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AL i o SLIR B AR S M PR SO 25 A W BB AT BRI 2, BERL AL It AL 45 B
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7 (Laran I Tsiros, 2013 ; Alavi%s , 20153 Tan%, 2019 ) ; X B T 75 , S A28 A
AP0 AR e T A BTz, f gt A O #2450 )8 (Choi%E, 2011 ; Laran Ml Tsiros, 2013
Tan%,2019).

BEAILS I AT HARR A AR S IR AT s =rh , ey AR5 2] RS54, BRI AS [R)31H
B Z X A 0 SR B AR A o (HU: , BERLSZ 6 T2 B AL XIS & i s L b
HLEE A A AT RENCR 5 AN [R]4r40 o AN [] B4 B ATL 37 95 5 s 5 R A 1 3% 3 1 e T K
FARRAYATFI_LBR P T BRSO 2 E RS T S A E N S IR U A ORI
P52 AR Z 0 122 5 o X 22 5 2 T 28 XA A PR R B o M A AT Jk S S
JEEAT 1F [1 40 5 ¢ £ (Kahneman %5, 1986 ; Etzioni, 1988 ) o k& /A S BN 48 =n s, T4 2 35 % 72
i PP 58 v, DA S T R 1 5 T A~ B VBT DU mT B 5 | A 3 2% & 1) — R 1) 47 T I 1t
(HuppertzZ5, 1978 ; Campbell, 1999 ; Chen¥,2010) .,

PRI, B e 28 T J LR BEATL ST I8 A M 713 23 3 JA ] 1187 it 5 B AR o T A B AL ST D
i A ) T B S B 75 | A AN () Bt AL 3 i = AR A S R B[] 5 R 8 T LT 2 75 24
& B 7B 2 T AR IO - 1 T B ke R AR A B AT L S 9 S s ] R 5 RS ) 0 A AN A
TR, DT B T A S 8 2 AR 5 B A A 1 220k S [ R, DA B Ao Wl i 58 2 T sl B A 4%
) REAILST DR A TR

G AN S AT A I, A (] A B ATL 37 8 5 1 Xof Y 2t 8 T K e B LA AN [ AR JEE 1) 5
Wi oV B B LB A0 B RRVE I 275 R A E IR0 L FR A B X LA 2 B0 R R A
Bt B ST 9SS 5 | B AR A A AN 2 SRR S T R AT ) S A o 3 2 LA o S 1y B BT
R o 2, ok 25 A AIF 580 A A1 A 0T ) S R ) R B2 e 14T T 1R 2018 (Chen5,2010;
TanFIChen,2021) AH 2, BEALILJRAE A —F AR AR & HEATFE X, SEZ 06 fe G515
HKEABRDGN, FCIMFTE R ZL o BSR DAEAB LA WA 2 ML STt R 4518 —
FERE AT DL BEML ST AR S R AR B R R e B it — 2848 5| (Laran M1 Tsiros, 2013 ; De Vries il
Zhang,2020; Gupta®§,2020) , (H 2 AN A GEA B T LU AN [l BEATL 37 98 S s (4 4R o A ST
WX Tk — SR A 5% AT BRI RN 38 , A B TR e e £ XA [l A L7 i =ik 1
AN ] B 8 B SR o LR, AR SR I T I8 B O SE AT 40 B Al M 0 I e 5 A At I 9%
HIPIHAWE RS R G T E S UL B O 5 HAWTE 238 T A B s Z [l 8 2 P 3
X T8 7 5O RO 52 R [l AR DG 58 R AT T B ZE M 7

—. BRamEmRRMER

(— )BT IR A 2 A 5 M 3K

Wb DE RS AU 5 T8 9% 2 10 BT B, REASAI I 0 5 3 110 7 9% 2 R 8 R s 9% 2 8 i
KRS TR A (Chens, 2010 ) o 14 28 A — R WS A5 31 0 25T & SR AR 8O A28 5 0
BB, BRAS ST TR TH B DI 7= ity Fp 3R AR O SE BRI , 28 20 3T JRA8 T1H 9 5 32 2 il
ARAIRAMAE (Thaler, 1983, 1985; Cai%%, 2016 ) M AK AL 6 IE & 1 A 1A — e B 58 b gk
IR AT B B A2 G R , T (i 18 I 3K 38 S T (Lichtenstein® , 1990 ; Chandon %, 2000;
Heilman%:,2002) .

PR M AR AS B 5 W X, A5 2 TE A BRI RS B PR A B4 440 . B AL AL
R TN B ST, E BRI R FONE S E P A ST AL S (RIS
& HAT &8 A — R0, BEHLSL DSBS KRR 2 8 PR S AT B s A B T2 T
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BIY3E 5801 (Choi%, 2011) , PR A B 4 THIE 2% 3 00 W 3K 25 I8 o ARG, BEAIL 7 9 PR AN
SEMERHE , SR G R I T 05 BT DX 531 o — 7 ThT, AN 1 Ay T B 3l SR i () AR B IR A B
FHETEX = 5 B B B (Laran F Tsiros, 2013 ; Guptags , 2020 ) . 55— 7 1T , AN 2 P o (F 457
PE RO ES Mk e A R TRV RE BE 0 AR, BRI A [ (8 BEA LT IR X AR — 2 B AL GE Y
AT IIABFEEE T B4 15 0 o

B UL A BEAL S IR AL S (DS &% TR, el nT 4 5007 () A a%i 1
B, Gnedie i T4 5005 s (DRI A4 L BRAT B, anBlidL 7 085 250707 o B AN [ CAE
T AT mER AR RE X IH e % A O AT A OB U SR E S R
ANS[FITATAS AL, I BRI 1 o A A A ] ) (A 2 PR HT (Choi 55, 2011) o 3 21 25 1 ) I 28 JE i 5 K
T T8 2 XA A PR IR, AN AR TN BRI, U 9 B S R T s A A
SR [ D)2 H B — R 871 A4 67 1 2 5% (Kahneman%%: , 1986 ; Etzioni, 1988 ), HL U, i #% &
1) S A 78 T F [ A6 T Mk A TSR 1 (Kahneman s, 1986 ) ; B A& 2N IR AT R R 25 RS 3% 3%
) B TET I 2, A T 5 RS 0 1 B B AR & A4 R F % (Franciosi®, 1995 ) o ZEXT 7= S M I
M S JIL 23 T 1) SN 238 % 72 il A PEA R K 75 B (Jones %, 2019 ; Mori, 2021 ).

Wkt 28 B HURFE T 2838 X 1 ST A () — PSP B, S T8 9% 206 S A
F& 5 0B S A0 M8 A HLEL A 45 5 (Haws FllBearden , 2006 ; Jin%5, 2014 ) o 4B S A F 0 38
ST R, T2 NS A AN S AR D B S H N AR I TH 9 B L T Ry 2% R
T R0 AN A% B T (Bolton%: , 2003 ; Haws FliBearden, 2006 ; Chen,2010) . H1 T-1i %%
HOHSH M AR B S BR A , PR A A 2 S SR — T 32 XA BF (Chen,2010) .
PESBR SIS A AE LT L D BRS04 B[R] 23 O [ RE B2 A A T SRR i
SERGN BRIE , T B A B I £ 5 B 480 AR ERML , BTS2 34 0 O B S B ks 2>
T HAEA 2% 2 (Sailors A1 Heyman, 2011) . SFAR AR5 A B/ 2 PR |, T 2 E A
S ZR MR B A (WusE, 2008 ) o s U, ZEREHLSZ IR AT BE T, B T s 5 B B &
FERH 52, DR IR T 2% 2 X A A 8 S e 1 SRR 4 1 BE AR T 4 52 IR Bl 2 2 %5 (H (Wong I
Kwong,2000 ),

BT SO0 BE T BB S RIS % R R AR PR A O RS B YL S (Choi fil
Mattila,2018 ) . 7EREHLYTHI A I H T4 2% 8 6 T B2 B S A e e, o TR
RN M, T 2% S AR T 1 B8 Fh AT AT o] BR A9 22 14 Rl K (Moon 1 Nelson,2020)
AR BT T PR A BEALST A b, 5 91 28 e — 2SO A e 1 PR 2 B LS s ) T PR
R 2 REARAT I PTFN 40 , 3X — A A0 R T o ME— IS S 2515 B o T 45 8 ME— il o5
AV 2% 28 AR A T e e 2 ) 4T T4 5 #5. (Simonson F1 Drolet, 2004 ; Wong i1 Kwong,
2000), LB, T 2534 1003225 ods R AR AN IS R340 T BRR P e 1, 76 SEBR A T Fndth o8
WG THPE 2RI A O SR AT M AR T OB S M, A A A R 2
FEAU R BT BR A BEATLST DU, T B ME— B2 BN A% S 25 5 B BEHL S 8 1B,
Bdi Z RIS BT Fn 450, OIS, T 9% 25 00 O B2 2 A S A Bl R A s 25 4 B BR SJe phe i
Y, RLGTE 9 8 22 30 A O SE BRSSO T TSGR0 1 OIS 0T A% 280
B T AR AR A TR 2 T BRI G 3K 22 (Campbell, 1999 ), BT LA BT 11 1
PR (e e AT OO 2 AR BT A0 T PR (eI T ) 5 RS T 2% 2 T I A ) SE IS

SEBYTINVE R [R]B SE BT 0L BR ) A BEH L7 DA =X R4 52 T ARl E 2% 0,
TS E S AT B AR 2 0, DT 2 3 U s 2 S-SR R I S S BN S S5 S 2 BT 41 B
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BEAXARL 5 S22, AN SR T 2 B DL S AL R A s, DI AR AT BN A 3K 7 B 4 5 2 B0
e b BRBSCARLL B TE R 4A 0 IR E S 2 E RS OU T AT TSR Se i T35 645,
BIYH 2 2 10 DG T sl 2 T o T P i 1Y B, S5 ) R MR 42200 T i i b FIR 1% 488 25
(Sailors 1 Heyman,2011) g2 350, ZE R HAT LR RAVIEOL T IH P8 S Puse Lidrdn IR
R E FEE SORTE LD B S 0 .

Zx bk, RE s I 4 IR B BUR SR SE LA L B A Al BEE A, AT
TR BRSNS BT 0 L FR A R I 0L BR Y FE P AR AL 9=, B T 9%
I RARAT B PTAAR TR S s (B LR, BRI BL IS 2 S R A CLRENSAS B A% BE
BN XS R U B S & —Fh 45t 2k (Chen%$,2010) o KL, 2024 0 FR15
SRR F AR T BRAE B AR 5 | 2 3 B A AR AT BN, W) S e B A,
Bifi 2 AR

T UL EThe, 3-A4E H LU Rk

feeise 1 S0 FR H A2 BT PR R SR 3K S

fBI5E2 B 2 B HIAE BEAIL ST D8 SR g5 T K i R 2 R i OC &R ke rh /AR o 2 BT 40 1
RELA7 1) 52 ML A0 A% 2S-SR TAT AN AR 2 TR I ] 5 M W S 7 M

(2N 2B EH

it R ABIETERE LA 285 1 ST AR SR TH % B T B0 B S 25 A0 A% B BT AR ) T L
2% % 2 — (Haws F1 Bearden,2006; Chens,2010) . 14 28 & 7E A J5 B IR BN A A5k T —Jifie
BTG BB 2 AR R B B T RS, PR ATTIAR B O BEHABTE 2% 38 S5 T 3 m i ks o o st 2
i, R E S RN G AN F OB SZ Ak, 5 S [ RE BE A A8 A8
THPE T AR H O S A 23 S T R A o

e mJ G, A0SR LA 23 AR ) R SR S BT FOVE o 278 R 5 I ABEHLAL R G 2
oI S BRI SR SE LA BR A Rl S U UL BESEAE  (H H N A iR A
H O A LA 2% 38 A T 38 S 09, AT H0 L BRIT 368 1l 178 W 3K 3 B T Bk e 28
SIS S IH T BRI B AR AT FOR T REAT L 9L BRI 5 | S A A BRI, (2
FH TR A5 R A 2 AR T R SE S T4 I 408 28 i 67 I S it 2 s, B LT
SR S X DA S S ) 200y A 25 055 o

MRYEDL_Eihie, AT LT Rk

1153 B AN 225 ZR 8T BEAIL ST Do SR e Xt I K R R AR 52 5 | A R85 3T fn i o =%
FJ5, EIAT0 B BEATL N7 U6k SR W Xof K 2 B 71 1) S M) D5

=, W

FRATBEE T WA A A R 0 7= iy (b AR BE AR TR ) VR SE I , AR AR 1)
ol O S IR 2 SR T B B T o [, S T R R AT R ORS00 %o S B 45 5
BRI , B AT A S 000 B JEAN 8 E 19570 o BERE T i i, AT 1 S04 B8 e S e iy
A PP FITE R A B AR B MER TN T, ZEHr N BN ORGS0 il B KA R4 0 |
PRI E F150% , MRS F0I 22 4125% (Alavids:, 2015; Tan Fil Chen,2021), 73 AT BF5EHE 46
ANBEHLIT AT 113 2 B AR BE AL AT 11 A AS i 2 2, DR I e X e X T 3 5 A T M e
SRR R B P g VEAE O AT BEAR PRI HIRN S % M A AR B | T2 T 3% 2 B AU I 75 R
(De Vries 1 Zhang,2020) . Rt , ZEST 1S BELATFITR] T , 1 >4 FE 9825 % 0 BB 0E, T3 AR i
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T R R AR AR AT AR B R A AN 1

B T LAREA RIS AE R S B0 35 U 2 10 225 LAAN , FRAT T 38 5 — 4 w0 512 50 SR i o S 50 152
FE A BRI B R B MR IR ST 5 (1 AL ) , 3R 101N, Hoh64.4% Ry Lok S H4F %
30.0% A BRI & B —WIFR A 195 TC I BECRIBAR B (B R FISCF A 40, 75 22 Il 254
M O DMERE Y 2250, A0SR i SRR Ry s PR AR At B AT D ) 4 0055 Sl 03 , R 58
M5 W B AT T IR Mrn L IR &S £ /0 Bl ke F B —NFR A 19570 A9 Pk LAY
R R SCFA R, I 14 SR Ry ask gk DA I HH AL 0 ) 47 0006 20 37 , 7 50 % 1 i 34
LFTFREBREZ A 5 R, X T AR S, 2 E 28R T RE 2R
M=8.02 .SD=6.54; 431 - FRAYIIME K )T 2% M=92.96 .SD=39.30. %} T AT & , 190 F FRAYE
B K7 2 M=7.59 .SD=5.79 , 441 _L- PR A BAI(EL S Ty 25 A M=92.65 .SD=39.53 . IR, PHAN 77 i 52
FREyATH0 LT BRI I 2495 45 H I EE IR — 7 2 15E R 2 4

U, FRAT TR 200 S B0 B i b BR A S 9570 (BEIK T 50% 412 ), I IR B Ky
570 (W 2 FORITHIR ) o ik F ik e RESEAG 1 BEAA W 2 () SEL S, SUAFA SR (R R 45 2%, Rl Asf Al
TRIE T FEI5825 %R B30 BE B R A K AL PRV BB AR B 98 ) A a2 1k o

M., LWigit5/RIEKR%

(—) 55—

PRk E K A KPR & (R A ), 22206 A, HiF146.6% 4otk SEX4EI31.1% 582
55— RS R A e, @ 2 EAr R RR R 2T E R DL AT R R
FEL AN SR AT 0091 L3 U BT ST DS XX T B 2 A% A ST TR TR A S 58 D ) 5 M 4 94 1
oA, kA 1 R 2

PR S 5 — W5 SR8 T 3l , Bl B3 T 20 DU FRAS [ B AL 7 9 3R s
FlE B A BRI A B — N R AR R T4 R I AR BR A 19570 B
HE AT B b, Bl 205 S 350 TACHE T Bk A2 45 0 3l , A AL 43 3R A% B Ik
ST AT M b RES T a5 A ML S A R = 9S o L &4 s R AT
B BRYE F R, B S A AL S R ERARS IT R = 95T B A AT A0 s AN S BT A0
B b B RS A LSRR B AT BES , aRlah  38 ao—A~ 0 45% 0L T 7 2
BEAILST A0, A A 2 S0TC AV B A 440, IF Bk 45 01 B 5 i M W S TS A A A
H1457C,

SE AT FHIUS , BT 2 mE PSR A B (Jin%F,2014) - “UR7E 2 KRB -
K H O ST AR 2R 2 R HIACh B BT de A0 (=165
A 9=TEH A 51=0.71,p<0.001 ) , Fl—> 4 3K ZE BRI« “PRTE 22 RFRE T I R S 3K
PA(I=HEH A ER, =3 W B =) M5 , gl S LB IrR A D g5 B

2 S EE R

MR Ry 220 A 4 SR R, DU 2 R 0 T SE R R AR A B 2 R (F=2.58,p=0.055,
7°=0.037) A B0 BRZH ) 0 3% 7 B b AR T T BRZH (M 5=5.88 vs. My =6.70;56=-2.03,
p=0.044) ) FUR S IAT VT I 4L (M 15=5.88 vs. M 11557=6.7951=—2.16,p=0.032 ) ; A FHr 411 T R
ZH A 2 BT H0VE F 4 WA K R S0 A B X 51 (1=-0.20, p>0.84) AR A, 2840
T AL S R S AR BT 0 F IR A B X B (M ,=6.00 vs. M, ;,=5.88;t=—0.28,
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p>0.77) BB ZAE TAE TN FRZH (M,=6.00 vs. M+x=6.70;1=—1.75,p=0.081 ) FI AL I}
PrFnE HIZH (M =6.00 vs. M 1,=6.79;t=—1.89,p=0.060 ) , 25 F: ULIK 1,

el

6.70 6.79
5.88 6.00

1
K
=

— N W A LN o

ofX ERR w{X TR o 2IEHE a A EITEHE
1 BAEFKHBIER

WL, 291 P B 0 L BR A5 SO (O B4 B RR 2B L R ERVERD

Toe R R0 T IR, W S E O E AT EIRVE IS5 &, 5 A OIS i BEHL s 40
HEATRT LG, BRI L AR AT 228 R A, BRI AR AR N BN, I R RRAIR T X6
Hbr ™ il B WA S B it FRATRE IS T s 2 BN e A2 v e i v /AR

AR HISPSSHYPROCESS J7 ¥ (Hayes, 2017 ) #E4T AU A 56, LA DU 2H B ML ~7 Do AR =
S A A AR B A B AR (a1 0= BT LB 1= R BT R BR , o= #4740 - N IR
TEHL, 0= ST FITEH s d2: 0={LE P41 LIR , 0= EFr41 F IR, 1= B4 0 L F RS
R, 0= S BRI Bl 5 d3: 0= 2 BT 411 LB, 0={U S BLHT 0 R BR, 0= Bi4rdn L FRRVE
1= ZIPTHIE ) | ARG A4 2 ST BRI (14 S5 A A A 2 S48 B E A i AR o
WA S R A R AR 1 SR FH AR 4 T REAKH 5000, B {5 XK F-R95%

ST, A3 X s AT B A S 8500 (23 o SR BT 0 T BR HUA 2 B0 R A b
ML IR A A% A BB 155 (=0.92 , 5e=0.33 , 1=2.80,, p=0.006 ) , A~ 5 FAFr 41130 il o, LA S
IR0 FR A BEAL S AR A A 2 P HT B 57 (=073, 5¢=0.34,1=2.14,p=0.033 ) . A2 F5K
REAS B3, B BE T BRVE B AR X 5 A 2 B4 R A A O 2% 3 I A 2 IR 52
WA DX (p>0.35) , 45 S W1,

R1 TR—APNRINER

S AR
A E Mg A A (P A WL S (HAR )
1) se t S se t
IR TRR(dD) a, 0.92 033  2.807 ¢ -0.04 0.27 -0.16
I L FRRER(d2) a, 0.31 0.33 0.93 c, -0.17 0.26 -0.66
AEM T IRYER(d3) a; 0.73 034 2147 ¢ 0.22 0.27 0.80
A IR b 0.94 0.06 1670
R*=0.04 R*=0.60

F(3,202)=3.14, p = 0.026 F(4,201) =74.36, p < 0.001
T AR BAT 0L BRAL A FEAEXT BB AL 5 1 2 . 3R MA AR 5, [ A8 45 28 B 10 45000
alBFE M A BE , VLM A AITEd] d31E 5T P52 e 3 R p<0.10," %R p<0.05," % 7Rp<0.001 .
XF A S SR Bt AL 7 Dl XX W) K T B 5 ) ) () 8y 45 SR 3R I, L A A A5 2 F-
JERZH S M W) S 72 J 1) (B g Wl 2 < A S IR 301 BR A 2 B0 0 T BR A BE ML 7 i =5 [
TR R AN RSN BT PRI S R T REARR AR A S R S, A A A IR AR 3 — i R e AR
H , CHE B2 AT o d 338 1A 2T IR 52 i W) S 72 JE 174 PR bt ¥ 3 < A S BT 4 | FR

WAL ST 980 SHE et g 3K R R B S0V - B R AR RL 5 - RS o B £ R
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FUAS 52 LT 409 BB A BE RS A5 RS 1 B o X A AN 2P, R 5 S SRR A I S R M
s A PR T AE R, CIE B EAERR0(32) .

%2 ERRATRER FMEATRMN TN

IS R Bootstrap 95% CI
FHEAIL 7 V58 5 BUNAE BootSE TR TR
g CEB TR 0.86 0.32 0.24 1.49
YA 12 ;5}@ - i
Pias Tl R 029 032 033 092
AR IR 0.68 0.32 0.07 1.33

T AR B b BRZH g B v x B

SEIG— P ZEFAE ] TR IR 2, RE2 340 b R 2 B0 R RS R 5 & A s AN
ONSFJERAT ST AR A S R o 3 ok 5 s i R AT L (TRl s S B R BR 9 RIS S BT 4
WEDfE TIHRE LTI LIRS % R, 5 B SR 0 SEBRTFIAEXT L, BRI RS T %65
RS I, DT AR S B o AN 2T 0 L BRI S8 E AL T 52% &4 L
FEAARAAR 2SI, BRI 2 BRI 3K R

(T

POk R B MRS & (R ), 22176 A, Hi57.4% 4otk SE X 4EI30.3% 52
56— B e AR B R O SO T BRI IR R, LASIE B ASBIF ST 300 A Fafde b . 5 9000 — AN [, 5256
TR T RN SE A AN A6 T AT A AR R, LAIE TR B B 45 T h L
AAFA R0 3% 5 X AR 2 S (R BTG X, o [ 7 it ) ) K . et 8 X351 T
ST L BR e R BRI, B e LAY 0 L BRAE 22, RV S 300 b BRI 5 v kA
A SEBRAT 0 T 2 BT FRATEEE , 15 9% 2 X A 2 T (A B R AN B s 7= i 140 ) S 2 B
SURA] G 18

1S g0E

PRGBS 5 —Z W5 B OE8TE 3l , Bl R AL 3 20 DU FRAS [ g B AL 7 985 s
Sl OB R RSB0 B DL AN SR BT 0 B A ) o B e, T B
RIS B — N BEEAR R R T4 I M EA R 195 T B , 76 S B R
BRAE Bl il 1 208 S R PR IR AR TR B 1 B, A LS R AR B RS e I 4 Bt
Fs R0 L R b, bl A ML AR B R 95 e B & 341 s PSS R AT e
R 2R b, Bl RO Bl A ML S RAS BT B |, e 80 76 — A W 4% oL i vp 7 2k
TR ML DR 445, HAR BTN T BRI g 2 i S 45T B e dr4n , 2 BT - BR4L
B B AL SSTT IR AT, A d AL A g BE LI BB 45 T8 S ST i B e T gt &
Ui, IR BRAL A A — ANl 4L A Bl S bl i A O SRR IR AR BT S AT R A
15070 ; H SR BT 40 BRZH A0 55 — A 42 i AL 100 4 3 2 4 20 ) S LR YR AR T 55 S A5 A 0 s
1407C.

SERCAT A0 UG L 5 S5 — A ] A7 T B [ 22 A A A ST B I 35 (=067 ,
p<0.001)Fl—ANIASERZ I, FFH S A O SHE B

PRSR S S

FUR ZE Oy 22 e Tl AR, U Atk I S R IR A AR W 25 5 (F=2.58,p=0.055,
n’=0.043 ) o (R BTN T PR 0 e K B B LT T IR (M =444 vs. M ,=5.48;
=—2.28,p=0.024 ) FIFR1GH R S T40 (5570 ) =R (M | 5=4.44 VS, Miyssppa= 5.4251=-2.08,
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p=0.039) DU K ARAS EAR G BT 40 (4570) PRI 20 (M =444 vs. My sipna=5.5431=—2.43,
p=0.016) ; A ILHTI0 T BRAL AN AAT [F] S B HT 411 (4570 ) A F2 il 21 1) g S R SR A 351X )
(M 5=5.48 VS. My pispn=5.543t =0.15,p>0.88 ) FIFRIGH = Hrdn 440 (4570 ) B4 i 4 A g S
BRI B DX (M =548 vS. My pspns=5.42;1=0.14,p> 0.89 ) (HAF B AU 2, AL
BTN T BR 042 i 2 B SR 3R AR () S PR 4 A A5 R R] (LI S 28 SR 35 Xl (1=-0.28,
p>0.78) , 25 UL 2,

548 542 5.54

4.44

N W A N3 0O
T T T T T T T J

nali:lza n L TR o F& B H nfE B m 4
B2 SAHRNUIEER

WS, 24T % A 0L BR A5 B (R BT 40 LR 2 B0 - FRRVE ),
Toie RS HECEATIN F IR, WE SE O E AT EIRVE NS5 R, 5 A OIS M BEHLS s 0
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The Impact of Random Discount Tactics on the Intention to
Buy: Roles of Anchoring Effect and Price Fairness
Perception

Xie Chunya, Chang En-Chung, Sun Wenwen
( Renmin Business School, Renmin University of China, Beijing 100872, China )

Summary: Random discount is an uncertain mode of cash discount provided by companies to
consumers, which refers that consumers receive different amounts of discounts based on pre-set
probability factors. As a special form of uncertain discount, random discount is quite different from the
traditional price promotion and seldom discussed by researchers. According to the different discount
ranges presented, there are different tactics of random discount. Providing a lower bound of discount
amount (e.g., “S yuan can be saved at least”), providing an upper bound of discount amount (e.g., “50
yuan can be saved at most”), and providing both an upper bound and a lower bound (e.g., “5 yuan to 50
yuan can be saved at random”) are three common tactics of random discount. Different random discount
tactics mean that consumers may take the lower bound, the upper bound, or the discount amount
received by other consumers as a reference and compare the discount amount they receive with the
reference. Will such a comparison affect consumers’ price fairness perception? Marketers urgently need
to know whether these different random discount tactics will lead to different marketing effects.

Therefore, based on the anchoring effect and the price fairness perception theory, this paper
constructs a relationship model between random discount tactics and the intention to buy. The results of
the three experiments show that different random discount tactics have a different impact on the
intention to buy. Firstly, consumers take the upper bound of discount range in priority when choosing

reference, and the tactic of showing upper bound leads to a lower intention to buy compared to the tactic
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of showing lower bound. Specifically, consumers take the upper bound of discount range as a reference
and compare the discount amount they receive with the reference, which reduces the price unfairness
perception and leads to a lower intention to buy. Secondly, even when the actual discount amount
received by consumers in the upper bound condition is higher than in the lower bound condition,
consumers still feel a stronger price unfairness perception and a lower intention to buy. Lastly, there is a
boundary condition in the effect of random discount tactics on the intention to buy. When there is no
additional reference, consumers give priority to the upper bound of discount range and take it as a
reference to form their price fairness perception. The stronger the price unfairness perception, the lower
their intention to buy. After introducing an additional reference, however, consumers will take the
discount amount that other consumers receive as a reference. When they know that they will not pay a
higher price than other consumers, their intention to buy will increase again.

These findings have important theoretical contributions. Firstly, this paper is a great supplement to
the research in the field of price promotion, which is helpful for further exploration of the designs of
random discount tactics. Secondly, this paper finds that consumers will take the upper bound of discount
as an anchor benchmark, but will give a higher priority to evaluate the price fairness between the price
paid by themselves and other consumers. This makes an important supplement to the research on the
anchoring effect and psychological reference systems, and also helps to guide companies to design more
effective random discount strategies.

Key words: random discount; anchoring effect; price fairness perception; intention to buy
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