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[SSCI E#% 5] XERH#EST ]

1. Title: Examining multi-dimensional trust and multi-faceted risk in initial acceptance of

emerging technologies: An empirical study of mobile banking services

Author(s): Luo, Xin; Li, Han; Zhang, Jie; Shim, J. P.

Abstract: The factors affecting rejection or acceptance of an emerging IT artifact such as mobile
banking have piqued interest among IS researchers and remain unknown due in part to consumers'
trust and risk perceptions in the wireless platform. This study extends this line of research by
conjointly examining multi-dimensional trust and multi-faceted risk perceptions in the initial
adoption stage of the wireless Internet platform. Results of this study indicate that risk perception,
derived from eight different facets, is a salient antecedent to innovative technology acceptance.
Beyond prior studies, the results also provide empirical support for employing personal trait
factors in analyzing acceptance of emerging IT artifacts.

Full Text: 1

2. Title: The impact of use context on mobile services acceptance: The case of mobile ticketing
Author(s): Mallat, Niina; Rossi, Matti; Tuunainen, Virpi Kristiina; Oorni, Anssi

Abstract: The most important factor in the decision to adopt mobile systems is user perception
of their value. However, behavioral theory suggests that context affects user attitude and therefore
influences acceptance. We therefore hypothesized that the benefits of mobile systems should be
evaluated against users' contextual needs and that reduced dependence on time and place required
providing service at any time and place needed by the user. Mental costs or costs of learning to
use the system, however, may not be evaluated in the same way, because system use and learning
about it are acts with different contexts. Our findings advance knowledge of IT adoption and
suggest that we should start to identify the contexts of both the benefits of use and in learning to
use the system.

Full Text: 2

3. Title: Towards an understanding of the consumer acceptance of mobile wallet
Author(s): Shin, Dong-Hee

Abstract: This study seeks to validate a comprehensive model of consumer acceptance in the
context of mobile payment. It uses the unified theory of acceptance and use of technology
(UTAUT) model with constructs of security, trust, social influence, and self-efficacy. Structural
equation modeling is used to construct a predictive model of attitudes toward the mobile wallet.
Individuals' responses to questions about attitude and intention to adopt/use a mobile wallet were
collected and analyzed with various factors modified from UTAUT. While the model confirms the
classical role of technology acceptance factors (i.e., perceived usefulness and ease of use are key
antecedents to users' attitude), the results also show that users' attitudes and intentions are
influenced by perceived security and trust. In the extended model, the moderating effects of
demographics on the relations among the variables were found to be significant. The proposed
model brings together extant research on mobile payment and provides an important cluster of
antecedents to eventual technology acceptance via constructs of behavioral intention to use and
actual system usage.
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Full Text: 3

4. Title: Understanding customer satisfaction and loyalty: An empirical study of

mobile instant messages in China
Author(s): Deng, Zhaohua; Lu, Yaobin; Wei, Kwok Kee; Zhang, Jinlong

Abstract: With the rapid development of mobile technology and large usage rates of mobile
phones, mobile instant message (MIM) services have been widely adopted in China. Although
previous studies on the adoption of mobile services are quite extensive, few focus on customer
satisfaction and loyalty to MIM in China. In this study, we examine the determinants of customer
satisfaction and loyalty. The findings confirm that trust, perceived service quality, perceived
customer value, including functional value and emotional value, contribute to generating customer
satisfaction with MIM. The results also show that trust, customer satisfaction and switching cost
directly enhance customer loyalty. Additionally, this study finds that age, gender, and usage time

have moderating effects. Finally, implications for the marketing of MIM are discussed.
Full Text: 4

5. Title: An empirical examination of factors influencing the intention to use mobile

payment

Author(s): Kim, Changsu; Mirusmonov, Mirsobit; Lee, In

Abstract: With recent advances in mobile technologies, mobile commerce is having an
increasingly profound impact on our daily lives, and beginning to offer interesting and
advantageous new services. In particular, the mobile payment (m-payment) system has emerged,
enabling users to pay for goods and services using their mobile devices (especially mobile phones)
wherever they go. Mobile payment is anticipated to enjoy a bright future.In this paper, we
reviewed the relevant literature regarding mobile payment services, analyzed the impact of
m-payment system characteristics and user-centric factors on m-payment usage across different
types of mobile payment users, and suggested new directions for future research in this emerging
field. To analyze the adoption behaviors of m-payment users, we proposed an m-payment research
model which consists of two user-centric factors (personal innovativeness and m-payment
knowledge) and four m-payment system characteristics (mobility, reachability, compatibility, and
convenience). We evaluated the proposed model empirically, applying survey data collected from
m-payment users regarding their perceptions on mobile payment. We also attempted to categorize
m-payment users into early and late adopters and delineated the different factors for these two
types of adoptors that affect their intention to use m-payment.The results indicate that the strong
predictors of the intention to use m-payment are perceived ease of use and perceived usefulness.
All respondents reported that the compatibility of m-payment was not the primary reason in their
decision to adopt it. Interestingly, our findings indicate that early adopters value ease of use,
confidently relying on their own m-payment knowledge, whereas late adopters respond very
positively to the usefulness of m-payment, most notably reachability and convenience of usage.
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Moreover, late adopters' perceived ease of use is influenced by personal innovativeness, which can
probably be best explained by the fact that innovative late adopters are tech-savvy and feel
confident to use mpayment technologies for their needs.Our study will assist managers in
implementing appropriate business models and service strategies for different m-payment user
groups, allowing them to exert appropriate time, effort, and investment for mpayment system

development. Our study also provides directions for future mobile payment-related studies.
Full Text: 5

6~ Title: Understanding consumer acceptance of mobile payment services: An empirical analysis
Author(s): Schierz, Paul Gerhardt; Schilke, Oliver; Wirtz, Bernd W.

Abstract: Mobile technology has become increasingly common in today's everyday life.
However, mobile payment is surprisingly not among the frequently used mobile services, although
technologically advanced solutions exist. Apparently, there is still a lack of acceptance of mobile
payment services among consumers. The conceptual model developed and tested in this research
thus focuses on factors determining consumers' acceptance of mobile payment services. The
empirical results show particularly strong support for the effects of compatibility, individual
mobility, and subjective norm. Our study offers several implications for managers in regards to

marketing mobile payment solutions to increase consumers' intention to use these services.
Full Text: 6

7~ Title: Understanding customers' loyalty intentions towards online shopping: an
integration of technology acceptance model and fairness theory

Author(s): Chiu, Chao-Min; Lin, Hua-Yang; Sun, Szu-Yuan; Hsu, Meng-Hsiang

Abstract: As with any other information system (IS), the success of online shopping depends
largely on customer satisfaction and other factors that will eventually increase customers' loyalty
intentions. This article integrates two major variables of technology acceptance model (TAM),
trust, and fairness to construct a model for investigating the motivations behind customers' loyalty
intentions towards online shopping. The hypothesised model is validated empirically using data
collected from 311 customers of an online shopping store. The results indicated that distributive,
procedural and interactional fairness were strong predictors of trust, which in turn influenced
satisfaction. Distributive fairness and interactional fairness exhibited significant positive effects on
satisfaction. Perceived usefulness and satisfaction influenced loyalty intention towards online
shopping. Perceived ease of use acts indirectly on loyalty intention through the mediating effect of
perceived usefulness. Implications for theory and practice and future research directions are
discussed.

Full Text: 7

8. Title: A literature review and classification of recommender systems research

Author(s): Park, Deuk Hee; Kim, Hyea Kyeong; Choi, Il Young; Kim, Jae Kyeong

Abstract: Recommender systems have become an important research field since the emergence of
the first paper on collaborative filtering in the mid-1990s. Although academic research on
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recommender systems has increased significantly over the past 10 years, there are deficiencies in
the comprehensive literature review and classification of that research. For that reason, we
reviewed 210 articles on recommender systems from 46 journals published between 2001 and
2010, and then classified those by the year of publication, the journals in which they appeared,
their application fields, and their data mining techniques. The 210 articles are categorized into
eight application fields (books, documents, images, movie, music, shopping, TV programs, and
others) and eight data mining techniques (association rule, clustering, decision tree, k-nearest
neighbor, link analysis, neural network, regression, and other heuristic methods). Our research
provides information about trends in recommender systems research by examining the publication
years of the articles, and provides practitioners and researchers with insight and future direction on
recommender systems. We hope that this paper helps anyone who is interested in recommender
systems research with insight for future research direction.

Full Text: 8

9. Title: Genetic algorithm based neural network approaches for predicting churn in cellular
wireless network services

Author(s): Pendharkar, Parag C.

Abstract: Marketing research suggests that it is more expensive to recruit a new customer than to
retain an existing customer. In order to retain existing customers, academics and practitioners have
developed churn prediction models to effectively manage customer churn. In this paper, we
propose two genetic-algorithm (GA) based neural network (NN) models to predict customer churn
in subscription of wireless services. Our first GA based NN model uses a cross entropy based
criterion to predict customer churn, and our second GA based NN model attempts to directly
maximize the prediction accuracy of customer churn. Using real-world cellular wireless services
dataset and three different sizes of NNs, we compare the two GA based NN models with a
statistical z-score model using several model evaluation criteria, which include prediction
accuracy, top 10% decile lift and area under receiver operating characteristics (ROC) curve. The
results of our experiments indicate that both GA based NN models outperform the statistical
z-score model on all performance criteria. Further, we observe that medium sized NNs perform
best and the cross entropy based criterion may be more resistant to overfitting outliers in training
dataset.

Full Text: 9

10, Title: Relationship quality, community promotion and brand loyalty in virtual communities:
Evidence from free software communities

Author(s): Casalo, Luis V.; Flavian, Carlos; Guinaliu, Miguel

Abstract: The Internet has favored the growth of collaborative platforms where marketers and
consumers interact to develop more engaging products and services. These platforms are usually
centered in a specific brand/product and their members are linked by a shared admiration to that
brand. This paper analyzes one of the most powerful online collaborative platforms, the free
software (FS) case, which involves a lot of virtual communities developed around products such
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as Linux or Android, the new Google's mobile operating system. Our purpose is to determine
some of the main antecedents and consequences of the consumer involvement in this type of
communities. Results have shown that satisfaction with a virtual community may increase the
level of consumer participation in that community. At the same time, a greater identification with
the virtual community may increase indirectly the consumer participation thanks to the
enhancement of his/her satisfaction with the community. We have also found positive and
significant effects of consumer identification and participation on the level of community
promotion. Finally, positive and significant effects of consumer participation and satisfaction with
the community on loyalty to the FS were also found. These findings allow us to conclude some
interesting managerial implications.

Full Text: 10

11\ Title: Mobile word-of-mouth - A grounded theory of mobile viral marketing

Author(s): Palka, Wolfgang; Pousttchi, Key; Wiedemann, Dietmar G.

Abstract: Mobile devices as personal communication tools are used as platforms for viral
marketing within existing social networks. Although there is some evidence on the usefulness of
mobile viral marketing from the marketers' perspective, little is known about the motivations,
attitudes, and behaviors of consumers engaged in this marketing instrument. The purpose of this
research is to better understand the motivations behind a consumer's decision to engage in mobile
viral marketing strategies. The outcome is a grounded theory of mobile viral marketing with
respect to the consumer and his social network, decomposing the mobile viral effect and
identifying the determinants of reception, usage, and forwarding of mobile viral content. This
result helps researchers and marketers to better understand the critical components of mobile viral
marketing strategies and prepares the ground for further research in this emerging field.

Full Text:11

12, Title: In-store consumer behavior: How mobile recommendation agents influence
usage intentions, product purchases, and store preferences

Author(s): Kowatsch, Tobias; Maass, Wolfgang

Abstract: Product information given in purchase situations influences purchase behavior. In
online purchase situations, the use of recommendation agents increases the value of product
information as information becomes adaptive and thus more relevant to consumers' information
needs. Correspondingly, mobile recommendation agents (MRAS) may also increase the value of
product information in bricks-and-mortar stores. In this sense, product information is not only
adaptive but can also be requested at any place such as in front of products consumers are
interested in. Because unprecedented, we investigate the use of a MRA that is virtually bound to a
physical product via an RFID-enabled mobile device and provides product information. Based on
Theory of Planned Behavior, Innovation Diffusion Theory, and Technology Acceptance Model, we
develop a model to better understand the impact of MRAS on usage intentions, product purchases
and store preferences of consumers. This model is then tested in a lab experiment (n = 47). Among
high usability scores, results indicate that perceived usefulness of a MRA influences product
purchases, predicts usage intentions and store preferences of consumers. Thus, new business
models for retail stores can be considered in which MRAs satisfy both the information needs of
consumers and the communication needs of retailers.
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Full Text:12

13. Title: Factors affecting consumers' responses to mobile advertising from a social norm
theoretical perspective

Author(s): Soroa-Koury, S.; Yang, K.C.C.

Abstract: As mobile technology continues to diffuse, the numbers of mobile subscribers continue
to grow. With a high penetration of mobile subscribers in the United States, the mobile phone and
network is promptly becoming a feasible marketing channel as mobile phones facilitate the
exposure to advertisements deliver through a variety of mobile technologies. The purpose of this
study was to examine whether misperceptions of social norms of mobile advertising play any role
in predicting consumers' responses to mobile advertising. The study used a questionnaire survey
method to measure mobile users' attitudes, perceived usefulness (PU), perceived-ease-of-use
(PEOU), and adoption intention of mobile advertising. A total of 343 college students from a large
southwestern public university were recruited to participate in this study. The study demonstrated
that misperceptions of social norms predicted consumers' perceived usefulness (PU) and perceived
ease of use (PEOU) of mobile advertising. Both PU and PEOU are critical variables predicting
consumers' adoption of technologies. The study also found that PU predicted attitude towards
mobile advertising, whereas PEOU did not predict attitude towards mobile advertising. Lastly
attitude towards mobile advertising significantly predicted the intention to adopt mobile
advertising.

Full Text:13

14, Title: Exploring individual personality factors as drivers of M-shopping acceptance
Author(s): Aldas-Manzano, Joaquin; Ruiz-Mafe, Carla; Sanz-Blas, Silvia

Abstract: Purpose - The purpose of this paper is to evaluate how personality variables related to
technology (innovativeness, compatibility and affinity) can modify the influence of classical
technology acceptance model (TAM) variables on behavioural adoption intention of mobile
shopping.Design/methodology/approach - The impact of innovativeness, compatibility, affinity,
TAM beliefs (ease of use and usefulness) and attitude on mobile shopping adoption is tested
through structural equation modelling techniques. The sample consisted of 470 Spanish mobile
telephone users selected on the basis of convenience.Findings - Data analysis shows that the effect
of perceived usefulness and, in a minor degree, perceived ease of use are over dimensioned if
personality variables are omitted making intention formation to be perceived as more rational than
it really is. Personality variables (affinity to mobile telephones, compatibility and innovativeness)
have a direct and positive influence on the intention to engage in M-shopping.Practical
implications - This research enables mobile shopping agents to know what aspects to highlight in
their communication strategies to increase the M-services adoption rate. The complementary use
of the mobile and the internet is recommended since the similarities between both methods may
favour the acceptance of distance shopping systems. Mobile services should not be simply
designed as easy to use, but also as an enjoyable experience.Originality/value - Despite the
importance of personality factors on mobile shopping adoption, they were explicitly ignored when
the unified theory of acceptance and use of technology was formulated. This research does not try
to propose an extension of the TAM model, but analyses the degree in which the explicit rejection
of personality variables could impoverish its performance.
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15, Title: An adoption model for mobile banking in Ghana

Author(s): Crabbe, Margaret; Standing, Craig; Standing, Susan; Karjaluoto, Heikki

Abstract: The impact of social and cultural factors on the adoption of technology still requires
much research. To investigate it more fully, we examine the reasons for the adoption and
non-adoption of mobile banking in Ghana. Through a survey of 271 people in Ghana, it has been
found that social and cultural factors in the form of perceived credibility, facilitating conditions,
perceived elitisation and demographic factors do play a significant role in adoption decisions. It
has been found that elitisation of technology and services can be a positive influence for adopters
whilst being a negative influence for non-adopters. In addition, perceived credibility and
facilitating conditions also influence attitudes towards the technology. When these factors are
added to a range of demographic factors, the impact of the social and cultural features of the
context of studies can be seen as significant.

16+ Title: The role of (personal) network effects and switching costs in determining mobile users'
choice

Author(s): Pablo Maicas, Juan; Polo, Yolanda; Javier Sese, Francisco

Abstract: Network effects and switching costs are two major economic forces in information
technology industries. Although the consequences of these mechanisms on competition and firm
strategy have been well documented in the literature, research on their impact on customer
behavior has received less attention. In this study, the authors investigate the role of personal
network effects and switching costs in explaining customer choice in the Spanish mobile
telecommunications industry. Personal network effects are present when an individual user's utility
increases more when some individuals adopt (social network) than when others do. Switching
costs refer to costs associated with the process of switching from one provider to another. In
addition, this paper studies the drivers of personal network effects and switching behavior. The
results reveal that personal network effects and switching costs play a key role in determining
mobile users' choice: the probability that a customer selects a mobile phone company increases
with the number of members of her social network already subscribed to that firm, and switching
costs are significantly present in the mobile phone market making switching providers costly.
Concerning the drivers of both mechanisms, the authors find that relationship characteristics
(length, depth and breadth) and demographics differently affect personal network effects
perceptions and consumer switching behavior. Implications for decision makers are discussed.

17 Title: Mobile marketing research: The-state-of-the-art

Author(s): Varnali, Kaan; Toker, Ayseguel

Abstract: Rapid proliferation in the business potential of mobile marketing attracts researchers
from various fields to contribute to the growing body of knowledge on the phenomena. Although
the literature on mobile marketing is accumulating, the stream of research is still in the
development stage, hence is highly inconsistent and fragmented. This paper aims to organize and
classify the literature on mobile marketing and assess the-state-of-the-art in order to facilitate
future research. The review covers 255 peer-reviewed journal articles from 82 journals published
between 2000 and 2008. The resulting framework summarizes the progress in mobile marketing
research and provides future research directions.
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18, Title: Visualization of interfirm relations in a converging mobile ecosystem

Author(s): Basole, Rahul C.

Abstract: The mobile ecosystem is characterized by a large and complex network of companies
interacting with each other, directly and indirectly, to provide a broad array of mobile products and
services to end-customers. With the convergence of enabling technologies, the complexity of the
mobile ecosystem is increasing multifold as new actors are emerging, new relations are formed,
and the traditional distribution of power is shifted. Drawing on theories of network science,
complex systems, interfirm relationships, and the creative art and science of visualization, this
paper identifies key players and maps the complex structure and dynamics of nearly 7000 global
companies and over 18,000 relationships in the converging mobile ecosystem. Our approach
enables decision makers to (i) visually explore the complexity of interfirm relations in the mobile
ecosystem, (ii) discover the relation between current and emerging segments, (iii) determine the
impact of convergence on ecosystem structure, (iv) understand a firm's competitive position, and
(v) identify interfirm relation patterns that may influence their choice of innovation strategy or
business models.

19, Title: Predicting mobile hotel reservation adoption: Insight from a perceived value standpoint
Author(s): Wang, Hsiu-Yuan; Wang, Shwu-Huey

Abstract: With the attempt of further supporting the overwhelming demand for reservation, a few
hospitality corporations have launched mobile hotel reservation (MHR) services. For the
acceptance of MHR by individuals is indispensable to the successful implementation of MHR, it is
critical for practitioners and academics to understand the factors influencing the adoption of MHR.
This study examines the adoption of MHR from the value perspective by proposing and
examining a new research model that can capture both gain and loss elements influencing
individual value perceptions on behavioral intention to adopt MHR. Data from 235 usable
questionnaires, collected in Taiwan, were tested against the research model using the structural
equation modeling approach. The results indicated that perceived value was a predictor in
explaining the customer's adoption of MHR. From the benefits point of view, perceptions of
information quality and system quality were the two critical components significantly influencing
perceived value of MHR. On the sacrifice side, the effects of technological effort and perceived
fee on perceived value were significant. This study will be helpful to researchers in developing
and testing MHR related theories, as well as to hospitality firms in understanding individual value
perceptions of utilizing MHR and implementing successful MHR system to attract more
customers. Theoretical and managerial implications of our results are discussed.

20, Title: Dynamics between the trust transfer process and intention to use mobile payment
services: A cross-environment perspective

Author(s): Lu, Yaobin; Yang, Shuiging; Chau, Patrick Y. K.; Cao, Yuzhi

Abstract: Many Internet-based services have already been ported to the mobile-based
environment, embracing the new services is therefore critical to deriving revenue for services
providers. Based on a valence framework and trust transfer theory, we developed a trust-based
customer decision-making model of the non-independent, third-party mobile payment services
context. We empirically investigated whether a customer's established trust in Internet payment
services is likely to influence his or her initial trust in mobile payment services. We also examined
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how these trust beliefs might interact with both positive and negative valence factors and affect a
customer's adoption of mobile payment services. Our SEM analysis indicated that trust indeed had
a substantial impact on the cross-environment relationship and, further, that trust in combination
with the positive and negative valence determinants directly and indirectly influenced behavioral
intention. In addition, the magnitudes of these effects on workers and students were significantly
different from each other.
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http://elib.cnki.net/grid2008/brief/detailj.aspx?dbcode=CJFQ&dbName=CJFQ&FileName=zgsm201309042
http://elib.cnki.net/grid2008/brief/detailj.aspx?dbcode=CJFQ&dbName=CJFQ&FileName=quit201203016
http://elib.cnki.net/grid2008/brief/detailj.aspx?dbcode=CJFQ&dbName=CJFQ&FileName=quit201203016
http://elib.cnki.net/grid2008/brief/detailj.aspx?dbcode=CJFQ&dbName=CJFQ&FileName=kjck201206016
http://elib.cnki.net/grid2008/brief/detailj.aspx?dbcode=CJFQ&dbName=CJFQ&FileName=kjck201206016
http://elib.cnki.net/grid2008/brief/detailj.aspx?dbcode=CJFQ&dbName=CJFQ&FileName=kjck201206016
http://elib.cnki.net/grid2008/brief/detailj.aspx?dbcode=CJFQ&dbName=CJFQ&FileName=zkds200602018
http://elib.cnki.net/grid2008/brief/detailj.aspx?dbcode=CJFQ&dbName=CJFQ&FileName=zkds200602018
http://elib.cnki.net/grid2008/brief/detailj.aspx?dbcode=CJFQ&dbName=CJFQ&FileName=sjdj201101021
http://elib.cnki.net/grid2008/brief/detailj.aspx?dbcode=CJFQ&dbName=CJFQ&FileName=sjdj201101021
http://elib.cnki.net/grid2008/brief/detailj.aspx?dbcode=CJFQ&dbName=CJFQ&FileName=zgsm201206069
http://elib.cnki.net/grid2008/brief/detailj.aspx?dbcode=CJFQ&dbName=CJFQ&FileName=zgsm201206069
http://elib.cnki.net/grid2008/brief/detailj.aspx?dbcode=CJFQ&dbName=CJFQ&FileName=dzkj201308006
http://elib.cnki.net/grid2008/brief/detailj.aspx?dbcode=CJFQ&dbName=CJFQ&FileName=dzkj201308006
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http://elib.cnki.net/grid2008/brief/detailj.aspx?dbcode=CJFQ&dbName=CJFQ&FileName=dzkj201110005
http://elib.cnki.net/grid2008/brief/detailj.aspx?dbcode=CJFQ&dbName=CJFQ&FileName=dzkj201110005
http://elib.cnki.net/grid2008/brief/detailj.aspx?dbcode=CJFQ&dbName=CJFQ&FileName=dzkj201311003
http://elib.cnki.net/grid2008/brief/detailj.aspx?dbcode=CJFQ&dbName=CJFQ&FileName=dzkj201311003
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http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=J157-253
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=J157-253
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=J152-1966
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=J152-1966
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=J152-1966
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http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=I139-296
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=I139-296
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=I139-296
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http://projects.cnki.net/DetailView.aspx?t=2&pc=534795001
http://projects.cnki.net/DetailView.aspx?t=2&pc=534795001
http://projects.cnki.net/DetailView.aspx?t=2&pc=534795001
http://projects.cnki.net/DetailView.aspx?t=2&pc=535854001
http://projects.cnki.net/DetailView.aspx?t=2&pc=535854001
http://projects.cnki.net/DetailView.aspx?t=2&pc=535854001
http://projects.cnki.net/DetailView.aspx?t=2&pc=537413001
http://projects.cnki.net/DetailView.aspx?t=2&pc=537413001
http://projects.cnki.net/DetailView.aspx?t=2&pc=537413001
http://projects.cnki.net/DetailView.aspx?t=2&pc=526589001
http://projects.cnki.net/DetailView.aspx?t=2&pc=526589001
http://projects.cnki.net/DetailView.aspx?t=2&pc=526589001
http://projects.cnki.net/DetailView.aspx?t=2&pc=527696001
http://projects.cnki.net/DetailView.aspx?t=2&pc=527696001
http://projects.cnki.net/DetailView.aspx?t=2&pc=527696001
http://projects.cnki.net/DetailView.aspx?t=2&pc=529428001
http://projects.cnki.net/DetailView.aspx?t=2&pc=529428001
http://projects.cnki.net/DetailView.aspx?t=2&pc=529428001
http://projects.cnki.net/DetailView.aspx?t=2&pc=529578001
http://projects.cnki.net/DetailView.aspx?t=2&pc=529578001
http://projects.cnki.net/DetailView.aspx?t=2&pc=529578001
http://projects.cnki.net/DetailView.aspx?t=2&pc=529963001
http://projects.cnki.net/DetailView.aspx?t=2&pc=529963001
http://projects.cnki.net/DetailView.aspx?t=2&pc=529963001
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http://projects.cnki.net/DetailView.aspx?t=2&pc=533186001
http://projects.cnki.net/DetailView.aspx?t=2&pc=533186001
http://projects.cnki.net/DetailView.aspx?t=2&pc=533186001
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http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=J157-563
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=J157-563
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=J157-563
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=J157-563
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=J157-563
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=J157-563
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=J157-563
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=J157-252
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=J157-252
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=J157-252
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=J157-252
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=J157-252
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=J157-252
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=J157-252
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http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=J157-294
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=J157-294
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=J157-294
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=J157-294
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=A002-1247
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=A002-1247
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=A002-1247
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=A002-1247
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=A002-1247
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=J152-1966
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=J152-1966
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http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=J145-664
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=J145-664
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=J145-664
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=J145-664
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=J145-664
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=J145-664
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=J157-556
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=J157-556
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http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=I144-100
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=I144-100
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=I144-100
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=I144-100
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=I144-100
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=I144-100
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=I144-100
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http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=J162-960
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=J162-960
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=J162-960
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=J162-960
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=J162-960
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=J162-960
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=J162-960
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=J157-651
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=J157-651
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=J157-651
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=J157-651
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=J157-651
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=J157-651
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=J157-651
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=J157-365
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http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=J153-52
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=J153-52
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=J153-52
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=J153-52
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=J153-52
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=J153-52
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=J153-52
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=J157-495
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=J157-495
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=J157-495
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=J157-495
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http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=J152-521
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=J152-521
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=J152-521
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=J152-521
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=J152-521
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=J152-521
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=J161-69
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=J161-69
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=J161-69
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=J161-69
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=J161-69
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http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=J157-464
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=J157-464
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=J157-464
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=J157-464
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=J157-464
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=J157-464
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=J157-827
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=J157-827
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=J157-827
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=J157-827
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=J157-827
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=J157-827
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http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=I143-630
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=I143-630
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=I143-630
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=I143-630
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=I143-630
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=I143-630
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=I139-140
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=I139-140
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=I139-140
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=I139-140
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=I139-140
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=I139-140
http://elib.cnki.net/grid2008/DetailHot/HotView.aspx?subCode=I139-140
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