mf{tiele AfEsto] MR 7Ies AR U 4 Sl e} IS 20 2174 71 = /HEsfsiait.
£ Ao ME 020 AlB]2o] et AHARS] A]&21Q] o] &2l wo n|x]= HeES ThPAR] THoA 1#8357] fisiA VAMS
AE3t 71E AFHJIR - AP+, 2018)0ll M= e} H|g H4E F7bstaA}t g

020 H|ZY27}F A7t v Aolls $1x]7]8EA ]2 (location based service: LBS)7F £.23F &S siITH(QEe], 2015).
7192 149] 35S oA mhelstal BARE 4 9l ICT 716 7IHHeR AHRL] JAf fiXjof] T T HRE mHldS
Soll Al 4= A HRa, 2R sig HEE A &Y 4 A Holl whg} A& 7IREe2 3 020 AMH|A7F AlA]
olgo® AZH 7Fs/0] HoRTH(ERA - 85, 2016). ol2fet A7 AlF/d2 AAI7INE SHIgle o] &Ake] ix] 2t
e 1T HEE AlFFeEN MES HE7|EA|AE o]gog Qls) oAt @A H= slHeR E 4 Qltt RO
LBSZE Qlsl] AHAES 159] |9t Bl wh} Alg== 2 HARR ls) ARE W2 £E Qlal, HHpdo]] $241%]
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TRt wAAES] oAk MR AJ7IAA AZSHA Elo] HIAAE Adehs BAAR] BEE-S AT = ATH(ERA -
582, 2016). °l23t A7Hl2 020 7AmA &B|A7} A Zfol= 5]1449] ol FQ3F LA adkar W
2016). B2 AA3PAToll A AARE F7 I AlSA (AElg> - 294, 2014; Lee, 2005) 3 7M1 (8R4 -
294 &, 2016; Gazley et al, 2015; Tsang et al, 2004)& VAMS| MZ & WH4RE Zrlstazt stk

2 oM e SRR e-2HIAEAT e ok AMHolM g 7EA 71982 (expended value-based
adoption model: EVAM)& A-&skaA} 3t} o] 7|& A7+ (AR - 7AQF=, 2018)0l M2 sleiat v|& Mg F716to]
THZPAQl SRol|A ¥4 7He] IAIE Ete2n Asdrete] 2padg FauAt Stk SHIg) MujaE o W HIjlA9)
AEAR] nARA R E8517] 91t B Ate] AR Aike SHEAlo® & ourt Qi Zo® AlgEY: wetd 2 A-loli=
73t vt o] g MH|IAE AR Sho] 2441 0|89 9] RIS Tofslr] flsi EVAME 48510 ASA
o2 ZAFstaAl jit) olg3t AANE BEUIR U Ajn|Ao)] TRE e-AB|AE S-S BAISkAL ARAQ Al o ek

e
sd gl surdAler SH]Y 7Iie] vARAE Yol Eae & 4 Se #8Y ARE Alwstaat At

[¢)

+

Il. o|2X Hi7F

1 2 77 Rl

VAM2 ZHFI AHA 80f 318t Kim et al (2007)2] A7l osf <28 1>} Zo] A=A Kim et al (2007)2
TAMO] 2% 7|eAtgoz Qlsl WAdsks ol 59, & /-847F ARE-8oldTh afstar itk Z=th AHAF %ol ohlzt
24 U ARgAN ol FHS FaL lo] Bt Amao] AEshrlollE AV JlSe AASHITH(el ol - 7R, 2015).
IE2 N2 HE7es £8302h ARRARES HIE SH% Z43ol7| uiiel sl S} 37| srefx]ofof ghtar F4gsl3itt
(o4 - £85, 2016; Jang & Lee, 2020; Kim et al,, 2017). =35+ 2L JRZFL7|E ARRAES Tt 7|@A8APT
opfd AH|AR QlAlsfof sl (2n|F 5, 2017), BHIY HAH2o|AE AH|RR] 228 ofi7} A7 7o) ol ZH7w|ojok
FfaL FsPHA VAME AQFsIiTk(el7dor - 233, 2015). & 24 Ul 7I&ARARES AE2 715l tith {841 AR8-80]
3ol FQ FAIAtIARE ARl AHIAES A2 7[EARECR QIS 7kA] Jriislol] $4E Erhe AoIth(ARR - g,
2018; Lin et al,, 2012). VAMS A28 ICT $H4ollMe] TAMY] SHAIS FE317] s TAMt Zeithaml (1988)2) A7
7HE HIFOR 7|& U AH|A9 £85 st ZoltH(AIFS 5, 2016).

<ad 1D 717|882 (value-based adoption model of technology)
D A7 &9
FE AR|A A0 FR7|ee83 B thero] AHaidtolla= VAMe] 851 glor, VAM2 X171 3= (perceived
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benefit) 02 -8’33 £755, A14% 34 (perceived sacrifice) &2 7|&/dt A1214 vl&-5 A17H 7Hx]9] Alf8qle =
AAste] Eo=s FASIATHEZS - o1FF, 2019). A4 S=9] 7-87/d (usefulness) 2 ARSAR T M2 7]ES ARERIS
2R A6 Ele FEAR] 7HAE HHTH(Kim et al, 2007). ARSARE A1 58/ SHoli AM1S] 3 AE Frkska,
T84 A2 A A= 7IRto] Foh(Kim et al, 2007). £71& (enjoyment) 71EAMELR /% s Adtet H=R ARS:
I AAR ST XEE A= AuRItHARE - 219, 2018; Kim et al, 2007). 71€AE-2 &3l At 7320
71&9] =LA 7HA] 0]9)9] AMA 7R LA FU 1 Ve Bk thefstAl 285k FohelAE 5, 2019). AR7INE
A&7/3 (contextual offer) oldk AFEANS] 2] HEE HIFOR ARGAF 2700l U3 X29] B MHIAS AlFste F==2
JoI3tcH(Figge, 2004). & FR7IR AT/ AREAS] SIAIERE ofUzt BHF A Ao £5h= ARGARS] RE e At
HEoIH(RAl - $85, 2016). A FA H UEAS] et B/Jo= ]Isl /et Huld AnAE {4l EYle 55
FP=l= AP ol T E0lM ZERITH(Siau et al, 2001). 2HIE AmA9] FQ3F ojxo g ARIS/UEY
A 715k} HA] A2 HE FjZlg ARgAIA Aled 4 Atk Zlofth Ml AlgAke ARGAR Z2uflo] 71&510] $14,
Y E= oMIE FH HEE ESHA Hrh(Lee, 2005).

A1 51789] 7]1€7d (technicality)& AFSAZH BEIY AHIAE o] §oks IAoIA 71&A4 o8 245t <

Zolotm, AREAR] ARS HOA, AlAE] PP, A7, B8/l s ZPETHLin et al, 2012). T3 71&432 ARATH
HAE7&S ARESHHA Qs AIAIA, BAA welo] Y=g oujsim, A2 Al2RlS o] &3 w ARAPT W7l 7]&9
E3d3t SAFHKim et al, 2007). A2 H]8-(perceived fee) AHIAZE Aol AHIAS Fraffoh= o glo] 7P AA o
2 QINSHA =l S744Q1 Bl§oR HoHr(HAR - 719, 2018; Kim et al, 2007). EHIA AJB|Ael Zh2 A2 7140
gt o] o 1AL AplofA AAIE 8F0] H2A] Y2A|E I 4= Qltt A8 42 0| E(adaptation level theory)Ol|
W2H AHZH= 7HHo] Tigh et HRE A tiil ARl WA £ 7HE'E B3 AlAIE 7HAT vlastA Eoh(Kim
et al, 2007). wEtA 7]E22] fARGE ARolA WAt 714 420] S AlulA v]go] thet A4S st 23 81l0]
Hoh(znY 5, 2017). 237H (irritation) 2 4H|ARE0] Tt FEfQ] Far Aol tish A 2ok £44Q1 ZH7g0Ith (LB E,
2009). 53] HEIIEIA] o2 HAR] = AHRjolA] Zgiir] Zofal 7S WA sto] BAARI w5 2 4= AUTHGazley
et al, 2015). F37t Av|Aol|A Fujet Al ool |83 HRE AlFoitles AHAPF A5 7] Hofdithd Fan
= ZAsH FHaL(RG4 5, 2016), FAE sl o7l A7 ABIRRES] 7EA] A1zl FRke B XTH(Tsang et al,
2004). 3FH Van Der Voordt et al (2016)-2 3]Aoll= AIRE HIE 2ol 913 247} 23Tl Z2Fth(Jang & Lee, 2020).
ZARIERIIE (privacy risk)E 4HIAZF LBS o] &3Hol|A] 2] ARIFE7F 085 4 Sl 7Fe/dolM wrle EFteR
o] H=tHDinev & Hart, 2006). LBSS] AME-O.2 QIaf 7HR19] 2] HE7F $AE] 3, 4u]Ake] AH] wjEl S vigo2 7iQle]
HFoly ol B4 5 M2 FEE YR vHEo] WrhH =etoluia] Zsfol tigh AZst BAIZE 2R 2 4 ok,
2014; AR - 385, 2016). o3t ARAPE FEol thet Fel= 4uAke] LBS P 483t o] ol RAHAQ] IS
vtk - WA 2017; Dhar & Varshney, 2011).

3) A2+ 744

A)Z¥E 7¥A] (perceived value) &= AlFOIU AH|20lA] A= 283} H]-8-2] /32 37| (trade-off) ol THEF AH|ARS] T3]
B7I2 olETHKim et al, 2019; Zeithaml, 1988). ©]=3t F7H= 53t g} ol& fisl A1ES B89 HlwE T3l 7HA7t
P, Hlgo2s F704 SHET ofUe} et ARE 5 34 SH= Esljof JTH(Brady et al, 2005). E53F sleo]
AERE HI-GETH IThal AHJRRE0] QIATEE - TH59] $230] FolX|HA] AlFolut MH]A 0] 82 F7F6IA =w, A= X721
7HE afejarAzdoll ARl Qolo g AZSHA "tk & AH 7l AHAF P oFHsEA AR B4 BEoe
7ro] M ES StAY WS fUcks Adsaglo] Hoh(RA - o]4H, 2018; Kettinger et al, 2009).

ZFH O VAMS MZ2E HEEA7IE g0l TAMS] HAIE 2E517] 213 Kim et al (2007)°0] AAIgE 217 3=
9 B8} Zeithaml (1988) 2] A1ZHE 7HA & HFFCR 7] W AH|A9] 483} 0] &-& Ash= Aot wbA 020 494y
ABIA9] ARBARES AHIAE ARRERoZN PA Bl st 34 S T aefet & 020 SHI9Y AlR|A9] 71X E QIAGH]
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2 Zlolth & AllME Kim et al.(2007)°] A|TRE VAMOll 947 |5MAHI A #l55h =
|, /37Hdat ZIRIERIIES SAJoll 713t EVAME A|&3to] A5 Z3¥staAt g

)
o4
ox,
itlo
o
)
)

2. AHAQ o] g

A& 0] &2 %= (continuance intention to use) ™ PAL] £H|AREO] vl Al sid AlF/AH|IA E= oF AlFth=
g Aol &stAltks 494 Qmo|H(FAS- - FHE, 2016), AH|ALS] BT T TH59] F7katgoltk(Sirohi et al,
1998). ¥t ofujzl AB|AZ} HjFole A|&H o2 FAo] AF/AHA AFAE HHEsto] 0|83 7hgAdolet & 4 qlk
(McDougall & Levesque, 2000). °J2I3F X|&AQ1 o]&o=+= AH|AF IAE A& Aol thsh RS F7iek=t
UoIA AH|ALe] v Fo=E SAdsh=t] vl f-8oto] BARHE it 2= A 840|th(Zeithaml, 1988). 221%1
oM BEms F2 AH|A o8 fdsto] HAgE, e MH|AE o] Algolu A|&GoR o|&sRE H=R ARt
(R - o4, 2018). & BE=E Ajold; A, AP, SRR A ool 22 Afdes S4E 4 e (R,
2016), W2 A7ARECl ool AH|ARES] WE2 ASch] gt =R AREE O] oA - AR, 2016). B AolM=
A1&AQ1 o] &= E FForel AT Wtor HuA}; Jirh

. A= gA
1 A7EY
B ql20] o] HiAe EUjE AT WAE ko] oS TAIS FHstaAl EVAMES A0 slo] (el 2ok 7k drmd
S Mkt

Hz4d

H3 A=Al

TH el ef

o=
=

g 2> A1y
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2, A7HEEA

1) X2k slE Azt 74

T892 BEAIAY Hofo] 7|e4go] TIF TRt oA F83 AdPacler HFE|lom (Mathieson, 1991;
Szajna, 1996), Pedersen et al (2002)2 IZHIYA QJUE|UIQ] §-84J0] AREALY] 4=8of QlojA S FFRRIYS ERIF
Aok 223 Davis et al (1989)2 F-8&% ol 723 Au|7t 7Ies8ol fouigt e nAe A .
Kim et al (2007) ©]&Ake] 7kx Ftigt #xdol|A] Eﬁ}"a] Aeul 82 AWshy] ffsl &nRe] 89w F2
A7 gRlez A7E (R84, &7 AGE HIEUIed, A4" HEE ANSKIH 3 A {844
E7%2 AE 7ol 3AHAR] dFe AL 3 ug TESITE AZESo] AMulA £ o] BT Kwon &
Se0(2013)9] AtollM {843 AAIA ARG A4 7ol 3AAY F¥e F3L, Chunxiang(2014)2 55919
watd AmA 8o W3 AFolM A4H sdor REAAMY, 784, E7LS ARSItk A4E sl=e] 370

A2 A 7HAoll 374 ¥ mxeH, A4E I [RIE2 A7 P-trl 7Hx ek Al=lo] BAARl JFE vlA=

< Ao A= - AF=(2018)2 TE of|offol]l VAME A&sto] /847t

VA i= i Ed i) = ) E} Shen et al (2015)—4 ArollA mupd
A 71A, AFEA 7o) FAAQl 3%ke Fria kit AH9A
-+ 585(2016)2 SA71EE 020 /\Wliﬂ ]E—Hoﬂ gk A7 AT, A 75"3, A2, AA FolA
BZ78E Alg/gol AR ZHAel 7Pd 2 dFEol Ytk itk ol e AdATE SR B dolMe
Ot 22 7Pde AZsiginh

[0)

I

=)
\1 ol

d
ﬁ =

HEls AR A Agge A8

7Hd 1: Sl thet A4 SE2 A4 7HAlell {3t H(+)2 e vl Aoltk
7Hd 1-1: <ol thdt {87442 A4 71Alell frolet A(+)9 &= vl Zloft
7Hd 1-2: SHQiol] tiek EAF2 A4 71l o3t H(+)9] dFe v Aotk
7Pa 1-3: <HIqi9] A7 AlFAde A1 7hxlel folt A(+)2 dd= vld Aotk

2) A7kel 543 A7 1A

gy AtoA zHRd QIEUl 8o thet 7PE 837 AL 7Tt vl o® 85kl lth(Anderson & Heinonen,
2002; Vrechopoulos et al, 2002). Kim et al. (2007)-2 2H}Y el o] &A&0] A Zsh= 7HAl= 7=t A1Z% vl8ol
ofel] P HH=ThaL SIITE Wang & Wang(2010)2] AolM= A 7€, A140E g, A14E Sides fAsisleom,
A4 71641 A1 vlgo] AR 7ol ARl ke T ALE UERITE Kwon & Seo(2013)2] A-olli] AZES
o] AH|2o] tisl o]&A7} AZske 7le/dat HRS AE iAo BAAQ dFFe I 8JeE AZEHU
Chunxiang(2014) 9] -ollA F= 2HIA 7mA o] ARG 71&/d7 A14H ]9“—& sl B4 7HAE Adshe Aoz
YERSTH AR - 719=1(2018)2 2° of|oFqd o] & A] o] 8A7} 7l= 7HQl AEG-Z0] theh EQite g Qlsl 7R =
Yobitkar itk Chi et al (2016)2 020 AfH|&of 3t AH[Rte] BAA QlAlog AgIAolA fAIEE ZHE AJHo

'_l T
g J7Hde AAsteH, X194 5(2016)9] ATollMs ZetolHA] HRiet Ad7Hdol 217 ZHAell AR J= vIA
Hid ZgA1A e L= vIAAl g Ao UENTE 252 AR AR 9] IR fEol tiRt 913/ A3t AHjAte)
Satet Qe FEEE AEAIT2 ARl 43 7S AaAlE BHE 2RIt siglth ot 2 AgATE

TAZ B A7l theat 28 sPEe Mstelnt

7Hd 2: SHSiol diF A4 g2 A4E 7RAlel fofft #(-)2 ¥ mE Aol
7Hd 2-1: sHQiol] vt 71eAd2 A1 7HAel o3t F(-)9) dg= A Zloltk
7Pa 2-2: <HSioll thet A170% mlE-2 A7 7Hloll folgt F(-)9] dT= v Aol
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7V 2-3: <l
7He 24 S

3) A|zkE 71x)9} K|&20] ogolw

TS ok & A7 71l AHIAR Al ol A SRR oyt B, lEelm=et
Rlo] HrH(o]5E - oJgj3], 2016). VAME HHIY #opol|A] $-goj=s dyst= §-83

2Poz QdSEA Sk AdATE2 A 3 SAoll ARSAL F7I7 A1 7HAleE 8ol FFE v
Aom, o]z A|&HA AGOER ofojd 4 Qltke Zg AFTEAMS B9 B5|aL 3tk (Chunxiang, 2014; Lin et al, 2012).
IPTVO] A|&AQ1 0] §2=g #H5t7] 915l Lin et al (2012) VAMI ECME S BES AAsIgith 25& 2149
SEle) skelaQleR AiQleh MFA, FUMMHIATEA, EHl2 FRAE AlAISt] A7 7HAeke] BAE 1TESHA E’r 4719
2100l F= T2 AAHE 7HlE WS AEAR] o] &ojmol 3R] FT= AT ASE YEHTE Kim et al. (2007)2]
VAM 47ollA o] &AtellAl 2127 7HAE BRI QIEYl &2kl 3724IQ] 2 mile 2o vehgth X194 5(2016) 9]
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