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A, JERRER) H I 2 BRI B AR SR B IR 2 A VT S R, X R SR R B R N I A A B
FETEEAR IR Z 0 b, T IR B 5V P s {4 TR R B 7E Aaker(1986) I AH S i 2
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© Ayla Ozhan Dedeoglu, ipek Kazangoglu. The feelings of consumer guilt: A phenomenological
exploration[J]. Journal of Business Economics & Management, 2010, 11(3):462-482. Vol. N. Advertisers'
Theories of Consumers: Why Use Negative Emotions to Sell?. Advances in Consumer Research, 2005,
32: 24-31.

® Soscia |, Busacca B, Pitrelli E. Guilt Decreasing Marketing Communication: An Unexplored
Appeal,2008.

2



RH%K=AiLiz 2019 FEE2 1

RAEFEA AT AL ESR A2, WRARRRE NRZ O EEE L — —H
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THPRARBR . ARSCAN Y BB MA R IR TE IR E DS R A Rrh, 7E7H el L
3 5 HCA AR S 2 A O sl A J5 D0 f) — RS2
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Lin, xia, 2009 1% & WH. A B, O B K
Dedeoglu, Kazang¢oglu, 2010 1 R WM. . A, 5. B3
Miao, 2011 15 1% . B, #HE
Ekebas, Karande, 2012 5 ZMR. M. WM. BIE. 85 FIR
Dahl, Honea, Manchanda, 2003 ) 2 SZ AR B KFHAWTERIE, KT ATITERIE, LS hrifE TR
Chun, Patrick, Maclnnis, 2007 KA S0 R S P VA B
Bei, Lin, Yu, 2007 PR O PRI, AT IR, RO R R
Yi, Baumgartner, 2011 A ST et S AR (R TR IR R A TR

ZE LVH SR IRBER IO ERE, TT DL H T B R B B 1R R a0 4 DA R 43 2R SRR AN AR
], AELYH 2% SRR B AR AR 7 SR A5 B A, (Rt tH IR 7 2 (1 ANV oo 72
o YRR B A R HLE I, AR TV R AT N R R R R RIS 4454k, Bei 4%
(2007)HF 50 T ¥ 9l 3 700 S R R BRARAL, RELIE 9 TR ) P A, BEmT DA BLAE I S
AJE, MOATREHH BLAEMAAT ZR A2 R, ARz it 47 14 58 % & (proceeding guilt). 7H 7758
BRI RIS T Y FRAT TR FHE AL T A R A0 2 7, e o) A2 75 B FRAT T 588 DG v v 2% TR R 1
BT, BV E M E N (2007)7E H 18 118 SC R IF F0 W B SR B 7 AR L AN i ik
e, AEZEAI Y 2 TR S B AN [E) B RS e, (B 2% 2 BT 20 9RO 2 — B A 4
T, MRASTERAE A BB, 5 A A2 Bl S I [ K 2 AN [ 7 BRI 2 (Simone et
al,2013).

R AT A AT R SRE B 22 S R B2 25, SRS I 2 ok B T IRSE 1S
B BEA A R[] o PR S JRURS ST 5 1 R A b 1 SE S RS S, DA B T
BN A BRI 77 30717 A RGO, IR 2 MR A& : Andersen
YRR SE RN ThRE Y T AR PSR RS s Harren Yy, PSR RS AT LA 2 —
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© Basil D Z, Ridgway N M, Basil M D. Guilt and giving: A process model of empathy and efficacy.
Psychology & Marketing, 2008, 25(1):1-23.
® Boujbel L. Never-Ending Desires: Assessing Consumers' Propensity to Desire Consumption
Objects,2007.
® Driver, M.J. , The Dynamic Decision maker, New York: Harper & Row, 1990.
“ Rowe, A.J. & Boulgarides, J.D. , Managerial Decision Making A Guide to Successful Business
Decisions. New York: Macmillan Inc.,1992.
® Andersen, J. A. (2000). Intuition in managers: Are intuitive managers more effective. Journal of
Managerial Psychology, 15(1), 46—63.
® Harren, V. A. (1979). A model of career decision making for college students. Journal of Vocational
Behavior, 14(2), 119-133.
? Eisenhardt, K. M. (1989). Agency theory: an assessment and review. Academy of Management
Review, 14(1), 57-74.
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MU SERNGE 1T %, PR P 7R IR 5T AR K Sy 47 RIS (94T N, AT N R
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FHZE, 2275 (2013)WF 7T 1 9 28 NMEHRRI . ¥ 9% 3 SCAL MBI 5 78 9% 3 R UM 1R &R, A
S e NS RE 570 B 8 SR DA 5% 53, 4 B8 AR 5 90 9l 3 1R 3 UK A 5% 5
E, T P SCAAN E WLTE T o 3 AR R TR T Y B R S XS R R R A R
Thunholm(2004)#fF 72 T AN WL 38 UK R — O BRRE 1 2[RI R R o W3R XU 5 — B8 1 Gt
SRR HERE G )N A ML R, HRIEER I BB R RS AU B T LA
B9 P T3 HE () e SR SRR L4 5 3o R 3 UM I A 6 B AR 5 FRAPAN AN R e Ak s I 1 —
MRS (R EFRIAT,

YR R 5 SR AR P B A B B VIR . USRI 48 AR 2 S 80R
FIE GRS, . EiE. PLESE. SR Kuhnle 25(2010)WF 7L iFAS T2 51T
IR AR AR B A S 16 B R 50 T & A 0%, IFESNL TR B R A R K mT R
W7 EINAR . SEE RSB, B sk SR R A R T 0 A SRk JE A
5, PSR RIS TP 5 & 2 DA G A AR O o AR5 T BT P AE TR SR A 5 1
Z AR E P EH KR BRI T e S AAEA . MR B IVE B K, & Rl
TP REME AR /N, R i R JRURS 14 R 51 2 2 S DU 5 A 75 348 HH e e T, [R1 1 7
FEAE LR N L R PO R M o S KA AR 53848 SR, B BRI A I S 2 ARAH R
BRWEHIAR 5636 32 O Mg 2 0] 2 2.3 IEAH X (Schwartz et al,2002; i % %5,2014).

YRR R T AR AEAMAR R X 22 A48 53 25 1 A6 A7 PR35 1T T B 1) — Ffide I e 12 77 =0
AR BIRFANFDL IR LETEARIEA E 25 BT, X2 FUONAMATE RIS R R IA
HIRE IR R (st (B BR 1] o 9 1 W% AR A7 PRI IR 5, A4 06 200 RS b At e 2 AN AT R 3R
IX L HRAT DAE S N SR FEA I R A e 1 SR )k 3 XUR AL | (Maldonato et al,2011).
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TE 1977 SE 548 MR PR R 12 MR E XK S B I B = AT S TH-RI 1, A6 ) - R () i e e
Co PREIPERT LU R b 2 4 B (0 AR, AR AN 2 T AT X SR (1
AMEE SRR PUE A N, I AR I I VS T 2t EH e E A A AE R
UFRIRENA® o N[ (2 2 5 ph Bl M R S8R4T B AN R A A AN B : - Dickman(1990) i\ i 5h
PR AS R A PRI DhaetErhsh 5 AEDhRe sl , 1X 38 M X UNAE T2 B AEAT 3l
W EAT N R . Barratt S0 shPEX 0 A = AN i@3hrhshtE. dEimbshte. .
RIS . BB B H B — I M SRREUT N, TR P Eh R IR AT N R A I
B b, AKRIGEE CHRAT TR BT N, TR sh PR /AT B A3 AT TR, R
IRD AT G o ARSI Bl PR NP ] X SRS HS T PR A e R s B2 ) NS AR, X
PSR RS LK R TR SAAT N, 7= A R0 42 43 1 52 2 A= P WL FR 2 i
(Dalley et al,2011; Z=£{F%%,2015).,

X B S A Y SRR TT 3 B L, 2 AR HAE O PR A S5 T L, S SR At R
PERIBE FORAFAEE WR (B R, 6T piah il DSR2 JRB I (1 7T 134 b AR
b, BRZ SEETEW FCRISCHF A BT, IXSEHR A AR S KR o A 7T 225 o B 22 ATV B
BAT AR A, BB AR 2 TR phalE SRS UK L TR K &, i s

Y Eysenck S B G, Eysenck H J. The place of impulsiveness in a dimensional system of personality
description. British Journal of Clinical Psychology, 1977, 16(1):57.

® Moeller F G, Barratt E S, Dougherty D M, et al. Psychiatric aspects of impulsivity. American Journal of
Psychiatry, 2001, 158(11):1783.

® Ppatton, J. H., Stanford, M. S., & Barratt, E. S. (1995). Factor structure of the barratt impulsiveness
scale. Journal of Clinical Psychology, 51(6), 768-74.
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1 AT E R (Consumer Guilt Scale for Chinese Adult, CGSCA)

BN TH B R R RN R L BAT dw I =R, ARYE Burnett A1 Lunsford $2 Hi 1)
T 2 TR CEl T 28 5 O 1 A A A o SRS A 2% ok i S 8 — b A7
B4, ééﬁm Lin A1 Xia f7H P IR N 4EE F 0D N At . gl ERE S LAY
FEJBR AN B MR MR TG BRI C B, T H O 24, SR ZF s T 3R 14, CGSCA
AT R BEA BIFHERUE: KMEEN Cronbach's a %05 0.852, 4»£{5% 4y 0.808,
HEIEEAN 0.829, L IIEM RN RKK &R LN EHEMINASRL, K7 EHEHREN
2.970, CFI=0.981, GFI=0.990, RMSEA=0.002, %&HEXEA BIFKEEH0E.

2 — R ER (GDMS)

— RN EE (The General Decision Making Style, & # GDMS), H#Ji Scott
H1 Bruce T~ 1995 4l ¥y, BEXIA 25 MH, AHFHEE (Rational). B (Intuitive).
f#i (Dependent). #'3)) (Spontaneous). ki (Avoidant) % L M4EE . GDMS # Ak
WEAF N AR EZF U 5 T 7 RER N kit 7ot R HE R
iT1¥) GDMS HiSCHR®, METT G R I 20 NILH, 18110 4 e (BB BELSEARE),
WM. Wike), FANYEEA SIEEHE, RAZF RS HERIL), AAREFNGERE.

3 Barratt P2 4EE R 11 it (BIS-11)

ﬂ

Barratt 5P E#% (Barratt Impulsiveness Scale, fi#k BIS) & H miill &b sh M i
FHFEY LR —, &2 mEEOHYR Barratt 75 1959 E4ufi| 1, HRCA 11 1817
WA, B RS R T, I SRR E SUE A L R . BIS-11 2
— AN EM R FEER SRR, SRREILVES 30 MIH, B AR EE
JIMENYES EEhrhah k. iR, A IE AR T A S R R R R % . BIS-11
EHE SR NS R T2 S, AR ST = SRR T 2 E EIRRIEIT, TOSHIYUKI
SOMEYA %5(2001)7E HAATEIT, PG EEJT 204 ICC JulE M 0.71 # 0.84, P A Il
HE®E, Wil—8MH(EE Cronbach's a R%ECN 0.79, RHS5 ) 7 R T30 AEE R 24
Pt = R BB HEATR S, S TEFF GFI=0.85, AGFI=0.82 254K W iZ A& RIF. A
WFFE R I R 7 5 NBAT I BIS-11 R 30pR Y. At isiT, JRERBECH 26 NI H (13 &
#*, MERM =AY Cronbach's a #4474 0.7590, 0.5648, 0.6584 #i1 0.6872;
SN = ANERE B B E B 2 )A 0.853, 0.665, 0.791 #110.838, #H BIS- 11 H13C kK
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(=) W%

© Burnett M S, Lunsford D A. Conceptualizing Guilt in the Consumer Decision - making Process. Journal
of Consumer Marketing, 1994, 11(3):33-43.
® Lin, Y. T., & Xia, K. N. The relationship between consumer guilt and product categories. Asia-Pacific
Advances in Consumer Research,2009 8, 332-333.
%&ﬁ% JRVS: DR SRR R 21 K FUASE Y 2 Ay P B TV K52, 2006.
YRR, MKUE, TR S BIS-11 i SCRRIAE BE S R AR R i Il O A2 2 3, 2006, 14(04):343-344.
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TR A XS R T I R SE A A . FISE A S, [RGB B B . 9 R SRR R
RS 435 1y, [FSCH RLA 45 432 43, SIFRTCRAE 3 4y, B RUEICR RN 99.31%. [HIE —
JAJE, BRMNEAER T APaR P RELHE 100 N7 REFEM . [ 100 4, 4
AR, WORFEACH, B4 223 N, 42209 A, 435 RN 51.62%, 48.38%; T
N 19.88+2.98 %,

(=) Giit ik

FrEHIE R T TN, XH SPSS21.0 #1 AMOS21.0 Siit 4wt B i 47 88
Ao, Hodr, R SPSS21.0 4iit#k b Pearson <47 & EIES 4T, & Amos21.0
BT AT AN AR A o< R A5 AL, R Bootstrap F2 R R L0 AT AN

= BRER
G0 Pt AR 55T S AR B TR A 5%
BEXF A IE L RIS ST S AR AT A S H, SRR W] Pl SRR 51
AR 2 (B AR5 25 1R A0 L IEAR G (p<0.01). WK 2.

F2 WA P AR ) AN R KRS PR A G
A rs ArEitE TR

BLIEN 0.416™ 0.251™ -0. 062
B MBS 0.615™ 0.251™ 0. 263"
D 0. 782" 0.173* 0.391™
H3EEA 0.721™ 0. 143" 0. 441"
YL S 1. 000 0. 413" 0.416™
VEREIE) 0. 396™ 0. 593" 0. 340™
BB 3 0.126" 0. 748™ -0. 044
Tt xIrhs) 0. 244™ 0.871% 0. 069
otk 0.413™ 1. 000 0.287*
IRE Y 0.374™ 0. 057 0.721™
P RE IR 0. 228" 0.231* 0. 802"
AN 0. 344™ 0.076 0.851™
i i3 IR 0. 260™ 0.125 0.010
MUK 0. 203" 0.183* 0. 777"
I B SR 0.416™ 0. 287" 1.000

*:p<0. 05. *x:p<0. 01.

(= pPahtk . DS KU T 9 AR 22 e el A 70 By

NT L PR KM o SRR IR, ST DA N H AR R, DAY IR
ORI B B, ZE R 0L 3. AR 1 o EE N IR, SRR 1T 2 SR
8.2% AR S, AF| T WEMKF (p<0.001). 7ERLAS 2 tf, DIphshibfE N EAs R, DLk
KREAE N AR &, BEATRIA 8T, pRahMEde N BB R 1 SR Xk 16.9% A8 5
TE LA P sl PR g 5 XU S B AR B AR vh, B AR s ik N Rl 5 FE (F =38.907,
p<0.001), AJIL[FIfEREVHE 9 R KB A8 71 38.5%
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K3 O TR, SR R XU 2 o B
AEbriEL

A R4S & HA R 253 RG-S t R AR? F
1 HRIEEE ik 0. 383 0. 287 3. 620 s 0. 287 0.082  13.106%
2 PN THEPE 0.418 0.413 6. 281 0.413 0.169  39. 449k
WHRIETE R 0.5 . 397 7. 905 s
3 IR {j\%ﬁ%mﬁ 93 0.39 > 0.621 0.385  38. 907+
HEnPE 0. 095 0. 062 1.243
sk p<0. 001.

AR IR RSB A ORI 0 V8", BRI R B ¢ BEATRY S, WRE R, W
BEAT R A RN S, BRI R A a Ml b R RE, REHTEETARR, R ARH
CAEE, WIRMIAETE PN,

WAE b3k B E 2 Hr, W] BLAENE oA SR S R AR BRI B ) D (axb)ie, BT
(0.413x0.397)/0.287=0.57129268, MaPEXSVH T dE& B FENA AT 57.13% LA XISy
s

(=D Ptk RN 578 9 AR R TR R 454 5 R Y

BT FREIVASHT I E, 25 AMOS21.0 %4514 77 FEBi A 5 s bR B (40l & Fe B it
ATREIE, X6 R SR R 5 I Bl 1 A B SR B TR AE R A E R 33— 2P 3G AIE . A 2R B an ]
1 R

P MR AV P AR TR XUk 55 b sl M B 5 4 T R AR Y

1 BRI ARG R . YR R S phsh PR S5 M 7 FERE A, R B R ALk
IRITVEFRFAT G, BRI S840~ : CMIN/DF=1.553, GFI=0.975, NFI=0.986,
IFI=0.995, CFI=0.995, TLI=0.968, RMSEA=0.028. XLt &45FriLih B Siit S Frik,
TR EEAE IR R 4F . RMSEA JNliidt ik 23577 FI-F 7R, HAEB/N, SRR IERC
JE B2,

I BRI B, R R BB MR A RS A e A R A R A AT
— L PUR T A R SE A T BV, RO RRoRELRE ) A A R B2 B 7 A7
KRR, W % w2 12 1E I AE S50 4347 Bootstrap J7 k47 i A RS G 36 . MR

IR R SR TR EANER, S P A RS B0 R e 0 B 24, 2004, 36(5):614-620.
© IR, I, BE . 12 TR R (12-Itern Grit Scale) T & T E R O B AR A4k E, 2017,
25(6):893-896.
O JTAS, SRAHOE, TAEE rP A ROSE R RR 56  v AT R [  ERL OB R JE S #2012,
28(1):105-111.
© Preacher, K.J.,Hayes, A.F. Contemporary approaches to assessing mediation in communication
research. In A.F. Hayes, M.D.Slater, and L.B.Snyder (Eds) ,The Sage sourcebook of advanced data
analysis methods for communication research ( pp.13—54).
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B T E R BEALHE 5000 /> Bootstrap FEA, UL 95% (1) B A5 X (M A 3Eat, H i H 747
EfENE. TEBXE, BEHNMENAERFXE, WREFXEAERE O, WA TN
NAFLE, BASXEEAE 0, WS h A MNATEEY . GERWFE 4 Fron, whahik S5 aes
JE TR 20N 95% 1) B 15 [X 18] 0.0551-0.2146, I B S X [AIAELIE 0, 2B sk Kk
F AR SN AFAE o BB RN A 0.7019, FEAY ) BN ARy 0.2885, 3R KUK Xt i B
FE R AN (3D S 0.4134, sk UK S (i A 8RB 56.76% .

Fed WA PARRIR, Phah ik 5 P XU K/ RO8 5 BOR B

95%CT
I N MEE (%
i H MBE WRE OO T i
BB 0. 2885
HR A 3N 0.4134 56. 76 0.0551  0.2146
SRS 0.7019
N £w5itid

WFFLRN], MR AR P AR B S o Bl I L PR XU Y W 15 52 2 35 IEAH O, s Itk
F IE 1A T R 5 XA 55 7 B SRR Jeske 45(2016) 3 AR 5 2 [H] (¥ 5% R BEAT T HF
FC, I IR ERER AR R, RIS AR H R REAT IR AT, 5T RE = M fE R (1
R Leshem %(2012)iid Zr G THAEST (IGT) KBTI MK Z MK KR, £F
AAEREAR TR A B RS R B AN SRR S B BAT R B ROAR G . R (2013) %t A IR AE AR
AR I AR A s 1 S A5 RS R SREABE 170 18] (4 5% AR HEAT 17 SEIRAIT I, B sl kA2 52 A 3t oK
SR RS SR SR A DRSS PE R LR 2, 17005 ERP ARG 3R ] sy i 3l 2 X451 R 1Y
i 32 P g, SR I T RS oK, I Tk — 2B e phah It 5 KU S T i 25 . o
ENPERIAYIAE R A B, s PRI SAEAE & 3 80H 2 . FERSE(2015) At it
SR SRS KA LM E I SAT N Z (B 9% R 3EAT TWEIT, hahsdh 5 shah R 35
AT RAFAE R 1B, KA (R Sl R V5 il PRI AT N 2 8] 19K 3 2 B RE e S S
FIR T ER], RIIRSAEAE h A PRI L 2 JE A P8 ek, 72— @R B AR BL K E
i 23 PR ) ) S 5 B0 2 R . T 3 (2013l K 2 A I 4 g v e 5 XU 5 DA T
BT THETC, RBUKEA A TAYIAT 9 5 RS AR € KR A AN Pk X
FERIA [F AR Lo AT AP AE 2 3 UM R G AR e T L, Rk S RS AR 21— e R
(RISEM , IR 22 55 AN [ R R S KRS S 2N RO A I AT s 280 BLAR R S se AT
N

PEIRR 725 R SR AR AE s 1 55 S R B R T 2 25 ) S8 R AR A RO o A
RONIF) 57.183% o ABTFLRMY, PRFRXME S HEIOR 2 A ph A VAT 21 SRR B A] — 4> EE
AR, AN TEAME BT 2 SRR, 6 Sl H SR KUk S VH Bl R R A TR R A R
Mo Unal £5(2015) 0 E W] 1 ph sk & T E0E AR B =4, i xR 2R A it
FCo T PRI A PO ZE L, IR S 2 R B B E IR . sl T e 2|
REAERIE SRR, 20 BAR ISR, TS BOH PTG 4, XL
23X SR Mg R R DU YRR ) o SR SR (2020 % R 2 A T B R S UR R A LS S 4 ) R 2R R
BEAT THITTE, RIS AR Bk SR AR AE N T 77K 22 57, 2 i AT DAFESE AL
TR B R XM, 3K A — NI T S Bk 1 Ko 2 sl 5 9 B R SR XU O 2R &R

U5, IRAREE, 2RI, T 0N ) = X AL 5 i B RLE E,2011, 19(5):765-774.
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Relationship between impulsiveness and consumer guilt in University
Students from Hong Kong and Macao: mediation effects of decision
making style

Wang Zhen Chen Yiwen

(' Institute of Psychology, Chinese Academy of Sciences; Beijing 100101 )

Abstract: With the development of our country, more and more young people from Hong Kong and
Macao choose to study in the mainland, and then stay in the mainland to seek development after
graduation. These changes make us pay more attention to the physical and mental development of Hong
Kong and Macao students. To explore the relationship of three aspects of consumer guilt, impulsiveness
and decision making style on university students from Hong Kong and Macao, and the mediation effects
of decision making style on university student consumer guilt and impulsiveness. By using the self-made
Consumer Guilt Scale for Chinese Adult (CGSCA), the General Decision Making Style (GDMS) and
Barratt Impulsiveness Scale Eleventh Edition (BIS-11), | had made a survey of 432 Hong Kong and
Macao university students in Beijing universities, then using the structural equation model to analyze the
relationship between three variables. Results: (1)There is a significant positive correlation between
impulsiveness, consumer guilt and decision making style, impulsiveness has obvious positive prediction
on decision making style and consumer guilt.(2)The intermediary effect of decision making style between
impulsiveness and consumer guilt accounts for 57.13% of the total effect. (3) By using the method of
Bias-Corrected Percentile Bootstrap to test the mediation effect, | had found that the confidence interval
of 95% of Mediation effect between impulsiveness and consumer guilt is 0.0551-0.2146, and the total
effect of the model is 0.7019, the direct effect of the model change to 0.2885, the indirect effect is 0.4134,
the total intermediary effect of decision making style is 56.76%. From these results, it is not difficult to see
that Hong Kong and Macao students share the same consumption tendency as the new generation of
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young people. This study confirmed decision making style of Hong Kong and Macao College Students in

the impulsiveness and consumer guilt was significant mediation effect.

Key words: Consumer Guilt; Impulsiveness; Decision Making Style; Structure Equation Modeling;
Mediation Effect
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