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Abstract

In recent years, compared with traditional offline banks, mobile banking has played a vital role in
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the financial industry and has become a hot spot for domestic and foreign research. Users’ conti-
nuous adoption of mobile banking is an important factor for increasing user retention. At present,
there are more and more articles on the exploration of users’ continuous adoption of mobile bank-
ing, nevertheless the extant research lacks a systematic analysis of this topic. To understand the
current status and trends of mobile banking research, this article systematically analyzes 21 in-
ternational mobile banking studies published from January 2019 to March 2021, and summarizes
the influential factors from the four perspectives of antecedents, mediator, moderator, and out-
come variables based on the causal chain framework. Finally, this article points out the limitations
of the existing literature and further offers research recommendations, hoping to provide future
research directions for follow-up researchers.
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1. 518

BEERH A R R, EERGENKEGEINFEEIENH, SR A SR RE, o
ARG A [1]o ERVAEAR S A, H &5 Th,  BORIAEE AR AT AT S bl S22 (4t (1) IR 55 58 m 25 4
o TE R VI OB T ZI AN 7 e SRR S T 5, S HARAT AR E] 1R Dy < Rl 3 A A I R
AT T A ARV I AR [2] . fE R IRBNE B R EENE G, AT MRS ERAT, BHoR
RN T 20 RS A& B RN DA% P o0 52 SRR IR S5 &%, It e A1) #%
BNERAT WA RAT BT Ee g 1) — PP IR 55 5=, & BB T F P FRARATIN 5 8B A & . X TR P i
T AMATTAT LS IR (T I ] iR B %5 R A% B B A U 1R ERAT M 28 JEAT e RN AR S b Ik 55 B4R [3]. B,
WP B B RS . TR BRSO RATE AN S AL T o @ B SERAT, F AT DA £ T AR
W5 BT, AR R TR R, IRERARGE . W TRATI S, BRATERN— NMROHTBIE B
T G I FRARAERAT 132 B AN R AR AR ARAT 2 26 [4] . BRAT B BT N H P4 LR 9 £ 1
%%, $emfs BAL ISl A R, DD R EL R R Is i BRs, Bd K T RS Ve, $Rm T A
01, WA EARE, TR nERAT AT N RIS S T

M PR B RS RAT I R BT W) R4 N BA KA AERE 1A shARAT I B D R 3= AE
TR P RS TRV R . 0 ER T, BalBAT 3RECRI S F F P 0 A 72 B8 A A FH P Y
T o R P EFE R AR A RS AR B A IRAT, KBS Tl BNk . %
FIRATIE R TR, BERTRESpaIR[4]. Bk, A 94RATEh B4 P A sl Bl ARG H P 1
EAR T TR P R R R R R R HRAT I PR E SRS IME, R AR, &
IR S e 5 I B BT . R T EAT R AT 7461 20 tH20 80 AEAX M) L ELIC M AR [5].
Bl MLV AN 273 0 T2 U oG H 8338 0, A R ARAT R I RS 2 . KRBT+
ARz 3Z 451 (Technology Acceptance Model, TAM). 4T 55 AR Ul & 45  (Task-Technology Fit, TTF)E(# 15 5
RGN INETI(1S Success Model)ZEFR e, K & PN & & 1) 7 20U AN [8) X 32k 1) 82 sh /R 47 F 7 K e g
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LA IR TE bRt TR s ARAT I 45 S B BT ORI 2, (B B T BRb X 520 P e A P RS 50
PAT WA E M. ARANZ —WFE E, A EEa 1 =5 R IR S RAT REEER 0T 7T,
FF K H Abdelsalam (2020)#2 t ¥ I R BEHESR[6] 70 Bt T idixt e mi N s AT 0 B 5 70 A, SE At 17 A2
R FrEEAE R S ARAT ORI R, 0 SRR R SO SR SIS b O T 7 R e

ASCAE Z GV I B AT AW FC R R A b, K R LR G M. S A TR S ARAT
S g R SR ST T A0 i I O B B — RBORFAE . 58 =070 e 5 1 P A1 SR A 3R S DY KA
B WRJaHRr B T WETTRN L R P RS S ARAT R SR I SO R R, R RIIEFTTT [ 4 i
2L
2. kBt
2.1, XHERKIE

NT RN T RN EAT BRI SR %, A SCLAFEB)4RAT (mobile banking) Ay2¢8id, *f Science
Direct. Emerald. Taylor&Francis LA & Web of Science UM b 4T 2 O SCERISE R, LELR R T E br
SARIAT W HE SR S B AN G BN ERAT R S iRk 2 DG I Ak, H R R SCEREE R
WHFTERER, H Souiden &5 228 £ % T B B ARAT 1 OB STk xR Bt 70k 11T 2019 4R [2] o BRI AR SCE HY 2019
1 A% 2021 4 3 H(BE)RBATISCHER,  DARIRET AN NI SCRRTT & o it i g . e, ARSUE GBI
F), AT, 6k shH47 % H (adoption)54% 5% (acceptance) . {# F (usage) =k 7 & (intent)
R ARR] , 78 A B R O S SRR A SR S R B 86 e o ST AT- A 1) 15, AS S AR H (continues use)
YRR ARRIEEAT 88 k01, IREAFFG SR HAT AU N S & . ad ik, A& e Ryl 21 [isCE
HBEAT SCHR AT
2.2. Xk HIER

2.2.1. HEEEATSFR

Wit AL K 16 FME R ARG W EHMATE ST, % 18R, LR
21 fRB T, 2 62%IFSCHR T 2019 AER K, IR =732 —MSCHRAE 2020 Rk K. ASCHERT 2021 4E47)
AR FARARTAH SCHIE 72 1) SR R AT i A a2k AR L ) i B o 7B R RO TR 88 R #2 ) ARAT SC = 1 16 2RI T
1, (International Journal of Information Management) &K CFERZ(OL 35, HERE 14%), HiZH
TIALE 2019 FER K, HARPIFIFRG AR T HIR, H=KAT]T 2019 FFH1 2020 F% KK 1 Pk L
%, 4372 (International Journal of Bank Marketing) , {Journal of Islamic Marketing) F1 {Technology in
Society) (3t 65w, (R 28%). FribzAh, LA 14 KEITILE 2019 £ & 2021 A AR K T — AR
XEGEL 12 5, bR 58%).

Table 1. List of journals that have published studies on continuous use of mobile banking from 2019 to 2021

& 1.2019 £ E 2021 FEARMBINIRITHEERRIHTIFIZ=

PAT 4 % 2019 2020 2021  &if 207
International Journal of Information Management 3 _ — 3 14.29%
International Journal of Bank Marketing 1 1 e 2 9.52%
Journal of Islamic Marketing 1 1 E— 2 9.52%
Technology in Society 1 1 —_ 2 9.52%
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Australasian Marketing Journal —_— 1 —_— 1 4.76%

Data Technologies and Applications 1 _ — 1 4.76%

IEEE Access —_— 1 R 1 4.76%

Information Systems Frontiers 1 _ — 1 4.76%

International Journal of Innovation 1 _ — 1 4.76%

Journal of Enterprise Information Management 1 _ — 1 4.76%

Journal of Retailing and Consumer Services 1 _ — 1 4.76%

MDPI economies 1 _ — 1 4.76%

Review of Socionetwork Strategies —_ 1 o 1 4.76%

Sage Open 1 _ — 1 4.76%

Telematics and Informatics e 1 —_— 1 4.76%

Thunderbird International Business Review —_— 1 —_— 1 4.76%
i 13 8 0 21 100.00%

2.2.2. FEEE D

2 Guih T FRAE FAAS S ARAT M DG SCIR R AR B DL b [ e R AR . RS, 1R 2019 AR &
2021 4 3 A fAl, HEZEFH KBRS e, B RREUR T 23.81%. b, iX 5 R — 1M
AR BT EZH . 2019 4FA1 2020 A [H 223 KRS LBz —. #uk 3 A, T E¥
FAE 2021 AR FAH KR

Table 2. The distribution of continues use of mobile banking literature from 2019 to 2021

5% 2. 2019 &£ & 2021 SR oNRITIHFEERE XKD

GR REH thE SRR YR SCHRSR VS =(7]

2019 13 3 [1] 23.08%
2020 8 2 5] [7] [8] [9] 25.00%
2021 0 0 — 0.00%
Bt 21 5 — 23.81%

223 BB SR

KT Rl A S AR AT A ST B R AR O AR 2RI 2, 4Nk 3 o, 4 13 PR AL # 8 2 2019
HEZE 2021 SRR SR IS At . TERT AT IS, — SRR RN T — AR I R B Ly TR A
i AR TV B 3 R AR A, ) an B BOR 32 52 A8 A HEi8 (UTAUT/UTAUTR) . 15 B R G BEAL(IS
Success). —E{EF N L Al AN [ 1 BE e A AL RNV 20 TR, DA B - Hiy 2 38 R AR R S AR AT IR AR
40 UTAUT F1 IS BINBBIMSE &, Gl B (DON SHE AR Z A ML 55 . 4%t 2019 5
2021 “F[H], TAM ARG AE H AR, ik 8 k(i 30.77%). HIR, 1S IEALRINEECA 5 (&
19.23%), M4 Ay EE BRI — Ak, A 3 AR A T UTAUT/UTAUT2 BAL( 5 11.54%),
Pl A1 10 FhEE IR BRI BA R SCRRR A T — 1K

i
;é
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Table 3. List of models and theories that have published studies on continuous use of mobile banking from 2019 to 2021

3 3.2019 F £ 2021 FEXRMBENIRITIHEERMRAEILRET|R

Hip A SCHRAE e b
Technology Acceptance Model (TAM) [31[5] [7]1[8] [10] [11][12][13] 8 30.77%
Information Systems(1S)Success Model [14]-[18] 5 19.23%
Unified Theory of Acceptance and Use of Technology (UTAUT/UTAUT2) [15] [19] [20] 3 11.54%
Cognitive Motivational-Relational (CMR) [21] 1 3.85%
Diffusion of Innovations (DOI) theory [5] 1  3.85%
Decomposed Theory of Planned Behavior (DTPB) model [5] 1 3.85%
European Customer Satisfaction Index (ECSI) model [22] 1 3.85%
Technology Continuance Theory (TCT) [23] 1 3.85%

Uses and Gratifications (U&G) theory [9] 1  3.85%

Trait Hierarchical Model (THM) [4] 1 3.85%

Optimum Stimulation Level Theory (OSLT) [4] 1  3.85%
Religiosity-Intention model [12] 1  3.85%

Theory of Reasoned Action(TRA) [24] 1  3.85%

3. CERSTHTHESR
3.1 BEREGIEREENE

Ntk — R e e F P RR SRS R B ARAT I R 38, AR SCHE XTI 7€ ¥ 21 i SCE AT IR N A0 A IR S
BT AR AT R4 3 J5 , A Abdelsalam [6]4 Hi 1) R SR B AE S A B v () AN B 2 i R AR B IR AR
B PR RAR R UK. RIREEAE LR B TR — T A — A i BB S . a1 BTR,
ERBUHE SR AT AR AR N, SR BB, AR EARREXR, FALREERIESE
F, AR SR X RO R SRR 7 ] [25]. HEGeiE, 2019 4F 4 2021 4F —4F 21 f& TR T e
BERAT RS A R R i S (AR B AT 68 A, AR SCAR I % IR 32 )5 SC AT IR WL i 0 4 — N R 3 gk AT
G, o U (HOCEREE AR AT I SO G AN [F 0O B A, DR 2 H LR AR & R BLAE A
[F] SCHRAS FIAEZE AN R B . R T2 [ 1 B2 2R 0 8% sh AR AT R 88 R AN B 2 A8 2 404

MODERATORS

R

ANTECEDENTS OUTCOMES

MEDIATORS

AR E SRR

Figure 1. Causal-chain framework for continues usage in mobile banking
1. BENIRITHRIEE A E R EEESR
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32. RTRIEMEE

T Rl 48 51 o 2 SR AR B R AR A IR IR SR A, B S 5 SR AR B AT ERL, T 1 DR R AR B P i N
[A1 A Lxid s 1 Jemi i 7c i o0 b F P RRSE R B 4RAT O TT IR . Nk 4 B, 36 40 M RTAs & . Horp
H I I i %2 1) A2 48 R P4 (Convenience) [21], /8% %) HI 1% (Perceived Ease of Use) [3] [10] [11] [12]. M55
£ (Service Quality) [14] [15] [16] [17], AUZAF(Trust) [8] [16] [19] [22]%& B 4 ¥Rk« HVRZHAEFH 3 R
PH(Awareness) [7] [8] [13]. FE&1H:(Compatibility) [5] [8] [12]. F145 B E (Information Quality) [14] [16]
[17]0 SRR fERE BT 43 B SCHR BRI R AR B e 2 25 SR AR B, AR SCVE AN R R e e 1 B MR . STk
e (48R It G135 1 A2 580 F) (Transportation Convenience) [21]. 171348 F(Access Convenience) [21]2. 2%
Ik t, Shankar %5 A (2020)fEREZNERATIGEE T, ERIE R g F P s A FH A% S R AT SIS 48 BT [R] FAS )
HIHEAE . 24 P AR SR AT AT AR A 1 SRAE RIS, S5t B shARAT Fe 4R A B B = AL IE [ e i (2]« 7
BTG RPEEm R, HPSYON RS AR EE REA T EEE R T A R IR .
W BENRAT RGUHATZ 2 F D, R R ERE D i TAE B Re AT IS, Al AT T sh BT A B 2
R HIRFE & 2 S m @R I, RIS P R sh B sl BT I H R ZER AN m i, P %
ok B FAR ANME BN Sy P B A AR P P R B S A FE S8 P A R T g, T s P P RSk
R ENARAT R R [11] o RSS2 48 MR S5 R A ps DA —F R [R1 0o« CRAUEAI I R 77 2] - 4 AL B
ASCFF[26]. BaRATHIE ST, RS EEBIEZIER, Bom R i = /e 59 0 FH P 2 2h R AT It
F[15]. BN AN TRNRITEZEMEE ) EREC, MEKESEEE O ERITE, ERA
FIWE W ES) . SR T P 8 R S RAT A IE M s [22] . BaRATIE v — i A, H
XF T R BT B AR BGR T REA Rot AL 3 0 T IR S . (RBEERE. U BA R R e A
FTERAEATIE, 2K ERAT RN AE LS R N o B i 0045 B2 (R 45 LA H SR R 3 aRAT
MIAT R, REMATAARREINRAT . X PP\ E AT DA - BB AR, DA B8 B AR AT I IR 5
FYERNERENA A AR ARG [8] [13]. MAMERIHARE AN AR LIET A AFET R IMERF R
AHUCAC IR . M P OB SIRAIT S TAE. 4G 7 e RICECREE w1 B s iR AT S JE
FEAEFARR ISR [3] 0 e 3 3 S e R FH P AN ER SN ) FH 1 >R sg ol P R S48 R 2 4R AT 1 B R [12]

Table 4. List of antecedents that have used studies on continuous use of mobile banking
4 BERITRHEERMRIET 5%

i 5 S7ES HIT PR GIES
Convenience 4 Digital Literacy 1
A HE S
Perceived Ease of Use 4 Effort Expectancy (EE) 1
J&5n 7 R THUA A =

Service Quality Experienced Risk

= 4 1
k55 & T AL
Trust 4 Hedonic Motivation (HM) 1
fE1E ZEIRENL
Awareness 3 Image 1
N 23
Compatibility 3 Information Gaining 1
At 5 B IREL
Information quality 3 Need for Interaction 1
{5 B HHTR

i
;é
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Facilitating Conditions (FC)
ER AT

Optimum Stimulation Level(OSL)
RAERIOK T

Habit (HT/HB)
SR

Perceived Benefits
AR 2

Inherent Innovativeness

P AE BT

Perceived Risk
TR AR

Perceived Privacy(PP)
RSANSEN

Perceived Security(PS)
TR A

Perceived Usefulness

RGN R

Performance Expectancy (PE)
BUATU

Price Value (PV)
s E

Resistance(Resistance to change )

BEL3 (W AZ PG FRIBH 1)

Personal Innovativeness

AN BH

Religiosity
T

Self-Efficacy
SR Y EG

Reputation

%

System Quality
R

ChannelPreference(CHP)

Structural Assurance
S5 R PRAIE

Subjective Norms

IRIE A WAL
Confirmation(CON) Trialability
LTERN A
Cost Saving Usability
AL A

Decision-making Quality
Vi

Word-of-mouth
(P

33. BTHhNhnEeE

H AR B R R AE AR R 45 SRR B R ROC R IALEAE A R R B & [27]. W13k 5 Fos, 3 17
ANAR 5, R SR A S B 2 1 H AR D9l R (Satisfaction) [4] [10] [12] [14] [15] [16] [17] [20] [22],
LI T 9 R B F AR 28 i MR 7 IRV FH 14 (Perceived Usefulness) [3] [5] [7] [8] [12] [13]
[23], 'EHE DI (Attitude) [5] [7] [8] [11] [12] [1912F & HIL T 6 K. Btz 4k, {3 H & E(Intention to Use)
[12] [16] [21]F05 4T (Trust) [11] [14] [18] % HiHL 3 ¥k, B0 5 HI 1 (Perceived Ease of Use) [8] [13]HiH 2 IX,
Foh AR R 1 k. Bal BT 50T IR B 218 NAEE FH RGN P A G2 R BEAREE . 29 H
PR BN ERAT B IR 5555 & J7 T A2 0 7R SR = AR Wi R, R ks, P R B SR AT
TR AR 17] S R SO () Pl A5 B R G0 Ja o R i R (28] 24 AR I I w0k A
EERAT Je ot e A 8 S S R — O R, I MR A R R R . R RS PR T,
P — BN RS S ERAT RE S B AR L SE AT 55, BCERRATR S I &R, (EFR 3 RAT & —1FFE
P TAERBARMAT AR, BROS ISR - X R SN ARAT I 2 B . A B AN dR A i = BE [23] . A FER 8 SR
A NIAT FEFPAT S 7= A BRI 1S 25, B0 R B B T e R R . A &
GO FIE S BN XU (Perceived Risk) AT ] 14 (Trialability) 25 K R A 2 52 B P S B, 9 H PN fE
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RS EHAT S AR, 2B ah AT AR AL, 1K 2 IR M 7 R P RS sh AT I B 5] o
i R R — DN A7 S AT R, ELFE R AR I SR R S 25, B RS TN P AROR (AT
ERFEATH, BRI S BOR T2 A A B Z R R . R SREUE M. B 5 YRR
A RIESE P A 2 R P R s AR AT RO A R e i 2 P P AR RS S AT U R, XA T
SR IR S ARAT AT 97 A IR R IR [12] o

Table 5. List of mediators that have used studies on continuous use of mobile banking

5. BANRITRHERAARTNEETIR

A GIES PGS S SIES
Satisfaction(SAT) 9 Customer Service 1
R H P IR%s
Perceived Usefulness (PU) 7 Experienced Advantage of Mobile Banking 1
RSN P8R ZARAT F A
Attitude(ATT) 6 Microcomputer Playfulness (MCP) 1
(IR B ERAT ()= OHLIE R 1
Intention to Use 3 Perceived Quality 1
{8 FH 7 o B AT
Trust 3 Perceived Behavioral Control 1
B4 JRHAT S ]
Perceived Ease of Use 2 Perceived value 1
5N 5 e B s
Attitudinal loyalty toward service 1 Personal Innovativeness (PIIT) 1
Xof IR 45 B A NI
Behavioral Intention (BI) 1 Usage 1
TR fHEH]
Confirmation 1

ik

34. BT RATHETE

VAT AR B AR B ) [ A B R 4 SRR B[R] S FE AN T [ (AR B IR B [27] . A 6 B T RN, BN 5
FH 4 (Perceived Ease of Use) [1]. /1 A3 X FEEAER T X (Individualism/Collectivism) [23]. & #HEX 7] (Long-term
orientation) [20]A1F&FA 1 & (Privacy Concerns) [101/E Ay 1548 & H5 H B 1 Ik 850 5 F 12 48 B P ot
T8 RS 10181 2 RE R I8 . B0 5 F 1 e 8% R 4 B R 28 ) (Optimum - Stimulation Level) X F P R
SR A% S ARAT B RZm s RO AR P B I A A B R T 18 SR ARG B A IR SR Y
MEMAIG AR [4]. A KB ANTER T AR ERE &, AR TR A S#HE. 1
A8 BT ) B 22 o K ER R 22 5540 0 FHAS shARAT BB XS T RESRAE AR shARAT It e ma [ 18] ANEZR AN A 3
SCERERR T SO TE — R B AN 1S N 32 SCERER AR T SR, AR 3 S N 52 31
FEL N REIR R s SE R B R o Y A N RS A RS D ARAT , X0 BE A 2 2% IR R S RS 3T . BR4A
= ST A AR )N AT AR F % B AR AT B0 i R SRR S48 F A% 3 AR AT A8 IR 1R IR 52 [20] « BRRA SR 1
JUEAE AR N RAT I O TN NG B, USRS s E S E RN, A hFE (R
2 PECH ORI B A 0] R R D o SR o) R OK , SR 55 FH P JRSRIAT FH 0 T 4R 8245 P #2 B AR AT O B2 i
R 2 3G 5B N ) PR T RESRAE FH A 2 4RAT 152 M [10]

i
;é
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Table 6. List of moderators that have used studies on continuous use of mobile banking
= 6. BARITHEERMRIFHEENR

AR

=
¥

Perceived Ease of Use (PEOU)
A 5

Individualism/Collectivism (IC)
AN 3 SUERAAR 3= S pi )

Long-term Orientation (LT)
S|

Privacy Concerns
(NP

35 KRTE

SE AR B R AR AT AR R RTINS B AR AR B I EE A N PR A U A AT N [27]. A
SO & R 3R 5O R IE M o s — AN R R BT A IR, L ohlusk. Hrb, AREIA B,
4% F (Adoption) [5] [12] [21]. SZBrfd A (Actual usage) [16] 48 F 2 &l (usage intention) [3] [5] [7] [8] [12]
[17] [19] [24]. 47 M4 FH (Behavioral Use) [14] [20]. #F4E(Continuance) [10] [11] [13] [22] [23] i
(Loyalty) [15] [18] LA Se AR F 1t 72 & (discontinuous usage intention) [4]. A< AT R 441 LL_E AN 45 AR
TR JE SCHR A ) 58 S TR A 10 e RS B AR SRR AR ARG (R, vt — B AR B, ASOK 4R
A B G RR HREEA% H (continuous use)

4. 5
4.1. g

B ARAT I R T F P AARAT #0 BA BB R o HRAT R BRI s AR AT IR 556 /2 F P AR 0 7R 5K
LAy b B A7 I (4 65 S AS , P e s P AR S ARAT BEAT RCR M SE AT 55« SR 1) F PR e
2, RTH RS R S RAT OB FOAR Kt DLAE 2 SRR b 28 AT P 2% A B2 RS 2R DURIT 5
M FFEER AR S BRATIN R, (HIUT BT A/ RGEVE BB ATASR . A B AERE— D 3h s A = 1 3)
BRATRIRE RO TCIRAR, AR R TSRO 58 BE X2 4 JE B AT T AUsta 35, O ALk 3 A 22 S 43
HARUAEMISL A T o vt ASCAERGEMII 2019 48 1 H 2 2021 4F 3 H AR 21 FSCRRAOFRAl L, %
B SR 73 AT DL SR ST AR R 1 R 25 A0, S DR RBEHE 2R M 2 i ) P 455 S8 P A 2 AR AT O A
2, B RIS A ETTEIRATE U . Rl T I SR, M T AR SR B AT
FREERABETT, L =R FCE 2N T A2 SR R, DA LEBOAN R DX (6 ik B 52
K E )R FrE A R S RAT B R R .

4.2. RREREKME

BT b, ASCNAFTERIR I SCRAAAE — € RRRYE . 158, RHERIPRE R et s i sh AR AT (1
FeAz, AHH AT R 2 Bt TR T N TR R AU SO0 TR s RAT P AR ORI . X, SEBRCRR
WEFERT DL A2 S ARAT S I AR, WFTEN T BRI (T S B sl RAT F P IR R

ok, K2 B SRR FT80dE D AT et BV [ ) 2 2 A i 1) Be sl AN N o B A P P
SAGHAT Y, A RS & — D BAT I R S ATy, HAT T RERE & I 18] (O HERS P A48 k. N
Bh, NSRRI, ARREEFUR I I T 7 AR E (57 AU Bl b i P KR Bl
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BAT IR AT

=, L =AERSCERAE AR R D, HIRAT AR R RE A AR X B AR B A R AR R IR R AR M
PR DN VEAN . ARORAT FE AT LA 8RN B 2 A 1T AS AT W 7T, 451 an PR 030 A 3t DX (4970 A s AR AT
FAtIRSS B EACIR L . AR 2 50 22 A5 K 3R, MR SO BLSE R ARRE o

B, BIBRPURRRA N 5 2 A th i, R 7 2 SRR SR AT 1 7T e HAF SR
MEZER K. FEBFERATGRL AR, VF 2 B K BUMN HE RS S0k 18 R 72 3h R AT
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