W31 BRI ISSN 1672-0334 Vol.34 No.1 97-112
2021 %1 F Journal of Management Science January,2021

i = o8 D0 5 E =2 0
i BESFILIRNESHH

x| AT, H AR
| SR LR, L 200433
2 WH RS GO AFEAE B, T K 400715

>

-—se

BE: " M4 EnALALE, FRPEHREEREOAE, LB HOHHEHRRP
MHKB  EEZHATHRAFTHIRE, FEAL T EAAFAASHEA, FHMN A2 2N
HRFEATAAAFEANARLH S e EREF ST ROAARED, “EHHT A
R LT E D

EFEAFHRHEL CEMAREBAFPCERELAERF N XA AEL, EAKR
HERmHHEEY R RE S LTFROAEAN TR REH , HER MR F RRTE
AR, FRIERFHF SN EE YR A IR T AN EBEAE, S B 2HBRH &
R SR ERESHNTENELSPAIND, SRR3R BHRHF AR S TEETH N
iR R ERESHNTEASTANHGATER., A F £ 54,82 5 4 F Boot-
strapF 4t H i, A LB EFRENBAERSEFHE,

ANERFALERAN , H SN EEEBERESHRTR, IR mAHE G
B RERHNEBEREZEHCFRH MR R ERESHNTFEEELSTA
ME TR EB AR EETFERE LI FEAFH TS ER
BREEFREE-ERFSIFMTEF B REH AR EE LA TN LR E
BR,P5&HAMA4ERRL  KikeleBTE2N A REHAREH "4 4
EEFHRAETFESHFLTEL,

HMAERRANA RN L ENH "R HRERL SAETERELPILASTEZE2RFTE
AEZMNERLEL MASHF BAEHEFTEAA HBARZARE AP ETHE
EARBAFEENERESL,

xBE: RN EECEN AR, CERER;AET AR AEALSEE; S HL
F£

hESHS F713.50 WHRARIRES : A doi: 10.3969/]. issn. 1672 — 0334.2021. 01. 008

WEES:1672 -0334(2021)01 —0097 - 16

518 RIrEMHEEERR ENEZHNER WS H%
M EEEREERERSSEMEE FHERRERMBEM T SRR, HRERHRE
IR AUERETHRENSEDN G, WK AFHRFENSEK, 008 DB &, 5525 6

I 78 B ;2018 - 07 - 21 BEBH:2019-05-12

BEMB : [H5 A MRS (71232008) ; H H A SCHE S BHE B SE00 H (18JYCT630096 ) 5 Hh g £ 5 A4 BTl 45 9% 4 10
¥t 4 (SWU1809125)

fEEE T I EH, Bl L, 5O REEI R LS, P8R K & B A B B B R, B O o S AT O,
RS AR BN P2 0 SRR Ry 2% & K IR B P A T R R AE2016 E 3 I (A B RL AR D | B
mail ; Liujianxin2002@ 163. com
WHER, ZHFFE L, GEH R TR, R ARSERS, AREFAER X Halal culinary and
tourism marketing strategies on govemment websites: a preliminary analysis " , % # 7 2018 4F &5 68 % { Tourism Manage-
ment ) , E-mail; xcfang@ fudan. edu. en



98 B BB (Journal of Management Science)

2021 4£1 A

IR EE, EE R IR R RE
EMmaRs. fln, MERKRARELAAER 4L
A A Ak i L AT BB GE Q5 25 SUV ZE B [ [ b T i, 3 7%
EMBEERZMARBEALA SN MO ZEERLTH
£ 1) iPhone F 3] F H/1. F MacBook B, i 7 /i L 717 B s 1
BLT hn 3 = o p A8 0 R R A B 8 4 T R E B
el ERGTALE, TEREFEMELREESE LT
FRERIE A AR AR SO o 2 L B Bk L2R
KBRFIBBREZEEZ MY . BPE b ERESE 5
E(REHEBHEMR)M(HGHFHEETR D)
SEE AR TR A LS, =588 0 2k MR A<
EAEEMKERE =T WO R, @
BRI ER, HRER G A, AER WX,
RIERWE, HEMFWE, LPETFHREWEY
EHLIREBZH LM EHEZ -, SEVILLA e
al. PN, 24 7 2% 3 T I DR A R B E RN 1 St
HEHAEHLI R, EHAEIRETFHERERE
RS R — e SR e, ma
BRI EER, — i, M MERENRBRR A,
BEREATEERNERA - WA, 75— E,
EHEAEERBOWESE BRERENIEER
. ¥THME, BT IR a0 E 8 desE , B
TERBGMESZH HEOM EERE . KH
WA MENERSEZEMNE. Bk, B™=&mn
e EREN L EEE W, HEAA
XKFFEHMOEENHRERERBFHEEME
B, M H A E ML HEALE AT RN AR E
ZE—EBELEEmMTY BHALREEMERSE
HEEBRNES.

B 0t , A= BF 5% F A S5 58 BF 95 0 O R R R RS 58
BrEmmEEEREE SR TIROAEIL M
HREE. BENE, EEMEHF KNG HE R
BEBAANEEERELZEAIRENE., &
MRS H ST HHEESEAEENHIEE X,
T EL % 55 B b0 o 6 6 O mE L TH 2 Y n A R
M EENEN MG H GRS A EENEH
AR o

1 EXTAREA
L1 gira@nit e ea
BrmEh — BB EH>HHEENEHE
LA RE RS, AR WER™E. BT 6
5 B 7 RS E AT )R ECE B R AL E A
KERMATHMA, B -F 2GR E . HRXE
R GEMAY EERRMES RN SR W,
MESEEM S EEXMREEME, TR @@
o =50 A6 U, T B R I o BE R T A B
O #% 0 2E Tl _E WU 3 A R BB R . B
amrEER AERENHER B EE
FORRG U EFRATRIESFEEERE A
EXMNBOI AR RAEENHEENT N, BB F
R.FU B RE EENEEGKELT HAH™

MM EERR AR EEREERLT ™
A BES . BN s AR ERE RN
ot B ARG HBEE TR EZ BT
GO CHBAKBEEETREREEATE WA REYE
HEFTHREBE=F(WM“EER"). H=Hms
858 00T Y 2 A 3R RS AR, o R T R
R AR 20 % G R S R, I A fr 4R 2 S E
BB EFAE, A UEREF T HERE KR
W  MRET WA SN EERANT NS,
EURETERFETHUENTS®E. BT/ @&
EHE AL, B R AR AT RS, B S I AT
ERBRRL.

HrEmnhEEEEZARMAERS, —FETH
AWERNEBE SN BBEASH NN &8, L4 H
RS NS i I B Nl R A S T
Mt ER A BN E. B TFHFHREREFAR
DA R B BE R B, MR B R FRE s —
i ek MERE N EEW LR
s 06 45 53 S W 3% Lt 7 % 38R 45, 75 TR LR HE 4
s, XM R BRI A . B
Hro s BRI B E T — ek B, {H — T T BR
THBREEBRNAG, B — FEF B ne e
2RO AL B A B, T H AT
PAFRBGEEBE 2 Fl . Toit B B o 4 B F R B
MM E THRENNE, ERESALFE,.A
T £ 5 00 0 2 0 45 9 9% 3 Sk R (7] 89 A 0 A A
JUZ N, KARDES et al, "IA N H M EH A RFEEH
WiEhiERE TR AESh M0 BT 3815 BT 3, n
e 1 3T 7 A A A N R R SR AT M, A R T
BRERMBESMELGH, BRERS ™ 40 8
AR ERF AN SR RN RENARE
P, BREHM ™' & B, AN 1 76 ot 31 25 s Bt i W 30 25 B il
BT H A AL B, DS BEL
AR O BIE RS E L,
1.2 HREBILRE

MEHEGMHHE CANBELREAR R
BEREE BN B MR A A TFHLS, &
SEREGE I, B RmH SRR N
EREHERBLT T BAA RS, HiS3H
A5 AR b B, TR A i AL 2 0 R B R
TF 4 1 2 7 B AR SF MR RN . Bk, g
BLRMER s m s fE B, R BT A ER
TR T T R B, W BRAY P S E B OA A
Y RSN SENBEERAR
BMRTARELERAR L2 R,
DA 45 75 48 K b BK G 9 2 B AR 3 T RE
IR 9 0 7= A A T R AR, HA A
AR REN T WM EEN RN BF
BF 95 B Z %0 T R BT 0 4 4 B 9 BT 5T, B X AR
MM R SR THEREENEFREAHA, M
ERFHBETNERA, ANBRTHEBE, @
HUBR T 2 &R 8 8 XTI 2R A R 4



1 4

X B 45 BT I 6 B R e 2 8 RS R = A B 99

MM, my wHsamhEEx —FRE
RHBRECEAHRER T OUOOR A 7™ & R
B 7 g T B AR R R AR RN,
AR R R R R, BT R AR AR B OF B M, I
7 A FIE R W 3K R I K B 3 I 3K 5 W 3K 2R O
PARKER et al.""" Ay , 25 7 J& ¥k R A 0 9% % %t E A7
7= it ) 1 55 3 & ; MENON et al. "% 30, 75 B 5F /& 4 0
LDHEPEREASILHERE T EZHAL IR, LK
FEMEFEREMERZEBG Am, HEARTR
BARWTH=GMNT AN ERESEFEENE
W, B A B ST N I 9 B A Y AT O B B
L TR BGE R, JE RERR il T 3T %47 O B9 AR AR B,

X REHERMOGEE HREELEHAS
BEOF &, OF d FR LB AT AV . BEFE MR
AR — X & (B 7™ dh 2R 55 ) (7] o 7E B9 R
A O R B ARV A L A A BRI . BE T AR
HARMHERSIE, T a ARG R Aik
HUANERENTEESERB R EELAREHN
[G] Fef B P 4 1 2 B R AZ N RV B AR R L
RIEE RS OCEBUHEATER, LRI,
NG L ER LSS E R EERANE R,
Rl i, 25 BE 7P Ji Y Bk W B 7 A AR 2 W, i 3R
BABORREEE, WA R~ LN RPN, IF
5 W GR 5 BRI I LA 5wl S0 LA R R TN
RE RTINS RESS B S5 1T 0 — Bk
B AR X W SE R E B9 B fF 0 FY . B RS &
B, 75 B T A W K R SRR AR TR M, — Oy T
T iA 2 3 H B SRR AR A0 BLE BE M, 53— 05 T 3%
HREMBAREMBNEE, BCAHAEXN TE
BEF B R B 5T K 2 R BR T 2 I 8 /8 1 =2 18] 9 A6
PEALAE | 3R 00 0 R R R B R B R Y A
ARV R B R T R A B 7 o Y
TR B BT 92 o AE o X % & 25 BE B9 A AL X, T
PR 48R R AR R W 3K B X1k A 3K R AR I 3K 4
ML I B SRR R ARF B D O o b R OR K
INHISE 1 B/ TR T AT & B 46 0 3H BR 1% 4% /b
o4 B s ™ o Hooh, AL TR 2 2 T R
AETFEENERESE, BT ERKER, LT
LATHBR TH AR &, BT LA EH 2t & R 2 4% A
MR T K, PR R R X B A5 7 & B9 R &
%5, BEMRMEHAIRAEEROITESR
BN, I, EEE KN RBEEES
T 357 B B AL AT RO S A RN L % R
RS ST AR P SR R R A
H AR TR WU AR E Y A, AT B W B
FEZHAT R, ML FE AL T 3K 2 R0 AL
BEER GRS MR R RS, HEHER
ESETENE—F HERAHREREBLERI T &
M ERE R E R I RO, B, A6
READHF = BMAEENHREZHEMLIRE
Rema, LA EH 2 A BT JE B9 AP 4 P B H A
B & A

2 Bt A ARRRERIR
21 HESNMNMHEESHRESHAEIR . SED

& 14 89 o T Y

WM E BARBES T TR Ak 2R,
BLEMERENBERA, ASEHERET4ES
BEJF &t . TURK et al. ™ 5 F 1 2 46 i 0 55 & B, i
B T AT W SE P 9B 20 P B A ALY PR B,
AR S EENE - BESBERESENTE
e, EXF SO HEE, BHRELSTEXHEY
J . KARDES et al. "A N i FH B HEEAARE
FEHL, 6 A & X B A B B E B AT A
AN HE 38 ; DEVAL et al. ™ & 81, 14 3% & 2% #H 4b
EWaFrmiRximE ST I, L5
BHBARR R . HIL, YW HEHER NN
B, — 7 W, FE AT 2 B9 OA A HE B, A0 hn 4 B9 BT 7
BOKH F R R R AR R, T AR R SR Ay
e R AR R R R S A A
FamEmmEEm ST 2" B dd BT
BB RO HER S H I
FRERGH — T, MR R ENEE RN, AR
B A B R RN 2R R A R A Y B
M ESSRE#EEFAMMOOBEER. BT
LHFTA RS OB PR B RS R AE H 7 a4
R, BT AR T4, OB EERE TA
WIPENE 5. TURK et al. ™ AN N1 516 4 A — Bk
ERBERENSHEFEE. R, @ F 2% me
HEFAARSUHNLA T, EASMEHBREN
MERERMEGAATFRE, Bl , HHELT4HE
RIS ETFEE, SZML, REMMEEE AR
AR, Z S ATFBRMENER, Bt S™4EE
BMASEFEE, B, ABFRREHER,

H #irFranmEEEEREESEFEE,
H 4 I 656 b B 6 6 BRI B A AR R
BT E .

NOWLIS et al. A, 24 i %% & 1 X 25 % F J&§ #
B, 22 B o 5 MR 3 0 2R % F B, L H B A
TS L R AU TR A B AL O AR 1 4% i A it
T 76 ¥ 92 LT U 18 B/ Ak s T E R AR
HIARETF BN EEA SRS,
ZRALITIR, HBRESHLIRRBEHBERE L
— YW I 1 DA W 3K e B 40 ), B A B W R AR
REMOEEFES . HBREHTLIERFR &M
[ FREEEAL, T LUAE R — & MR R R A & 2 ()
FREBEA . BHEBEANERELSHELT
S B Bh L4 S T R RE A0 R T AR R T, O T AR
Bl - S M N EESE LT RAGEESHELT
R, HZEMARIANERESHLI RN EES
LB, — K RIMERRIW, N B F ST R
AR —AEEREREENT I RMEEORES 2
HREEME -GSO M ERFATEHERLT, Z
SRR T R A R RN, HR R ERRT
300 9 R A8 A R 0 R B O R 4 B & A0 00 i R



100 B BB (Journal of Management Science)

2021 4£1 A

F MR SRR RN SR R
LZREAIRS 5EURBHRANER (HREEE)
HMEIARER(WER . ZAK . EFE) B
MHEBREBRBROREAMLNESLD , 5L EHSE
MK HREIFREHAENFREAMRSEZEATR
P T X 5 45 7 6 BROIR 4 G e 2 5 G B EDS L B
AEZRELEFER -G, BN VEEHRFEIZHLE
{898 2 & X% G B A0 R e T A M R RS,
BHEABREMRBREHBEAENBEZ TN EH
IR EBELTREMYSEN N TERA
BT S IR BRI FoRDY  BA G E W R Z A
HEEESRENBESHEAIRD, BHRTE
IR {530 B & 3 ok & BE 1k T 3R 1 b L X 5 AR SR 9
BRI, LG T . SHBRELTEE
TG HRET, — T, I %A T A RO B, A
BA S W BRSBTS, R E K
INHIMERE Wi MR A B HEA NN O MEE
W, E L F RN REE, AN
FIE R T WA T 2 R4 TR B 8 3hpL e
i R T = B - e o = ) & - - K =
EMEEFEEPQEOHPLIE B AE AR
RS, A A AR EN RET L
FETHEREFRNZHAEITI R, LERZAMMIE
HEd, HEmMEMERENESEEI RS Bk,
A B 7T 4R R .

H, 37 7= & o i 5 B 5 R 0 25 BE OF O 1% AR 2
HkEHEEZHMLI R,
2 R MNMHESEBRESEFEME: MVEAT

BNV EBREBRERP BN

GUNASTI et al. ™ % B, 78 28 % % 220 20 1 15 Bt
AT BN T, I T vk AL A I 4R 2 TS B ORI
AERETIHR NGB METICIZHE B ; DEVAL et
al. P — 25 & B % E A A AN R B2 5 2 R
TA o B O (B F 47 o B AN DE AN, W0 R OR RE R B BUh R
EB, Tk TR F B AR T B M7 5o
858 I, 3 2% % I RE R AN R 00 2 B o S R
BI04 B B 7 R R R RS R SR T B R N SR
PR R G B FgE, BREY RH,
X FEES R, BRSNS EE
BAEGHEM SRR, EE S iEHE %#E X H ™
AOHFAEN. OHEFAERIEA RN Y R AED
FEHERYEERYN—SorBERERA S H —F
CHEDRAES S 0 3BT A A R LA R R A R
TG F R AT 1 e g o YR BRI AT A&
BRERBIEBEOCEITANY . CHEFARARTFE
AT A IE X BT A AL, A AR BT L
8 X+ B A5 4 08 T 7= A 4 ] AR A8 AL SF LAY, 3
BEsmmRAfEy s mOoRFaREMANE
PR R R A R R B BRI AL, R AR B
B RN BB WA LR A R
BRAERGEM™ . DEFANERERERE. XA
BE OB LA EEMNE SRS, AL

SRS AR EENEE RTEBE LT~
EE HEESSNMELMM SR SHENBEE™
M BT A R T R R R A R A 0 B
A REE , — FE , €T o &S0k & %7 & W b,
I ELfn o 4 7 R SRR R . 2R M4SN ALALOT
etal A BB MNP AEEREEMAR
BERETARVEMERER, FH LW RE>
HECLDZIRA . B — W, B SRR R 7 5
FEE i %0 B, PETERSON et al. ™A, B
BEAENERE AL ANREEEREY
AYMAR, XEACKSHRMBAE., §TFREM
MrasERREENNHEFERERETFEMAL LR,
T 20 2 4 2 F AR A 0 B BT B B
MM s =R A ES MM mEESE, B
M AL BT A, B, AR R R,

H #FirF-GnthsmEEERE BT AE R,
HEWEMOHEESLEEMNEEEERE LT
1 0 3 A5 AR

I R TR T T B AR S O B K
A R E X B AR E KW N
B, 9 B AR S AR B 0 BT A R 3R L
AL EYT Y B A O BT A R PR S A
BERMM, NN REZTHTRSETEN AR
M. AN, MRt R ARARELHE, K
1 0 T8 BT A AR B AR 7 9 7 A R A B
SRERT, MBEHSE/NMLREEREEENRE
HEMS EMENLSAERMGBEL T, HRERME
5 350/ A0 o U i BRI E SR, ER
PR 0 BT A BUXE B bR 7 A R FR R B WA, 2
Mo n R T HBRENEN TR, BitiE R
WREFRWSEFEE. Hik—5 B, O
BFRPAFHEGMONEENHBESEFEEHF
WA, BP0 6 S B b R B Y B O 0 %
ERTEEERMOETAN, AN REEKR
BT B, B, AR50 8 R .

H OHEFARBERERNNERENSETFEY,
LER T A RER T S B s e SRR
JE PR AR

BREAHMATFHERRBERENE NS ER
HOHFEGMAEEE - CREE RN REN
B A, B E AT A, BREHMY & 51, BR
WL h RN EE LB PIER, OB R
15 4R BG E H wl R0 2 50 B R 3 25 2 B B 3h
BLRZSSY o o0 BHT I 8 3836 A, 0 B8 4T 16 B TR
REEAH AHED MENEXAHINIBOE
R.EPgafedaEbEELEMWE, LIER
ApEN, AFESERENGAINE EXAHER
2 H Y R R e AR 5 AR B I AR A
R B 45 3F B A T A 5 UL e A R (B
TEAS R ) AR oL (B e 2 1 ( BPOR [RD 26 7 B AR
B A ) BRI R (B AR O BE AR )
MEmBERRHARNER) %, BREEWRE



1 4

X B 45 BT I 6 B R e 2 8 RS R = A B 101

B, 0HEHE BB AR oA B R,
WA A R A O E EERBESET AR, L
B RNAERRN EERRTHBENRZLER
il B H1 H AR AR, RO R E S
RILEA B0 AT H RN . Tt 2 B4
B 15 I A BRPE o 6 B AT AR BT 7 6 A O L 38
TR BOa I 2, B UL JH 3 2 & | B A
ARG B, 3 R T R B A B E AR
fEL 524 i 4 5 5 5 R SR O B BT IE R
SRR R, AN O 6 8 B R E 9 R B8 o B n
S, BUATHERHLNER, A FAEZTHRE
RAE MM EZRH R EWKEE™
i AR RFETREER, BA — 2 R4 R
. Bit, BEmMr#HELRENHEEERTS
fRRZEHREERACHEIIER. B, AWTE S
Bk

H 3B 7 i o 65 65 060 9% & 7 AR 0 BT R R,
HEHEMMHES LEEMNHEEHERE~EEX
AL BLIE R,

SHEN et al."™ % B, .L» 38 B $5 8% 1 08 9% & 7™ 4 R
DA S50 0 R 1 4 L T S A TR R, RAINSS i
— R REA, ARG H RIS E,
TR 7= AR 28 4R A, E T 4 5 O 2R A 0 BT R
EX SN EE, —TH,KRESEHFGER
BR7= i AAE 50 KA AAUA N T R Bk Z {5 AT, T HL 3
8% I, O BB IE BGE B R I % X R IR &
R A0 B 5F , AT B IR 7 R PR o B — 7 T, 9H
I 1 4 L IR R B PR, 1B S U A
WA, B AR AR 1 45 66 3 2% A T A B R AR, IR
HEEHREFHENFER. mHFELERESHLIA
K EEAGULRHE/EAH“REFANERRFR
R, TH R A 25 (T 3 X LU AR R B SRR
A G, T R A H BRI A R 4% B AR A O 0 B
HRSFIEHBEEROT RN . B TEETE
PSR d BV P O I B OF O 6 AR, B A AR Y
BEHBRETERRKOEETEE. -2, 087
ERPAFGMNBEENERESEFEENE
WA, B S N B L R O B B B A
FRAOCHPER MERNLCHENBEREHEAE
FPHEERMSETEE, HIL, AFRRHER.

He ODHEFHERARYEMERENSET BT,
CEAERER"RNNHELHHRENSET
JE AR A ER .

23 HEERNMEE HESSEFERHSHAS

SHEEIR:UNAACSRENATER

X B 7 A 5 5| R A R JE 3 PR
FHHAF & & BER WM ST R, AR
BREBHENEL MR S MEE, RS
FERE - HRERNELE, TREMFAFNE
R, E X T IRAL AT E AT A R E
HFSOL DN A T DA 4 A R R R R
TRRE W M | A R AT T R B P S 4E R M

B . BAREHINOE SRR R SR
B B ) A e o Rk 4 TR W, O LA AR ZU A TR
MEEBE , WHAATERRE T ARG R LB
T s M, w1 L o B[] B 7 L0 BE O 9 L P B R
FEMESHS HEwRE™ . AmAARER R K
T X B B0 4 B9 75 B AN {5 B hn T 97 R, KRUGLANSKI
etalU N AEREHNNHATELZENE LK
BALL, S T8 ZEEmI; mMAA ML
AETFEMNHAEENAZEES, E5 T#HMAT S
MRS B T, ROETS et al. ™ % 8, FUBL = X . #H &
F SRR PR 5 A 0 P A T B OE AR K, T A A
FTREGANMMAARTERMA, CHOI et al. '3 — 3
R, BINEAATEELER LN L E KT8
PISRZ R & BB TEREI, AHEREK
FREMIR;MEANASFEEEGBE M IR
AREHEMELZE, ERBETHERET, HibkK
BRI E R, XERRERELSHE . ANE
HOAREGTA RANBBRFIREED T Z8
i

THOMPSON et al.""'3A g ik 01 F] & 5 B2 % i 3 9%
#H XA R YR B, 7 R A B R
BEFESASEM RS D AUFEELSAE IEE
BRUEX KHRTRERES T RENE, EF
fEx H AR = SR EN M RIEN T ER K. B
HCOAMAATRELEEEREMINMMERE, &
FROIAFAATE A7 RS0 M fmE
FHEREIGIN, EETHREMATEEXFR
. B, TR A B, Ok AR R ) B
FE.BLNIHATEETES THMHRE. MM
HHAETEEFETENARESEE D MERNGE
BEEIFNN. EXTHTREN IR ANBR NI,
B, mxF=mmrEEEAnHaTEEN
JESRE PR R 4R S M 8 MM Y . CHOI et
Al — L BN ARTEEANABEE#
TEREI MANEHTHE T thEEEETFIEN
EREMNH#ATETFREMNGRET MEANHASH
BERAMUEBHTFERE T MAEEERE T2
AT RETFRAMEBE T . ERE KA RA
ARBEEERN AR AL N ERNGFEE I
VLA EENSEFERNEES =L EHLT
ROGEAEEFEHEM:, ZHEAEIFIRBBEIG T
WNHAAFREENSZHR BEETFHERER R
RBEAW FAHEBERRFWERIRFWE, Bit,
AW 5T 38 R .

H, AKIPH & 7% B0 Y5 4 B OF & v Xt % & 28
HIFROER, BDF=SNMNEESESETENT
B ERAAAAREELR NI AR EEER S
PEEEEAI R,

2.4 BRER

GEpR, AMAEMSESRLLE, #Eiad3 L
I #E AT SCUE AR B, SEBG 1 3 A A 2 A 56 0 7 O B A Y
EMERELHEAMIRNEEREWH; TR2EEH, ~



102 B BB (Journal of Management Science)

2021 4£1 A

He BRI =M BN H A E L HALIRNES
AL SE 5 3 K 3R H, , B IA I P& T Z X R
It 6 B R R i B E BRI RBETE A .

A1 A
Lo SEE
0 KL N X7
=8 P ““? W
s s = ] TR 2R
(Msn) = (AA4) i (¥S)
JE.\
By yisrim [ e
(PR)
Bl EIER

Figure 1 Conceptual Framework

ITRERFEARIER
I FERNNMHENEBRESEALIRORN
3.1.1 LKt
TWIEEAMRGRI =R HE%
EEFAIRMEEY W, ATHATELBHE R
IR T, AR E A B 250 4
EHBEEH EHEMEGEFESHERER, &
KHEOHLTRES. AR AEAEEESHEEH
BHEBZEE, BHIOA, LHESAN, FHERN
21.746 % ,briE#E 5 0.628, SLE A A] 201845 H 7
H 38 8 72 10 43 8 P9 51 3¢ 28 3 o n A0 85 B 1 37 7
o BRI PR T 1T R S, B HI 2T 5 R R
JEwMM M EARER T OKE FILEIEAHE
R BERRAL GE B ot L OHLE L KE
EIRFERE REMERBSINES. S50k
AEEGABRTH &, WK ERE  FUuir™

B En

=

(a) 90m® £ F3 (b) B Q5 R%E

(f) 3EH iPhone X FH (g) KRV FFE

() ZEdEBFEM (d) FEREICHERE

P

(h) RJE PS4 jiFxk L

mASHAEFHENMNHEHEWEE, WRE . FfxM
RAT RN T A AT — SRl B T SRR
FERERAR, AR, AL, AR R A EF T 105
MaEAZR>”H BB ETF . REMFISE, B&
LI W E2, AT HE— 2B B X A R
HE I 55 8 (Ems) 70 B2 04 85 B (Ims) , 74 BF 55 3
THRERR, AMAENEES SRS U L
HiXS SE, LI EE H20184E5 H11 B, B+
BHEISA WA, FHFER R21.083 %8  triEE N
0.830, ¥ i it ) b “ B B 7= 2R H 4 209% =i
5007, BN A BB TEEF?” “ H e E
SR W 20% 5, — € 4 48 B 0 AR 45, B R i 4 1B
R F R0, R Al Likert 7 55 9F 43 35 , 124 B3 4% fn #r
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Figure 2 Experimental Goods Used in Experiment 1
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B EME MO HEE, BB — MR AE,
WA LI TR, S5 5 & | 3 R iPhone X F YL & £
B AR RMBOH SRR, LR HNITHK
HAT SRR, LMY RA XN EREER AT
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Table 1 Effect of Makeup Sale of Experimental Goods on Consumers’ Variety -seeking

Ems 5 Rps ¥ftt.  Ims 5 Rps ¥t Ems 5 Ims Wb

S Ems Ims Rps

1(46) 1(46) t(46)
90m® fE 5 6.083 5.083 2.583 15.634"" 11.167"* 5.298°*
B Q5 ’E 6.167 5.708 2 18.725"" 16.780"* 2.281°
=R 6.167 5.708 2.042 19. 664 ** 16.922°* 2.185°
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PRELIN == 6.042 5.250 2.042 19.217 " 16.272"* 4.217°
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HEETEE 6.167 5.292 1.958 19.283" 15.384"* 4.354%°
RERER 6.125 5.083 2.125 18.003 " 13.512"* 4.949°"

E: "Ap <0.001," Hp<0.050, FRE.
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EHHAMMHEEEHRE L ERNSETE
H. BENMOGHERRTHNEETFELES LN
4.980, KM BT FRES 1745, —F Z 4]
£ 5 8 3% 1(105) =55. 141,p< 0. 050 ; kI 47 4 65 1%
RTWEETEESB R 606, KM HEHRT
MM R1LT745, —H2Z R ZH B ¥, (100) =32.284,
p<0.050; 1k h0 6 8 6 bk BR vk o A 6 B A O g
MEEFEHRER, —HZXEEFEF, (101) =
23.217,p<0.050, H, G F| 53 . @LHERIH FBF(x)
=0.916x+ 0. 677, F(1,154) =3 074. 625 ,p <0.050; 4 it
GREY SEFEEEEREFEEREMALIR, BA
Z BUH0.785, Gi it {Ee(154) = 51.236,p <0.050 . H, 75
B EIE., GANOVAL it 45 R R, B & &M
BHENGHESHERNGHEEERE"EELRN
IR A A . BB SR T R0 38 BT A R
SRHSBS5, KMMBERER TWE 4022, — 5
Z B 25 8%, 1(105) = 29.506,p < 0.050; 34 o #r
YEFRT .0 BT RS 0 4. 820, KN4 8
R THEFN4022, —F2Z R ESREE,(100) =
11.904,p < 0. 050 ; & 1 I 85 & o B o o 485 6 B 34
REAFKNOHEAN, —H2ZHEREE,
t(101) =16.364,p <0.050, H, B B 3G iF . @4 R H
FREF(x) =1.128x - 4.302,F(1,154) = 1 421.698,p <
0.050; Seit 458 # W, 0 H B A BUIE @ 8 m i % %
RIABER &, B H R B NO0.750, Gt (He(154) =
27.705,p <0. 050, H, A7 2 # 4> 14 # % iE . G ANOVA
Gt a5 AR, B o B s AR B s
K EEES LA BE S EO0HEER. B
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0.050, H; BB Bk, ©@L&¥EIH R F(x) =1.219x—
0.082,F(1,154) =2 037.960,p <0.050; % i %4 F %
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Table 2 Mediating Paths by the Impact of Makeup Sale of Experimental Goods on Consumers’ Variety - seeking

95% B {5 X [8]
b 3] I=R7 N A (E FRifEIR

TR L+

R Msn—VS 0.211 0.048 0.115 0.306
Msn—AA—VS 0.231 0.053* 0.129 0.335

Msn—PO—VS - 0,281 0. 030* -0.342 -0.224

Msn—PR—VS 0.130 0.045* 0. 042 0.218

LB 4 Msn—PO—AA—VS 0.272 0.037* 0.202 0. 350
Msn—PR—AA—VS 0. 368 0. 056* 0. 260 0.479
Msn—PO—PR—VS 0.012 0. 008* - 0.001 0. 024
Msn—PO—PR—AA—VS 0.035 0.020* -0.001 0.077
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Table 3 Mediating Path Comparison Results between Consumers of Differential Need for Cognitive
Closure on the Influence of Makeup Sale of Experimental Goods on Consumers’ Variety -seeking

FIAAIH AR = AP & 22
Hikpiz 95% EfF X[ 95% i fw XA
MOfE  ARER MBI BRMER
TR LR TR EFR
HHEM
Msn—VS 0.113 0.037  0.067  0.158 0.339 0.087  0.241  0.437
AR
Msn—AA—VS 0.159  0.038* 0.128  0.190 0.287  0.049° 0.223  0.351
Msn—PO—VS -0.312  0.089* -0.431 -0.193 -0.197 0.062" -0.260 -0.134
Msn—PR—VS 0.080  0.032* 0.057  0.103 0.207  0.074* 0.138  0.276
Msn—PO—AA—VS 0.403  0.091*  0.297  0.509 0.245 0.097"  0.192  0.298
Msn—PR—AA—VS 0.347  0.058*  0.254  0.441 0.392  0.043* 0.281  0.503
Msn—PO—+PR—VS 0.098  0.049* -0.032 0.228 -0.073 0.007* -0.149  0.003
Msn—PO—PR—AA—VS 0.074  0.037* -0.019 0.167 -0.069  0.012° -0.139  0.001
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P 6 5 B T80 X 3 77 s 0 0 5 B A ) 25 BEOF JE A
MHEZEAIT RGBT IER, 4R R H B E K
HI P& % 5 b A P 2 X R
HEFENSEFEENEERHZHEALIR,
H, 53 3 % i

4 &ig

BrcampEERERL A RERAALE,BE
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SHMBEMEHE., AMRELINILEHRELZIAS
B RBH = MG S H R E B TR EE
SEACR A FFERGT T H R LI A R KA
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A Compound Mechanism Underlying the Influence of Makeup
Sale of New Products on Consumer Variety-seeking

LIU Jianxin'? ,FAN Xiucheng'
1 School of Management, Fudan University, Shanghai 200433, China
2 College of Economics and Management, Southwest University, Chongging 400715, China

Abstract : Nowadays the makeup sale of new products happens occasionally, which not only harms the interests of consumers, but

also affects business’s sale system and financial returns, and even will influence the whole marketplace order and efficiency. The

phenomenon, however, has not been received enough and effective attention and research, and especially it is short of deep re-

search, from the perspective of consumer behavior, on the systemic effect of the makeup sale of new products on consumer's vari-
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ety-seeking, which seriously influences our understanding and government of the phenomenon.

The article, based on such some consumer behavior theories as the attitude ambivalence theory, the psychological ownership
theory and the psychological reactance theory, deeply explored the internal mechanism and boundary conditions of the impact of
the makeup sale of new products on consumer's variety-seeking, which was empirically tested by experimental research methods.
Among 3 experiments, experiment 1 tested the direct effect of the makeup sale of new products affecting consumer's variety-see-
king, and experiment 2 tested the composite mediating mechanism of the makeup sale of new products affecting consumer’s varie-
ty-seeking, and finally experiment 3 tested the moderating role of consumer’ need for cognitive closure on the composite mediating
mechanism in the makeup sale of new products affecting consumer’s variety-seeking. Three experiments adopted smartphone or
tour package as experimental goods, undergraduates in some university in southwest China as experimental subjects, and moreo-
ver employed some statistical approaches including analysis of variance, regression analysis and Bootstrap, and finally, all re-
search hypotheses and the whole conceptual framework were effectively documented, and drawn some important conclusions.

Three experimental results indicated that (Dthe makeup sale of new products would enhance consumers’ variety-seeking, and
explicit makeup sale (EMS) facilitated more consumer’s variety-seeking than did implicit makeup sale (IMS) , and @)the make-
up sale of new products facilitating consumer’s variety-secking existed composite mediating mechanism, such as “the makeup
sale of new products — psychological ownership — attitude ambivalence — consumer variety seeking” and “the makeup sale of
new products — psychological reactance — attitude ambivalence — consumer variety seeking” , and so on, and @)consumer's
need for cognitive closure would moderate the composite mediating mechanism, namely, when the makeup sale of new products
gave rise to consumers’ attitude ambivalence consumers with lower need for cognitive closure yielded more variety-seeking than
did consumers with higher need for cognitive closure.

These conclusions have not only an important theoretic significance to deepen or improve new product diffusion theory, atti-
tude ambivalence theory, need for cognitive closure theory and so on, but also have an important practical implication to guide
businesses to improve sale management ,to enhance consumers’ rational consumption or to perfect market supervision.
Keywords ;: makeup sale of new products; psychological ownership; psychological reactance; attitude ambivalence ;need for cogni-

tive closure ; variety-seeking
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