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Abstract

In this study, questionnaires were used to investigate the psychological mechanism of the influ-
ence of relative deprivation on consumers’ need for uniqueness, rebellion in social adaptation
styles and uniqueness seeking. What’s more, several models were constructed. The results show
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that the demand for uniqueness plays a completely mediating role in the relationship between
relative deprivation and uniqueness seeking behavior. The innovation of social adaptation styles
played a completely mediating role in the relationship between relative deprivation and unique-
ness seeking behavior. Rebellion in social adaptation styles plays a partially mediating role in the
relationship between relative deprivation and uniqueness seeking behavior. In the study of the
boundary conditions of the influence of relative deprivation on uniqueness seeking behavior, it is
found that relative deprivation individuals’ preference for unique products is more significant
when unique products are given high evaluation.
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1. 5|8

AHXT #2F K (relative deprivation, RD) /&8 AN B4 -5 2 BEBEAREEAT M m) (MR 5 ANk 8] BEAR S5 A
ENERMFICH AT BRI b, BB E F 4T 5%, FHRR BT AN 4 1A
FNAALS(Osborne, Smith, & Huo, 2012). AHX 325 A A B - 2EJ0 I 18] P 054 2008038 S AR GL R 1 5%,
A5 22 R — R AN R 7 30 A 7R B, AR ST 8O0 AATT H 3 AR 36 v Sk & B2,
1 4y 3% %K (Kuhn, Kooreman, Soetevent, & Kapteyn, 2011; Linssen, van Kempen, & Kraaykamp, 2011;
Sharma, Mazar, Alter, & Ariely, 2014). 75 2% 1878 2% —Fp = S B85 R -5k B S A AAE X A1, X Fpod
R AT A ) B BAE T LA = B A A 2 A AL R R (Grubb & Grathwohl, 1967; Osborne
et al., 2012; Snyder, 1992; Wan, Xu, & Ding, 2014; Zhang, Tian, Lei, Yu, & Liu, 2015; Zhang & Tao, 2013; &
Perb, FERYIR, XA, 2017). JRFIEEIR W], MRS RAE B G0N ) DR R SRR R AL I
H AT E AR PR R b0 v SR A ARk HMURE M (Snyder & Fromkin, 1977). MR SIHLIK
RN R 0, AT 199 2 B CAE AR 7B MAR 2, ARELAETH 2 AT o By, D2 A6 ) T 38 5 ke (1)
T BRAT R SR (1 77 it SR 2 AR 7 SR (Snyder, 1992). Sharma #1 Alert (2012)FfJRF 7T 2 UEHT, AH
o R 2F R R RV B e N e A B )l O — R B, R ARATT X e DA Sz . b
FEPERIHE 9 AT b A WF 7R LR B 20 W SE KRR b7 3 ) B b A SE 52 DR AT I i (CE A, 1
3, 2017). Berger #ll Heath (2007)42 VA 2% & uRe i 75 SR R I E KON s A, BIVH 28 1 R 422
o (R g e T AE T P R e e S A A —BUAT e, B AR S R AT

Bribz ob, EEHTIERY], 29 NARIERSZ BIFOT RIS, 222 A4S, RS54 46 ) M. (Osborne et
al., 2012). fEIXPHIELE RN T, WA @ M 77 2k o] ASCE AR BUIR L2, AR EANAE B 3
it 2218 T WIS ) AR I REAER AT 4E RS R AT G s W IR i i Ry O
DURIEAT 38, MR BREAASI0T BE 2 5 1) 1638 L S R T R FE S5 5 JL 04T R 5 SRV 55, 267K £, 2016).
XPAL RO BE 2 R A 0 5 SR AR B, R < Ik 5 A 3 B 7 b B GBI SO R 3 B ARG, JF HAESS 3
FEARBY Z b, SOBRIBES 1 AH R L5 IO BIET 1) B o 0 22 B U R AIE 7T I, 8 AHGS 30135 20x )
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MBSO IR [ TN AR T, AR S < il e, QBT AN ORI RE EDBBR 20 (H i, 2012). A SEERERH,
R A QUF TSI AT R FER O B R AR IR AT R R 2 5, ARTR &R & B E Ok
PERITRR , PG DL T AT TR 2 s B 1k 5t TS AL AR 7Y B4 CAGR B B S B AR (Tian, 1997).
R I R HE 9 B S R PE R SR, 50— D0 Tt R 2 SR ARIE e A A AT s, BRI
AN T R AR A 368 3% 5 K ARAR B (AT D 1 17 B0 L b 8k K AR FRDAE T2 1 2 T SRR A Je i 1 5 A AN
IR E AR AT 95 RO 7 G i 54k 2@ B 5 2GR RO BT 42 24T v B R B H .

i EFTA, HRTRISEIRS B MR R L A i By OSSR AT N e 2 TR B B D) Y
PR BT Editig, AU NO G2 m U BN ERgZER,  [FIR DU IR T 2
BIRFE R R S A2 TGN A QA B R S SRAT X DU AR BN A AR, A AR AR
It — 2B A58 DA _E O BEATLAR PR O 0 IR A

AT ST PR TER s F 7T ) 7 AR FEAR T RIS W P AR R R A i
JS2 7 A B BT AT S B S R S SRAT N Z IR S &R, 9593 3l A B 8 SR PE R R Ak @ N5 AP i
B A SN A AR AR BT BT, XA SR < SR M R 1 SR AT D ) i R
BRI, RIS MM RIRF S e AR - SRAT L ok

2. i5—: HEEWFES KT RENFRNF NN
2.1. FRAR

KT IR T8, EMZ ERR S E RN, BrA #A BB S AT 5t LRI 45 350 4,
WlEl 320 4, HAAg 2 320 4H(91.43%). BRI A 23.59 £3.67 &5 Y1 137 4(42.8%), “iE 183
H(57.2%); SCALFERE b, mh /K 9 44(2.8%), KK 146 44(45.6%), T A 7 E KT 152 44(47.5%),
T R L EAKF 13 44(4.1%) .

22. ARTEHE

2.2.1. EAXRIFREE

KM Sharma A1 Alter (2012)5%5 A 35K F FUBIE T8 T A5 A 2 L85 S A R ) 5 30 i ) i 2
K9 st BT Aot ar, M1 B9 RN R LE, AT T AMES B B bR B
(IZE5E AN RIS RRR Z o ASHIE FT R M 2 1 P o — Bk R 808 0,91

2.2.2. HBEMFFHTERER

FRAE Rajamma 25(2010) g (4 fa i FR 7 97 8 ARV 75 SR SR EBEAT 89 it 20 DR H 410, i 5
%, 137l RS R 75 SRB iy o 12 B3R & 4R B A B — B R (B VS FEA)LE 0.7~0.9 Z [, CFA
SR MFOREA A R, HEAEE S, A0 Tt & 5 W i — 2k 208 0.95.

223. HEBENHFAER

B S (2012) AR & BT I A8 . b Qe & 5 AH, RIRAGEE 4 ABTH KA
DER. ZIERM 1~6 NI, B, I MASR A QU AT SO R A 2l B 7 S R RE
ﬁﬁko$ﬁﬁ¢ﬂﬁ%%W%ﬂﬁﬁ%ﬁﬁQ%o

2.2.4. WEFMIRITHER
KH Lynn #1 Harris (1997)FF & i 2 R w0y 2 3 B SR A7 . BRIt 6 lE@H, KA 7
sy, Hd 1 ARER CSRPIIAFER” , TARE “AERFET o AHEF A R P — B R3O0 0.90.
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2.3. BURAE

i/ SPSS #EATHIAVEST T N GEih 22 ERZERVE M. W UAR R 2 (B AR SGPERL B . bootstrap
A AR

2.4. XRFERE

1} Harman 87K 56 0 AT 3L RO M Z A I (A5, Jear ok, 2004), RSS2 7 AN 7Rk
RECKT 1, FeSeAG 22— TR AL R BN 36.44%, /DT 40% I FHMH, R FEAAEAEY]
IR A 2 .

2.5. ARGER

25.1. EMFIFRE, HEEWRFEER, HRERGRAURMEFES RITHMBEERERX ST
XEARXTRIZFRR, T BB AR PR R, AR 2 3G 5 2 P A AT 2 LR AR 1 SR AT N HEAT ik
PEGETH T (R 1), G5RERW, AW TR A AR B P Z AR B35 IR G R A

Table 1. Mean value, standard deviation and correlation matrix of each variable score (N = 318)

#1. ELEENIHNME. EEREXEEN=318)

M (SD) 1 2 3 4 5 6
1) AHXE I F /% 27.52 (7.89) 1.00
2) VH o AR R SR 54.61 (16.79) 0.20" 1.00
3) Aty = 29.72 (9.16) 025" 0.55" 1.00
4) MREETSRAT A 26.10 (6.74) 026" 0737 0547 1.00
5) Bl 18.20 (5.11) 0217 0497 093"  0.547 1.00
6) 11.52 (4.96) 024" 0527 0917 0437 0.66" 1.00

% Tp<0.01.

2.5.2. HBREMFFETROPABE
AT TR A RO AR 38 7R H bootstrap 950 BUAHXTRIZFIEON HAR R, I B0 MR R RO o
g, MURFETRAT NN AR B R R AR, FFRETR L. AT A R I 1.

0.30™" 0.79""
R < Ik TH B8 R 7R R HAREEFRAT N

H: "p<0.001,

Figure 1. Relative deprivation and uniqueness seeking behavior: Path diagram of the complete mediation
model of consumer uniqueness demand

B 1. EXRFREIREFE T RITA: HEEMSMERTEFNMERERE

B ] 1 AR e 2 SR, R R S < 25 T [ 0 7 2 8 MUREPE R SR (B = 0.30, p < 0.001), JH 235k
s 7 SR SRS I o T A SR AT R(B = 0.79, p < 0.001), ¥ % 5 J R 1t 75 SR AR M X ) 25 Sk 5 R 1k -
RAT AR R PRSP AER, ZONiE 0.24. BALFINE EER RN */df = 1.98, RMSEA = 0.06, GFI=
0.93, CFI=0.97, NFI=0.94, TLI=0.96 f545 % 1.7 2,

PRI DA 3000 B 45 AT BT R B, S T AE ARG 38 35 Bt Ui 1 TSR AT N I B BAE AR AE, (EAE NN
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WHEMAFMET R G, EARBOSTE S, A R O RS 3SR AT 0 (520 58 43 1 7 94 3 RS PR 755K
IRIEEES (AR

Table 2. Standardized effect values were tested with the mediating effect of consumers’ unique needs as the mediating variable

2. LUHBREMRBFMEFRATNEEN RN YNACWFTE LR E

95%BEEXAITR  95%BF XA LR BUAA PRk iR P
SRNAE
Y <X 0.14 0.33 0.27 0.06 <0.001
V¥ 22 07 A
Y <M <-X 0.14 0.33 0.27 0.06 <0.001
e Xo My Y 28I RIS T S R TR R . R RAT

2.5.3. BIFTAYR AN
H bootstrap 7%, LSRR BON HAL R, A 2@ N7 s BN AR &, ke S RAT o8 A
BEEMAREKER, JFETRR. SR 2,

033" 0.64"
HEF 3 < Jk > A > MR IRIT A

H: "p<0.001,

Figure 2. Relative deprivation and distinctiveness seeking behavior: A normalized path diagram for a fully
mediated model of innovation

2. X FIFREMEFE I RITH: QTSP M REARE R EE

H P 2 ARG 28 SRAT AN, R X 0 < SRR 35 1 1) U €138 (B = 0.33, p < 0.001), BT I 35 1E [ FU Sy
PETFRAT (P =0.62, p <0.001), AUFTFEANS IR MRHE T RAT MR Rl g M ER, BONiE
0.21. fEREERNE 3.

Table 3. Standardized effect values were tested for mediating effects with innovation as the mediating variable
= 3. AN EEN PN YRR IRE LN E
95%EMENXIA TR 95%E(EX LR AR NE  brdERR P

ISY Vi
Y <X 0.13 0.31 0.21 0.056 <0.001
(] 42 247
Y <M<-X 0.13 0.31 0.21 0.056 <0.001
o Xo My Y RIFRHRRIRFE QF . ARE S RAT

MR CL 03 OS5 R AL, R T AE AR X SR O SURr Ik S oRAT N K B AR FIAE A, (BAE AR
WG, BN, A RIE O Ry v TR AT 9 I 52 R 58 4 G 1l 4 45 H
2.5.4. REHP ML

H bootstrap 7%, LSRR EON HAL R, Ak 2@ N s RSO R AR B, JiRe b 3 5RAT N A
R BRI, SR 3,
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I
027" 0.46™
0.15™
X P R S RATA

H: "p<0.001.

Figure 3. Relative Deprivation and distinctiveness Seeking behavior: A standardized path diagram
for the mediation hypothesis testing model of rebellion

B 3. AXFIFREMFMETIRITA: RPN BRI RBRE R ZE

P 3 rfr, R R e SRR 25 I 1 T S BB = 0.27, p < 0.001), [ 50 8 35 1F e Tt s v 5 5R AT M (B =
0.46, p <0.001). FEMMARIRZ G, FHXT IS5 BAT A8 8 25 P Sk e 1% 55K 47 9(B = 0.15, p < 0.01), LA 4%
SR B o ) < RO R T SRAT A A S R 40 A o AREBL A BE SR AR o/df = 1.78, RMSEA
=0.05, GFI=0.96, CFI=0.97, NFI=0.93, TLI=0.96. Bootstrap %1 41% N FEAT 596 (1) 45 52 W% 4.

Table 4. Standardized effect values were tested for mediation effects with rebellion as the mediating variable

F 4. URRATNEENF MY WIRE N E

95%EEXE LR 95%EEXE R PRAEAL RN A PR P

SRS
Y <X 0.17 0.38 0.28 0.064  <0.001
BN
Y <X 0.05 0.25 0.16 0.062  >0.05
[0 v
Y <M<-X 0.07 0.20 0.12 0.040  <0.01

TE: Xo My Y 2 FRHIRIF I RO MR PET SRAT N .

RIEZ 4 AT50, HAERAER 95% B A5 XA 4[0.07, 0.20], ANEE 0, HARNEE, RNEN 0.12.
PR A R St S R B A 1 SR AT NI BLEE 4% 95% B {5 X 1A M[0.05, 0.25], A5 0, BN
BE, BNAEN 0.16. AR 0.43. HIAF B IRAE A A8 B0 A X R AR 3SR AT R
o AR
2.5.5. HBREAMFFERRGH . REVEXPNABLEE

1) A4 98 B MURE M 75 SR 2 3E R 7 s AT A i AR &, R0 L AE AR T 34 <8 BRI RE PR 3R
IR EER A R AR RUS . K bootstrap WEGT AN R HEAT A TG, AR ERZE SR LK 5.

B2 5 AT RAAR, V9 B R M 5 SROFH A 2 3 I 77 3 1 G 37 350 5 A T 30 < B e R P 5 oR AT
A P B et 0 Ay, TR RS 0.73 5 e Al ik v B SRR I 7 SR R A IR R AR N B 0,45,
I GIE A AR RS 0.09, I VE 2 MR SR SR A GE B SR A I BRSO B 0.18. TESE
AR A RSP R T RAT A B B E A B3
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Table 5. Test of mediating effect with consumers’ unique needs and innovation as mediating variables

5. DUHBEMRF MR KA ATN L EN PN YNRE
95%EEIXIA LR 95%EMFXA TR FrAEtLsNifE  ArrfEiR p

Y <X 0.12 0.33 0.22 0.036 <0.001
ER; 2V
Y <X 0.00 0.14 0.07 0.036 >0.05
EIEE 25 LA
SRR 0.07 0.24 0.16 0.045 0.73
Y <M<-X 0.04 0.17 0.10 0.034 0.45
Y <N<-M<-X 0.01 0.04 0.02 0.008 0.09
Y <N<-X 0.01 0.07 0.04 0.013 0.18

TE: Xo My NLY R RISFRR, W 2 B ARV E R oR . AT MR ESSRAT .

e 5 AT LA, T 9 R R IR £ 77 7 1 BT AR S8 8 RS ik e R AT
A FEELJ RE R A, TR A O A 0,73, B e et 9 R 25 s e B SR 0,45,
ST Q8T o 0 B RO A 0,09, Sk 98 0 R R R 2 1 0 RO LA 018, e
SR AR b, IR I R e TR AT 0 B R 35

2) T B MR 7 SRR 2 7 SR SR AP A, K L 2 AR 20 G R R 3R
1192 VOB A BAF 0. SR bootstrap 1 A ORI RS 8, KMo 258 2% 6.

Table 6. Test of mediating effect with consumer’s unique needs and rebellion as mediating variables

6. LUHBEMIFMTIRFRBATNEEN PN YRR

95%EMEIXIA LR 95%E(EXIA TR FrAELNE  FRiER P

B
Y <X 0.12 0.33 0.22 0.054  <0.001
IERE 2
Y <X 0.02 0.17 0.10 0.039 <0.05
V¥ #22 R BE RO
STk 24 I 0.05 0.21 0.13 0.042 0.59
Y <M<-X 0.04 0.19 0.12 0.039 0.55
Y <-N<-M<-X 0.00 0.02 0.004 0.004
Y <-N<-X 0.00 0.03 0.006 0.006

TE: Xy My NLY R RISFRR, W 2B MR E R ok RO MR PE T SRAT N

M1 6 ATLAS R, 938 JURe Ik 5 SROGT AR P B iR v S SRAT v h e AR . (B ROBOFA S
TH B RS A2 75 SR — R A R S <P IR i RS A 3 SR AT i BB o o [R] IS AR X S0 JEOR R 1 55K
AT BN LI 2 B2

DOI: 10.12677/ap.2022.129362 3015 o3 2


https://doi.org/10.12677/ap.2022.129362

LZE S IR/

2.6. g

H, T B R R SRAE A R S AR R T RAT NI R R R e e Th R R, BEEMARIAR
XTSRS SRR X2, AR B I AR P 5 SROBOR K, 3 T B RT e A SR 3SR AT g o BB AE AN
25 B M ARV TR AT A IR e A AR R, BIVAR X 0 b R 1) A A T R A BB (1 4 2 3
J7 3 2D R T 5RAT D5 T USRI ON HR A A R (KA SR SRS M R 2 3 SRAT 9 (A AR
HRA RN LR RN S A7 A B SRS I R A, AT BT RSO AR IG5 3K, 2 g
U RFAE T SRAT s [ IR AR X <5 A B B R DAL ) OIS A 3 5RAT N o

FEUATH BB SR TR L Ak 2@ M7 s R QUE o Th A AR B A I b A, G5 SR LA 9 s
PERG R GUBANE 2% 2 RS 75 SR 5 B RIS D rp AR B AR AR B8 i a7, BIVRE O 3R < JEO AR A2k 3 R AT
DRI P R V2% 5 AR PR R SR A, OB BT P Ay, IR S MR R S B B U A
HR DL BB AR PE R SR A N 77 b B BN P A AR B AR I BE A A, A RRBURRIEAN 5T %
R 85 SR — AR AR X SRS RS M RS 2 3 SRAT G R BE S P Ar, th RBlR o J RE REE  OR
LR o S 3 IR S MR T RAT R T AT, LR ARSIy 0590 (R IR X SR <5 IR R % 50K
AT BN BN 2 R 25 . AT R R, AT RE A LL T S AR R I Th AR A, ORI A A
RIANRZE T o BUANE 9 35 MRS P 75 SR AR VDR PAG 36 ) > SRR B MATE S B it 2 i& 7 5K, (H A
X RF T AN 13K — 20 P BR AR SRS M AR T 5RAT

3. i HEXNFTFREINEFYE S KRITAD R EHHAR
3.1. fxER

AT FUAE R SR AR R S G M AURF A S ORAT N ML S R, RGBS ARG SRUREA A i 52 4t
REPEFS i, FESIURE P S AR T AT AR ik B

3.2. FARIR

KT B B 7735, FEMSS AR SR E RN, BT 0 BB S AR 71 . LR A5 120 4,
Wz lm] 99 41, H b A R 135 85 4H.(80%) . #EARAE WY Ny 24.14 £ 2.38 %1 1k 54 44(62.1%), 1 33 44(37.9%):
TR b, KREKE 51 44(58.6%), WA AL A K 34 44(39.1%), 1L R UL K 2 44(2.3%)-

3.3. WEME

SH=MMEL: BEAESFE EEAE SRR T A R

BEEFME——IEEEIZ—MES, ERXAE S BTG DU 1 SR r R A A LE AN o i A1/
PEARATI e I AN 5 AT DL S AEA T I i 515 I R 22 BRI s (o7 FR 465 4 [ A AH L AN A AT /B AT
T e T TR AN 5t A B HEAT R 7T RE PRAN LRI , S0 T B B B 22 B OL S S R [R AEAH L AN
AT LA Tl —— R T A4, B A 2 e, SRR B 1A A s 48 5 . T R R B oQE Ry
T 5 HH A LU A 14 [ PR (B8 22/ S8 4 )22 5 AR T

PR MR ——RF R R T B ke Fr . A AR AT TR ARG U
B — AN R TR P TKIE A I (87 S 2, I BB AR I SR B R P s, R 31% (JvkRe )Y
AP R ATE R, 69% CRARKD I SEHIAE B IE Jr s [RIIN I Bl #R = B PTSKIE 7 R ok B SR P
AT B PR S 051 AN TR 052 3 — 2 i g iR (BEHL) B 21 052 X8 PYSKIE P 3509 i o3 S R TP Ar A 2
32RO BRI IKIE A ORI A ZORBE IR B S B, SRR A
FEAET B — K8 Ao
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W VT AR BE AL 30 44 [R5 HEAT BTN . BERABATT 1 26 B AT PFIR IE - AL B {84 J5 20l
XFALB BTG J1(1~9 G0 PE58 $ 155 AT 2 R e M, 15 2145 R (MA = 4.53, MB = 4.57, t (29) = -0.16,
p>0.05). ZJE4AATEIA “AEUr NE” FIPFRIIE F Ay, SR AMPEN B A AL B BI/NARRFE
(1~9 43), 153455 (MA = 6.30, MB = 4.07, t (29) = 10.24, p < 0.001). BRItz 4k, Hrbh—FrRpEr s
FIIF S SRITFIR AR, 5 — BB L = B 2 0PI SR RE, R ESRABATIETE AXT AL B IB
RAT G A B3 0 AT (10 234)), A5 B0455 56 A DB A TN/ AE AP IO S 85 1 B 2 T 250
5(F =19.22, p <0.001), %F B W 5 T A7 72 VPO AE B Nt 838 3 T 22 VP RS 52(F = 21.39, p < 0.001).

AT EAE SRS M ) 8 —— A RS A T R R B A M E? (1~9 £oR
— R AR - AR W) s PPN AR R I — — IR AR X LE PP 2 KR R RETIURIE R AT G I 2
(1~9 FR7n— FUHANRE - 5843 R8); B 70— B PR AR X )35 8l 2 1) 45

3.4. AREF

I AR SR T, DR 20K 230 B RS BT, — Mol mE R, 5
MR T e BRI BAF A MRS, VEAIES SCIOMRE . AR B AR R S SRR 3F L AT
WHENFPFN IV Z20F), IR R T RAT A

N T BRI AR R, X BE AL 3 B0 ) 5 AR R G R B B ARSI AR 2. A
PRI, BRI R 5 R A AR 15815 B CATE A B 5 AL I e —— R N a4 B 2
(A1 285 R B0 25

PP RERPORATIRFRAT S, BJE AT R, 56 B 78— o BT T AR AFDG S <5 I & ) 45 . e Ok
WK Z 5 4).

BEES | ARG | AR

VA T PP B A
WA KA
FEEA | FEEB

‘ ! fr=--=
MR K& M K&
FERA L EEB | ERA L PEEB

RS gL i

R  BEESAEE. TP ERERK. ANRFREARR

Figure 4. Schematic diagram of study 2
4. PR-MAREFREE

3.5. BIEGIT AL
B REATS AR RERSE RIIT 0, 1 gRiT, 1EF A BB RIS N 1, 15 B 18 H CRAED)
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IR 00 X SEI0 R AR o IR 0T SR < TR AL AT 2 i), s AE T RSP IR AL D 1, IR SR IR G T 0.
REVEA o 22 VPR 1, GF VPR 0. AEFIARX RSP &R 2, TSRS RA N SR 4L Z R i, &
ARIA RN o X F5 G 55 45 RO 3 5RAT )3T —Ie IR 734, R A SR AT AR L& HAZ L5
ERPNEVELEREE e W N E S (NN = LN ETE B i

3.6. FARGR

3.6.1. B(ERIS

TP 70 A AR AR 42 S 50 B8 O 0 3 ) s (TR AR G SRR AL, 0 At AT T 7 00 3 P A %o 30 2 1)
72T oM, 45 A R SR O\ R 1) A T 3003 A b 7 TR R 343 R ) ) 145
ST IRA (t=9.14, p < 0.001) A XT3 5 IR O A 2K

TR AR R PP S B TR BEEATHT 43, FITfs o0 B08R i B Bl OB P A BMR R AL 2V 1)
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group under different evaluation conditions
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