S W dmEe Tk A GERER)

AR s MARKETING

2022.1

T ™ i (Yt e 5800 : 5k 1 2 A i

XA TEH R

RARIE

[  E]MAESEHAGRBA I 7 5 X ek 2R, 2% B3 AR A& bk B IR A9 HURAL K,
HRMEFHXCERA LA FREFHEF, HF LA TEALE R SPA RGN, WEFTFRA
L, K B 2 AR A AR X T A e AR B A s A b B SR EE T AR v AT B P S i R AR R R
A2 A B GINA F LA F (AT L5 B RZ THE L= Z SR(MAR DU = o) 25 5 AT & HeF
AR TR B RZBELLREREG A, MAFTAL, FLEREE R REHCEET S,
s 2 E R AIRF I I & A ST B A B A RSTEmA S ARN AL, i 3 A EE, AR AI: (1)
FILEBEZ T DS =B 5 BN ;Q)F L= BEM R ALE S EPANG e TR
SR Fo S E RS RTE | R AR T A % AL R B8 P AR s 3)ik e R AA T F
IR CEER, FmBat SRS S LA, RAAHAEF L5 R maor ., ARt
FASTEA A R EF THE CEER SHARACEEARF AR LML, m A HEE A

7 RN F L= el B Fo il e A M A ST L7 5o RBRSH F A E20) FEREL

[X B WA)F =R CREZ SHEITAR; NS TR BN

[EHEBA X &2, Bh X FLFFRFRINHIT, MEEFIF(ER 400715, ELRFERFRLIY
FERASWEE W AR, L ERFERF R, WA SR, E (L 200433); KRR GRIRAFH),
P EAABER FRFS EEFREIFUL, M EAFIF, HE(ELT 100024),

(B3 4k )% 2% ) (% ),2021.8.171 ~ 184

(&R B R 8 A4 545 B (71832002;71902002); 2 F 2RA A5 25457 B (18YJC630096;
19YJ630210); % 64 3t + B &5 3 L 2 & LR B (2018M640347); % 13 P B L5453 F 80 A
(2020T130102); % & K 5 P Sk A b 4 9% & & &5 40 B (SWU2109208).

ElE

B A P BRI B AE 7 05 2 R, A
OB T AR BN ER AR IR e 5 &=
TSR, AR 22 (7 iR I RLAR B BRI RN T
P A BRSSP it JROBOR A g , A2 7 A A
1, AR Rt BORBGR ) (H5 B[Rl A i A v
T TR T SV <y L1 O 5 B | B 2 O I A o R
I 553 B BRI . Norton S5 Fuchs
SFUREFEIN N A A AR A A TEAZE T R,
HLAR AN T 2R 35 i i 2 " A e TEP
ARk, FELe ] R B AR S AR T A, BRI T
A PRUES 2 T IATAE o e [ = A i dh B fy
A PR R T 5 S A BT R A W R -5
B P KRR 55 . BELedll o TR I T

‘14 -

(i1 AN YRR SVl b TR B ol s S = =31 i
“OiFTHIESE R T T A R T ok 2
TH A AT AR B, AN AR S v i K
I HALA SR A SRR, St b TSN
PO IR 27 AR i HAR R IR AR AL 4E 3
LA BT 7/ I (E NP5 /5 s R W B A BV Y &S N N B 1
T B A 7 AR e A TR R T8 5 B RAE T 45 52 4
BT AT I RS

Fuchs 8“5, F 177 f(the handmade prod-
ucts, THP)Z FIT A% 2 F-HLHI 7= i (the machine—made
product, TMP)L1-Ji 9% 25 A7 5 155 %) 14 3K 58 S AN S A
B RO E IS A E 20 %" I 4 A
RO HERR 1557 7 b i MR el MR 525
BAPERE . ZM R AR TR A — e iR ) 3



WAFAE AR GE I )T, PRI AT LA DU i
B U T TR A K 2 B S BT o D R B
7P RIS 2 SCIA AT B SR A I S R SR R
“TEAET ML E A %R T T 57 8T
B IR T AT e A TEIRASON ; T 2 B R () S
BN T 3 SR AR B R AR
TR B RS, DR AT AR b o RS RIS &
B, TCie R LS B 2 SR T UL Y
F 17 5 B S M A OB 4 Wi
EEBRES, LEEERES, M Kamleitner F
Feuchtl 5% &, IR ER SR LIH P8 1 D IRET A
B, PETT 2 B0 T 938 10 O BB B2 7= A R Y
72 b P B S R s [R5 5 | S 2 % O PR
LA I TEAS 91 0 RURS: | TR JE 1 A A PEA D
TR DRSS O R B 9 B R R Y
BRI SE SRS, FRAICTH 2% 10 = i R A S A s . It
H, OHESE TN T, T B FE AR, PR
INFIGEIR A — e R L m 2 D ERE 7 0]
FFREE , I 223 s M T T8 86 T 1™ S PR A
ST BTSSR BIHLHA T LI RS g
FIBIFSE I, A O A T A AN SRR 5

S Ek B SRR

MarkoffIFFEIA R , Bifi 5 A 7= 5 A R 4 v A
TG IR R Z2500™ b 2 e BEA U AL sl Y
BEAAE ™=, T T 3 7 o ROk D B A
UFIE TGRS o AU A 7= B F57 8h 4 TR
A TIOKRE A B— 1 T AR s Hrh—iE s>
BOLE TIp, A Reim 7 i i e HAR ™ A
L3 A 1 Y A ) BT S = ety s WA = ) I 1]
F A= AR A = B BORS TE Z E TA FE A
TTE 7 i PR A P R DR T 55 B0 o
o T e e = E A A REE Ll
A BE , AMUA = RCR AR AN A 7= A g, i HLAE =
T WATRE . (BT TR B iR R A ™
AR IR AT A R B AR e, 9
A E 5 Z A T 2 B 52 H TR
FEAE S i P AR o 2 0 YRR IR, (H R U
IR A SO -7 i " A E 5 Fuchs S8 —4,
F BRI P 8 i NP E AR BB R T
Tl B, A — 5 TR AT Tl ™ i 2 43k
w5 — 7 THREE T 2 TR R A R AR

§R FOR
¥R FOR s,
o 4,

- FEA (B | W

MARKETING AR

2022.1

MEZ LA LA E ™ e e e T L Las il e,
R 9057 55 LA A0 L sy B
VAR B AT U AL Y e T 2 57 shBE &
PRIE NS BAT Y B A1 8% 1R R IR S . Argo
407 Harword Fl1 Gengler”' Newman I Bloom! /[t
WAL G BREIAR , A B fit 2 7 A AR G000, e
HIE B AT WS | 7 00 H AR i 2 7 A BRI W
Norton 5 Bendapudi I Leone'™ Buechel 1 Janisze-
wskil B B S5 SIS I T 9 HC 2 530 T
AR A AR ST B T R A A e
FITBET T 72 S B 80 5 Fuchs 25900 “ 2 " BB IA N
T B T B 7 L L A B e 3K
IR IR, S D O B R AR A
AT % Kruger 55 H 955 )0 R B IA
N AB AT R R Tl R
ST Z NG T R D) R ] 45 e TR M s
HLOZ RO A T RIS AT IR . A, Hasford
SEBESOA T i A S L S 7 LR AR
S X AR RR R AR T IR A ™ A= 1 S Y
TR 7 i ATAY . ZETCREIR] , X SE BB A B A
B (B WA BB BN, BN AR A e B
SR AR P B2 25 T AT AR
B I T 97 SR SRR 05 B B R
WORM T T A TEA T &R Z TR, Wi,
it ZORT AL A B ST R BET T  AE H8OE
OEEGINEN T T G N RO R 1T
BRSO PR S (mental imagery, MI)J2& 52 it
NS SR TRINTRA AN ST YNBSSy U G
TR OBRAL , WA LA T2 T a5 Fh s
A NAEY, OEER A ZREGE(E BT T
Bl FEMTEEA AT AL WML, 2maH 98 S AT A
R, CAUERY], CEER ) S AR
PR ARG S A JRE UMM I 7 7 i
THREBEHOE " N5 . IEERIOTSEA N , PR
HRTH I R SO AR SN REML
JEHIEAE™ Sl R S S (5 R B 5 A
BB A DR R AR R RIS, Mt A A
RIFHEDIHEZN I L OB WA TR
HER AR B OHERY, Escalas Fl
Luce™ SR8 A B, AHXT T HAlL O PR G E TH 2
B HA G AR T ] O B G A e ] 4. 0 3
B I HATEAROHEIUR . (B RE R ES

- 15 -



T
S M -2 N Al M2 )
C L HIHE- TEAGERR)
AR s MARKETING

2022.1

RN FES, BREINE B RS N T
LS UeE AR B A O, i HL O R AR
P2 A E BRI T 2 0™ i R I 22 2
OISR B E R T R SHAT G R, Y
LTSS LB/ S I P S N R N Y S QAR
MY D% 5 OB S I e A O B BT A AR
PR A B RIA P A 1 A B AN R
2. BFFARIK
()= E A =7 3 DO B R 5 i
AEXF T H 28 S I 1z R R BLAR AL e
F 1A PR R L™ i H W #a Z0P. Maclnnis il
Price®  Bone £ Ellen®™ . Escalas Fl Luce™*4EMF 5% &
B, ST SR E BABCE 2 2 5 R 2 (1 OB
G I 2 P B PR s i iR i o O
PR GANF T8 SRS GAHIRN R RS AR
S22 RN Ty =0, B s (5 B L TARICIC Y Jr
KA OHLRAE AR, OHELR S EAE M
AR, JF H g — M1 5 ESAT N
WA TAH R A A5 FIA AL PR SR, A4S
FREIEA B, A S A DRSO R F
KRR ER RIS ST BRI
Jo S R PR S O i R o e a] Set—
AR BEURDC RS S g e AU L
PR A TR R IE . Y A
TN, — e R P B R e , 5
TSN 2 B A BUm T, i B RS 4iin T 2.0 8g
G0 EE I AR B A Y T T
PR e 0 i B AR, P i B R 26T
PR BRSO T O R R e Y
RPN =2 0 5 LR AR L 7
B Z A B 2 A S A B R A A TR S R
BN, T 2R 07 it A T B 2 R AR
PRI I SN, SRR A BRI S I P 2 1 iR 28
TS DT 170 5 U= sk L, i
THSAE AR T A T 2 R 2 TR
ST L IR A P B TR BLE R A,
HIBHE S A S G RIS E DR,
WG AR T B P i, A 2 5 T 2
EHIOPES . Escalas il Luce™ S5 0F5Y A3, OFRE
SRASE ARSI E L ARSI E T
PO A 7 i AR H AN TR A s T T2
B Z A AT BT ™ S i (o FACR H 3 sk

-+ 16

TAeHEsREE . TR LG B A S I o
B HA T 280 AR 17 5 a5 )
4R T i BB 5y e A B T AR O 3R
So Pail  ADPTR IR  AT N Bk

H1:AH AT “HL 5, F 17 m A S e &
HPEFALOHER  JF B Tt e

Gregory 25" Anderson™ Kamleitner Fl Feucht]
SEAR I, IR TR P S s . LS,
OHE AU SIETRIN 285 WA K R, 1 H 253
THPRE R i R W SR s T3k
AR 7 i R R i T S AR e
U ETTHN RSN E R . Oliver ) Mani
I MacInnis® S50 58 24 R B, PR S SR TH 2 4
PP o BRI TH B 4 i 6 b PR A e
FEA AT H 37 A A WS 7 dt i 4l ) A8 T
M T XX SEIR AR A AT B, A TR B
SRS FTERL I AT R e i T, OB 5 H R,
I H M T B i R s U L, B 5 7 A R
W2 , NI 23858 )™ SN, ASMLANE, Petrova Fl1
Cialdini® 530 & 3, O BB Z TR N T
Gy P T M R G 25 1 SR T 28 0 H A
A SCRFPERSEE . B3O ME BN T =M 5 A
FEIMTHARENS, OCHEELE TAFHEm
T, BURFAL LT 2 UUR T A EEE
i E BT AR P I BRI A e A e
A AR B OIS A 7 3 I e Z RO PR AR
Yo S A T A Sy R B T A S AR Y
SR PRS2 DTG 23358 0 225 0 7 At EAN R Ui
&, Mani Il MacInnis®” Escalas®WF47 & 51, 358
TP P R S AT ) O R SR 2
Xof E bR i )RR A2 T R R . BB Ay R
W R TG R T 2 SRR RPN I B B 1 S
PRI, Hitl  ASBFFEER T A AR

H2: DR R 2RI 2 E 7 s B R EL
OB AL A 7 7 B2 7 s A0 TR T Ay
YERL.

AR AT BN AR BE AT O B N 7
Tt O B TG0 SR DATH 2 S AL P A R 0 B
TGN il T O A5 | 43 38 40 T AT BRI 3
GARBPGPN R, DEITGR A SRR T
H AT B, MO B2 B BT [ AR BhAIL,
PRt = F AEEAS TR 3R SAIL ™



QQUBEES JOHTA AL TR S

F 1= 55 B BEfY O PR S Sl D HT A
BRSO 7 Rl B . OB AU H 2
H B IRIETHSIHLITIR S Y, B FR$E T (self—enhance)
SRR R I TR SRRV A B AP R Y B TR
LS ﬁ*y(psychological ownership, PO)%E"E‘ AN
XL AR S s AR A AR Ek H AR
B EIE H O RO HRIRAS”, Hh 23 L TR RRAL
REIRGFR ™, B T A AU E T A AL,
BARIA A EGE A A X BRI A 45
TACF NG LS SEAL , I B A o A AR 4 5 T
OIFTA AR X B R4 ek A R
RBIRSF AL, Fo M A ORI, (A J
SRS R AZ O, 8 3 1 s A5 1] 1 o A FIUAS I
N SE IR AR R A AU R B S O BRI A ALY,
Peck F1 Shu™SE0F5Y A& B, 18 1 fi 45 2 42 o] LI & 18
FE LD PR A AL, T Kamleitner 1 Feucht!“WF55 1A
R, DRG] DL R R IR, B A S
HG BT ATE GRS AN T2 DR ZIE L OB A AL
PYEEEHTA . T T S i R R S I 2R 1Y)
BN, RIHAJIIN T A AL S8 I 2% 25 1 DT,
A7 RO R R H S E R DEPTA R e
AWFIERIN OB B AR B2 1 3R 9 #0061
R BB, [R] B, Kamleitner F1 Feucht! W 5% %
B BRI AT KL 2 G SR TH 95 8 H bR 7 i 70 B
RO, 7O AR AT 25 1 5 7 2 7 10 SO BB . A it
R PRGBSO FHU 5 M e/ M A 2 Al A T 2l
B A R R, AR R A R

H3 DI R B e O B A AL

HA4 0 BT A AL 2 B S e 1 2 0 07 i
U U S B BT A A S A T A O BE S
XF 0™ fl s A R

G UHLER SO A 7 e

F 5 B ) O B S Al o O B
A JRRBEAGE B 7 R e N AR . O B
PeE I AROAP ST BN, H RO (self-protec-
tion) 248 PRAP U (Y I FRABE A& LA S 8 527 UM 2 1Y
FE, OB 2 4 I (psychological security , PS)J&
i — Tl DTN AR P b B B R BAE O A2 H
FH AR , R e — > AT EACR & R T 2
JRReE !, ELAR I S5 A TR 2 U, SRR S A
S AT HE B A 5 RV A TR, K A8 Iy X s R A7

§R FOR
¥R FOR s,
o 4,

- FEA (B | W

MARKETING AR

2022.1

FIBTC IR, T ERI Nl A R T et
PRI XU , RECLEG i RES 20 TH BB R N B e 2R
1R S KRS , B 55 8 A R N T B B e
W, PRI g B R a SR XU /MU, 6 ™ A T
Jrttgo SRR 2 O B2 A B 2l (E 73
WA AN TR SHUE R S e —E
FERE 1520045 11 2 5 (O B2 28 DR
SRR bR U IR 2 ek XU, a0 FR 2
IR0, Fo DB S A s Ay
RO (H R T B R BB O 22 2 T S
A SRS, PRI A S ARl I 2 2R 0 O B 52
Ao SRR EAREA A R A O HE S
ST S X7 5 P i SO ELE R L
B, PR AR KU A AP AR T A B DT A4 R A%
R E I FL T, T T 07 B 2 B
R IR AR PR, OB G 25 B ) S 2
LD [RI O B AR L B R
TERST T B Aems I ITTIRAEAR ™ i a0 R Bt
AHFFERR T AR -

H5 - DB SR 2 TH AR WA O B 2SR

H6 - 0 B2 A RS T AR R T 2 5 18 - 107 b
N F HoD B e R T D B
X P A BRI

Ay RGP 19 4

OHEZIE DL TR I RIS R,
T RTCIE R X A R ARG 2R i 2 R RR A AN T,
A EH AR DR R AR IR, DRI 27 Y
NGRS 2 RO S R A S AR e . AR
Y5 (cognitive resources , CR)J&EF8 “ P HE AN T 9.0
B o ANTESE R — I BEAE 55 15, AL AT TR 5 70
BB AT R A, IR BR A AN T AT BR A
GEISAT P o 53 B B AN [R) 37 Bl s ] — 3 B AN ) 7
TAT , LASKE SR e A e o it — HAA RN BE R A
o BEEC T FEAR S, BT Y RO 2 A A8 B AT R0m
T RGBS B 2 /e T B MR |
7 il A 5 TS B )2 BB E . AR I 2 B
SE I TR ARG AR 22 55 , ] LREA BT 08 70 =
INHI Y (high cognitive resource , HCR) FIMEG A I Ui
(low cognitive resource, LCRIRAS , A & /248 TH 9t & H
A TR BN IR, RERS HEA T A R N 15 s
TR P E AR IRED AN T RE A IR,
BT RN TG A AR 5

- 17 -



R FOR 57
o

S,
& “
3 X7
g m 2

Z  REARXH g

AR

miIHESH - T+ A GRighR)
MARKETING

2022.1

ORISR TR AL N T, 75 247N
FER TN IR, PR 243 28 A F s A R g ik
B A A SAREI TR DRS04
PR TN ARSI, 1 98 AL T4
ARG, M HIA R S 1A K T, Shiv
1 Huber™ i 1 FgHR RN THUEER SiHE R .
FAR VA JE M A S BRI 5 8 5 D EE R
B SRR AR RS AE B T 1 g i 7
%, IS EOH 23 DB L TR Xt 59T
BC R AH—2, RIC PR G 75 28 5 e 45 A AT
AHVCELA RE SR A AL A AR IR RN, (R, 7 5
NS IRRAS T, T 3 ARG 0 T it o 2R
B U HE N A P B T O B S  BEA IAJ4
BB IAE = 2R SN R ER A 35 T 9 4
PRS2 RN RCo BRI B, -1 10 7 A U 25500 5 1717 24 7
BB TGN BUR ST, T $ 8 1 O B R A
I, A ] TR T B A TR
XTEE O AR AR 25 A, DRI 9 5 TEAIR )
w R, FR, AR TE A A
Y7, BRAGIA SN BT IR 25 4i BR B B 2% A A T 3
B, MIH P B A T BN IR, ST T i i
HEAT IS T, NI R B B =5 5 1 A 3¢
AR IRR , 2 e s A AN T, M
WM B SesEE . I, Tt T2 = s B, A A
IR T s oA TR A O FE 4 JF R & O BT
ORI A R s A 500 5 TN TSR T % 5 &
ARG e A OB 48R o
SRR RN . L, AR LA N %

H7 2 3 2% 4 A0 9 R 25 049 HO6H 2 ™= b i)
MRS LN = 1 81 11h A1 S S Wt i VA

ZEA VAL SCHREE IR ST s, 4 A 1
TN A A AE QAR

LR IESERIZHRIE

1. E£% 1. F T ome)Eamag

(hsEsiit

SCG 1 H R T T S A

B IR

e SV =¥ HI H7

H3

BN o AT B Lk S0 2 TR S R S
WO, sE MR A5 AN RS ARFSCR T Wu
2 Soni 5 Koshy ™45 FBIFSE fifids , Bl LB e FE s
Wi A . ARSI ARy - 1 e SR LS 24
R H A TG A BT DL AT T s SR A I 4% Ll
S8 N SR BT SRS B “TF- T 7= i AT A28, 4k
BRI e 1) 10 280 i, Il i N 4548 -
R T VR R T ™ T AR L i A 3
{8 326 AR AN RaE L IR AR B4
T HEAT U A% PEAL R AR 1 % 51 (thought—list-
ing), Herb Az p= 0y OB AL, I 7= S 2 B AN 5 B
S TR B4R B AT ST A R SCAR ST
BT 2017 4F 3 HAEPIm R er S Em Al 5 1 28
AR T F T 051 R AT RE 2 A fir
DB BT SR ] 5 A, )
HIAE—ZEAT AR 0.5 JC AR M AYSEEZ 52500, b
KEEHEARF W =27 K A K LA
— AR AR R 2R), AT AR
BRI, SCREE RS Gt iR 2 H N T 18
XM EFNAET 5 38, FraAs i = i S a5 55
W IR O R R AR LR K A
AR TR R 2] eSS R
R U O 4 W RIS R o WS TS S
JEHEE T 10 25T itk g 7 W 45 {5 S48 SR i
i E M AG L L, B 4G 500g A« =47 K1 (4.99 ~
7.99 JT). 12 > %& “ T S 77 /M8 3k (6.49 ~ 12.99 TT).
“EAb L R ATEE(29.00 ~ 79.00 J0)% . HARFT%
AERE AP IR SER A HIE T HARE ) PPT,
2017 4 4 ARG AR ENHET 68 4
PO S IR A, O LS DAL RE AR, 2Rk
IRAE S BB F T8 PPT J5 A AR DA,
fE M HERR R TR AT, [ B TR ZE R A T 7= i
FEPEAR 45 o5 AT BEF 26 1T 22 Y AH DAL E (Bl gl A
HURZETE T ST 5 B B R T RB L2 B2 F O
JIEAR), LIRS R AR N, o AN TR SE S 2E0 v, Bk
T AR PPT S 3“4l F T “ B L AL a8 A4

DEFHR

H4

H2

THP vs TMP

> LEER
HS Ho
LEZES

PR

E1 #SEHSIESRER

.18 -



727 B AT AT $2 78 (the unpresented—message prod-
uct, TUP)AI, FoA B A AR 25 5. SEgb st Rt v skl
A BB 18] FALAAH ST , M 6 PRAR 45 5 K bk
ISR H A, R EOs A 10 SC AR TS5
il ZsdAramrer, ZEA S A 90R R
FR o A B S PEAE BE IR , e A sk
63 24 (55 2511 38), MM TR FIIAERE N M 4e=21.645 %
(SD=0.851).

Q)T IREE R

SPSS22.0 it 2R w10 25, F T
P AP RS AN LML 7= RS 7
&, BN 500g = 47 KB T T S A A (M=
8.850 JT ) Z ik i T “ AL 7 77 S (Mne=5.714 TG,
1(39)=9.158, p<0.05) AL 7R 7 il i (Mr=5.810 JT,
1(39)=9.184, p<<0.05), ¥ #i 5 43 5l ik F] 54.833% FlI
52.324% ;1 H te i 3 ot gy, il dn e = 427K
BTN N M 550 4=6.403 JT , i #1215 3]
38.216% [RIBFES S IR, B F= i AR AR 7= i
Z IR A 22 IR AN 35, (1N 5008 = 4" 7Kz
O 7= A AN B R B R 72 b A R (M=
5714 JC , Mwy=5.810 JC , t(40) = 0.386, p=0.701>
0.05), 3 H e T 73 M ZEAR M 51 =6.403
J0)e LEAT (R 1), 10 2572 0T FA xR Hl
P ST B UTRTE 21.827% ~ 54.833% 22 ], -1
W M N 39.874% , Horh “HR 5 A AL v = S5 551K,
AT IR R s A T AR R R AT B R
26.117% ~ 54.315% 2. [0] , V-3 1R K 38.002% , H
P R R v R S BRI T A s B A R
IR AR TN W RAE 26.301% ~
66.550% 2 1), *F-F1i th %k 38.873% , Hrfr e Ik 4))
SRIE“HREE RO AR P 4, A B Y FATE TR

§R FOR
¥R FOR s,
o 4,

- FEA (B | W

MARKETING GARTATs

2022.1

Ji o F T UL, R R ] — 2 T T AL
7 i AR S T N R T 40% .

RIS, B T A U TS5 B I AR R A 5 0
FFAA B D AL Tt R R T T A
FIZmAS A 1, “HLE = S g -1, HoAb AR R 0, 5
LA AT 93.253% , AN— B it Dy s Ve T
A IR O T [ Eot % A a1 2 W S BV T4 S < R
M TR I “HLE = A S 2 A LR
il AR AR & AR R = . filan,
TR A R R g T T i L RAR
AR T B e S A A R i
“EAAFHI R RCRAR 755 A = S A g
AR 3 ol ARG, BV 20 2 A AR 2 U R 2 i n 3.
AT XL AR B G TCRUE . I, DO
J KT 7 i ) il sy Qe A s PR A A
HE, 1 S e gl re A o 2 B AR
HSE6 1 X RIAERG IR T F T 7= i i 308 A ELAAL
INE, T AL SR AN 1T 4T, DR R 30 o 51
55 2 AT T S A s50ns i FhAHIL

2. R 2. F L miB M A % T P AHLH

(gt

S 2 AT H AR T TR S R0 Y
ZFEPAHLE], RIS 5 H1 ~ H6, 525 2 Prdkf
() S B0 T F S I 1 TR IR RS Y A L A . 1%
PR A (B A BRA B AT B, — &
P E A DF SEFRAE T TR . B Dfa T
W, — 7 e o A e b L S 2 N e 1L 5
SCARBIREE s 55— T A B R A LISRER R 4
TR, RIS T T MR, LR RN E
Ml BRI AR A TSR A Lt
A3 R =, BT S 2H (THP). “HLIRL 77 5 45 (TMP)

xA1 AEIEB = RNEITEE LR

> “« » = 1 s

KR mREA TESHOD %zgj *ﬁgg;” ﬁﬁg(;;” RN WIH%) B FEE))
1 CEATK 6.403 8.850 5714 5.810 38.216 54.833 52.324
2 TR /IME Sk 10.048 14.100 10.762 10.714 40.326 31.017 31.604
3 “HER R 44.387 62.550 46.000 46.190 40.920 35.978 35.419
4 “seEAE e H F 47.677 64.150 48.571 49.762 34.551 32.075 28.914
5 N2 7N 51.242 73.600 48.762 52.381 43.632 50.937 40.509
6  “HGHIECTTEYE 51306 64.800 53.190 51.381 26.301 21.827 26.117
7 = NI N} 91.790 120.400 80.429 82.381 31.169 49.697 46.150
8 AR A 53.306 71.050 55.286 55.095 33.287 28.514 28.959
9 “HiiRAE” 224 609.935 815.950 576.286 601.238 33.777 41.588 35.712
10 AR O 98.919 164.750 108.190 106.762 66.550 52.278 54.315

TE R (1) L QFG) A BPRAE T L X T A B S AR 77 b ) 3 1

+19 -



e
S M -2 N ALz e )
W HIEE- TR (GRIHR)
AR Hebros MARKETING

2022.1

FARSE R = S AL(TUP), 20 5 A BL A A T HE ALY 2
5= I IR DR AN K K 7 A A VA RE T L LA
P S8 H i 5 SR Ta A H i b s e A= Bl H A
R I B3l S s R R | iy n]
PR A2, Bl TE B b U5 ™ A A% 5
T L S R A R T2 SCAR R, 9 - T
PR S BZ T S AT R ERURR ML ]
PZ = S BAAALES BN T3 , R4S 7= fh g S
2 I RURH S R A S SRR BRI A T S A T
il S A R TR P 9 K 5e s NG HE
B e B R SR8 H A, I B0 15 ot
NERTSL2 5800, MR Vick-
ery TASZTE , B U A A AS DS i, BRI 2
S TR B S, B se A LASE i se i i
s . BT R AL R S AR
BN b At 5% 51 R R R D E B TR )
BB E L B T Sa M AAE SR IR T X TR Ad A
SRR , PRI AN REREAT 35075 T 3e 3 (1 LS8
M, 1 FALA B T 58 0 B IE™, A
W, I B S AN B SIS TR % SR P 0, A
PSS e ORI Ee S MWL EF 6 e TN
PRZZ AR . AN, N T HERR SRR A
UF A TP, s A FH G005 RT3 74 2 [
T . Horp 0BRGN i i 3SR FH A9 & Babin
5 Burns™ Xt Ellen 5 Bone™ .0y J 2 2 18 27 HY
B IERR, 4G = 4E 9 [A] A 7 w51 Likert 23 (151 40
“CYTRF FNIZ A T3k 0 2 S B Y A
7Y s SO BT AN &34 H Yeung™ Dyne Fll
Pierce” i FHIY 6 101 7 p50 Likert tm 22 (151 40 “ P /8w
FUKA R TR AY ™) ; O B2 AR e R R 4
AR R T AR I T 2 1) Do B2 Al 367 s A
BHUURIE R T 4k 8 [ 7 5 Likert F (0140
WS AR AR 22 4% ), T i R R O
U3 IR BT B ) R (3 < T ot < T A e AR
AR B R A FR AR B Bz A DR, Bk 7
Likert f 3. AN, AL H] 592060 1 R —FE,
T 2017 4 4 AEVU RS A IERICIRSE T 173 A8k
B, 7 SHER AT, SERR A R s, SR I
AL A TR . SCILE S , 2 AN
I, LT 55000 1 AR A R R S 19 44 Bk, fek
BN 154 £4(F 8014 74), M AT B F- I 4E 0 Ky
M 4x=21.597 % (SD=1.076)

+ 20 -

()L HaEh R

T, [GREERG 5A AL HE . SPSS22.0 {5 EEAGS:
MgE TR O ESR OHTAA BRI P22 428 Y
Cronbach’s o {E 4354 0.820.0.913 F1 0.793, 34k
TR 3Z (IRRIE 07007, PR IE ELA R4 A P 3 — 2K
PERITSEME . BOUETER T b R 30, O PR A —
HeHETE B B b R R R SR A n
T DI A = ANGERE 50 A A ek A TR] R
FVBURBIER 5 170 B2 A BN PN R BE , 430 ff o
JEFHE IR, B TIFASES 7500, PRIk 25
AN B HEA T E AR AL BRI I L As A AR A FE 5. [RIRs,
77 R AL B A 5 — AR SN AR DR S AT — PPAL A A%
AL, ¥ (I e 2 B U (B8R T 4 (AT 6 Y i
Wi/, A, T GEit O R RS T
O IR R S RS 1.1 0,

VR, BV . X FBE H1, ANOVA £
MEE T o, T T S S 2 F L 7= i Aok
PEIR 7 AR Ty 7 T R0 B R (Min=4.469,
Mune=3.437,1(100)=16.082, p<<0.05 ; Myp=4.469 , M=
3.534,1(105)=11.687, p<<0.05), IMii “HL " 7= i 5 K42
JRTE i Z (8] 9T 3 22 5 (Ma=3.437 , My =3.534 ,
1(97)=-0.249, p=>0.05), F IR 15 H1 Fi52 35315 2
ARG, MG TR . Tk H2, [b]
IH(F(2,152)=451.264, p<0.05)/3 M4k e s , bkl
]9 22500 B=0.865(t(152)=21.243,p<<0.05), ZEH.0>
PR I 2RI 2 1 s A R, R s
H2 (Y HTEER 19 B SO, H i A 0N AR T
JE R . [FI BUE TS5 B AR Ll N B BT A
AL D AT It 5 B GET T4 R o e 17
EEREE e NS Ih=e Syl Np R IR AR DN Ll e
RAATEM 46=2.036, M 42=-0.927,1(54)=7.058,p<
0.05), il HAG ARR M A FeAS F 58 b AR )
Tl 77 4% R IR R H A9 238 o 15 21 3%
THE PRI, B H1 A58 588 AT 500 S

PR, AR . FH T Baron Fl Kenny ™%
38 A RO B0 B 32 VIR, IR AR SCR AT Boot-
strap "PMKZIR /T RRIT o X 45 AR s A AR AL A 3
Jii , Z M8 Zhao %571 Hayes 42 Hi 1Y Bootstrap J7 &l
TR, BEBRASRL 6, FEAS IR A 5000, HURE J5 7%
SRR 2ZEMOE R AESBCA ik . G5 RANR 2
R CF I DR - T A AR
FRANIUN R/INA 0.163(LLCI=0.054, ULCI=0.262, A5,



G
& “

TiAE- TEA (Rith) | 9,

2022.1
MARKETING AR
*x2 FIF@RENVEH PR
e AR WONIE BRIERSE i pli 9% Cl

LLCI ULCI
HAERN  THP—PP 0.448 0.401 10.964 0.000 0.367 0.529
FARY THP—MI—PP 0.163 0.053% — — 0.054 0.262
THP—PO—PP -0.013(ns) 0.018* — — -0.051 0.021
THP—PS—PP -0.007(ns) 0.017%* — — -0.042 0.024
THP—MI—PO—PP 0.192 0.045% — — 0.113 0.292
THP—MI—PS—PP 0.046 0.023% — — 0.017 0.101
THP—MI—PO—PS—PP -0.002(ns) 0.016* — — -0.034 0.031
THP—PO—PS—PP 0.001(ns) 0.002 — — -0.002 0.004

T =5 (THP) O BERE G (MI) O BEAFA AL (PO) | U B2 2B (PS) L 7= fi i (PP) 35 45 A8 s s bR AL Bl , 355 o 4%

F RS 5 #24 “Boot SE” s ns REA T

& 0), BB H2 (0952505015 2GR, i,
fBis H2 158 588 S s “F T > OB S O3
A= S T2 fh— D B R D B
ST R AR AR KN R
0.192(LLCI=0.113,ULCI=0.292, A~ 7 0)Fi1 0.046(LL-
CI=0.017, ULCI=0.101, AN 437 0), Kt i % H3 ~ H6
WARRIARC R 1T T 77— D BT A =77
S R VR e IS ¥, S R TN | M AT
LIRS DI A A D B A i A
LHABP A BRI R . AN, TR T A g
J& T e 0 BN AT R 3, B
R K /N 0.448(LLCTI=0.367, ULCI=0.529, A&
0), HitizZ dErh A 3] 1R e

e SRR TR . St arirai R s, =4l
Pl i R S AL T R A AKCF AU B2
6] I TG 2 2 22 5 (Mnw=3.836, Mn=3.617, t(100) =
1.583,p=0.116>0.05 ; Mu=3.836 , My»=3.692, 1(105)=
1.052, p=0.295>0.05 ; Myy»=3.617,, M1s=3.692, 1(97)=
-0.542,p=0.589=0.05), ifij EL & R R 35 %0 L 42
(B=0.094, 1(152)=1.169 , p=0.244>0.05) . .L> ! it £ L
(B=0.039, 1(152)=0.483, p=0.630=>0.05) , .[» Bl 2 4= Jik
(B=-0.007,1(152)=-0.090, p=0.928>0.05) F1 "= {5
(B=0.093, 1(152)=1.157, p=0.249>0.05) 3] & it &
Wi, A A SRR T it AR (8 s [ i, =
2 B H DR P S AR G A T b A e EKF 2
M2 M) TC 8 35 22 53 (Minn=4.255 , Mie=4.128 , 1(100)=
1.014,p=0.313>0.05 ; My;=4.255 , My1y=4.096, 1(105)=
1311, P=0.193>0.05; Muy=4.128 , My»=4.096, 1(97)=
0.233,p=0.816>>0.05),, 11 /™ fits fl &5 1 %00 BT
A 14500 (3=0.158, 1(152)=1.977, p=0.060>
0.05) b, X 0> B 4 (B =0.096, 1(152) =1.005, p=

0.147>0.05) . /0> B %2 43 (3 =0.034, 1(152)=0.424 , p=
0.672>0.05) 1 7= ff % # (8=0.128, 1(152)=1.592, P=
0.113>0.05) ¥ ol E 5 . LA 5, B A
K, PR 7™ it A e 1) 1 552 et e AT RHERR o (R
SR ATIR XS T i 800 1) 22 E rh A AL EEA T
TRGE, o SRR R0, I, SR 3
FE R B 2 B IR IR H

3. 8 3 A He R AT B P AHUE] 6998 T AE R

(g it

SEH 3 Y S H AR S BN
T i AN Z B AHLEI TR I E R . TR
WFREEIE A IR , S0 3 Frid PR A SE 50 35 Ry v
E4h, ESSERENFAMT TR TN, EEE
S AL T 3R 55 B R LR R R TR
2 RREEG S EZEZAE . R 1 i R
BTN, FEAA ) it B2 Ry RN T 4 L S
R 337 )50 THP vs. TMP vs. TUP)X2(A%I%E
U5 :HCR vs. LCR). SE8 i 0y “FAT TR WINIRAE 10
B EFAARE G o ABET R S =0
— Yy, WAFARH B, QA Y 3R IS — A K E
45 MU LIRS ER] T B R ARE K. A —K, K
ATIEAE SR MR PRIAAE , B3R 2 S Uit &
NHRAEZREL . 59K, Tl b — ARy b [ 45
AFRYIRTS . MG BB 5 | WA
SABARFE PUEHZTRA A7 . SCge e A A
SR S S 2 — B, X R EE AN — R
B A S A SR s S g R R R —
SENHG IR RN s —J2ia FE G SCARIA RSk 2
AR ARV b R A I, PR A8 B R L 4e
SCAIA YRR AT BB 2 LT 2 0 T 17 ™ A G i 4
A iPAr . N BT A ERA R Shiv Fl Fedorikhin®,

« 21 -



FOR g,
SER O,
< 4,

-9 THmEW TEAGRIEE) 2021
AL MARKETING

Shen 45 Inman 5S8R I, R EREAFERE A
SRR R O AR R AR 3R 1 EHZE D), 9
INFIFEIRICAE 2 74 (12), AN IR C A 12 14K
(382910527186), I 2 10 7 il Likert ({5 40
“TRARME AR SRR R A 2% TR K AOHRS 1 25
X TG SR SCA I TR B It 2R FH 1) 2 2
907 s Likert SR(BIANF 2120, BIRZ 3 T
B SCA” R AR E LG SRR AR T 2017
A 5 ATEPI R ELEA TR RASHRZE T 378 £ 81
ORI TS0, T4 SR R, SR IO S 45 s
BT, SIS , 2Ky, T 55086 1
AHIF AR R SR 33 44 Bk, Al 345 44
(B 192/42 153), T P40 M 4,=21.681 %
(SD=1.030).

()5 as R}

B, R AR S B, (5T
2t 7 Won , %4 & ) Cronbach’s o 18 A7 F
0.769 ~ 0.937 Z[i] , K F A 232 (AR ifE 0.7007, &
WELA R R — S AT Sk Rl gl sr RpAs
T R R (A AT IR AL 4 2 T i A AL
5 AR DA HOYE B (Mocn=6.076 , Miuc=1.780, 1(343) =
75.370, p<<0.05), F B IA I R IR B A2 i D . itk
S0, T G, B 08 Fuchs ZE9IBFSE 07122455
X F T 5 (THP=1, TMP=— 1, TUP=0) F1 1A %1 %% J5
(HCR=1,LCR=0)474if5 .

HU AR IR R . ANOVA Giit 45 BoR,
Tl 5N IR Y A B RN B 2 (F(2, 339) =
33.765,p<0.05), Z& FATETH e B A A N o P
PR L7 i B 7 Al IR 2 7 i 1 O R
% % K (Muw=4.802, Miyy=3.144, My=3.874), 1fij
TESA AT PR T 2 % =28 i O a4
2% 5 0 AR (Mn=4.085, Mnw=3.231, Myp=3.632).
[, F T 7= 5 (F(2, 339)=327.210, p<<0.05) 5 IA 1%
JR(F(1,339)=33.765, p<<0.05) ) TRt 2. 35 . 1t
A, BUE 525 B BBl GO T AR 2 5]
iS5 M GEITEE R R, EARI IRz TARIA
UG 5 b 2 T 2 B AR (Muer=1.530, Mic=
1.141,1(343)=7.029, p<<0.05), AL ANt , =5 A0 7% 8
A PRGN IR 51 T 2L AE DR
B(Muc=1.970, M, x=0.904, 1(343)=14.136, p<0.05), Ifij
(BSINSIAel Y i et =N S e T an el S B 2
FHINBERIRRTE (Mie=1.379, Muer=1.089, 1(343)=—3.778,
p<<0.05). T UL, 4iH P F A 2RI R IR, B
B OB A R GG TS S A Y
INHTGEIRI | 28 5 O B2 4 A AR

PR, ARV RS . Hayes™ ) Bootstrap 157
6 MG R R, BB A B ARG 35 45
WR(ER 3), “F I DB - gm0 F 1
P B R D BRI AL — 7 f i A0 AL
P D ER OB R R =5

%3 ARPARZRE T F I @M e h N BRI
S HIAHIBER(HCR) IEARIBEIH(LCR)
AW
. ikt . T 95% Cl1 ) RIS 95 %Cl
Hom - woms PER w0 wmgr PER w0
SE LLCI  ULCI SE LLCI  ULCT
%i THP—PP 0294 0213 6519 0.000 0.172 0423 0587 0492 12.697 0.000 0431 0.743
x
el —MI— 6 — — 5 - - 6
Yo THP—MI—PP 0.192  0.069 0.127 0257 0.119 0.047 0.061 0.177
THP—PO—PP 009 b6 —  — 0021 0003 20 000s  —  — 0153 0.009
(ns) (ns)
THP—PS—PP OO o3 — — o006 0028 " o017 — — 0034 0074
(ns) (ns)
0.023
THP—MI—PO—PP 0243 0.118 — — 0.146 0.340 2 0002 — — -0.036 0.059
ns
THP—MI—>PS—PP 0089 0062 — — 0036 0.142 0.137 0113 — — 0025 0.229
THP—MI—PO—PS—PP _(()’0())3 0005 — — -0.009 0.003 _(3'0?4 0003 — — -0.009 0.001
ns ns
~0.004 -0.001
THPPO—PS PP 00 0008 —  — o012 0004 OV g00s —  — 0006 0005

(ns)

(ns)

P T2 5 (THP) O BE R MDD O BRIFE AL(PO) | U B 22 4 JB(PS) L P2 i s 0 (PP) &5 4578 B B lE bR AL B 355 b %%

FEAAS ;%0 “Boot SE” sns {RLFA

e 22



AR AN 430 0.192(LLCI=0.127, ULCI=
0.257, 4055 0).0.243(LLCI=0.146, ULCI=0.340, AN
& 0)1 0.089(LLCI=0.036, ULCI=0.142 , A5 0), H
A BEARAS B 2 5 MIAEARIA RN B P A A A B
GER R P T D G s s T
T DR G DI A = s i P AR
AR B, R RN 43 3 0.119(LLCI=0.061, UL-
CI=0.177, A~ 43 % 0) F1 0.137(LLCI=0.025, ULCI=
0.229, ALF 0), (B “F L= f— D E S — O BT
AR A B2 (LLCI=-0.036, ULCI=0.059,
7% 0), HAth A B ARt AN 535 . AS{Lan it , I
TRIRTH A B2 TR NV IR 9 5 T T s A
SN B T3 A0 B, B 0.587(1L1LCI=0.431, ULCI=
0.743, N7 0) KT 0.294(LLCI=0.172, ULCI=0.423,
AL 0), RIAMGAFE IR e E BRI TF TLER
YR A B e 2 2R3, i HA R A g R 2
FAWT Hhpr- i B2 R L. AT UL IAHTE R
AL X T T SR O B G 7 A A R A R VR
YRR, T EL2% T T il A0 38007 4 22 J P A 2500
AR, B IA AT Y B3 % S O P22
SR T AT R N R IR T B A S 5 RO B
AR RO HLITA AL

Bon , BB . SOt g R R, =4 F
TR B 7 S AR AR R 7 b ) i R AR
188 SCATA R R A5 i AR AT =2 TR A L 5 i 3 2
5 (Mi=5.685, Mrp=5.731, 1(236)=—0.708, P=0.480>
0.05; Myp=5.685, Mnp=5.659, 1(224)=0.362, p=0.718>
0.05; Myyp=5.731, Myp=5.659 , 1(224)=0.968 , p=0.334>
0.05), I FUB HARAEL 5 I ST A BRURG 56 & B,
) A A5ON] HA 2 (= A U - LLCI=—0.078, UL-
CI=0.129, B % 05 I IA MBI : LLCI=-0.043, ULCI=
0.072, 435 0), #H L, FLEZAN i i 2, 3500 K/
0.674(LLCI=0.495, ULCI=0.853, N5 0), fxli, ik
— R HAE AR A B 22 F P A BRI AG  , 5
W, R AL 28 AN LR TR A 3800 A 8 3 (LLCI=
-0.006, ULCI=0.137, % 0), Htnl WL, %4 Cikik
LB ANREB R T T S e RN 1R R R

MRLELEARBR

1. BFR 4%

(O)F L AR AN, I HAEAEZ B AL
il o AEXS TR RS i e LA KA i
T T T PRSCE B A AR H 590

§R FOR
¥R FOR s,
o 4,

- FEA (B | W

MARKETING AR

2022.1

K BV uKoK” MR A7 7= i AR EL TE 9 )
A NI T T g, Jh 4 AT
5 () SCAS RS, AT S 8 AN RN o FRER Fuchs S5
TR RS T T A S A
S P SRR (BT — Dy TR B R AL
N 5 55— AT TSSO 3 A 2 " SR L N R
FHBLE . A SCGl I = ANSEge o & B, T 177 Al
XFF B = SRR R = i o A= R
BRONE, T H DT 5% 5 A R AR 2 FE AL, B
S W E B e S b R e R AN LI T2 e
RIS TR 0 PR AR BT AL, It T
AU NV . Hayes 58 &I, Z 8 AL L
A HLTEAA BR A AR R DAL, R, T A0
Z PP A HIL B & BRGS0 TG B0 SR A T T 3500,
FEAEHIL A AR

()G P26 T T i i A 350 22 8 rh A L
Hl = A VE R . AT v A T
AR/ N v i e =05 ) [V N A T 09
Chaiken™ /5% & 3, INFN G IRKEAE—E R L veE &
MATBAAIN T AL SRR . DEEZENA
MIEE A EGINANE ), TN 23 K A
P52 S TR S B, T R T AR S e
TS HoO B S 10 g P B 4 5 i 24 2%
F NN TR = B, ANSOE AR T B 8 0 O3
1t H Rt 2 7= A 3 25 R i Y S50 3
WS R IR, IAFNTTIRAN L 2= s =177 ke g B
B AR ER T R 2
HAAILL , BS9SRI, AN
H Ml B OIS T H R 2 Ol e 25
ST AR T S T B A B WA BER , AN
SRS R D BRI GR , T HL 2[RI O B 4o
O IRFTA RO A AR . INFIEUR Y 2 BRI B
2L BT T 500 2 B A AL B A 2% A

2. AR R E L

(DHEHE TR, EERINAE = Ay — R T
WA R T F TR0 IR . DRI
2R B AL LB TE S o7 shEe B B
WRNIE AL L BRI A8 1 ) e =R S5 35S LA A
FEF TR s LRI T R A A — 2 B R
T ABWARFAE—E AL . ASONE TR E LIRS
PR AT 5T T TR0, G IA A8 LR A, 1
ST i T A 50N P ST L S I o R

« 23 .



T
S M -2 N Al M2 )
C L HIHE- TEAGERR)
AR s MARKETING

2022.1

1o ZIERMT ZE ARG, HAL T F TR AL
PR . Fuchs S5 T2 2 B LA Yi Al Anh™
St AL B e R PR A U A
SR I A T TR A (X SEIT T —T5
T " R 2 T EAA: s 55—y T R PR A
BN TASCHR 1 DB R D BT
L EER DRI R 2 E A AL, RO R
TFI RSO IR . =R THIEE
UREPENAE, IRl T 2B P A LR RIS . DL
RIS B R T S AR T T AL Y
SEMR, A SCRBIFSE A B, — 7 T AR B 2000 B
G AR BT S — I XA 2
H AL A IR VT DS IR A B A 2 Bk
— LU R T T T AR A B S FRAISE R

QRS |5, T RS R T 0
A BB EANE, OB T T . — R RZE
BOF T o R M T IR s AL R, A
I SCABHE A D S S, Rk AR T g a5t i0 £
PREY T RN ARAZ A T 17 5 BUAR R T 1™
MIRIEZIE ., — IR RZHT T AR KT,
AR AR, WAL a5 AR IR 2O R S A
AN, A SCABITE A T T dh 2 i i 25 1
SRR DT A AN A, (ELT R R B >
B S IS ST e O B R, BN JR T8
BP TR R A& T TS5
AT Al AR R S T A B T S B
TR TANAE, A RESC BB E 8 H .~
JVUHE I 2 BB IR . BT IR 2 I iR i 2
AR BRSO B R S 50 T 2 0 M
PR Ry A R OB PO T4 5 T 9 3 R R ¢
UL AN ks AR B R R L AT A RS2
AT R B eI SR AR R AR A T T Ok $
PLETIE AR A . R IH B BB 15 T
T BRI S T . T RRICIZ Y
ek, 2 RBESCIU B S, T 2 5 250 0 INH B T
TR SR A, S AR IH 3% T et - T
PR SCACRI R, [RIIE, 7R3 2% 057 ik,
A DL AR R TR RS B4 S T T A A by s
K TR0 R R B AT DA S R T
T R IR SR B A SO E AR . 54K,
55 R N WV R 087 Tl ¥l L s AV K SR VA 32 i
B RFT ™ i b Gt B A U R T 2, 3

<24 -

THPHRRANH IR 1o B, BURFERT 18 Pl WA HIL
A — 75 THT g B 1 SRR AR 08 T 157 i A % AR
5047 , I ANE R R R AR Sk R T T
FERERN KT T =% 5 — 5 it 2
50T T S R R, B 1RO T R
F 1= b2 A 005, ™ E 0 T A 1A 2 A
FREE R SRT

3. BBy TR

ZA TS S5 ARG 7 i R, AR SCAARFZE
WAFTE R A i ST R . 1928, T 1= i i Mk
N SEMR R R AR Z , AR SCAUIFSE T 0P S O HE
B A JEORTLC BT A AN S5 R A BIL ) A0 5 U Ay 1 T
Y, i HLA256: 2 FIS28h 3 irh AR5 &2 B, £ 8
BB TR T AE R, AR TC ML 250
HAT] DA — D W FEAR G A5 et O B85 e 0 3
TR PR IR S S M ML, o HOR i B — 2D ARG 6 O B
G5 E RN SO . R AR S = AN ST
KT AR AN TAGI 32 (R34 R H
PR AL FE BRI B R DA RS 0, 4 i R AR
A, IR B A K 5 T 7 AR A 5E A 17 45
I, PR — s R L BRI T T s A0 500 A
ISR 28 S N R, ROk TR B — R R . PR, B
SRASSCHY S 2 FISEEG 3 #RR A T Vickery saffidfist
2 B TSR IR AT B RR = St T T s
TE, RN I e B 25 7 A 2 B sOGT FL A% 0, AT
A RS REIA Vickery FLALSEM MBI . e, AR 3¢
SRR SRR i, v REAE— AR L PR T A
FEEEIC I AINRLE , AR5 Z ik — AR Y R e L
PRBUR (MRS 7 4R AR

BB 3 -

[1]Liebl M., Roy T. Handmade in India: Traditional Craft
Skills in a Changing World[J]. Journal of the American Medical
Association, 2004, 31(2): 376-385.

[2]Markoff J. Skilled Work, Without the Worker{ EB/OLY.
The New York Times, (August 18), (accessed January 20, 2015),
available at http://www.nytimes.com/2012/08/19/business/new—
wave—of—adept—robots—is—changing— global—industry.html?page-
wanted=all, 2015.

[3]Norton M. 1., Mochon D., Dan A. The IKEA Effect: When
Labor Leads to Love[J]. Journal of Consumer Psychology, 2012, 22
(3): 453-460.

[4]Fuchs C., Schreier M., Osselaer S. M. J. V. The Hand-
made Effect: What’s Love Got to Do with It?[]J]. Journal of Market-
ing, 2015, 79(2): 98-110.

[5]Sternberg R. J. A Triangular Theory of Love[]]. Psycholog-



ical Review, 1986, 93(2): 119-135.

[6]Kamleitner B., Feuchtl S. "As If It Were Mine": Imagery
Works by Inducing Psychological Ownership[J]. Journal of Mar-
keting Theory & Practice, 2015, 23(2): 208-223.

[7]Simonson L. The Influence of Anticipating Regret and Re-
sponsibility on Purchase Decisions|J]. Journal of Consumer Re-
search, 1992, 19(1): 105-118.

[8]Macinnis D. J., Price L. L. The Role of Imagery in Infor-
mation Processing: Review and Extensions[]J]. Journal of Consum-
er Research, 1987, 13(4): 473-491.

[9]Ackerman E., Ben—Zwi O., Wolfovitz G. Combinatorial
Model and Bounds for Target Set Selection[J]. Theoretical Com-
puter Science, 2010, 411(44-46): 4017-4022.

[10]Rajagopal P., Montgomery N. V. L. Imagine, | Experi-
ence, | Like: The False Experience Effect[J]. Journal of Consumer
Research, 2011, 38(3): 578-594.

[11]Argo J. J., Dahl D. W., Morales A. C. Consumer Contami-
nation: How Consumers React to Products Touched by Others|J].
Journal of Marketing, 2006, 70(2): 81-94.

[12]Argo J. J., Dahl D. W., Morales A. C. Positive Consumer
Contagion: Responses to Attractive Others in a Retail Context[J].
Journal of Marketing Research, 2008, 45(6): 690-701.

[13]Howard D. J., Gengler C. Emotional Contagion Effects
on Product Attitudes[J]. Journal of Consumer Research, 2001, 28
(2): 189-201.

[14]Newman G. E., Bloom P. Art and Authenticity: The Im-
portance of Originals in Judgments of Value[J]. Journal of Experi-
mental Psychology General, 2012, 141(3): 1-12.

[15]Bendapudi N., Leone R. P. Psychological Implications of
Customer Participation in Co—production[]]. Journal of Marketing,
2003, 67(1): 14-28.

[16]Buechel E. C., Janiszewski C. A Lot of Work or a Work
of Art: How the Structure of a Customized Assembly Task Deter-
mines the Utility Derived from Assembly Effort[J]. Journal of Con-
sumer Research, 2014, 40(5): 960-972.

[17]Kruger J., Derrick W., Leaf V. B., et al. The Effort Heu-
ristic[J]. Journal of Experimental Social Psychology, 2004, 40(1):
91-98.

[18]Hasford J., Hardesty D. M, Kidwell B. More Than a Feel-
ing: Emotional Contagion Effects in Persuasive Communication
[J]. Journal of Marketing Research, 2015, 53(11): 836-847.

[19]Sekerdej M., Roccas S. Love versus Loving Criticism:
Disentangling Conventional and Constructive Patriotism[J]. Brit-
ish Journal of Social Psychology, 2016, 55(3): 499-521.

[20]Bone P. F., Ellen P. S. The Generation and Consequenc-
es of Communication—evoked Imagery[J]. Journal of Consumer Re-
search, 1992, 19(1): 93-104.

[21]Babin L. A., Burns A. C. Effects of Print Ad Pictures
and Copy Containing Instructions to Imagine on Mental Imagery
that Mediates Attitudes|J]. Journal of Advertising, 1997, 26(3):
33-44.

[22]Edell J. A., Staelin R. The Information Processing of Pic-
tures in Print Advertisements[J]. Journal of Consumer Research,
1983, 10(1): 45-61.

[23]Phillips D. Image Processing in C, Part 15: Basic Tex-
ture Operations|J]. CMP Media, 1995, 13(11): 55-68.

G FOR s
¥R FOR 50,
& 4,

WIAEH - T+ A (RiLhR)

MARKETING K

2022.1

FEARKY

AL s

1958

OWMATIG,,
<

o

[24]Kisielius J., Sternthal B. Detecting and Explaining Vivid-
ness Effects in Attitudinal Judgments[J]. Journal of Marketing Re-
search, 1984, 21(1): 54-64.

[25]Shiv B., Huber J. The Impact of Anticipating Satisfaction
on Consumer Choice[J]. Journal of Consumer Research, 2000, 27
(2): 202-216.

[26]Dahl D. W., Chattopadhyay A., Gorn G. J. The Use of Vi-
sual Mental Imagery in New Product Design[]]. Journal of Market-
ing Research, 1999, 36(2): 18-28.

[27]Zhao M., Hoeffler S., Dahl D. W. The Role of Imagina-
tion—focused Visualization on New Product Evaluation[J]. Journal
of Marketing Research, 2009, 46(1): 46-55.

[28]Escalas J. E. Imagine Yourself in the Product: Mental
Simulation, Narrative Transportation, and Persuasion[]J]. Journal
of Advertising, 2004, 33(2): 37-48.

[29]Peck J., Barger V. A., Webb A. In Search of a Surrogate
for Touch: The Effect of Haptic Imagery on Perceived Ownership
[J]. Journal of Consumer Psychology, 2013, 23(2): 189-196.

[30]Krishna A., Morrin M., Sayin E. Smellizing Cookies and
Salivating: A Focus on Olfactory Imagery[J]. Journal of Consumer
Research, 2014, 41(1): 18-34.

[31]Petrova P. K., Cialdini R. B. Fluency of Consumption Im-
agery and the Backfire Effects of Imagery Appeals|]]. Journal of
Consumer Research, 2005, 32(3): 442-452.

[32]Morales A. C., Fitzsimons G. J. Product Contagion:
Changing Consumer Evaluations through Physical Contact with
"Disgusting" Products|J]. Journal of Marketing Research, 2007,
44(2): 272-283.

[33]Escalas J. E., Luce M. F. Process versus Outcome
Thought Focus and Advertising[J]. Journal of Consumer Psycholo-
gy, 2003, 13(3): 246-254.

[34]Escalas J. E., Luce M. F. Understanding the Effects of
Process—focused versus Outcome—focused Thought in Response
to Advertising[J]. Journal of Consumer Research, 2004, 31(2):
274-285.

[35]Babin L. A., Burns A. C. A Modified Scale for the Mea-
surement of Communication—evoked Mental Imagery[J]. Psycholo-
gy &Marketing, 1998, 15(3): 261-278.

[36]Wanke M., Bohner G., Jurkowitsch A. There Are Many
Reasons to Drive a BMW: Does Imagined Ease of Argument Gen-
eration Influence Attitudes?[J]. Journal of Consumer Research,
1997, 24(2): 170-177.

[37]Unnava H. R., Agarwal S., Haugtvedt C. P. Interactive
Effects of Presentation Modality and Message—generated Imagery
on Recall of Advertising Information[J]. Journal of Consumer Re-
search, 1996, 23(1): 81-88.

[38]Ehrsson H. H., Geyer S., Naito E. Imagery of Voluntary
Movement of Fingers, Toes, and Tongue Activates Corresponding
Body— part—specific Motor Representations|J]. Journal of Neuro-
physiology, 2003, 90(5): 3304-3316.

[39]Taylor S. E., Thompson S. C. Stalking the Elusive "Vivid-
ness" Effect[]]. Psychological Review, 1982, 89(2): 155-181.

[40]Keller P. A., Block L. G. Vividness Effects: A Resource—
matching Perspective[]]. Journal of Consumer Research, 1997, 24
(3): 295-304.

[41]Green M. C., Brock T. C. The Role of Transportation in

- 25 -



FOR g,
SER O,
< 4,

B hamEW-TEAGRR) 20221
AR MARKETING

the Persuasiveness of Public Narratives|J]. Journal of Personality
& Social Psychology, 2000, 79(5): 701-721.

[42]Paivio A., Csapo K. Picture Superiority in Free Recall:
Imagery or Dual Coding?[J]. Cognitive Psychology, 1973, 5(2):
176-206.

[43]Belk R. W. Possessions and the Extended self[J]. Journal
of Consumer Research, 1988, 15(2): 139-168.

[44]Gregory W. L., Cialdini R. B., Carpenter K. M. Self-rele-
vant Scenarios as Mediators of Likelihood Estimates and Compli-
ance: Does Imagining Make It So?[J]. Journal of Personality & So-
cial Psychology, 1982, 43(1): 89-99.

[45]Anderson C. A. Imagination and Expectation: The Effect
of Imagining Behavioral Scripts on Personal Influences|J]. Journal
of Personality &Social Psychology, 1983, 45(2): 293-305.

[46]Olliver R. L., Thomas S. R., Mitchell D. J. Imagining
and Analyzing in Response to New Product Advertising|J]. Jour-
nal of Advertising, 1993, 22(4): 35-50.

[47Maclnnis D. J., Shapiro S., Mani G. Enhancing Brand
Awareness through Brand Symbols[J]. Advances in Consumer Re-
search, 1999, 26: 601-608.

[48]Menon G., Raghubir P. Ease—of-retrieval as an Automat-
ic Input in Judgments: A Mere—accessibility Framework?[J]. Jour-
nal of Consumer Research, 2003, 30(2): 230-243.

[49]Schwarz N. Feelings—as—information Theory[A]. In Van
Lange P. A. M., Kruglanski A. W., Higgins E. T.(Eds), Handbook
of Theories of Social Psychology[C]. Thousand Oaks, CA: Sage,
2011.

[S50]Alicke M. D., Sedikides S. Self-enhancement and Self—
protection: What They Are and What They Do[J]. European Re-
view of Social Psychology, 2009, 20(1): 1-48.

[S1]Pierce J. L., Kostova T., Dirks K. T. Toward a Theory of
Psychological Ownership in Organizations[]]. Academy of Man-
agement Review, 2001, 26(2): 298-310.

[52]Peck J., Shu S. B. The Effect of Mere Touch on Per-
ceived Ownership[J]. Journal of Consumer Research, 2009, 36(3):
434-447.

[53]Reb J., Connolly T. Possession Feelings of Ownership
and the Endowment Effect|J]. Judgment & Decision Making,
2007, 2(NA): 107-114.

[54]Pierce J. L., Kostova T., Dirks K. T. The State of Psycho-
logical Ownership: Integrating and Extending a Century of Re-
search[J]. Review of General Psychology, 2003, 7(1): 84-107.

[55]Yeung K. L. An Implicit Approach to Object Valuation
and Psychological Ownership[D]. Ames: lowa State University,
Doctoral Dissertations, 2012.

[56]Kahneman D., Knetsch J. L., Thaler R. H. The Endow-
ment Effect, Loss Aversion, and Status Quo Bias: Anomalies|]].
Physics in Medicine &Biology, 1991, 5(1): 193-206.

[57]Loomers G., Sugden R. Regret Theory: An Alternative
Theory of Rational Choice under Uncertainty[J]. Economic Jour-
nal, 1982, 92(368): 805-824.

[58]Sedikides C., Skowronski J. J., Gaertner L. Self—enhance-
ment and Self-protection Motivation: From the Laboratory to an
Evolutionary Context|J]. Journal of Cultural & Evolutionary Psy-
chology, 2004, 2(1): 61-79.

[S9]Maslow A. H. A Theory of Human Motivation|J]. Psycho-

« 26

logical Review, 1943, 50(1): 370-396.

[60]Zhang Y., Mittal V. Decision Difficulty: Effects of Proce-
dural and Outcome Accountability[J]. Journal of Consumer Re-
search, 2005, 32(3): 465-472.

[61]Kappes H. B., Morewedge C. K. Mental Simulation as
Substitute for Experience[J]. Social & Personality Psychology Com-
pass, 2016, 10(7): 405-420.

[62]Shiv B., Fedorikhin A. Heart and Mind in Conflict: The
Interplay of Affect and Cognition in Consumer Decision Making
[J]. Journal of Consumer Research, 1999, 26(3): 278-292.

[63]Dewitte S., Pandelaere M., Briers B., et al. Cognitive
Load Has Negative after Effects on Consumer Decision Making]J].
Social Science Electronic Publishing, 2005, 45(5): 1-22.

[64]Kahneman D. Attention and Effort{A]. Prentice— Hall,
Englewood Cliffs, NJ, 1973.

[65]Fiedler F. E., Garcia J. E. New Approaches to Effective
Leadership: Cognitive Resources and Organizational Performance
[M]. New York: Wiley, 1987.

[66]Lee S. Y., Oh S., Jung S. The Effects of Scarcity Appeal
on Product Evaluation: Consumers” Cognitive Resources and Com-
pany Reputation[]J]. Social Behavior &Personality, 2014, 42(5):
743-756.

[67]Shen H., Zhang M., Krishna A. Computer Interfaces and
the "Direct—touch" Effect: Can iPads Increase the Choice of He-
donic Food?[J]. Journal of Marketing Research, 2016, 53(5): 745—
758.

[68]Wu W. Y., Lu H. Y., Wu Y. Y., et al. The Effects of
Product Scarcity and Consumers” Need for Uniqueness on Pur-
chase Intention[]J]. International Journal of Consumer Studies,
2012, 36(3): 263-274.

[69]Soni M. J., Koshy M. An Examination of Response of
Consumers with Different Levels of Uniqueness to Limited Quanti-
ty Offers[J]. The Journal for Decision Makers, 2016, 41(3): 209-
221.

[70]Noussair C., Robin S., Ruffieux B. Revealing Consum-
ers” Willingness—to—pay: A Comparison of the BDM Mechanism
and the Vickrey Auction[]]. Journal of Economic Psychology,
2004, 25(6): 725-741.

[71]Dyne L. V., Pierce J. L. Psychological Ownership and
Feelings of Possession: Three Field Studies Predicting Employee
Attitudes and Organizational Citizenship Behavior[J]. Journal of
Organizational Behavior, 2004, 25(4): 439-459.

[7T2) i LEFTR . 22 AR BRI it S A5 B RS AR
IR10). LB A 2R, 2004, 18(2):97-99.

[73]Churchill Jr. G. A. A Paradigm for Developing Better
Measures of Marketing Constructs[J]. Journal of Marketing Re-
search, 1979, 16(2): 64-73.

[74]Baron R. M., Kenny D. A. Moderator— mediator Vari-
ables Distinction in Social Psychological Research: Conceptual
Strategic, and Statistical Considerations|J]. Journal of Personality
and Social Psychology, 1986, 51(6): 1173-1182.

[75]Muller D., Judd C. M., Yzerbyt V. Y. When Moderation
Is Mediated and Mediation Is Moderated[J]. Journal of Personality
& Social Psychology, 2005, 9(6): 852-863.

|76]Zhao X., Lynch J. G., Chen Q Reconsidering Baron and
Kenny: Myths and Truths about Mediation Analysis|J]. Journal of



Consumer Research, 2010, 37(2): 197-206.

[77]Hayes A. F. Introduction to Mediation, Moderation and
Conditional Process Analysis: A Regression—based Approach[M].
New York: Guilford Press, 2013.

[78]Inman J. J., Peter A. C., Raghubir P. Framing the Deal:
The Role of Restrictions in Accentuating Deal ValuelJ]. Journal
of Consumer Research, 1997, 24(1): 68-79.

[79]Ellis— Petersen H. Traditional Skills at Risk of Dying
out, Says Craft Group[DB/OL]. http://www.theguardian.com/cul-

£ FOR 5
¥R FOR s,
o 4,
v,

N
2,

AT Hpos

1958

o
70NV

2022.1

ORMATIG,,
.

TIAEH - T+ A (GRIhR) -

MARKETING ’

\

o

ture/2014/dec/30/traditional - skills— Endangered— heritage— craft,
2016-04-19.

[80]Chaiken S. Heuristic versus Systematic Information Pro-
cessing and the Use of Source versus Message Cues in Persuasion
[J]. Journal of Personality & Social Psychology, 1980, 39(5): 752~
766.

[81]Yi H., Anh N. N. The Handmade Effect: What Is Special
about Buying Handmade?[J]. International Review of Manage-

ment and Business Research, 2016, 5(2): 594-609.

The Premium Effect of the Handmade Products:
Based on a Model of Multiple Mediators

Liu Jianxin Fan Xiucheng Zhang Chenghu

Abstract: With the continuous innovation of production technology and the rapid development of production
mode, the mechanized or intelligent production mode with higher efficiency, lower cost and stronger flexibility has
held the dominant position, leaving the handmade mode on the edge of disuse. Both observations and researches show
that consumers have different cognition and affect toward the products produced by the two production modes, and
then have different feedback and purchase willingness. Unfortunately, existing researches hold that the more favor that
the handmade products gain from consumers than the machine—made products derive from "love". Obviously this ex-
planation falls short of justifiability and also involves cross—culture issue. In view of this, the research holds that, com-
pared with machine—made products, handmade products are better able to arouse consumers” mental imagery, which
evokes consumers” psychological ownership and psychological security and finally turn into the premium effect.
Across 3 experiments, the findings indicate that (1) the handmade products generate more easily the premium effect
than the machine—made products; (2) the premium effect of the handmade products derives from a mechanism of multi-
ple mediators, for example, from mental imagery to psychological ownership and from mental imagery to psychological
security. Meanwhile, traditional culture identity’s alternative explanation is also elim inated effectively; (3) the cogni-
tive resource will moderate the influence of the handmade products on mental imagery, which in turn influences psy-
chological ownership and psychological security, and finally influences the premium effect of the handmade products.
These conclusions have not only an important theoretical signification in deepening or improving such some important
theories as the handmade effect, mental imagery, psychological ownership, psychological security and so on, but also
an important managerial implication for manufacturees to change the production mode in order to promote sale of
handmade products, and for consumers to rationally treat the handmade products.

Key words: the handmade products; mental imagery; psychological ownership; cognitive resource; the premium

effect
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