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Table 1 The Influence of LQSA and LTSA on Consumers’ Willingness to Purchase and Perceived Competition
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= 11.06,p <0. 05, [F] 3 , £ 4 / 70 FR B 7 Bk 14 196 5% o
BHAMBLZHER TN EN TSR FIREH;
fBR3K, P AR (JTHEEFECOM R,
FULREE ST EERL, L AAT &R () 418B), &
JEib B 7E BT Likent 7 SRR EIFEWBRBE, &
BRI Z EEENEBREZFILH &
EEARA”MRIANRZT EEB/EOFERRAZK
FHRBEHBIERRET . ERERHIEC
WIS EBGB T ERBEENMRYE, Mopp=4.94,
SD = 0.75;M - p5s=3.45, D= 0.87; T HE R B %,
t(32) =7.80,p< 0.05, {6, AR INN) &HiB AR

15 C RE U5 HE TR A R0k 4 5 % 38 PR B2 75 Bt IR

B R B BEE T E R
3.1.2 st

Ehu 1B S H R R R AW BV R 8 o
1 TE 4 A 1 o A ORE X T 2 W IS R R A R e L
HREMFEFTRNBANER. HE W EHK, 5B
HHBS Z, KRR A, BTG H AN
(LQSA) .B#(n-LSA, il 4H ) 1 C ZH(LTSA), 73 5l 45
SHEHRHRAMERTRMARGT ERFE, WA
H O BAMCHABIRK S E LR HFIHEA T HIEB
M EEC, FHAAHEEEAERD TS HEN &
it WHEWMEXEENAEE" HRE L
HRRUSEEMADAARTER, VBN LR
FEXERERA NS, A N &R Likert 7 5
BRI NEEARFRKIER A TE,T RIEE RF L
EHATRE, LA 201545 HOH , %M H
Flafkfr. LWMEHRE, BB 12HTUEE, SHF
R 43 5 R 5T 4y (26 43 #0052 47, 33 135 5 Bk
(5] 35 1 50 B 5 B O o g R Y L D35 O 52 R RN R
R NEREERB 1AL, FRAHANFHERHD
21.07% , SD=1.15.
3.1.3 SRR

(1) 7= it i ik Ve SR 0 IH 9% % 1 35 3 08 AR 38 4
TR AR E 2 A T 3K 3R W R 8 SR,
B ER RR, RAR R, BRI1AHA,
A SBAM L EREMEHETE P E WL R, M, = 4.46,
My=296,TiH&REZ,:(81) =4.57,p<0.05; C4H
5 B AH bt B RE (R B E K B, M, = 3.74,
My=2.96, 4504 5% 1(76) =3.27,p<0.05; A 5
CHMIEEMEHAHEREWELER, M, = 4.46, M, =
3.74, BB ML B %, 1(107) = 2.71,p < 0.05, A I, H,
18 2050 0E , BP PR B A GUF SR L PR B R G R SR B BB 4R
HETH 2% 2 XA BT B W 3K R . X A R BRI OR
WU R E R RN A RS R,
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AASBAMHKERESILEHBAEEBRARESH,
M,=4.04,M,=1.88,iff H&5 R 5% ,6(81) =6.82,p<
0.05; CHSBAMUERGILHBRE =L BRHESF
P M =3.47T M, =1.88, 5 8% ,1(76) =6.35,p
<O.05; A5 CHMUEERS ILHRE L BT
Gtk M, =4.04 M =3.47, 85 Rt B3 ,¢(107) =2.18,
p<0.05,F it , H, 18 B 36 9iF , BP PR & 56 s i oK b PR A
WEFRERGGENBENBRMERNE,

(2)78% 51 38 4 7 7= A A I oR X I 2 T 3K
BREBMGPHRAUME, HREBRINESHNE R
R HBAEMFUETRUEBEEEZANEAEWNLEEE
i 2 & 3 /Y 15 18 40 51 4 0.82.,0. 87 #10. 81, ¥ K F
Al 90, 70 GF B W BB E AT E . iR &R B
PR K Z, ¥ BRE A G R A BR iR R SR 4 5 R
BWhHOML, HAKSHE\EPOMLHE, HTHEE
H  UBHMESFENATR EREUNEEENEE
HMAEEN KRBT RN ERERWLTIEN
M, SRR WENEREERN, F(1,107) =
386.06,p< 0.01; BAEFHEMHBAEULEZEEFR
MREE A, B =0.89,:(106) = 19.65,p < 0.05,
W, H A2 5 4 18 B 04 .

H B ZHAO et al. R P AR AR T, B
i PREACHER et al. """ $& tH f# Bootstrap 77 3% , #E 4T 1 /1
RN R B, 0k B AR R A A4, B AR B S 000, B
FHENEBRERENESEE S0, R
MR RNR2, AR2ATH,ES%ERFERXE T, &
MBS RN -0.51, BEXE HN[-0.99,
-0.07] ;&8 T o 4 A8 B G 77 5 W 8RR 3 %
MEEEA EREAN N -0.21, BEXE K[ -0.47,
-0.05], &8RN 38 G Pk 76 7 B SR VR SR 3 H B
Wy 3K 8 I 0 5 i vp R 4 P A 3O, H S 2 A
AR B, Hig, H, BB B, HTH#H -
BEAFRBEREMFEFT K TFTRAZTSFEN P AU
L, KT 98 3 4 TR SR (X) 38 5T Spotlight 77 ¥ 4b B
HArAA R AT s MR Y EE

BE L ONE R EE3I AN KT RN R T
RO HBHS GG, EMBFEEFT R = -1,9%
WREERREX =0, SMFEFT RN X =1, FEFA
FE T B R MR SR S S MOM TR AL B . % B Bk
AR FHBFRMSERE, EFEERT, H N
FAMMERERI L2, HR2TH, E£S5%EF
X 8] F , fI% 20 45 4 7 oKk 6 19 B 15 X (8] 4 [0.54,1.517,
Rk T ORI A B E X (E [ -0.90,-0.19], & 3
HFHEFREMERFXE N[-2.59, -1.64],3 1K F
HEREMEERR T RASSHENP AN E
EXE¥EBAECE0, PARESTH K 1.05, -0.53
M2 1, BB RPN S EE. B, EAR
FlEREMBEERRT, BT S 5 F
SR S K BBk A RE T #aRA
BN , #E— 2 ik T H,,

(3)1H B & 7 5 4 T SR % /8% k0 35 4 4 P A SO0 A
EYER EREEBE T AR ANERGR
BEFHTER.

B BRI, K B0 T 38 20 RF M T R P W R R
5RATFEXRRNBANER. =&MW EIFR.
HREMBFHEFT RE - FNRZEI A HE R, R
Mgty HAE R, R RFE R, |18 57 45 R W
F3, HEITM, FEMBKEYEEARR, FG3,
105) = 36.14,p < 0.01; = 5 % B JF 3R 5 0 9% & 10 4%
HETRRMAZ TN BE, B=-0.93,1(106) =-9.69,p
< 0.05; 7= i M B 3R X /2% R 5 9 A B AU B
%,B=-0.21,6(106) =-3.08,p < 0.05; J}§ 38 % 1h 4%
HBERMIBUEFHENEERNEE, 8= 081,
£(106) = 8.44,p < 0.05,

R 2, b T 3 A AR R 7 AR R
REE/EWEZEEXRGWTEM LA &k
R EBREMFEFTRE - ENZETER AT
ok, DATE 2 W K B R B Ap it M EE A B A, [
HEERWNFE3, GRFW, M B R E AR,
F(3,105) =42.72,p< 0.01; = G B iF R 55 | &

R2 BARSUHEFERRFRNEBERTERBOR W PN PN BN
Table 2 The Mediating Effect of Perceived Competition of the Influence
of Products’ Scarcity Appeal on Consumers’ Willingness to Purchase

W E ML R
(& 95% B {7 [X []
B AR off ?
(BE) HBEFHR HEER
7R R SR -0.21 0.13 -1.63 0.01 -0.47 -0.05
T b AT =k 1.05 0.25° - - 0.54 1.51
BTt ol 4 ok -0.53 0.18° = - -0.90 ~0.19
UL ST 4IvA B ETER -2.11 0.24% — - -2.59 -1.64
RAHITE S -0.51 0.24" - = -0.99 -0.07

iE + T % Boot SE,
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Table 3 The Moderating Effect of Consumers’ Need for Uniqueness

on the Mediating Effect of Perceived Competition

R 1 RATE R

FR2HBEWLER

LRI HREWLER

p 18 p i p 18
& t{H 8 t {8 & t{H

A gy P (wp) P (HR)

Z -0.21 -3.08 0. 00 -0.26 -4,.03 0. 00 —-0.10 -2.33 0.02

X 0. 81 8. 44 0.00 0. 90 9.76 0.00 0.24 3.34 0. 00

Z-X -0.93 -9,69 0. 00 -0.90 -9 85 0.00 -0.15 -2.05 0.04

M 0.78 13.59 0. 00
ﬁﬁiﬁ F(Z,X) =-0.21Z +0.81X - F(Z,X) =-0.26Z +0.90X - F(ZX M) =-0.10Z +0.24X -
et 0.932 - X 0.90Z - X 0.15Z2 - X +0.78M

(hRAEAL)

F(3,105) =36.14""

F(3,105) =42.72*

F(4,104) = 111.13*

i Hp<0.01, TR,

MR R AZ B AN 8%, B=-0.90,0(106) =
-9.85,p<0.05; ™ &AW BYFRH R EWEBRER
HRENMNEZE, B=-0.26,t(106) = —4.03,p< 0. 05; 14
BEMPFHEF RN AR TR LEENERES N B
% B=0.90,:(106) = 9.76,p < 0.05,

BRI EREREMFET RS BT RHE
7= o R R SR R T 2R 0 3K B IR R e b i o A R
BT VE o BAP= G 0 Bk R R L H 2% M RR R R
UR_ZEMZETRABRMESE M) hEZERE, U
95 W LB 0 R &, Fy [l AR AU, [m] 5 45 R
W3, GREH, FERAENEE, F(4,104) =
H1L13,p<0.01; R ESHMEREZ, =078,
£(105) = 13.59,p < 0. 05; 7= j 7 B U5 3R 5 18 & M 4%
HHROZEHRBEE ,B=-0.15,:(105) =-2.05,p
< 0.05, 1% HF 38 45 A {03 B I 2% 3 0 4 4 75 ok b
7= it A 0 1 R G A B R T S R e T K B IR R A P
SRENER, ME# - REABRMESEHER
Sr A BN H, 15 B BHIE .
3.1.4 s£EgeEif

TRIEIEERRY, ™R RIF R H®REG
KR A R, PR A A B R OR L R B AR BRIFOR B
REREREEREEBEER WEFSREH R E
B B R 38 G R R SE 4 AE R B O R X 2R
# W 3% I B e o R A o A AN, T B AR
T SR = R R SRGE R R Y R
WL A A A /EA. H . H, H, fil H,
LWEIRIE. EMAEROERA, BATHHER
EE S PAER
32 LHE2:FBARBHAPNBEAEBRERR

HRRNASER
3.2.1 L

SCER 2R T H AR I P S R R R G R

R0 368 A 1 v A OB X T 2 A S R R A R e LA
HREMFEFTROATER, LREITS5LE1
Sea—E, KA T R 28 3 B R 00 SR A ) &
KRB R RN W R R, th R Likert 7
HER, HE LMK, BN L, Lt HT6
2, AT FE AL 4 A A 2H (LQSA) (B 4 (n-LSA, $ i
) CH(LTSA) , 3 43 kMBI B T 5 1B A T
WHEBMTEIRC, LEATE 20154516 B, 51
fhr B FE B REAT . SR AT, BIBR TR & 11 6y,
& A R 4 4 ) R 52 4 15 fy F0 61 4, 3kt 128
1y s oAk (5] 4 5 B 38y 5 52 56 1 A 6] 5 A o i 8 F
BI4ER K 21.16% , SD=1.09,
3.2.2 LRER

(1) 7%= i 6 e U SR 6 T8 2% 2 W 3K 38 I 0 3R 80 O
R EE, REXHRERWEERENS I, #1704
SRR KRR R4, HRITH AL SB
HAMEEREAHBEWLER, M, = 419,M, =
2.50, M B4R BE,i1(65) =3.74,p<0.05; CH5B
HAHEREE N R EWEBIR, Mo = 3.66,M, =
2.50, 5 R BE,(74) =4.27p<0.05; AH5C4H
A ERREHHBEBWLER, M, = 4.19,M, =
3.66, BB B E (111)=2.03,p<0.05, H ., H, 75
BIERAE . X7 W S oK R wa T B 3 R g A
T EEARE SRR, A5 BAML, MH
WE BN W AR EE M, =3.17,M, =
4.05,:(65) =-1.85,p=0.07, K F0.05; CH 5 B4
B, B E BRI B, M, = 3.42,M,
=4.05,6(74) =-2.04,p<0.05; A SH 5 CHAMH, ¥
BEBRAERENENIREER M, =3.17,M; =
3.42,1(111) =-0.93,p=0.35, K F0.10, FH,H, &
A 8 BTk , B FR o A B R R O B A L PR At A B
SRR 25 5 W ik 1 2% A R R R
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(2 )8 0 30 i A E 7 o 0 BRVRSR X T B B K
BEWPEPR AR, HREBRNK N EE
R HBENFHFRWEBRMEAEVWLER
i) &2 8 3% 64 15 B {5 43 51 4 0.87.0. 89 #10. 85, ¥ K F
AT HE A2 #90. 705 TER R R, A T KR H,,
PBRMAmEE AR AREVLEENATR
A, R B R K O XU 2 M K R R
W, G5RFY,MEMBEEEER, F(1,109) =
193.19,p < 0.01; WA I XN H A LWL EEF R
BREY R m, B= - 0.80,:(109) = -13.90,p< 0.05,
A e, He 5 2 #8215 2] J2 3k

RS 95 1 AR R B9 oA BORE o B AR T R S B
WE EERERL, PARMEEESR RS RS
AT 95%E AR X (8] T, 8% R0 R 1 B AP 4 RO (B
H-0.39, B XEHN[-0.62, -0.24 ] ; ZE =l P 40 &
BRI, maE BB RMERERWLER
M EERAN A -0.34, BfFX[EH[-0.65,-0.02], FKH
SRR PR AE R AR R VR R X R E MR BB

Wi e A2 8 53 7R 4 BN, H J& A 38 43 o 4 3R AR B 5
E. B HBBRIE. hTH—-FHRREAR N H
BRHERRT BRAHKREA P AN, RASE
K1 R PAMNEREFNSHRE, EFRRE
T, MBERNKS. ARSTH,ES%ERFXET,
IS 4 1 % SR A A9 B R X ] O [0.65,1.611], 5 2 4%
PR EEXERN[-2.01, -1 12], ¥BAEE
0, AN E 75 A 115 - 1,57, {HAE o 5 Mo
PR B B B fF X 8] 2 [-0.53,0.09], & %0, #4¢
BN AS S R RS A T SR B 3 R R
MR R AK IR, F, ER AR ERRT &
IR RBHBRIFRTEBREVWLTENE H
FEREDFNBEL. #H—FRIET H,

(3)7H 72 & b 45 1 75 RO 8 0 34 O 1+ A B0 B
PR, RE SRS AR AR RR
BRFETER.

A BRL, K B I 2% 3 2 bk T SR 7 A R Bk R R
55 IR B B O AR 9 R /R R o LA R SRR R

|4 LQSA F LTSA 3t i B8 & W 3C 75 IS 70 /& A R OR 1 00 % 08
Table 4 The Influence of LQSA and LTSA on Consumers’ Willingness to Purchase and Perceived Deception

Hoge e 51 B{E Pz B H {8 p (W)
PR . SR W K R
A#5 B 4.19,2.50 1.71,0.63 65 3.74 0.00
cH5B4H 3.66,2.50 1.01,0.63 74 4.27 0.00
Afl5CH 4.19,3.66 1.71,1.01 111 2.03 0.04
P B S TR
AHEBHA 3.17,4.05 1.77,0.93 65 -1.85 0.07
CHE5BH 3.42,4.05 1.10,0.93 74 -2.04 0.04
Adl5CH 3.17,3.42 LITE10 111 -0.93 0.35
RS BARRKUENRRRFRENEBERIEBNPT R
Table 5 The Mediating Effect of Perceived Deception of the Influence
of Products’ Scarcity Appeal on Consumers’ Willingness to Purchase
R e P ¥
i i 95% B X I
HORR R ) BRETHR  BEFEER
= R Rk -0.34 0.16 -2.12 0.04 -0.65 -0.02
— AR R 1.15 0.24" - - 0.65 1.61
SR B R TR -0.21 0.16" - - -0.53 0.09
Sl Eh TR R -1.57 0.23' - - -2.01 -1.12
SR SR -0.39  o0.22 - B -0.62 -0.24
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Table 6 The Moderating Effect of Consumers’ Need for Uniqueness
on the Mediating Effect of Perceived Deception

AR W E TR M E TR

pal i éﬁ) S (;{;) k. B (;Q

Z 0.09 0.19 0.19 -0.19 -2.86 0.00 -0.15 2.65 0.01

X -0.89 - 10. 16 0. 00 0. 89 10. 19 0. 00 0.31 3.51 0. 00

ZX 0. 86 9. 88 0. 00 -0.80 -9.11 0.00 -0.22 -2.57 0.01

M -0.62 -8.35 0.00
— F(Z,X) =0.09Z - 0.89X + F(Z,X) =-0.19Z + 0. 89X - F(Z,X,M) =-0.152+0.31X -
AL 0.867 - X 0.80Z - X 0.227 - X-0. 62M'

F(3,109) =40.97*

F(3,109) =40.79""

F(4,108) = 58.84""

HBEMBSET RN _—EMZET N EEE, DR
IR N B AR B b (B I B RY, [B] H 4br A5 SR
F+6, RO H, BHER B EFH, F(3,19) =
40.97,p < 0.01; 7= ¥ 6k 5 3K 55 05 2% & 7R 1 % R
WA E RN B, B=0.86,1(109) = 9.88,p< 0.05; ¥
BEMBHEFT R RO B RN EER N EE, B
=-0.89,6(109) = - 10.16,p < 0.05; {H 7= 5 F St i 3R
X BEHIR N EEBM A B, B=0.09,:(109) =
0.19,p = 0.19, £F0.10,

B2, R B I B 0 R PR R R T P W R IR R
HHE®EWEBEBXRAMMETIEM. L™ & s0F
ROHBEMFHFT R E —EW LT AR, U
TH A W R 8 O (R A M EE O] S A [ 5 R
W6, FREW, FEMBEYEFZFAFR, FG,
109) = 40.79,p < 0.01; 7= & 7 8L F K 5 1H 5 & 4
HFHROZE RN EE, B=-0.80,1(109) = -9.11,p
<0.05; R REBIF R EREW L BB EER
MBE, B=-0.19,:(109) = -2.86,p< 0.05; I ¥ & 1
HUERRMEREVLEENEER N BLEE, B=
0.89,(106) = 10.19,p < 0. 05,

S IR3, K U0 T 9 A 2 R A T SR X R G R A
7= ik A B SR X T B T S TR R e oR i R A R0
HIEER AP G BUFR R & MRS R
BRZEMAZEITMBERKIRE (M) hAaZE, LIE
FHEWEERENHETE B EER, B8R L
FOLERFRU], T B AR E EE, F(4,108) = 58.84,
p<0.01; AR M R BEE,B=-062,:(108)
=-8.35,p<0.05; G BIFR 5H R HEMFHT
R B %E,B=-0.22,:(108) =-2.57,p < 0.05,
LB 9T 45 5 R (0 3R W 9 9 3 ke T R 0 7 A B
VSR AE I R O R O K R R A R A
1 AR A, T B #E — b Rk B R R IR R R AR
H A RORE L H, 15 3] 58I .

3.2.3 LR

TR2KRIBEREN, =AMBFRAERE Y
KEEFEZ W, PR R SRR b PR R SRR BB
755k B A WL R R T A AE R R
i Vv SR % 1 %8 W SE FE R A Y ma PR B 4 R A L
L, T B 2 kR T RO P R B UF R A R R
G R AWML EE~EE PN ENEM,
R H, fIH, 5 8 B iE, H, REBEE L IFwEH
HEET. B THFEHBAERBR TRENAREMN, E
7% 5 VO Bl U R SR AR B, AT T B R 2 PR R
e U SR O A PR B B R SR AR A 5 51 R 1 B X A ik
PoRBERRETE BT, B #7252
EH A REAIR DY . L MR 2 A Bl A
5 4 1 IR UK B M R R X O A R R R B i 3
EMEEEBER P AN, LK 3 K EMNRER
S FEG AR HATRE .
33 AW BARSUHARARRBRENREP N

M
3.3.1 ikt

SCHG 3R T H R R R I R T g i R
B e Xt 7= 5 R R OR Y e 9 %R G K B R A AL [F
RN, WM R AT R SWLE LRI
LIW2HFE ,HEOLBIRK, BHENSE, LM
Z I KB M AL (A) 4518 ) FIB
H(CT H1E) ., A4 mia 2B A8 F A SE 58 i 5 A
AR HEAT EEC AR NEEHRE
BAZFHNERR HAFBRNEWENRRE.
HRHERLERENRFRODCAZITHERE. A&
FW N Likert 7 S B R, 1N EE A BFRKIEH A AT
BE,7 AR MR 3R AT BB . L0 A E] O 2015 4F 5
H23H,&EM sy BRI #H7, RRLEHRE, HFK13
1 TR 6 &, & 4 A JE 45 4 5 R 45 4 Fn 41 4, 3
86 ; T EHBREE SLE VHEF; AR
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Table 7 The Joint Mediating Effect of Perceived Competition and Perceived Deception

HHEEWELEERE
p i 95% B {5 X [A]
HWAE  FRIER t 18 ()
BETHR HBELR
7= e sk -0.08 0.21 -0.40 0.69 -0.50 0.34
BoEat -0.42 0.22" = = -0.86 -0.01
G i
BRI -0.42 0.13" - = -0.72 -0.21
B R -0.84 0.23" = - -1.32 -0.41

WP B4 A 21,158, 8D =0.87,
3.3.2 SR

TH 3 B T R LT B R R
HHEERMERERLERNEERN0EEHS
)4 0.88.0.83 10, 87, ¥ K F ] $ 52 190. 70", JEBA
MEBEAE, % E ZHAO et al. ™41 H 19 5 A 2
¥R, 5 I8 PREACHER et al. "' 42 1 9 2 4 3 7
i A A8 &8 56 5 3k, 2E 4T Bootsrap B A AF B G 3R,
W R4, FEACE 5 000, B B {5 X 8] 2 95% , B
BHENEFMERENESHRE ML, PR
R R RNET. BRTTH. RN ERILRF
EHERPASNEE BEERMA[-1.32,-0.41],
AL E0, 3 [ o A R0 8 A - 0. 845 8 1 3 G+ 1 B9 o
A EN-0.42, BAF KA A [-0.86, -0.01], 74
FO B IR A P AR E A -0.42, BEEX AN
[-0.72, —0.21], 7~ A2 £ 0; 44 i) 8% J1 35 4 1 70 8% 1 K
I M Y L [ o A R IS PR R B R SR X IE A W
EEENEEEMAEEE, BRFEREEN[-0.50,
0.34], 50,
3.3.3 LEER

SCUG 3R I A5 R AR BT, RN R G 4 A R SR
Kb 7= i A Bt R SR A e Y 2R A W L R R Ay 3R [ A A K
R E EEG T RAESEMBRAKIRERLS, ™R
MR EREUMLEENRERNAREE, £
R B S 0 R G O 1 S R R B 5E 4 AR A R .
34 LRI HBENMBFUESREAAPTHEN

BYER
3.4.1 IR

TRAWMFEEEMEREHE S HF HEETRY
T R T G R IR A T R B SR B e 3
HEWEBREMER P AR PHENEA. B
169 Z #ik, B A 104 2, Lo ¥k 65 & | 46 1 iT BE AL
% 9 ACLQSA 1) il B(LTSA 41 ) P 41, 4 3 2 B AR ]
ML FEREMARMNT &5 AT HiEC, B gk 5
MEWBERO T HENEEFR W HRE R
HMEER HREFLFETFRNEEER HBEEY
LEENEERAMNAGIHER. TEEXEHN

Likert 7 S Bt F , 1 A FABRFSAFE A, 7 HE
W SAE R T RE, KRR 201545 H 24 H
Ly B E B #EAT . KL RIT, BB 14 T3
[5] % , & £ A 36 & 5> 5] 82 £ #0173 iy, 3k i1 155
s ok o % IRy 5 9 36 1 40 5 A 208 R B9 R
P AERE N 21.03% , SD=0.77,
3.4.2 SLEEER

T T R E b B R R PR R R B
HNEER HREMFEFT RMNEERMERE
W 3K 5 R B R 3R 64 5 BE (B 4 ) 4 0.85.0. 89,0, 83
f10.86, ¥ K F AT £ 32 #90.70°" | 3iF B ) & & % 77

Ho

HHZHAO et al. VR B FHA A HBRF, B R
PREACHER et al.'® 51 HAYES"™* 48 4 #9 4 ¥ 35 19 o 4
RO 53 B B B 3 17 Bootsrap H 4 748 B B , o 5 A
7, BE A Btk 5 000, % B B 7 X (8] K 95% , WU A
EEREREMIESHEE SO, BB R LS,
By 8 AT, X F RS 45tk 7 oK, B T2 S M A
RO &, PR E 0.9, B (F X E A0 61,
L25], A& 0; B EHIR M A 80 B 3%, B Ay
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Table 8 The Moderating Effect of Consumers’ Need for Uniqueness on the Joint Mediating Effect
of Perceived Competition and Perceived Deception
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The Dual Mediation Model of Products’ Scarcity Appeal
on Consumers’ Willingness to Purchase

LI Dongjin' ,LIU Jianxin'~*
1 Businesses School, Nankai University, Tianjin 300071, China
2 Economics and Management School, Southwest University, Chongging 400715, China

Abstract . It has been widespread to influence consumers’ decision-making to purchase through communicating products’ scarcity
appeal via media such as advertisement, which has even been an important marketing strategy for many manufacturers or mer-
chants to higher price or promote sale, Related research in present, however, isnt only very limited, but also concentrates on
exploring consumers’ responding mechanism on products’ scarcity appeal primarily from perceived scarcity’s and psychological re-
actance’s perspective, but which lacks psychological study on exploring consumer response to products’ scarcity appeal from the
perspective of combining perceived competition and perceived deception, which undoubtedly limits effective insight into the na-
ture and comprehensiveness of scarcity effect on consumers.

Observation and Literature both show that products’ scarcity appeal influences heavily on consumers’ consuming motivation and
behavior. The exposure to products’ scarcity appeal, on the one hand, arouses consumers’ perceived competition, which consum-
ers must compete over scarce product with others, resulting in consumers’ promotional willingness to purchase; on the other
hand, it also arouses consumers’ perceived deception, which consumers thinks this is a “deliberation” marketing strategy, resul-
ting in consumers’ defensive willingness to purchase. Our researches found that on it in our article found that Limited-Quality
Searcity Appeal( LQSA) and Limited-Time Scarcity Appeal( LTSA) had a significant difference in their arousing consumers’ per-
ceived competition and perceived deception, which in turn would impact on consumers’ willingness to purchase. Moreover, the
research also found the moderating effect of consumers’ need for uniqueness on their mediations. The article applied experimental
way, ANOVA and Bootstrap to test related mediating mechanism and moderating mechanism , drawing some important conclu-
sions.

Four experimental results indicated that, (Dproducts’ scarcity appeal would indeed influence consumers’ willingness to purchase,
and LQSA prompted consumers’ willingness to purchase more easily than LTSA did ;(2)consumers’ perceived competition and per-
ceived deception would respectively mediate in part the influence of products’ scarcity appeal on consumers’ willingness to pur-
chase, and each would be moderated by consumers’ need for uniqueness; (3)consumers’ perceived competition and perceived de-
ception would still mediate jointly and completely the influence of products’ scarcity appeal on consumers’ willingness to pur-
chase, and it would also be moderated by consumers’ need for uniqueness. Certainly, the research found no significant difference
in the influences of LQSA and LTSA on consumers’ perceived deception.

These conclusions offer not only an important theoretical significance to deepen and better product scarcity theory, perceived com-
petition theory and perceived deception theory etc. , but also has an important practical implication to direct business to operate
scarcity marketing well and enhance marketing performance, and help consumers identify correctly the motivation or intention of
businesss’ scarcity appeal and rationally purchase or consume products with the scarcity appeal.

Keywords : products’ scarcity appeal ; perceived competition ; perceived deception;consumers’ need for uniqueness ; willingness to

purchase
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