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Figure 1 Ordinary Face (Left) and Silly Face (Right)
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Figure 4 Face: Low Silliness VS. High Silliness VS. Cuteness (Study 1b)
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Figure 6 Silliness: Low (Left) VS. High (Right) (Study 3)



120 IR 2 (Journal of Management Science)

202443 H

51T R L AR — A VR Xl 30 A AT 1Y
TAEZ 3 (3018 ). 3% WA A 1 )2 48 /R 45 Be 1 45
b N B Ml HT AR B A 4, I B 32 A 52
PRAT LA g A O 2 5045 2044 o 3R AT RE R0
(4 B0 42 /3 A8 > B AR 1 45 S | R 1 SRR Z RS B
7 BRALAL Y T S i ML % R — A il A
PRI LT 0 TAE 2 D5 (301 ). & AUy 2 48
s N A RE g 45 R B SE AR AT LA BT 4, JF HAR
WA IR, IRANREDE B S M 28U8 B4
TS AT BE TE Al 1Y [ A2 A RS I R A 1Y & AP L IR
IRz RIS 4

IE SR AL S 4 A3 5 O 25 & VA6 Xk U
an R A EE AL A 2 S BOR S @S 5 & ICA
] 4 A 5%, JF WAL B S IR @12 5 E M
F2HANE TS E A, R0 F L5289 1E 5T
W5 wE; DFS5EREHN . FR AT EIRE

A, 5 IR S A [, Ay R G R4S RO T 2R
HONTR S A, S5 3 R M 400 R A BR O i, A 0
E e NS NE DD I A i (IS T
My p-mmw = 4.204, SD=0.985, My =4.398, SD=
1158, Mywp-gmw = 4118, SD = 1.136, My p-mme =
4.342, SD =1.192, F(3, 339) = 1.098, p > 0.050, [f#f, 7¢
L H R MR M ET S 5E5 0 BRE, &
N EE B 8] 259 1a.

B, T R R AS 0 55 IR A ZH 1 2 5 38 B i AN TR
(5] S i#, 3 & J ANDERSON et al.™ il & ¥ 77 2% i)
A I, 18 2 5 3 6 L AE WK A AR o R R Az
A AW TENINI RS AR
FE” TENIRIAY o B s A CARA R 7 BE
T4 o

BTk, S5 &5 WE WA AR B E N FL
e, IR LS DL & 3R X 1 L Bl R R A O
M it 5 AT 2 ORI PR Al R SR & i ) g R,
WG RSB R T ILE” CT AL A X
JEA S s A B R R e —
SEEWAT RN . ERIT S LA, B
K ] Likert 7 g P40 5, 1 M AEW AR &, 7 0B % [

|51
G O

TH 24 AL
(5% vs. 59)

&G, WS HHE MG FER . R EME AN DSt
R, R IRE A SNEBRS. REH4A
ZHEMWEEELEA D EEER: 535 RAULE
Bl B My = 4.347, SD = 1.140, M = 3.995, SD = 1.256,
£(92) = 1.876, p > 0.050; 55 WK A =5 /B 4l 4 1 My = 4.033,
SD =1.304, Mz =4.067, SD=0.974, t (82) = — 0.186, p >
0.050; 38 I AV /25 B Bl 25 (9 My, = 4.163, SD = 1.345, M =
4226, SD = 1.148, ¢ (82) = — 0.320, p > 0.050; & WAL A%
BalinYy My, = 4.170, SD = 1.306, M. = 4.006, SD = 1.350,
1(83) = 0.876, p > 0.050,

62 HIEAMEITL

() BYKLE , MR KL RER, 5%
AR AT R 0 . 2, 55 R4 B M = 3.007, SD = 1.292,
PR RAZH B M =4.569, SD=1311, AR 2R BE, ¢
(341) =—11.107, p < 0.001, Cohen's d = 1.200, [& B, £
53 %6k 7 b BB T L SRR S B AN A Mg =
3.492, SD = 1216, My 5 = 4.916, SD = 1.157, ¢ (174) =
—7.932, p <0.001, Cohen's d = 1.199; & I AL ZH 1Y Mg
=3.449, SD = 1253, My 5 = 4.630, SD = 1.250, ¢ (165) =
—6.095, p<0.001, Cohen’s d = 0.944.,

(2) 719 280 0 A e o T 2 A AL 7 BT
FL AT S R S AP A 1] — [R] AR A Process i 11 1) 45
Bl 7o, S5 WIR, 7R BRI L 5 T 2 AR Y e
FRIG X AT 22 8% 0 09 B AR ] W 3, B=— 0218, ¢ =
- 4.931, 95% # {7 X [a] 4 [~ 0.305, — 0.1317, 74 2% & M
AE A7 ) 8T AR R AR B8 E . WA, R R AL
fiE fi% b 25 00 9 2% 3 AP, B = 0.426, 1 = 7.662,
95% 15 X [6] M [0.317, 0.536]; 24 5| At A 78 0] %
BRANE, 7= Bl AL R TAE R R B, p=
0.188, r=4.032, 95% & 15 X [4] 24 [0.097, 0.280], H.[H] 42
RV B FAEAE, B=0.238, SE = 0.049, 95% ‘& 15 X ]
[0.149, 0.343], 7] & J&% 50 1Y v A V5 B P Ok A5 21 35 31F, 97
TR A SR A G & SR LR T

S 3 % B AR ST A A EAT B E, A HE 7 B A
AT FL X T 3% 2 % PP 000 ) A s ), AT R RO 1Y R A AR
F, LA K 2 3 WAL IR T /R T, Hy . H, A H, ¥975 3
AT

[EFEREIN . f=0.238, 95% Ef5IX[A] [0.149, 0.343]

B=-0218"",

] 22 R

95% EfFIX[H]
[-0.305, - 0.131]

7 it BB T AL

£=0.527"",
95% {5 X [11] [0.455, 0.598]

Fe B

(5 vs. fI5) BN . B=0.188, 95% {5 X[ [0.097, 0.280]

7T BRETHPN DN
Figure 7 Moderated Mediating Analysis



52

I S A5 7 i A TR AL X Y B e ) £ 5 121

7 &P
71 ARE

AW BT MBI WAL, 8 4 4 505K K
T il B0 T AL XV B A A A s e DL S AT 2
A H A 1 RN 3% 3 A B AR . B R
T, LR la FISEES 10 B0 E T 7= A BBl I L X 2
e AP A ) ) AR B R A, AH L KR B AL, T 2 A
SR IL T R A E SN E N, S5 2 5
T AT R JERHAE 7 B T LN B A B P 0 ) 22 (]
B AR . SEE 3 50 E T 9 2% 3 AU b R RG
B A ] I8 T PR A, R B 55 T 7 2R T L X T
B B 0 FR AR R WA, T 55 AN K B T 7 O A T L X
TH 2% 3 0 R 52 )
72 BiIpEm

(1) A WF 98 76 80N A0 S50 8 1 ok OC 3 T BB BT AL,
X 77 il Rl T AL AT R, IR IX A T B AL 5
ZWAL2ZES, AU ALHIRRMETHNMA. B
AT BB B 5T B T A R 2w
B AR A X ) B A T AL R I e AT IR R
AT B AL e, AR E N
— P 22 WA J0 J B 5k BB J7 AS 2 R TR AR AL, A AR I
BN DM HR G A e . AN HR BE A AE | W B K R
ELH B HF A5 4 A5 . 3 4h, B A =T B B8 o i A %
TR 2R 22 40 FL A T 1k, S50 2R WL i = ) i g
13 BEL A5 S5 1 A B e A SN, AR BIE ST AR R T
A5l TET L T T 2 SR R A A 1) 4 R AR R e, S
B TR AL TR AT IS AL A o

(2) AW 5T F F AL 7 4t 23 B B B IS RN Y 2 2 WA
MRETHRONENT MDD R . FHEBHRT, 5
1 G 1+ 4 S B ER S B AU AT — [l ke B e Y
BT s 1 T A B Y AR AN SR OGBS M L, 2
BN FAR 4 SR e EE D, RFRE
BT MR N Ha R, BT HIR KRN,
BT, AMTE NI RBEe T, e IR,
TR, S AL B A T 55 3. 55 /NEE PR R A B 5B
B ST AT BRAN RS O o SR, AS B 5% 40058 &8 55 56 i B
T 9 AL T AL RS T, A 2 % & T L Y
i RN R Z 0 R R, e - L ET
TH 2% 3 WA AH B 5% o

QUHMEHFMR RSN CFSARETIHE
TR ST A L WA K B | w4 RN D 3K A
B R, AT IE W) 6 RN B A T e
AT R A Z WA A
L%, CAMTRE 2 BEN T SA0 E 19 A R ™
an AT N, AR T RE (. *E 2 p (i i A 15,
I X FLHL R o B BK A A o O X E AT R B b B
9% o AHFGRE I O X 77 R Y B2 A R Sy 4 R AR
i i = RN R O e I U U W X e 1
FUI AR, X7 R R 0 A ST SR AT T A £R
iR,
73 BEEBT

A A E, P BT AL R R WL

BT R MG . B, KON T AR G P AR R R G B
A5 R 7 T L, BB TR L ) — A%, 7 A AL
FEAS UG B A S, R ) BB B RE AR R
1o BBAb, disalb 78 3647 77 5 E FL I TR, NS5 R 7R
HRIAUARAS T DA A A AU B 52 e T 2 o
il = 5 SR i, T L B R S
FE i, Al AT DU o B8 1) 6 5 R AR D 7 i 9 1
IR 55 5 ok 38 Rl 1 fA 6, T T 2 SR A A T K
AT b 7= o5 1% T 6 B B8, 4 7 o AR A R,
B T B AL A TR P Al 0T DL
T KRR B8R P R A AR T 2 2 A
P b, DT HE Bl SR A 2 bR BRI 9 2% .

T o E R, T EE IR A OB R TR, B
PEAR 7= it B Al T AL B T A Al AU BB AT R A 25
AR, A B R A T R RIR AT A . B
an, M e A A B AL e, IR AW
R I B R TSR, v LREAIC A B AL RN S
B, TE X FR 7 S B I E B, SEEUE K R
M.

74 ARBRAUEKRKEE

(1) = BIF 5% 36 HOV< 24 L Il A T AL 36 4 Sk S 56 3
W, B RS AS R B B4 S R AT TR ERA,
H R 56 T 7 i A SRR P G i BN . BN, B
W 5 & %k 7= i (0 S A =2 AR @ BT 1 R AR R R
PR 56 48R S g vk L A R e Y 3R
AOSSE 8 MY AT TR, RO I AT LA T
R M A A, BRI O 3 TR R 2 )
A Rl T L B, L= e ) 2 S AN

(2) A i 5T A 56 3 7= b 10 FL s T )2 T Y B, R
WO AE . D AE S R AR RS A T
JECHT I BT R AE 45 O ED S R 2R R I Bl T2k R, AT
FENF BT E BRI B L B X N g R
L&, MXFr=mAt. ifEfwERLE X EE 8
T R B R 45 Ok WS T BE 2 N i L R R
WA R IR, KA FE 0] LK 7= 5 8B A0 B 75 40 R
ZH P ZE M, #F— 20 BRI I 2 3 A AT Y
W

(3) B T A 5 458 5 1 WAL 358 4, — 269 9 1
Be v 14 45 TRl 2k Al 23 5% e 9 B A A, RS
IR e TR L Sk R AR R T 5 55 ) e
sty P30 B O A 2 A R 2 Ol R W) B B R, R
e F 58 3 T DA IE — 2 % 38 At B 08 3 A D P9 FE S )
B o

SEXM:

[1] WATTANACHAROENSIL W, KANTAMARA S, MUANGASA-
ME K. An investigation of the Kumamon and Sukjai mascots on
destination branding. Journal of Place Management and Develop-
ment, 2021, 14(2): 201-221.

[2] DOTSCH R, WIGBOLDUS D H J, VAN KNIPPENBERG A.
Biased allocation of faces to social categories. Journal of Personal-

ity and Social Psychology, 2011, 100(6): 999—1014.


https://doi.org/10.1108/JPMD-11-2019-0095
https://doi.org/10.1108/JPMD-11-2019-0095
https://doi.org/10.1108/JPMD-11-2019-0095
https://doi.org/10.1037/a0023026
https://doi.org/10.1037/a0023026
https://doi.org/10.1037/a0023026

122 IR 2 (Journal of Management Science)

202443 H

[3] LANDWEHR J R, MCGILL A L, HERRMANN A. It's got the
look: the effect of friendly and aggressive “facial” expressions on
product liking and sales. Journal of Marketing, 2011, 75(3): 132
—146.

[4] WAYTZ A, MOREWEDGE C K, EPLEY N, et al. Making sense
by making sentient: effectance motivation increases anthropomor-
phism. Journal of Personality and Social Psychology, 2010, 99(3):
410-435.

[5] a5 MS, BN, TR T H B R E R e A

TR R TR X S E R IMIB R SRR, 2020, 28(8):
1256-1272.
XIE Zhipeng, ZHAO Jing, WANG Tao. Do consumers always
prefer a smiley face? Effects of product “facial” expressions on
consumer attitude. Advances in Psychological Science, 2020, 28(8):
1256-1272.

[6] 4=, A ARAE, SEH . VR 22T G AR AL X AR 52 T 90 3 B 1
S INBRIEE, 2021, 44(4): 926-932.

LI Jing, ZHAN Cuihua, WU Yanli. The effect of front facial fea-
tures on the young consumers’ preferences in cars. Journal of Psy-
chological Science, 2021, 44(4): 926—932.

[7] STERNBERG R J. Four ways to conceive of wisdom: wisdom as a
function of person, situation, person/situation interaction, or action.
The Journal of Value Inquiry, 2019, 53(3): 479-485.

[8] ACZEL B, PALFI B, KEKECS Z. What is stupid? People's concep-
tion of unintelligent behavior. Intelligence, 2015, 53: 51-58.

[9] STARBUCK J M, COLE T M, REEVES R H, et al. The influence
of trisomy 21 on facial form and variability. American Journal of
Medical Genetics Part A,2017, 173(11): 2861-2872.

[10] PATEL L, WOLTER-WARMERDAM K, LEIFER N, et al. Beha-
vioral characteristics of individuals with down syndrome. Journal
of Mental Health Research in Intellectual Disabilities, 2018, 11(3):
221-246.

[11] HELLEN K, SAAKSJIARVI M. Development of a scale measuring
childlike anthropomorphism in products. Journal of Marketing
Management, 2013, 29(1/2): 141-157.

[12] 300, (R BRSE, B0, 45 B I mE AL S o 2R 1% 7 4B

JETT e XA X 9 Bl 2 A A ARG L INER SR 4, 2022, 54(3): 313
-330.
FENG Wenting, XU Yuanping, HUANG Hai, et al. Kawai vs.
whimsical: the influence of cuteness types of luxury brands on con-
sumers’ preferences. Acta Psychologica Sinica, 2022, 54(3): 313
-330.

[13] MG, VE VG, B B8y “TT B RO BE S LRk SVNEE
FEERE, 2018, 40(5): 56-68.

XIE Zhipeng, WANG Tao, ZHAO Jing. A literature review of cute-
ness in marketing. Foreign Economics & Management, 2018,
40(5): 56-68.

[14] LOEWENBRUCK F, HESS U. Not all “caregivers” are created
equal: liking, caring and facial expression responses to the baby
schema as a function of parenthood and testosterone. Biological
Psychology, 2021, 163: 108120-1-108120-15.

[15] &5, EE, B R, 55 1L n] 2 B R 2 002 2% B2 3 22 L i
FL T 2 O 1] S50 19 5% 1 IM IR B2 3R, 2020, 52(7): 811-822.

LEI Yi, XIA Qi, MO Zhifeng, et al. The attention bias effect of in-
fant face: the mechanism of cuteness and familiarity. Acta Psycho-
logica Sinica, 2020, 52(7): 811-822.

[16] SHERMAN G D, HAIDT J, COAN J A. Viewing cute images in-
creases behavioral carefulness. Emotion, 2009, 9(2): 282-286.

[17] NENKOV G Y, SCOTT M L. “So cute I could eat it up” : priming
effects of cute products on indulgent consumption. Journal of Con-
sumer Research, 2014, 41(2): 326-341.

[18] YANO C R. Kitty litter: Japanese cute at home and abroad//GOLD-
STEIN J, BUCKINGHAM D, BROUGERE G. Toys, Games, and
Media. New York: Routledge, 2004: 55-72.

[19] SONG Y, LUXIMON A, LUXIMON Y. The effect of facial fea-
tures on facial anthropomorphic trustworthiness in social robots.
Applied Ergonomics, 2021, 94: 103420-1-103420-10.

[20] 004, i R R AT 2R 1Y AT 2 bR ST LS T 7 i 1 2 A
X . FAFFEBWIL, 2020, 23(1): 118-130.

YE Weiling, SHI Tianfeng. How a cute logo can improve the per-
ceived quality of a product. Nankai Business Review, 2020, 23(1):
118-130.

[21] SEARB X H &, 5K B 0. I ek B 28 %o 28 L ot L 4 s 4 K
S INBRIZHE, 2014, 22(5): 760-771.

DOU Donghui, LIU Xiaocen, ZHANG Yujie. Babyface effect:
babyface preference and overgeneralization. Advances in Psycholo-
gical Science, 2014, 22(5): 760-771.

[22] GORN G J, JIANG Y W, JOHAR G V. Babyfaces, trait inferences,
and company evaluations in a public relations crisis. Journal of
Consumer Research, 2008, 35(1): 36—49.

[23] FISKE S T, DEPRET E. Control, interdependence and power: un-
derstanding social cognition in its social context. European Review
of Social Psychology, 1996, 7(1): 31-61.

[24] CHO M, KELTNER D. Power, approach, and inhibition: empirical
advances of a theory. Current Opinion in Psychology, 2020, 33: 196
-200.

[25] FISKE S T. Controlling other people: the impact of power on ste-
reotyping. American Psychologist, 1993, 48(6): 621-628.

[26] BhEr, 5 B RAEM, 4. “SIZ DUE” B “TeZ LIFHY ;A

T B 7 R B 0. E T B IR IEIR, 2021, 24(4):
183-193.
YAO Qi, CUI Changqi, ZHU Huawei, et al. Pull the emotional trig-
ger or the rational string? The effect of power on consumers’ de-
cision of product choice. Nankai Business Review, 2021, 24(4):
183-193.

[27] £ B, Ry, 2R 0, 45 AHLZC Hib 2 ABRICH 7 T4 28 3% L

TV HLEE NS5 kW2 g ALl 0F 52 BB TR SR,
2022, 36(3): 28-39.
CUI Changgqi, YAO Qi, LI Ming, et al. Human-robot interaction or
human-human interaction? Mechanism research on the impact of
consumer sense of power on robotic service choice. Journal of In-
dustrial Engineering/Engineering Management, 2022, 36(3): 28—
39.

[28] £ B, BERLAK, BhET, 55 BUT IR 1 2% 35 I 55 VA 145 i)
HLEIF 5. EBER, 2020, 17(7): 1067-1076.

CUI Changgqi, LIAO Chenglin, YAO Qi, et al. Mechanism research
on the effect of sense of power on consumer’s service evaluation.
Chinese Journal of Management, 2020, 17(7): 1067-1076.

[29] SONG X B, JUNG J, ZHANG Y L. Consumers’ preference for user-
designed versus designer-designed products: the moderating role of
power distance belief. Journal of Marketing Research, 2021,
58(1): 163—181.


https://doi.org/10.1509/jmkg.75.3.132
https://doi.org/10.1037/a0020240
https://doi.org/10.3724/SP.J.1042.2020.01256
https://doi.org/10.3724/SP.J.1042.2020.01256
https://doi.org/10.1016/j.intell.2015.08.010
https://doi.org/10.1002/ajmg.a.38464
https://doi.org/10.1002/ajmg.a.38464
https://doi.org/10.1080/19315864.2018.1481473
https://doi.org/10.1080/19315864.2018.1481473
https://doi.org/10.3724/SP.J.1041.2022.00313
https://doi.org/10.3724/SP.J.1041.2022.00313
https://doi.org/10.3724/SP.J.1041.2020.00811
https://doi.org/10.3724/SP.J.1041.2020.00811
https://doi.org/10.3724/SP.J.1041.2020.00811
https://doi.org/10.3724/SP.J.1041.2020.00811
https://doi.org/10.1037/a0014904
https://doi.org/10.1086/676581
https://doi.org/10.1086/676581
https://doi.org/10.1086/676581
https://doi.org/10.3969/j.issn.1008-3448.2020.01.012
https://doi.org/10.3969/j.issn.1008-3448.2020.01.012
https://doi.org/10.3724/SP.J.1042.2014.00760
https://doi.org/10.3724/SP.J.1042.2014.00760
https://doi.org/10.3724/SP.J.1042.2014.00760
https://doi.org/10.3724/SP.J.1042.2014.00760
https://doi.org/10.1086/529533
https://doi.org/10.1086/529533
https://doi.org/10.1080/14792779443000094
https://doi.org/10.1080/14792779443000094
https://doi.org/10.1016/j.copsyc.2019.08.013
https://doi.org/10.1037/0003-066X.48.6.621
https://doi.org/10.3969/j.issn.1008-3448.2021.04.018
https://doi.org/10.3969/j.issn.1008-3448.2021.04.018
https://doi.org/10.3969/j.issn.1672-884x.2020.07.014
https://doi.org/10.3969/j.issn.1672-884x.2020.07.014
https://doi.org/10.1177/0022243720972702

52

I S A5 7 i A TR AL X Y B e ) £ 5 123

[30] SHI T F, HUANG R, SARIGOLLU E. Consumer product use beha-
vior throughout the product lifespan: a literature review and re-
t, 2022,

search agenda. Journal of Envir tal M.

302: 114114-1-114114-10.

[31] HULL R, TOSUN S, VAID J. What's so funny? Modelling incon-
gruity in humour production. Cognition & Emotion,2017,31(3): 484
—499.

[32] BELLEZZA S, ACKERMAN J M, GINO F. “Be careless with
that!” Availability of product upgrades increases cavalier behavior
toward possessions. Journal of Marketing Research, 2017, 54(5):
768—784.

[33] 2k, % 4, g Al 20 A 2 LU AT 1) XV 2% 35 1 3K e 5K 11

B BT - BRI PEEENS WEER),
2021: 1-9.
CHE Cheng, WU Guohua, ZHANG Zhihong. Research on the in-
fluence mechanism of social comparative tendency on consumers’
purchase decision: based on the perspective of emotion-rational de-
cision. Chinese Journal of Management Science(Online), 2021:
1-9.

[34] RUCKER D D, GALINSKY A D, DUBOIS D. Power and con-
sumer behavior: how power shapes who and what consumers value.
Journal of Consumer Psychology, 2012, 22(3): 352-368.

[35] FAST N J, GRUENFELD D H, SIVANATHAN N, et al. Illusory
control. Psychological Science, 2009, 20(4): 502—508.

[36] MARCUS A. The cult of cute: the challenge of user experience
design. Interactions, 2002, 9(6): 29-34.

[37] 3 33, e . 3 2 3 1T 2 SRR 22 % DRSS i e 14 5 il AL
w5 . AT EIRIIL, 2022, 25(6): 139-148.

Al Yijie, WANG Xiaoyu. The impact and mechanism of cuteness
on consumer’s financial risk preference. Nankai Business Review,
2022, 25(6): 139—-148.

[38] SHIN J, MATTILA A S. Aww effect: engaging consumers in “non-
cute” prosocial initiatives with cuteness. Journal of Business Re-
search, 2021, 126: 209-220.

[39] ZHANG Z C, ZHOU J X. Cognitive and neurological mechanisms
of cuteness perception: a new perspective on moral education.
Mind, Brain, and Education, 2020, 14(3): 209-219.

[40] X1 joic, AL, B2 4 A . i 3% 1 55 L4 B0 AR X T8 i
L0 S 0 5. MRS T, 2021, 36(6): 13-26.

LIU Xin, XIE Lishan, LI Dongmei. Investigation into the impact of
anthropomorphism of tourism service robots on customers’ inten-
tion of value co-creation. Tourism Tribune, 2021, 36(6): 13-26.

[41] MAGEE J C, SMITH P K. The social distance theory of power.
Personality and Social Psychology Review, 2013, 17(2): 158—186.

[42] HAN J J, BRONIARCZYK S M. The complexities of consumer
empowerment in the modern consumption environment. Current
Opinion in Psychology, 2022, 46: 101333-1-101333-8.

[43] KHENFER J, SHEPHERD S, TRENDEL O. Customer empower-
ment in the face of perceived incompetence: effect on preference
for anthropomorphized brands. Journal of Business Research,
2020, 118: 1-11.

[44] B K3, W& PIRZ, B AR, 55 BT S B ANAT 92 AL B
i ep A ST AT IR REER, 2020, 43(5): 1250-1257.
ZHOU Tianshuang, PAN Yueshan, CUI Lijuan, et al. The impact of
power on helping behavior: the mediating role of social distance

and the moderating role of responsibility. Journal of Psychologic-

al Science, 2020, 43(5): 1250—1257.

[45] LUO Q L, ROSSION B, DZHELYOVA M. A robust implicit
measure of facial attractiveness discrimination. Social Cognitive
and Affective Neuroscience, 2019, 14(7): 737-746.

[46] 3 /N, BT, R AR 0, S5 T AL W 51 ) R T B R 43 C R 5

i A S LA R AR MR R SR, 2023, 31(7): 1109
—1120.
PU Xiaoping, HU Hao, ZHU lJina, et al. Influence of facial attract-
iveness on the allocation of attentional resources: moderating effect
of evolutionary motivations. Advances in Psychological Science,
2023, 31(7): 1109-1120.

[47] WINDHAGER S, HUTZLER F, CARBON C C, et al. Laying eyes
on headlights: eye movements suggest facial features in cars. Col-
legium Antropologicum, 2010, 34(3): 1075-1080.

[48] HAGTVEDT H. The impact of incomplete typeface logos on per-
ceptions of the firm. Journal of Marketing, 2011, 75(4): 86—93.

[49] HAGTVEDT H, PATRICK V M. Art infusion: the influence of
visual art on the perception and evaluation of consumer products.
Journal of Marketing Research, 2008, 45(3): 379-389.

[50] CHANG C T, YEH W C, LIN Y. Is cute design good for green
products? Influences of green appeals and baby-face schema: an ab-
stract//STIELER M. Creating Marketing Magic and Innovative
Future Marketing Trends: Proceedings of the 2016 Academy of
Marketing Science Annual Conference. Cham: Springer, 2017:
1231-1232.

[51] SHERMAN G D, HAIDT J, IYER R, et al. Individual differences
in the physical embodiment of care: prosocially oriented women re-
spond to cuteness by becoming more physically careful. Emotion,
2013, 13(1): 151-158.

[52] HAYES A F. Introduction to mediation, moderation, and condi-
tional process analysis: a regression-based approach. 2nd ed. New
York: The Guilford Press, 2018.

[53] ANDERSON C, JOHN O P, KELTNER D. The personal sense of
power. Journal of Personality, 2012, 80(2): 313-344.

[54] FE R, B0 38 B ER 28 4 R B it INIR B4R 3. 2018,
38(5): 387-392.

WANG Fengyan, ZHENG Hong. On the stupidity theory of lack-
ing intelligence or morality. Psychological Exploration, 2018,
38(5): 387-392.

[55] GOLOB S. A new theory of stupidity. International Journal of
Philosophical Studies, 2019, 27(4): 562—-580.

[56] CARVALHO C L, PINTO I R, COSTA-LOPES R, et al. Social
dominance orientation boosts collective action among low-status
groups. Frontiers in Psychology, 2021, 12: 681302-1-681302-14.

[57] B 27, MR F, T AR B 0 T B 4% 28 B

PE WL BEAMAT AR . EFERIEIL, 2023, 26(2):
188-198.
HUANG Minxue, YE Yugian, WANG Wei. The interaction effect
of broadcaster and product type on consumers’ purchase intention
and behaviors in livestreaming shopping. Nankai Business Review,
2023, 26(2): 188—198.

[58] % A, kLN, BEZ 4, 5 I RRF LR EH “UHINTF 2
PR 8B X W SE R 2 ML . VB EFREE
I8, 2022, 44(3): 53-68.

HAN Zhao, DU Gang, XIONG Aihua, et al. Star endorsements or

streamer “outside-the-session endorsements” ? Research on the in-


https://doi.org/10.1509/jmr.15.0131
https://doi.org/10.1016/j.jcps.2011.06.001
https://doi.org/10.1111/j.1467-9280.2009.02311.x
https://doi.org/10.1145/581951.581966
https://doi.org/10.3969/j.issn.1008-3448.2022.06.014
https://doi.org/10.3969/j.issn.1008-3448.2022.06.014
https://doi.org/10.1016/j.jbusres.2020.11.046
https://doi.org/10.1016/j.jbusres.2020.11.046
https://doi.org/10.1016/j.jbusres.2020.11.046
https://doi.org/10.1111/mbe.12252
https://doi.org/10.1177/1088868312472732
https://doi.org/10.1016/j.jbusres.2020.06.010
https://doi.org/10.1093/scan/nsz043
https://doi.org/10.1093/scan/nsz043
https://doi.org/10.3724/SP.J.1042.2023.01109
https://doi.org/10.3724/SP.J.1042.2023.01109
https://doi.org/10.1509/jmkg.75.4.86
https://doi.org/10.1509/jmkr.45.3.379
https://doi.org/10.1037/a0029259
https://doi.org/10.1111/j.1467-6494.2011.00734.x
https://doi.org/10.1080/09672559.2019.1632372
https://doi.org/10.1080/09672559.2019.1632372
https://doi.org/10.3969/j.issn.1008-3448.2023.02.019
https://doi.org/10.3969/j.issn.1008-3448.2023.02.019

124 EWBL 2 (Journal of Management Science)

202443 H

fluence mechanism of two endorsement types on purchase inten-
tions. Foreign Economics & Management, 2022, 44(3): 53—68.

[59] RAFIEIAN H, HUANG Y L, KAHN B E. The effect of pursuing
self-regulatory goals on variety seeking. Journal of Consumer Re-
search(Online), 2023: 1-15.

[60] B B4R, 43 £ I0E, SE B0 L. 77 i J PR X N T BB it 4 4 110
RN BT A HLO P A EIRREEE, 2022, 35(2): 121-133.
HUANG Jinsong, QIN Bixuan, WU Mingquan. Influence of
product attributes on Al product recommendation: from the per-
spective of empathy. Journal of Management Science, 2022,
35(2): 121-133.

[61] FAZLI-SALEHI R, TORRES I M, MADADI R, et al. Conspicuous
consumption: impact of narcissism and need for uniqueness on self-
brand and communal-brand connection with public vs private use
brands. Journal of Consumer Marketing, 2021, 38(7): 802—812.

[62] M7, EW0, ETIR, 55 H T WX B8 i 10 K HL a8 A28 H. 35

O AL RN S R 25 B2 . B RBAEIR, 2021, 33(2): 195
—206.
ZHOU Yijin, LIN Jie, WANG Yanyan. Partner versus servant: the
impact of consumer-brand relationship on consumers’ attitude to
brand failures and apologies. Management Review, 2021, 33(2): 195
—206.

[64] B EMS, T ERE, J 24 IR ML AR 55 2% W rh b Al )
JE 5 S 4 R B IR RIS, 2023, 36(1): 106-118.
CAO Zhongpeng, MA Huinan, YAN Xingquan. Effect of the an-
thropomorphism on customer response in chatbots service failure.
Journal of Management Science, 2023, 36(1): 106—118.

[65] LAUKKANEN T, XI N N, HALLIKAINEN H, et al. Virtual tech-
nologies in supporting sustainable consumption: from a single-sens-
ory stimulus to a multi-sensory experience. International Journal

of Information Management, 2022, 63: 102455-1-102455-5.

[66] A, TR A5, W0 G5, 45 S0 i 2 R ) g 3K T 1Y 5 T
BIERE, 2022, 35(4): 32-43.
LIANG Shichang, ZHANG Min, CHU Yuxuan, et al. Influence of

TCIEDT T . RIS, 2023, 36(2): 75-87.
YE Lei, WANG Chong, WANG Kanliang, et al. Empirical study of
chatbot interaction design based on the coping theory. Journal of
Management Science, 2023, 36(2): 75-87.

[63] Ji Sk #E, BRUE, FEHFAE. KA vs. AD A S [ il B G R 9 2%

green product density on purchase intention. Journal of Manage-

ment Science, 2022, 35(4): 32—43.

The Impact of Product with Facial Silliness on Consumers’ Cherishing
Tendency
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Abstract: In interpersonal communication, facial appearance is a direct source of first impressions. Existing research on an-
thropomorphism has pointed out that products also have their own “faces” that directly impact consumers’ perceptions and
judgments. Nevertheless, there is a lack of academic focus on the “facial silliness” of a product. In common stereotypical
views, silliness is often associated with negative perceptions and behaviors. However, this research focused on the positive ef-
fects of product with facial silliness.

Based on the power social distance theory, this research investigates the influence of products’ “facial silliness” on con-
sumers’ perceived cuteness and their cherishing tendency from the perspective of anthropomorphic faces in products, while ex-
amining the moderating effect of consumer empowerment. To this end, this research first conducted interviews and literature
analysis to define the “facial silliness” of products, and designed experimental stimuli. Subsequently, four experiments were
conducted to collect and analyze data. Spss 26.0 was employed to perform ANOVA to examine the impact of product with fa-
cial silliness on consumers’ cherishing tendency. Process plug-in and bootstrap analysis were used to test the mediating role of
perceived cuteness and the moderating effect of consumer empowerment.

Experiment la confirmed the positive effect of product with facial silliness on consumers’ cherishing tendency. The find-
ings indicated that as the level of facial silliness increases, consumers’ cherishing tendency towards the product also raise. Ex-
periment 1b further validated these results by comparing silly faces and cute faces of products. The results of Experiment 2
showed that perceived cuteness mediated the relationship between product with facial silliness and consumers’ cherishing tend-

ency. The results of Experiment 3 proved that consumer empowerment moderated the relationship between product with facial


https://doi.org/10.3969/j.issn.1672-0334.2022.02.010
https://doi.org/10.3969/j.issn.1672-0334.2022.02.010
https://doi.org/10.1108/JCM-02-2020-3658
https://doi.org/10.3969/j.issn.1672-0334.2023.02.005
https://doi.org/10.3969/j.issn.1672-0334.2023.02.005
https://doi.org/10.3969/j.issn.1672-0334.2023.02.005
https://doi.org/10.3969/j.issn.1672-0334.2023.01.008
https://doi.org/10.3969/j.issn.1672-0334.2023.01.008

52 I S A5 7 i A TR AL X Y B e ) £ 5 125

silliness and perceived cuteness. Specifically, under high levels of consumer empowerment, the influence of product with fa-
cial silliness on perceived cuteness was weakened, thereby reducing consumers’ cherishing tendency. Conversely, under low
levels of consumer empowerment, this effect strengthens, increasing consumers’ cherishing tendency.

Theoretically, this research systematically investigated the external characteristics and internal mechanisms of product
with facial silliness, demonstrating its positive impact on consumer perception and behavior. By providing empirical evidence
for the influence of product with facial silliness, this research offered a new perspective in the field of product anthropomorph-
ism, expanding the potential applications of “silliness” attributes in the realm of marketing. Practically, the findings of this re-
search provided valuable insights for companies in the design of anthropomorphic product faces and the implementation of
consumer empowerment scenarios.

Keywords: anthropomorphism; product with facial silliness; perceived cuteness; consumer empowerment; cherishing tendency
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