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Figure 1 Moderation Diagram
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Figure 2 Moderation of Dining Partner
P # & B : Wan Fang, Qiu Pingping , Bhamagar N. Backlash
effect of personalized service : The role of social goals in the evalua-
tion of service experiences[ C] // Proceedings of Administrative Sci-

ences Association of Canada Conference. Niagara Falls ,2009.1-18.

REFHMEIERSTHE, XEEGMHET
WSE s WA A B i B g3 2, LIRS
A 1 BE 4 A B S AL IR & AR AR R 5 2
2, KH 3 x2 X WR& M AT T ZE 408 (ANOVA)
WIS 5 IR E B 0 00 22 T4 A3 IR &5 OF
Mg, R WmE3 fiw.

ME3ATRES, MRS SRS IFHHLR
REMR AR EBREALRARRTEEETH. 4
HEZE WP AN B IEARS SEB RS IEH
(M =4.32vs M, =5.61,p <0.05); Y58 F HiFE
B, LIRS IR S IE M A R (M, = 4.59 vs
My =4.81,p >0.10) ; HILRF R@ 5 &, &1
PR S PEMRIR S VEH (M =4.44 vs My, = 3.29,
p <0.001),
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AR at R H BRG] R T H R
AR, B B2 (X)) i A S AR
BN, AP N T ENEXETERATEMNE
TREWAREREMERH W, Y52 R L

it 45 VEAY

7.—

AR AR 5%
or 5.61

4.59

4.32

(GRE}
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HE B ORB AR &8 2 6 R R, B AR BT 5T RE B
BREAGFEAEXZFHER, XFRBEESI AR ER
REHL, @5 AR AR BT AT ES HAE
BZREFEXRABN, WA XERILE. P43
BIEMAXZME 4 FRD . EE4 P, c AT R
HERKEW, a AAZRESPAZROGZW, b A
FATEXEERERNENE, o NEAPHTHEMES
MEFENETEAEEY .
3.2 RBAE

38 R A A8 B B AL 4 1Y 7 Bk 2 Baron 451 32 M B9
[BlE F %, SR F2009 &, FEC S 85 A 12 688
W AT Sy B R AR, B

Me =i, +aX + &, (1)
Y =iy +cX + 4 (2)
Y =iy +c'X + bMe + &, (3)
Sobaly m——20 (4)
VIS +d's.
a 13

Hrp Me R4 28 fit ,a b e’ HEBERE, L 64
HENR F BB, 8 .86, HERFRIRED,:
g Sobel KE SR GEHH &L, 5, .5, N a b MIRHEIRZE

EEHTRD, Ze BERTATRSPNHN TR
FHEEEXR . H - BERNATRSETRFER
HXR  HFIEERIPN TR ESETREFELERX
F L [ 2 E A AR A AR A R

MR ab.c BEWPAUAIFE, ' HAERERN
FAE B SR, Fon B2 B X AR B A E B
(direct effect) , ab F 7~ B A & X B 48 & §Y (6] £ 80
(indirect effect ) , Sobel 5 % A T # % 1 /v 3% hi & &
BE. S ARFEMKEBERNE 2PN (full me-
diation ) , 24 ¢ f 2 W A3 55 45 L 4 & 4 o /v ( partial
mediation ) ,
3.3 @

Shen 45" 3 33 52 B % B BF 5% 34k ¥ 2 78 3 32 /)
AL & ( gift acceptance )  H % % W . #F 5% & i W 3=

1A AR 55
5t / 4.81

4.44
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Figure 3 Interaction Effect of Dining Partner and Personalization

Fr#F & % . Wan Fang, Qiu Pingping , Bhatnagar N. Backlash effect of personalized service : The role of social goals in the evaluation of

service experiences[ C ] // Proceedings of Administrative Sciences Association of Canada Conference. Niagara Falls,2009:1-18.



110 B BB (Jounal of Management Science)

2011 42 A

B4 DNBEREE
Figure 4 Mediation Diagram

REHRNAEZAEERGEL DL, N H T R
( feeling of indebtedness ) £ 3Lk ( culture ) 5 & & # %
ML ZEGE P A EM. S TR, A
HEZERINENLE WAL HNRA T RE;
MmMAaHAHNEESBMAL T /MLREBGTRHINE RN
— MBI R, B TEMAERTSEL /LG
Shen % HHUTMZRENILEZAES LR,
FIRELFARAE—-1TER, DENHER — X,
FHXUHAELSZRNELRH, xRl 2
HHEAHEERROTERTFNHESEZ LG K
K5 R,

i% i Baron %! 42 th 4 [5] 19 J7 % 18 B 6] )9 25 %,
ME S iR

Zia (1) ~(4)0, WE 5 B8R &, O3 Rt
TREBHEWEZE (a =0.8,p <0.01);@ XM AL
REZ AN AR EE (e =0.97,p<0.02), 5
KBS EZAEENEEREE (b =-0.50,p <
0.01); @ xfbxtAlmEZ A REMM EERN A R E
(¢" =0.62,p >0.10) ; @Sobel % .7 , B 3L i
TRBEWAL G EZ TR R ER N B E (5 =
1.90,p < 0.06) , M B 5 KB AE SO FIAL & B 32
A BE 1% Z (8] B o A FE AR SL .
3.4 33 Baron 8V ARERNITIL

PLAE e & {11 %4 Baron % e £ 25 B A9 4G 30 J7
W — et R0 L Zhao S IA N X R A BRE
fg E W3 PR R R, B BN (¢) , B
RN (") MBI RN (ab) , HEMZE#H Ee = ¢ +
abs [ B3\ 9 Baron 4™ T LLA& M — 70 % X i o A %%
R, BRSE 4 sp Ao A0SR 58 4 A RO, B B0 A

a=0.86, p<0.01

= 0.97, p<0.02

BEY, mES Bkl T 5 RSP 1E
ML, EREMILGEZNEERN AR E (¢ =0.62,p
>0.10) , REXFTL PN HE BTSSR, E
lacobucci %' #§ i K #B 4 SC ok BF 97 45 52 B R 2% 4
AR, B 4 A B % . Zhao %77 By g 4R
7 A0 Fh R A R, B B &b 5 A7 ( complementary medi-
ation ) 1 5% 4+ #7141 ( competitive mediation ) , T H %h
A, B BN 0 70 S 3, T A A i 3 R 0 2 T
o] — 2, B[R] i IE [ 2 R e . e, BN K
T T 2 20 0 18] B BORE L R AR ¥ 5 3 it Baron 451
X BN B R . AR T AR E P A B, B B AN A
[F] 32 280 B4 82 W 1) 2 AR R BY L R O S B0 AN e
EEBM MBS E D, XFELT, R
HERN#ETHRE, THELSBIAABEFNER. B
i, Baron 2510 i) Jy ¥ £ 48 35 4 b A B 1SR Y R A
AN, AN EILEEM (2) X SRR (¢ R
%) . Zhao %' ik Baron %" 5l Iy 3k 5 5
mal AT A A RO B B, S E R B R B
PR 78 Y RSO A 3 B £ S N AP AT RO Y B
R.EZHRFREANTH.
35 [EPN
EREFoP TR SERP A TERAR
— AW ERHER RBRZEFMERAMBET &
J Preacher %% 31 fit i Bootstrapping ¥, 3 H ¥ %
T SPSS 1 SAS 11y syntax B2 7 SR £ i B A8 & X H AR &
H9 1] # B BE (ab) o Bootstrapping £ 3 Ht Sobel 16 3 8 B
A, SR IT AT LA A SO0 R £ b A BT,
] LA B WF 5T 3 0 O 3 b 2 S P A RN A R R
7 Wan £ gl h RS R o9 B F R4 AL
iR %5 ( personalized service ) , 25 V58 %% & LI AT &3 1Y —
B AR, AT X SN A R, 0 SR
i) 3548 K £ ( dining partner ) J& — i {8 B (%5 , 1 9t &
2 B 1R M A ( embarrassment ) o X FRX R, AW
MEBTLERE. —FREE HBRERIERS
HOEREKFEEE FTAREXEREWMIACH
RFERMEIEL: 5 —FEEE, HBRESAN
HEKHERBEHSM - ERHFEROER,. XS
AEREMEEFETEMER. 65— F@EER,E
% H #& ( impression management goal ) fE A # 4
A B W&, TS R AR R R, B R B AR ( health

b=-0.50, p<0.01

l)‘d/t

¢ =0.62, p>0.10 {
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Figure 5 Mediation of Feeling of Indebtedness
##+ % i& : Shen H, Wan Fang, Wyer R S, Jr. Cross-cultural differences in the refusal to accept a small gift : The differential influence
of reciprocity norms on Asians and North Americans[ J]. Journal of Personality and Social Psychology,2011,100(2) :271-281.
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Figure 6 Testing of Double Mediation
A4+ & & : Wan Fang, Qiu Pingping , Bhatnagar N. Backlash effect of personalized service : The role of social goals in the evaluation of

service experiences [ C ] // Proceedings of Administrative Sciences Association of Canada Conference. Niagara Falls, 2009 .1-18.

goal ) 1 24 1 /v 28 B B LR, 3X I6f JiZ i} Bootstrapping J5
EAURRH MR A EAEES, Wan 9 AR
PP IR R R R H AR X 0 B 1F R 23, T
AR R (B SRR B PR A W) R AR Y P A
PLE, 6 fim, B 6, AERAMERRS S
KEESHNXEER BEENES, PHEES
ARG HIFMEREER. B 6 B KA Bootstrap-
ping 75 ¥ , ¥ 5t B 45 3 1 M A9 B2 W B A2 N B3 (ns.
AR E) , 4R B AR M8 E
(b, =0.32,p <0.01), RIEBIF _MBRERLBRE
Ha

4 AONNAEH
4.1 BY

A AR R B AR R AR A 9 Y Rk
A EEAS AT R, EFRSRSE,
WA EERERA AT ERE NS A EREME R
BHREXRR A PN AN —FIRT A E R
BAH 2P ERMAZEARAT XA, MHILMAR
MPNZER APANRATET -BEXR MALZR
T R B S P A B v R R R AR, TR T
3 Sul=Ed e Puliibi s ¢ AN S k(3 RuR
REETEA. FRrmETSHERETH P E
ANETFTERAFMHOANTFESERANEAM, M2
w38 45 1 AR B B R A PL A AT R R . Muller %51 3
H3IMEFHAWBENTEX, 4FRBTEERAN A
BEXNPAZENER ATPHZEXEERY
ML kA B EREX P AR AR AR
BAATW. B 7 F2A% M, B2 &
THERXMPAERYE W,

B7 PN NABRES
Figure 7 Mediated Moderation Diagram

42 BRHZE

EFXMARM T EERAETNMOETED,
— PR 7 % 7 (ANCOVA) , —Fh R Bl H. A%
KD ESFEHATRRES , X8R %+
HANERNELEHAZEBS AT ERBMN TN
ErhEZE PAERGELERHTE.

I ES RS RNT .

(KA ZESEANVERENTEAAASEEZE
AT T 5 BT (ANOVA) & RAE 8 F.

Q) HEZEESHAVYEENTEFEASH I E
BERTHED ,HERIENF,.

G)WEZEEXNFAZEREATENE, SFREHN
Fyq

(4) A ZRENDTE HATRESHTE
BAZEAEAEEREGTHI ZEH, SRIEHN
Fo. i P A RN EZENFEAEE HAZRS
FWEEBENZEEMANEZEENERNBS (F, <
Fi)o

(5) XfF, F, JE4T Sobel 1% , B & %5 -

BR 2 Sb , Muller 451 $2 {3t — b [3 )5 9 46 38 O 3%
WAAFABAT, EEREER A LXHY EFK
LR PR X R O B A SC S Bk T ML S
T EABERE,

Y = by, + by, X + b, Mo + b, XMo + 5, (5)
Me = by + by X + byyMo + by, XMo + ¢, (6)
Y = by + b5, X + by, Mo + by, XMo +

by Me + b MeMo + 5, (7)

Hop, Mo R A5 AR dik |, bg by \bse Ay 181 1H 7 72 5 B0,
byby WATZEWHEATEMEWRELE, b, VAL E
Xf e A AR B R R, by by MR A BN E A
Tt R FR B, by R T AR i X A R 0 T R
B, by by N EHAER SRR M EE R E
BEMEHARE b, VAT RSANTERENZTEEM
AR R b, AR HAE RN
B A, by AR RS PR TR B A A8 B4R R
RERMEZERY 6,66, HEEFRIZZEI,
BT R, Eby by Fby, B3 W o A R B
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Figure § Example of Mediated Moderation
## & iR : Paharia N, Keinan A, Avery ], Schor ] B. The underdog effect : The marketing of disadvantage and determination through
brand biography[ J ]. Jounal of Consumer Research,2011,37(5) :775-790.

®1 SPMNBTRERER
Table 1 Results and Mediated Moderation Test

FiE1 T2 F3
g3 & i INE| lafeyqL]
AR R - - - - - - - - -
EbmEtE dRiE bR dERRMEdE BRME D ARtk dERRUEdE bRME Anifk
ERRHE RE EAEAR EEAR RE OEHRE EBEHRE O RE EHERE
B & . G 0.72 0.17  0.30*** 0.89 0.23 0.27** 0.41 0.16 0.17*
ﬂgiiﬁﬂ -0.06 0.16 -0.04 -0.04 0.21 -0.02 -0.05 0.14 -0.03
B x A 0.45 0.22 0.22* 0.81 0.29  0.29* 0.22 0.20  0.11
R AR
‘4 g . LR
i 0.40 0.05 0.54
FrTALR] x
P— -0.10 0.06 -0.11

E:'Hp <0.05,* #Hp<0.01," Hp <000, FRA.

Fr A+ # & : Paharia N, Keinan A, Avery J, Schor B. The underdog effect : The marketing of disadvantage and determination through
brand biography [ ] ]. Journal of Consumer Research,2011,37(5) :775-790.

%!533 Z‘i%ﬁiﬂ%%%ﬁlﬂﬂnbﬂ BEN R FH .
4.3 stHl

Paharia 265! i, B BF 45 & 9 # 3 ( brand position ) 40
fo] % e W 3K 7 B ( purchase intention ) . H &1 5 , B
FE UL € PRl S MR EE, B Y& K 9 i ( underdog
brand ) 1A f 2% &k i ( top dog brand ) , & 7K % 5 i R
BN EHHEABERMBEL, KBE & ERA
HREHBZHERRL, FREFINN, HET X
MERBM ERKBGEEEERGHEBHEBEES L
Al P an W SR E . R R, BFSEE SOACE X R B R
N7 B 9% & 19 ¥ 7K @ 4 1 ( underdog disposition ) Fff
5, B X F B A 58 Y& K o 4 1) B9 3 2% 3 Ok 1, & B
T HWEEENERER, A HREELN, R
EKMEAEREZRUEREEWEBRA % KA
G CE AR R REE N MATEE S A X A
FY) & f A 7] ( brand identification ) . #: 5 Z , i M & F
Sy KAMmmZEMZEEAMEREBRLERAMN
EmEZAEEARMG RS BB A AR
BRIl 8 iR,

A Muller %™ i R B X AE P A A
TLHERREL,

M1 IR H, O & B ECF 5 % K m e
ZHEERMGE WL EENEEEE (b, =0.45p
< 0.05) ;@ 5k K8 S5 ¥ K W6 ) i 38 B4 A X
fe A F] A B B (b = 0.81,p < 0.01), &N
X i R0 3K 2 B A B e S (b, = 0.40,p < 0.001),
HIEATRA RN ETIERAERB L. WNE1 BT
VLB by =0.22 A B3, 3560 & Il REA $ 4
MENEE R ER RN ER.

5 AATNPN
51 BY

AR RS R 38 B 2R H 2 A A oA AR
ZEFEWERGEES A NERETURELE
BRI RER., FRWEPERE LT
KAEERS LR, WME 9 B, 8 a4 6 1 5% &
(RER) IARRERFRFMIEM.

52 WRBE
Muller &M 2 MR I, IRE T FH TR,
Y =by +b,X +b,Mo + b;XMo + g, (8)
Me = by + by X + byyMo + by XMo + g, (9)
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Figure 9 Diagram of Moderated Mediation

WA K]

VPR o 2

B0 S10858%0PN
Figure 10 First Type of Moderated Mediation
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Figure 11 Second Type of Moderated Mediation

WA RS 2
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Figure 12 Third Type of Moderated Mediation

Y = by + by X + by, Mo + by XMo +
by Me + b MeMo + &, (10)
EAERYTHPAERAPTRETEREPNER
W) B R AL (b, %) HMW AR S A2 it 1Y 38
BEAEMARHBZR (b, FAEFE). A3 LA

LA 52 X AR i 2 B B9 9 1 4 AR SL
F1M AEBEESRAVYERENCEAAEER
Wi o A AR B (by o0y B FE) L INEL0 PR, RIAZERS
PAERHXAZANTEROEZW, BXRRAX

B A g H AR R R B A
R B W B AR

M ATBREPATRHNCEFAEER
W B AR it (by by ) ,WNEILL R, b Bt S
REBMXRZAVTEENREE,

FEIM. BEESHANVERENZE/ER ZHA
TEBSHA TR EAENFRNEEBREEER
(byy boy by by BRE) MER IR, BEESH
NERHRRURPATREFATEOXRZYZE
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Figure 13 Example of Moderated Mediation
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Table 2 Least Squares Regression for Moderated Mediation Example

Figl F#2 K23
s SREMAE FRAR A YA
b t b t b t
B OE 6.813(by,) 4,415 4.336(b, ) 6.219°° 1.480( by ) 0.957
WA E AR 1.268(b,,) 1.117 0.767(by) 1. 496 0. 356( by, ) 0. 366
Q’EE *® lﬁﬂ_ﬁ’ﬁﬁ
—0.691(b,, ~0.609 1. 256( b, 450" —2.169(h ~2.112"
o x TR (by3) (bsy) 2.450 (bs3;) 2.112
FPA AR R R 1.248(b,,) 6.613""
AR x AR ~0.036(by) 5.

WA &R Petty R E, Schumann D W, Richman S A, Strathman A J. Positive mood and persuasion ; Different roles for affect under
high- and low-elaboration conditions[ J]. Journal of Personality and Social Psychology , 1993 ,64(1) :5-20.

AR R
5.3 @

Petty %' BF 55 B ik 48 & ( positive thoughts ) X .
& ( mood ) 5 7% BE M ZF ( attitude change ) 22 [A] 3¢ & )
SR, P o ESRMEENXRZI NI R
( need for cognition ) i) ¥ 15 1F A , d1 Bt B 32 A 1M 95 49
AR, AN 13 BT R .

H BB Muller 251 25 B9 07 ¥ 10 B0 A VR 45 A0 P A1
B g5 ngk 2 iR,

M2 AT, Petty %1 B9 B T AF A 3 BRI B
HISE 1 F, B S B ER 3 (b, =6.813,p
<0.01), LESANTROZELERANSEERZTH
ERA 8% (by =-0.691,p > 0.05), L1 5N AT
KMZEAERAMBREENIEREE (by = 1.256,p
< 0.05), AR EX EEBURHERA R E (by = 1.248,
p < 0.01), B, TA T R 7E O 18 X AR A8 Bk 1 K &R
o B R AE A .

6 RENPAHN . EBARSHOHR
6.1 BRPNEBELPRRSETENXRR
VAEE B 52 o B o 4 28 Bl H R AT LA

W, X R R A T PR, S A A AR
BIFRAEEN T ARE T E#ATRE, AFELE
PN ERERPHANTEESETEHXRZST R
SE o B R U7 R R 5 o AR B AT DMRE B R B &
TH %5 ¥ -

mE e fram i Le, a2, ME
1k iR 45 5 3648 3 B iy 1Y 2 B X B AR B O 7= AR
L EREELKXARPEI THAMIEM. 4K
FREMHEBEUE S I EERFREN, TXE
EHR GRS e KRB BEAEN
W, T B 4 Ho R RA A a1 5 R B O, X R A
HEREGEERTEI TPNMER, EHRP.H
ERERGEREAR, B HBREELZ KRR
EROMRF AIRBIPEXRBEBR . AT H—F
WAERASREEDPHIPANER, TEXSBEB K
HiTER., MEEEEFEEPNTE, BLR
RAERWMGE - BEHEEEm. BTk, ILHER
# SE R — 1~ B 1) 3 25 ( completion task ) , — & 43 A IE
FE — 46 PR (g R A 5C f9 B9 ( 40 calorie | health ) , 55 — 3
Gr NHH — So R R T R B B O . BF T R OB, (R
B 5 6 B A, o RE R 3 S AR 2 5 i AH o6 Y B iR
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Figure 14 Research Model

B, 2 0 SRR 55 S R B N .
6.2 HPNEAR—DXBIRNIE

EHEBOBEEER, BREPNERAEERBE
W EEANSRE, ELUERNEMERN G TE,
LA Zhong %1 B 95 K B, At A1 A K 7E N FRAT N
b A 7, A E 47 A (unethical behaviour ) <3 72
He 38 78 A 4 J% ( moral impurity ) , X U 32 £ 7 A A B
7 4 Ji& ( physical impurity ) , #F T #( & 4 3§ UE ( physi-
cal cleansing ) , HigHEZR N E 14 f 7R . W 5G4 ik 4
W, —H B £ RERNRBEET N, —HRE
5REBTHERNIT RN, sk &3 A E &7 %
sl G R B N — L E Ve & (I F L
A THBER VRSN E) MW R ETT IR, X AR
ERPEMNERT R (ABEHR)NEE, €5 —
ANBIEFE A, A R 4R 10 R 5 2R A AL ( B T R AN 4
Z) M EAMEFEOREARATRARIER. &
XA WESE A, Zhong %17 & B, BR B0k R R H 1
A7 R BB X 1 W 7 G R R E = 8 OR, [R] E
BHEFRPGBAMAREE.

iz FH A 2R ik ok B R X 4[] R, OB 7R AR B
ARG XA BEAEBRT NS ERBUM X
RZEEBFAEMR. XHE— PR TR
MMM RRN, Tk E, TSR XK
X A~ Ao AR R AR R R Y, B DB T R AR
WA TNE, SMERAE, EREMN.L
BAMSEH T AL RBEFIRAINZHER
HE] B OO A a8 A PR Al R R e R, X
£ (ff 32 3K 3 H B A O 7R AT o A0 A BEE R R OR 2 E] Y
KF . BERRE, L, 054 3 A o A E 7
A ENE, Z2iE SR RAFm P4 R
e F N A T R AR R AR 4, wt & E
FXfEm., THEBRI G ZHERN. HeR
PG A EAERREN EE RN R, R LRE
RER.

X—HRGEAGFEE —MBREN . EERMP
HROHEFOIB MR T LW XFEEFEER P
TEfASBIFELTRE, XWREFNIBOHAR
HERURE-TERKIER. RPN TEREEH
B, 3.3 L FE L RE S HEGTRE ., KA
44 B i B 2 K & iR 1Y ( unconscious or implicit ) ,
XERMELUHAEMERN, WRAERENER S
P A B R R, R ORI S (A E TR
JSE w2 B R X 0 Uk 7 R VEA ), X A

16 30 2 X LLFEAT I .

it EE TR AR, R E EI R
o Ay % R T Bk 8 5 Baron % B9 £ R A K R BT,
AREAMMRE, OREHERRE, E8E2EK
PFARRAGFE. MRBRIENE, FENREAF
NTREBHE, FER - X—-THFHFHERE. O
BHEAGE, SMAERRERO P AR TIE,
MERNE EH P A ZRBAS TS, REURA
BEER EERKPNARR. HFERABRRAES
e o A e BT D R B R
BT E, BR2ARBREN . EERBT M. 5
ShEREMRT IRETLUEFFHIARB TR
HIFEMERWRREITIABEAPZE, T
FR-NTEREFNZTERFHXNEHEE, U
R RBER A ZER, @8R E AT R
s .

7 &g

P AR B P A B R B B A SR B
MO HE, RB —R R REEREH AL
HE < S T 4% 0 T B SOk i B R T 22 R P A AR A
Mg USRI E, AMRERNH &
FANERERFHRXRR TR, WA P RET,
FRVHFS ANARALERGP TR, FRE
AERMENEE, BEMFPAM RN TANTHE
RPN I EREEMMN, ERNEURE - XS
WH PR, ZFEEEHFEE TN — M E#
— 5.
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Moderation and Mediation in Experimental Study
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Abstract ; Moderation and mediation are key concepts in social science research. Previous research generally defines and tests the
moderation and mediation by statistical method. The present study uses some examples in consumer psychology field to make a
description of moderation, mediation, mediated moderation and moderated mediation, trying to help researchers understanding
these concepts’ building, measure and test in experimental research perspective.
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