526 B3 1
2013 4E 6 A

HHPE

ISSN 1672-0334

Journal of Management Science

Vol. 26 No.3 45-54
June 2013

£8 AR T3 P Eic xd
FrESENEN

EARFEKE LR OB

1 V9% 2238 K B 2 BE, 70 % 710049

DEBERMSHETEUATHELALLE, 1% 710049

WEHEACAGATEGSBLERSERAYERS TR L 5L AU RE R
AV ERY R EA5EHAREH4, ATHAYEEAE A AL ER R TAK, AiLHA
AFEEARRGERRERE AR FTESH T ERFTREER, TRERAW, ERAY
RGO EHEALRG  FEREBERX T ARG EEE, SN EHEPMEAN, - FX
RERERFEHERBET ARG 5 S SM EHEMAME, S RAHFA
ERTHERBETAPRHEG T E5F, SR RBR25 N EAHERFZLLE G NF
HEBREEAEFINBE T ELN , AR AT ERS T S5EGYRER AL ARES S5
ARG ERENEFR B AL TRLE WAL ARSZABELEZSHN,

REBEAEAAYERFLER ;AT Z;FALESI, S L5

hEDRS F713.8 XERERIRED: A
MNEHS:1672 -0334(2013)03 -0045 - 10

1 5|8
HEURND G AT EEEFBERNER
Bin. BRRERI, HEBBR T & VLR 77, k7T
)T 52 A% B0 I T RE 1) 26 B R A R B9 R B
B RHEAT R E . B, B R AL R
ITEREGRR, EZAERERBE, ML ERA
a8 HEARE R, 9B P AT R IAT o WY IR AR A 4R , o
“HRBRERB T EZARBEHER RE, AL ER
5 SAESR, 58 A A AT AT MR E B B R, W
R . G [ AP E e R R
PRESHHLSE, LR R Em T B RELAT
1 HE 28 2 LA [6] 77 X 3 3% M 6] 8 U9 3R & SR BE , 48
HohfE BERS .
WIBH XA E R, =2 A8 W 2 [ 8 PR
HRAEE, R ZR AR, B —FRTE
ZAMEEBFSEWMEREH" . DX BT R

WRBM: 2012-10-11 838 B 12013 -05-04
BEMAB: HEAARFEHES (71132005)

doi; 10. 3969/j. issn. 1672 - 0334. 2013. 03. 005

B i B VAT UC AE S T 58 AR R S R R A R
WAL, 5 2 A X R AY R 5T 4 FE UE AR B P R 2
BRI IER . BACHBRE R T MW H
UG B X ) 4 AR Ty B R, (B R 2 X 48 AR I TS DL i
RO o A R B R AR T DL i X T U R D A B
Wel , A BT 5€ 3% 98 1 0T B B IR X ) 1 AR B4 R RE .
3 5 , 8 R U i 2 7E L AR 5 R B E B, £l WY
MU REMRT & B A, B X X — F B e R A
BEWEBEL,

2 XARIRAARRR
2.1 AN EEMK

Y 52 ) AR S AR S EL S, i O A
BiEmS , EEREm BEMMRUEEARYE
ORERTHRBERS R, BRRUME S, HiB
SRAG 5 1 T 6E P S R g B 8 E 1 B R

EEEIT: S (1981 - ), % MR LA N, P9 %2 A0l A2 W B2 B 1 WF 9 A, WF 98 O 1 - HE R %6

E-mail ; danping. ¢n@ stu. xjtu. edu. cn



46 B BB (Jounal of Management Science)

201346 A

LIREARIER, RERGRENHER, ETF%E
e X5 ANHRTT , b MLk Sk 1) TG G R e
RAGIE A — A~ B b5 B9 52 LA AT 2L s
o T4 T A9 SR8, (B X HE TUE ) BE AN E L A
1B R 18 %3 BY WO O B B AT A MUl ] B9 B 5 T X B AR
SE 0] & BN AT 5 L BO0 Tl e 2k 0Y o 4E T RR
BERAAMATAERES . EBRERO TR, FH#
B 1) 2 S UK OR R M R e B E T B E W
AR PR SR MR, BP A 1B SR B bR B ek 5 R
FE) R 9 A 1) 4 DG C B, A R AT R IE T R R R A
AR R N E 5 R IR A E A R
AR SRR O A W I R R

Lee %5 i 306 3 448 ) 18 7 UC fic %7 fi# 5 28 0 7=
Wra e GBS MR ST S e
S AC R 30wk Y HE SR B A E e | 0 B R IR
B . BFSE R, 58 AU B Il A5 08 T HE A Y et
BUEMBE, HMEE vt aidsh” ®E B,
X (B A% B 7 B OF O B B anf s B T B MR B
EMARM; TR E A L F L F L F L S R
577 100 R 1) 3, 2T BRD R 4 faT s Bh T M (R BT,
XSRS NN RAE N AZS " HE
BB, Lee &' il it 76 ) % A5 8 “ tk A #
BT EZEKR A FTRER " o ORI W& A FIR A
FYTRLBE 3 Bl 3% A Yk B a Bl B A ), Gl A 5RO 18
PIER" S AEE TGP RS X
A5 oEEs B P S T R R BT
22 AV EASERERNAY RN

FRERRE -MIES R RIFREFANE
TN NBBERNTRMER . AT R, 5 HE
SRR AT FE AT 0 AR O 2R L Fr e A R AR A
HR LA I8 SR 15 45 0 S0 SR N 5 T 45 HE 28 58 R R R AT
F 10 AT Ay AT AR G R A R 5%, Bk B R O oBE AR 3 Ok
i SR B SF AT 3h A0 B w3 VR Y T i
5, Latimer 2550 0 Vi 251 B9, Y2 AR E N B
Enf, S HE RSB EELLRATHIEREHETY
DEMR R s 2 R e 0] &R, T 45 % A SAE
BRI SIER A EAF R BIR R . Latimer %1
HEDR  SZRHIBENBER, RAGSERMNT
HEXMITNEENSI S REATRERN SER;
B2 3 AP ) BT, 5 A HE LR T ML
FHEBHSSRAERELR. Tykocinski %' fY
WFoEH 218 3] 5 8 15 IT Be 300 48 K80 4598, Bk
ENBENZRERNETHRERGERTHEEE
B.HHERNEENZRERNEBEERBREEN
HERES,

G ERTR, R T IR E B 5 {F B HE 28 K Al B
WIS FEREBE RS W, PFFE A G 240 5 5L f 6
XA, — A REIR E R, A BT 50 R 15 3
A 2 B2 B 0 T G B i AE 4R RV WS S, 4 R BT
AR AE R R A T U AR IR B, 9 Y DT B AT g3 O B
(A HC T 0 IR I 58 ) A8 R (R T 6 IR 1% 5% ) ™9
Fr R . BA B E 4E WA R RIS

WEM, W Yi 5" Latimer £ E % &Y fR &
HEV R BEAERERI M0 48088
HOERBERE XS  UBEERMERET
HU smEEFBRRV EFTABHZANAT E
BLAEHNERAE A AR ERRTHERNT
HEUBRETEES SRR Em., Bk, X
SR B S B b 2 SE 00 R R R T R IR T SR Y B A
WIRE M ERROMEm, HiRBERARLA MR
BT EMR AL RS TEAENYER,E
EREEWT SN, BRAMEYEMATREZT EAN
FWEmmELE W, AT iEREAG, ARG R
FHE, Lee MM AEBREETERAENE
fie EH AR E T A EESEREE SER
BEEH, 55 HERMRE(BERMITEST N
HERBE) NIBARE, FHL, PFRaEMmARfEiRSE
T AR T E 0] 5 18 3 HE R T B HE 2R A9 4 U T I
e At )45 15 BR ) B R

Extax —wrReE, AR FEEZMT E M
5z BRESE Y 4 Rl R 35 VGBS X 4 5 AR Y B2
T 5E 7] 5 {5 BOHE B2 A9 8 1 UG BE A AR 3k LA iR B
LA ICE RN AN RRME, UEEMTE
RS, MBS,
23 BV ERAEERERNAT EREERSZE

JTEGRBMEREERG G ZAKIET Em, A
15 45 o 3R Y {5 8 HE 28 8 U8 i DA § 3 T 4 106 R
1. BAEBIRRN, HBCE AR RE S %K
B, B AR 2 1) B 1k R T T 1 ORI LA U A 3
MEBSEI RN ERER,  BRETHNEES
JE B RY B E Y Lee &' By sLEG2 oh il T
PE i A g I R A, R E AU FE800 3£ & B K
iR R B, IRAE 130 M Z 45401 200 3 & 1y 2 5,
B2 RAR &4 51 2002 4 B 2 Rl 7 0 B DL
SRR ERCE [0, B ik S I R A,
PR T AR B2 400 2 4 Y R W0 SR VR HE B IR A 2/3 1
2R OR £ R 1 20026 4 19 32 b, B 1/3 19 M 3 & L
120026 4 19 32 b B9 17 5% LA RS 30 43 /9 B B0 72 1l .

BT 4 3 R IR B R e RS B 4B
[i5] A0 i) A 0 i ke RO EE L . T U PP A Y (1)
B AR F5 AR E WP EE, T EZ
AR AT 5 o o] B AR e O 2R AR TN R S A A B
[ LA B )5 48 2 1 I T, 5 51 A A% AR X [a] A AR R
FAGIAAT Y B, AR B ST 0N S 6T A AR T 4 B i
EERBHZAMBATEM., H &0 EH R R E
it ,fZEMESSHMHEXHNER, BB Z AR
FE M T R e B R AT, B 5| 5 AR
B, B ZARMIERGE M

FRAE BT R B A  UC mE R AT RN, Y
I AR 1) L S B A2 A B B E B, ) R
ATHERLEABRRARSERLEAERBEZA
TR B & 25 B 2 7 00 EE 108 e L o L )R Bh 32
ARHBERMMN, T ERAGSEREERXRATS
PREREEFREBEZAHEMENT ETE.,



53

PSS A A T O S R A 47

24 KRATEERA STENLARFGF

EEMR LI, IEEEAERY WA ELHEE
BEtl— A EERET FHEEAERE M
R—EEEEEMARMEXENR. — BT,
AR AR, R AR (R B A 3 LR
B MR, AR AT A B 4 AT AR
R WA, B0 3 SR HT C A B 4E B B . Trope
SPIHE R I, AR B RS R O MR
B O I fth X 122 3 R A JBR RN R 25 K B X 1 R
A4 2R i, 0 3 R A BRI R B f B AR Bl X R
B AR S R R A 0 T R R B A, A R e T K
15 i 0 A A B 2 R K AR R AR R RS R, X3
JE B R R L B — AL o 2R 3 T 1
BRI AR IR T A A AR B B A fE B Ab B
A, MEH BEEKA N HE N EE, EL % E
B A BB AE % A B S AT s . Bt
FFMW, NTE A BB R R, PR T R 2 AT
FFEAFRSIMATEREmWN B RTAMRE., &
I, A BFFE A O 4 180 9 1 UG B R e 4 1 AR O i i
REMFRZABEEEAE.

MG, BB LAF i,

H SHZAFEEBAERSGE, (a) MERHAR
BRI ERSHEREEAES A BEEREEMLEL,
AR HI T o A BE B BUR 5 (b) O E 4k 3R (] R A R B T
HHRGEREASHTHEREEAMIL, ZRK
ITEEEERRE.

H, MZREEEARBEME, (a) 0l A 5
B SRR RERERS AT RERE FAHILL,
ZARK &S BB Z 5 (b) 02 5 A ) - i B iy
FERREEREEASHATHRERSEME, A
M ESEREER

3 SLEg1

Ak H MH,, 55 1 R A2 x2 x2 B4 )i
i, MREEEAE B v K, EMNEA.ME
HR M vs. MERH AR EBR, FEELL B vs.
T,

31 wRHNES

BHEZERBRINEARESMEK, A7 656
BARTEGRMEGE, AT EEAR 46510~ H
4 A 5 70.700% , B A4 529, 300% ,91. 500% 1Y B i
MR AE19% ~ 238 2 1],

BEPL R R, ERF A NRR ET &, BIRF
EH BHEREENE, ZRIE P AEELE
H, LR g af B RHE10 048, SER AT, & A
JEW3ANEE 4, AT R A O ST AFAE (A %
) FEEEAE,ENOERERR.EEERM
AR R EmE, ERMETELE L,
32 LERES

LW RFANEAN) &, BRI & E S
S5EEERNEZE, BN EABIIBEE. IINERE
IFEMESNERE B —BREGEERLNRE,

AT ERERUERL, T EEEARTSEESE
P 9 A 0L T 8 0T B L TR B S IS R AR O T 2
B XL A, Ok R Bt PR RS AL B A IR VB
marrEP . BTRENZER, Kb rm(mr
HEWRE . SEFEIEAS) SHEEL -5

3.2.1 M ESKMRE

(1) il 2 [i] 0 4 34

W 5% 2 B e O R 7 R W W i R B A K W B
MEE MBS SR R E AR,
FENREBEEFRELRITEERABELEAR,
SEMREE PR STER, W FE R K. O,
Wl LR RS,

L g i WA K () 5 A Rl R A AT (L R B 5 ST HR
B8, LA BT B R B B R A .

(2) il 2 [ 50 @ p il b

AR REN YRS ECTIRBAEREN
TR, % 8 WA K B [a] 6 A B B OR3P AR AT ER
5.

s RENER LHEESRBEEY R E
25w B, BB A S BE PR R M BT R BT PR AR R R RE S I
W, PH R 28 7 14 98% , M T 1 0k /8 A 45 I 1K 0% o IR
AR EEANBRG, FRERETE. . RFE.BK.a
W il o E BB AR OL R TR AR .

3.2.2 FRERNERE

15 % HE 42 . n SR 75 (F AT B B B AR (WL 40 B 4 T IR
B, 0K B R M JRR AE ) 3X SRR BE 45 R ok 8 4
A B RE, A FEEFFRR. R, B
HIREMREMBETE. ZE HEMEREER,

o fRHE SR . 0 SR 7E 65 A R R B R R A B B R
SRE, EHEIXRBRESBVRNTL, EME
e, AT RES MR RRERR. R, BEMT
BOEE BENSAEERDEBAINER.

3.3 LBER
3.3.1 #BiEEEE

MEBERMEE. EEGERH D, 1454 H
BT 15 BHE B2 45 45 o B 9 () 8 ] 5 IE 8 , 86 4% ¥
iR AR A ERE, ¥ =15.069, df = 1, p=0.000 <
0.050; F T HAMERA S, 137 L Wik k£ TIEEELRE
5 46 56 1 5] B (6] &5 OF B, 97 4% w ik 1A A G R el R 0
¥ '=6.838,df =1, p =0.009 <0.050, F {5 BIE
AR R,

MIUCEMESKRE, EMNERERARNT S
A, 194 N 36 F 1 4 00 T A A5 4 KR B Y 1) B K IR
B, ONFEE RS AER Y =86.523,df =1, p=
0.000 < 0.050; 7¢ | T [a] BAR P ) o, 154 A%
TR 4% R0 3 A ) L[] 24 IE B, 68 A [E] 25 4 iR 5 A0
# .y =33.315,df =1, p = 0.000 < 0.050, EH "4
) o 4 AL
3.3.2 HiEAEAENRX S

AwRP FEEAERSEKN 45,08
BT Py 4.4, RBEHRIESEAERSE
R THAMHKW IBIEEEAE, i



48

B BB (Jounal of Management Science)

201346 A

Rl ABPSHATXIRE. ERNERE

Table 1 Sources, Items and Reliability of Constructs in Questionnaires
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Figure 1 Interactive Impact of Issue
Involvement and Advertisement Emphasis
on Attitudes toward Advertisements
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Figure 2 For Participants with Different Issue Involvements,
the Interactive Impact of Advertisement Emphasis and Message Framing on Attitudes toward Advertisements
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Figure 3 For Participants with Different Cognitive Demands ,
the Interactive Impact of Advertisement Emphasis and Message Framing on Attitude toward Advertisements
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Impact of Integral Regulatory Fit on Attitudes toward Advertisement

Wang Danping'? , Zhuang Guijun' ,Zhou Yin'?
1 School of Managemet , Xi’an Jiaotong Univertisy, Xi'an 710049 , China
2 The Key Lab of the Ministry of Education for Process Control & Efficiency Engineering,Xi’an 710049, China

Abstract : This study investigates how integral regulatory fit between regulatory focus and information framing influences recipi-
ents’ attitudes toward an advertisement and identifies boundary conditions of the impacts. The study develops hypotheses based on
regulatory fit effect and information processing theories, collect data from two experiments with college students as research ob-
jects, and then test hypotheses with analysis of variance. The results show that recipients’ attitudes toward advertisement is more
positive when they read an advertisement with integral regulatory fit compared with integral regulatory unfit. Particularly, for ad-
vertisements focusing on problem description, loss framing is more persuasive than gain framing. For advertisements focusing on
problem-solving description, gain framing is more persuasive than loss framing. Furthermore, the two experiments demonstrate
boundary conditions of the impact of integral regulatory fit on attitudes toward an advertisement are high issue involvement and
high cognitive demand (i. e. high information processing motivation) by measuring the situational (study 1) and idiosyncratic
(study 2) information processing motivation.

Keywords ; integral regulatory fit ;information framing; regulatory focus;information processing motivation; attitude toward adver-

tisement
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