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Abstract

Mobile payment services are evolving into a variety of integrated platforms that greatly affect the
lives of consumers. In addition, the importance of mobile payment services is being used as a means
of payment in cross-border e-commerce. Accordingly, although a number of related studies have been
conducted, most of the studies are based on the technology acceptance model.

This study analyzes consumer acceptance intention of mobile payment services by applying
consumption value theory. Four dimensions were derived from the theory of consumption value:
functional value, emotional value, social value and situational value. With this, we identified the
impact on consumer acceptance of mobile payment services. The analysis was performed using a
structural equation model. Researchers collected 300 copies of the questionnaire from Chinese
consumers and used it for analysis.

Empirical analysis shows that functional value, emotional value, social value and situational value
are all increasing consumers' willingness to accept mobile payment services. In addition, only social
values were showing differences in their influence on the acceptance of mobile payment services
with age. This study contributes to the development of the relevant field in that few studies describe
mobile payment services by applying consumption value theory.
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Fuld AAMH| s dubdgo g A37F A
A" o2 o] FofR=H| of7]A] A3x} AA|
& FufjRie} Fufa} AtoldlA] A3 FAES
ol g3l dieS AAlBleE WS XA ~nf
EEZ T olF BAVIZIE o]&st A3x}F AA7t
AFD wf o]E =uld AAAM v =gl o)

HZ A AA A muld ZA AF8-Eo] 7}
= ke 3, T Y] 477 B
vl AAE ARSI glor A3zF AA| v
ol QA o](WeChat Pay), €l o|(Ten Pay)
2 LelslolAlipay & F2 AHESHE Ao
Uepdet. ololA] tezslols) 420] AEEE
2912 AT FFe) AEEE 2400,
MO 2000, FFE 19%, U 17% 0% Bl
%31 9Jth(Merchant Machine, 2018),

Felupes 2015de) wakl 2 A A
25 ARYT AA =9 F77F oF 39%
oz AJwt 2hgso], vlolsislo], 7t do] 5
71%g FHew Aol ARET sl A4
o|th(Etnews, 2018). o}, -2y} H¥=
|2 Al Adsle] dFow mutd AAA
H|2o] R gdsta st Eutd A g3 A
glof wie} vt 7ak g =23 7 ZA] A
27t A =9E AeE AdE it -8
vzt 2 w9 A8t =S FE Ae gle A
32 TP HZoleE Zutd A
£ S AR gle AR FshEo] vta vk
I = FHo] ofd Folk, &, AZF &oll 9l
| 287} oAl FUlE Qte® SoviaL
ATH

o7t S g HHlS AR
gl expels Ajst 020(Online to
Offline T+ Offline to Online) B]|ZYA 2dl
< B3 Euld AP AR a5
doA F& P s AT F I& A
©° 2 JAtE 1l 9tk (Korea International Trade
Association, 2019),
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APstal AA S EFdE A2 AE U Aol
E ZAAYA 959 dA7FH Y (Lee Yoon and
Jung Hong-Joo, 2019)5 s &3 Fof
o] ¥bde]| & Ego] E Ao=R FehET
£ A= olgigk AAA F=e AR
ko mrkel AAAH 2ol tig Qe
et ol FIo] PCHU}F AnfEZ] B
TEC ¥, A87t= BEEC] 10% QHH
Wz glo] 4ETulel e AF 8 ok
o B3, WAL, FolFe BRo|L $E

it

ZH(Kim Eun-Bi,
2018)0] laL F=ro] Rupd Ao
7V AA L e =7 5 shbeln mgk 7bg
B ZERTE AL Al wEh ol B
vl AAMB|2E BA st AR S =&}
716l AHst7] wiEel o] e =

S, SHAPE Bl Al sl A
Zrehe ZHZHAE AL Wk A2 8
g woke] WHE ffsf wif Fe8Hh(Tasci,
2016). o] Entd AA|Afu] 2o glojM = A
S Aeg 28t makd AA|xfu] 2o
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Jo-Won, 2016; Lee Jong-Ok and Kim Yong-Moon,
2013; Jung Ji-Bum et al., 2018; Zhang Tai-Le
and Lee Jong-Ho, 2016; Chen Lu and Lee
Dong-Myung, 2017; Lee Jae-Min, 2017; Kim,
Seung-Woon, Muna and Kang Hee-Taek,
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A7 Hobel olgd AL =Ry }9
oh e AR SwolME makel AR
27} BR8] SAs) A AFEAL 9
AEofof sk 27hA) A0S Eolstu o
or ofel mutel AAAu2e A
Q1 Fae] 43 BHste] St Utopd
wrkel AR E 0] WAREFS I B
a7 3l

I. OI2X HiZ
1. 2H|7HX| 0|2

7H] (value)t 543 ti/delvt A4S d
Q7ke] AFol} Weke o)z BT 21
oz Aojd 5 glov(Rokeach, 1973), o]
2 745l that olsh kel AF Akg ol
et el AL Asa @ ot
AnHAE Qubdela 24 o)l 71
o e Wol ZmiAe] Aml el 24
A4 JPse weh A4 440 AR Ndole
3 & 4 JHKim, Dong-Won 1994), AH|7}
A dutro g 2u|ake] BAolA BrE 7]
el &Mk ZHAR Eerls St
(Holbrook, 1999), &H]|A} vk 7] ol thgh
aH)A) WOl B ul, 2wlA AR 2]
Ao wEe dwshs Fad Wil wn
(Arnould and Reynolds, 2003).

o2l L7k E s glo] #aw
A7 & 5EE 9 494 423 B9
2 F2or 7R E & Utk(ang Eundi
and Kim Kee-Ok, 2018). ®A], 28]7}x] o] o}
g Z7)ATAN FE ool T 29
AL Rokeach(1973)9] A& vlg oz 3}
3 e B 7x3 AAEH dHs F
s Zlo] dRbHolrt, &, Ln|Al= AHilo] A
Al H= ol o]E Hfs AEdMoF sk HE
o HuE F8 &H7HAE Frhete = ol
thH(Won Jong-Hyeon and Chung Jae-Eun,
2015), ©gt, ZH|7ER| ol tigk o] #E T b

B 2n|7EA] ol WAk Sl vhekskal ;u‘

gt 725 AR et Kk ke A
F(Sanchez, et al,, 2006) ©Ldx}Fo 2 FA =
AAT ZHYEE] YR ol 2o Be
EAZE AT o] EAR A F F o] vk
(Hoyer and Maclnnis, 2007). @thel] S0 &
o 77l AR vz Agko] Ak 2
o ol4H Zuwr EAsE o] ohnz
Qbe] 2M7bAE Ggeld] glol Tl
K= tabed A o] viEAst o] wje}
AAT EE B ol AN Zue 2
Aol whega A Aol of% Bl
Aol FHE o]Fa Jtk(Holbrook, 2005;
Perrea, et al, 2015; Sanchez, et al., 2006; Seth,
et al., 1991; Sweeney and Soutar, 2001),

ol £ ¢ FAFO T AHE uj] WA, 4Y]
A olzel BE miEd Aew Frhe
Seth, Newman and Gross (1991)+ AH]x}¢]
del A5e oA BN 8314 3
own o]& Il A}, AHs|E, At A
S| thoret SHEES Baale] 2971 ol
(Theory of Consumption Values)& F33}%]
ot &7)A aB7FRE S7HA] e m FAH
ot AR, 7153 7HAeolvt. 7154 7HA= Al
i Al o) Beld w75 v}
2 slelain), 2, 284 737k 7o) |
714 714 719 S48 AlF e A
2ol w2t 7k @ 5 ek, ol 9
FEolv AF A, &5, A B4, 7t
T 847t FEY, o|AH 75H 71A
A e Auz AR 75 54l o
AEAl = o7IA AHAl= AlEe] f
e FHoR AT Aulze) 7AE 3
7VetA Aot

), AH8)H Aolt, A8 A A
vigkol sh i £ olde] 54 A3 Ut
EFe] #AE S8t I5EE A4E 5285
Sjulaiet, AEH Ape] dRrg W A
AFolu Mg Aes o AFe 173
549 754 §842 oldd oz el
AT AFoh AH|2E o] &3t = A
Al AbEH A9E ek Alo) v
@ Fuele] AAE QA sh Aao] Stk
B2, 34 540 nje} olgat A5 7]
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Holbrook (1999)& AH|7}X]& §383}ete] 2zt
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=3kl 9ok, &, AR BAS 2EHoR
ERete] o o WA 7], el ol 2] A
F2 714, 5% ol wHE ThA Y] A Ao m
TR 7] FFEHE A EFE 58
F4 din] 2k, HA), $FAHERD), A
ozt ejmea)), EAHMEA, BAF
, 2FE), LENEAS, AN, AP
), &E(ge], A, =), ARG, A4
1) 59 % 7HA 7FxE FESESITh oy,
&2 (Bthics)Y A (Spirituality) o] 248 &
opH R zlol= JYMAIRE Au|7EA] AFellA H
LB 7F HA e FEo 7 Rl Holbrook
(2005) o] olggt oY 714 FHS AAZ
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7420, AR A1, ek 4 9 olekd b
5 1A

fHoz ARRAAt. SINE A4 7}
A 2124 4R 0 2 e e o
PAET} 2 o2 o) ARlent olekd 71
= anaFel §od Fe 99 Suoly
BRIl o] W Bk AE GE v}
ddE Fog vl nAEA AR
4g317] otk A A ek ol
I} Zo], Seth, Newman and Gross (1999)2}
Holbrook(1999, 2005)9] A7+= ZH7}A] ©]
2o UEA A7 AFE glenl olEe
A7/} A Eo] ThFe B QTR kel
St Tk, olF e AEATES Bz ¥
W, ZH70 9] ehake Al Folla] ALaH (s
A7) Jh3k A A3} 27} ol Tl
2ol 7120e AT Qe 7P dEEel
7FXQl Ao R HQItH(Babin, Darden and
Griffin, 1994; Holbrook, 2000; Sanchez-Fernandex,
Iniesta-Bonillo and Holbrook, 2009; Tasci, 2016).

w}2bA Seth, Newman and Gross (1999)2]
ATELS ggetaz & wo] A8 71X E
2E F Qe TeA THRA S XA 7t
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T3 WEY AFS U= e-Shopping
71AE A3 Joo Hye-Young and You
Byoung-Boo (2019)9] A7-ellX& HIEW 4H|
A5 BAA 71| B oolet A Th] e
g S8l 22l g & Fto| Folxith
I Bkt 53], o714 A 7ix]e]
Feo] AFEA, vl F4 2 BAA 7HA
FFERY 2 o= Yehtar gl
olde] W87 tjBo], AnAEo| AlFeolut
MBI =5 sk §lolA AREA 7R meg
ZFa3k d3g FPta lFo] T I
AFolA] AAE L JTH(Seth, Newman and
Gross, 1991; Sweeney & Soutar, 2001), ©|&
A A Feigdss & o TR HoE
E3], AlolA T8k s 7HAE FHetkel
Ao FE F8A AUtk AR FElF
g 9] o] 2 (Theory of Reasoned Action)o|i} 7|
gy 3PFo|Z(Theory of Planned Behavior)
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7} (Epistemic Value) 8912 Z= A% Wl
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3t Yang Ho-Cheol and Jeong Ir-Kwon
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Jong-Ok and Kim Yong-Moon (2013)2] -
SIAE Q4% 480 3lo] Ao AANE
A%sol de U A4S A%l g 2
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Agkstar ok A, FRETERY
(Unified Theory of Acceptance and Use of
Technology; UTAUT)S ©o|&3l muld 7+H
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T4 Yu Do-Hyung and Dong Hak-Lim
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Fig. 1. Conceptual Model
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Table 1. ZHI=

BRANHA $80lE A 27 oj29] 28 163

Construct ltems Mean S.D
Functional Using a mobile payment service is achieving my goal quickly 3.703 1.200
Value Using a mobile payment service effectively addresses my 3793 1155
concerns. ) ’
Using_ a mobile payment service is a convenient way of doing 3.750 1199
your job. ’ ’
Mobile payment service is easy to use. 3.670 1.251
The process the service is simpler than existing financial 3733 1.962
transactions. ' ’
Mobille pay'ment ;ervice provides important benefits, such as 3643 1122
earning points, discounts. ’ ’
Accgss costs, transfer costs, and fees for mobile payment 3.753 1937
services are relatively low. ) )
Emotional | can enjoy the pleasure of using the mobile payment service. 3.500 1.306
Value | am comfortable using the mobile payment service. 3.523 1.246
| am suitable for using mobile payment service. 3.620 1.208
| like to use mobile payment service. 3.567 1.218
Social I think using the _mobile payment service also has a good 3.703 1919
Value influence on my image. ) ’
My social Iife. is also diversified when | use the mobile 3.737 193
payment service, ' ’
By using _mobile payment service, | can participate in 3.660 1963
conversations about simple payment. ) )
Utilizing a mobile payment service, | am recognized as a
moderr? urban pergoril. ) 3.683 1.260
| reckon mobile p_ayment service _is a service that shows the 3,671 1976
trend and symbolism of modern life. ) )
Conditional In case | nee.d to get paid quickly, | will use a mobile 3.547 1216
Value payment service. ) ’
I w(ijll use the mobile payment service when | have no cash or 3653 1943
car
When the line is long to pay, | will use the mobile payment
senice. g fo pay pay 3538  1.288
Whgn | see a promotion for a mobile simple payment service, 3,506 1.964
| will want to use it. ) ’
When | hear the usage of the mobile payment service at the 3.623 1.49
payment counter, | will use it. ’ ’
Whe_n the cashigr_ asks if | vyant to use the mobile payment 3.683 1335
service, | am willing to use it. ) )
Acceptance Mobile payment service is worth using. 3.678 1.189
Intention | require a mobile payment service. 3.691 1.341
I" d like to encourage people around me to use the mobile 3723 1.967
payment service. ’ ’
| want to use mobile payment service in the future. 3.646 1.224
olzjste] 22l 2ulAE o B (M), AA@EIDA G AAst F5t b
£ 19 shsieh. Asag A9 T3¢ we] gk 2o, AlEEo] dAAE FolA =
AL, dstel( ki), FAS-HiM), B4 vl AA| MB|2E Bol ARgEt due &
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ol k. 24} Askel AYE Fus) 9)
A s e 19, ko], FA%, BAT
A Aol mkel s

A AR =E AR
A g AR A7 S 4 7§
on, HF E HEAE T o
, BAS, BAE é‘ﬂ%_ A el A
A ART LHARbIA A7) 7144 A
Faste] B ZAME AAEAY. 2AIZE
-2019'A 89 307hA] °F 27H
EQF o] FojTt, WA AL} ofHld A}
WAL 1,0005-0] HE-& vl Esto] 332
H«] A 3 ATHE S 33.2%). olF
F7h A BAE) SR A 2RE
zﬂ&l?& 30049 fE FES Y53
Qpdesy 24 darte] ATt
4 54 52 et slal s BAL A
shela 2t Q7 A ARe Pol] sl
A WH d#A-e2 YeERY= Cronbach’s Alpha
ArE SAsHr. =3 1A Qi
(Conformatory Factor Analysis)S &3 =4
o] b (validity) & HE3kleh. 7144
B¢ a0 mag ogdel 9,
ATo] EA T2 SPSS 25.0 BAZED
eﬂol AZEAS 98] ALEen SH o
QBN T} 7P A ol oJAE Amos 25.0 F
|Z2 o] SgHA.
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o

ol o>J

Koo
Lo 30 ob e

Mo

}.IL

3, 140 XA Fojo}

7Y

2=9

E AFoA] Butd AA|AH]|2=9] AH]71X]
= mukd AAAE|2E S Al Aol
&5 vioz @ AaAAwze weol
Bk ARk FA4 Q) H7H(Zeithaml, 1988)" %2
QoA gt o7l HERGE S,
Newman and Gross (1991)¢} Holbrook
(2005)2] AFIA FFHLE Hol= AL
FAeR F3tHtt. tEl, Seth, Newman
and Gross (1991)ol4 AAE 2AH 7}x|=
uted AAAM BT S5 ARS| oA B S} E
o] o2 A2 ZEtdolgtr v @3 A
He Aujzet B7] of g wegk mutd AA

=

Aul 2 AZAE desle], s3] 5 2
o] 7ol The] Al A4S 5
2 9 AAPAelol G 20145 25

I olgh oleia A sl 5
kel AAAHI2} 7 G A A
4 7E ATl BHo] FFeA o} A9
shaiet.

o]of] u}g} Seth, Newman and Gross (1991)
2o AAIEIL = S F 7153 7HA,
BAA AR, ALSA A B AR Akl 4
AAE ASRA mdE Fesker I 74
o] W& (Table 1)3} 2t}

% ATFE] B <Table 2>9Jr i
A, & 3009 <]
24A) HIE'}OI_Tl 244)-30A
St 30
o 26.7%015}. AERE 52.7%7F 2

b— 47.3%7F o1de] Hlg= o]Fojx Ut
Ah = A7) 25.0%2 7P Bk A
Aol 16. 7%= 7} ZHe v]&-S 2AEF L Q)
th, gk g 2ol Butd AAME2E 11320
3] = ARShaL diest SRR Al
48 0%2 71 wetom b AsEtsE 2uked
AR EFREFL dedolo]aL(88.3%, EFE
D), 2ukd ZAAMR| =g 7 wol &8dt=
F2 lE Ul E(88.0%, B3 E vt

24zag WAl A, 9A WsE
Aeks Az BT 724 2
Cronbach’s Alphagto] 0.7&
of] u}2}(0.833-0.926) & <
e FEAA AYse
Al AT 2
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Table 2. Sample Characteristics

Criteria Frequency (n=300) Percentage (%)
Age below 24 % 32.0
24-30 124 M3
above 30 80 26.7
Gender male 158 52.7
female 142 47.3
Region Beijing 54 18.0
Shanghai 56 18.6
Hangzhou 75 25.0
Guangzhou 65 21.7
Shenzhen 50 16.7
Average 5 times or less 19 6.3
Frequency of 6-10 65 21.7
Use per Month 44 _p 144 48.0
21-30 60 20.0
31 times more 12 4.0
Preference for Alipay 265 88.3
Payment Platform  Wechatpay 247 82.3
Qpay 154 51.3
Huifu 98 32.7
Suningpay 84 28.0
1Qianbao 58 19.3
etc. 19 6.3
Usage of Mobile Internet Shopping Mall 264 88.0
Payment Service  Dining-out 166 55.3
Transportation 28 9.3
Utility Bill 49 16.3
Payment in Regular Store 190 63.3
Paying Phone Bill 182 60.6
Investment 55 18.3
Remittance, etc. 103 343
(p=.000), df=289, CFI = 0,974, TLI = 0,970, FEo] S 5§ FFEo|EE B ATFEd
RMSEA = 0.038(.030-.040)9] ®¥ HF=& s et Zo® 37k 4 ATkBrown,
Bk HE, Ade Grhe Hgh x2 ol 2006; Byrne, 2001).
o5 ghol BURY} o] 2G| Aol zqEdel Aol AAPoRH 249

AA A= 9 o A7 FHE 5 o gk elgAe ASos st €
Q)= RMSEAS H]E, 7|} BebzQl 3T | T A5 AFEHIES SALE Hair, et
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Table 3. Confirmatory Factor Analysis

. Standardized . Cronbach's
Construct Attributes Loading t-value Alpha C.R AVE
Functional FCV 1 827 -
Value FCv 2 7947 15.921
FCV 3 789 15,798
FCV 4 783" 15.622 .926 .925 .607
FCV 5 1719 15.493
FCV 6 7927 15.871
FCV 7 84 17.523
Emotional EOV 1 7707 -
Value EQV 2 e 11.760
.833 .835 .556
EOV 3 701 11.500
EOV 4 7927 12.858
Social Value SOV 1 787 -
Sov 2 824 15.204
SOV 3 825" 15.217 .890 .891 622
SOV 4 708 12.685
SOV 5 7947 14.532
Conditional CDV 1 7957 -
Value CDV 2 761 14.287
CDV 3 733 13.625
.908 .909 .565
CDV 4 .803"* 15.311
CDV 5 735 13.672
CDV 6 901 17.757
Acceptance ACI1 866 -
Intention ACI 2 748" 15.157
.893 .894 .680
ACl 3 886" 19.554
ACl 4 7927 16.541

Note: ** p € .001.

al. (2006)0] A|Qt&t Hie} Fro], Q1A Aol
SAHCR BT fofat HA 7|FESR 0.5,
o] 7|FE OB 0.7010] HEAY ARE
FHom AFBE T olgE, HFAH=
C.R(Composite Reliability)2] gkl 0.70)7, Ht
E2EE7F AVE(Average Variance Extracted)”}
0.50]73¢1#]9] o= Helx o 2lwHEgit)

I A, B A7 geldAFEe SAHe

2 BE fo@ #ohfe wE 070pd02 v}

ERtal lo] B AT A ASErSAEY] 4
A ARt Qo). 3 HFow AuR
C.R & AVE 32 RUZE CREko] 7P ve
o] XA 7HZH 0.8350]3L 7[EF ARS]H
7F2(C.R=0.891), F8-2]%=(C.R=0.894), ‘&3
Z 7}X(C.R=0.909), 752 7}x](C.R=0.925)
o2 Yehd 71EX 0.7& 3A dslska
o™ AVEZRE EE AT oA 055 4
33l= Aoz Yelga 9ot o33k A=



Table 4. Correlation Matrix
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Constructs Mean S.D. 1 2 3 4 5 VIF
1. Functional Value 3721 1.002 .779 1.344
2. Emotional Value 3565 1.016 429" 746 1.256
3. Social Value 3688 1.042 430 389" 789 1.309
4. Conditional Value 3.605 1.047 390" 325" 369" 751 1.235
5. Acceptance Intention ~ 3.681  1.094 481~ 441 464 412 825 -

Note: 1. The values in diagonal line represents the square root values of average variance extracted

(AVE) for each construct. 2. ** p ¢ .01.
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Fig. 2. Result of Path Analysis
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Table 5. Result of Path Difference Analysis

. Baseline Restricted 2 e .

Path Coefficient -~ del(x2) Model(x2) Ax*(df=1) Sig. Result
Functional 242 139.381 139.842 e .05 Functional =
Emotional 203 (df=87) (df=88) ) p7. Emotional
Functional 242 136.678 136.714 0% .05 Functional =

Social 239 (af=101) (df=102) : P Social
Functional 242 171.098 172.135 15 .05 Functional =
Conditional 187 (df=116) (df=117) : P2 Conditional
Emotional 203 132.768 132.978 210 .05 Emotional =

Social 239 (df=62) (df=63) : p2. Social
Emotional .203 162.169 162.269 100 .05 Emotional =
Conditional 187 (df=74) (df=75) : P2 Conditional

Social 239 155.542 156.184 Social =
Conditional 187 (df=87) (df=88) 642 p2.05 Conditional

= Aoz YeElddi(standardized [=.175,
t-value=2,878, p(.01). o|2]gt Ax}q ulz} 7}
A4 AR =R o FH AATEA Al &
vlAkg el mekel Az Azske ) gl

or) g o

A,

3}
=

2 Bgsa g

[e))]
H
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H)7} Sgolmale] 344 <luigdl ta 7}
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zukd AAZEA Y] AR T84 &, Ve
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A R A AAZMR 7 42 8 8-
ol vX& 72 AZAFAA et 2fol7t
AL Q=R gigt JEE AFE FA=
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7} ZemApe] BHld AA|71H7} -0l w o 1)
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7HA9] ZF e e AR J5AEs
S UEo 2HEaRE B4 Y& (Table
ya

WA, 753 7hxet d#e] FdeFase
O d%e AL Jon(HRAS=
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Table 6. Result of Moderating Effect of Age

95% Confidence

Interaction Effect Interval
Estimate S.E Lower Upper z p
Functional * Age -.0483 0723 -.1896 .0934 -.668 .504
Emotional * Age .0420 0716 -.0984 .1820 .586 .558
Social * Age .2020 .0662 .0726 3320 3.060 .002
Conditional * Age .0055 0713 -.1342 1450 .0768 .939
Fig. 3. Moderating Effect of Social Values and Age
Age
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e s o o 5wl e Average
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Hol e FRrd A+ FFE v oA frefmlshA] 5 HE(p) .05), 95%
A3 JEHARAF= .0420). thet, A FHo of A3 FAZA M= 0] ghol Fg ol
2 AR fogEo] 5% frelaEalA upeh o7 AR M e WAsHA| &
oujakA] Fom(p) .05), 95%el AT = & Ao yehgo
AR M FA] A= W] 0] 3h& Kela ok, AEH 7R e} Aol FE At
slo] eiglel mAETRe oA MASkA @ <ol Ansh tha Jold vhES Roln itk
Aoz ekt Z, 7154 7Hxe} Aol 35 ATl F(+)
384 7t o] P& WAL o (HZAT= .2020), H

FAHOR AN FoletEo] 5% FolEel
A Fejug ez YERITHp( .05). oF&d,
95%¢] 21277 Hconfidence interval) %X
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