27 %% 11
2014 4E 1 A

IR ISSN 1672-0334

Journal of Management Science

Vol.27 No.1 65-74
January ,2014

BRHERE

B R{ERAWRIT0 A E
W MTITANEE

& mh,AESF,F—F

MR R EE Tk R B H BT, 1R /R TE 150001

WE: LA RABFAHEAHNBE R IV EGHERB B HABNRRH T, ETERS
HRAGHBHEARERRAERRMEL, ATCRFNBBERTFEREFHOGEREF X,
A FANARDARBEBAYAEFZCEGTFRE ARB N ANEETE LM EFA
HHA, R ARERF R RBERLRTHEEMNSRHERE, ABRTEP A LS RiER
B, FRERAN AMEREFSel, 5 o el B8 S Ak, %&£ B S it B e R 3B
EHEEMASRGTRE; SRk e M ESAL,HEEE S et ES £ EM
R TAiTR, RAMEREA SRR ERE S BN RER S0, &b it W EH
EANHRERNEREFRATATAEREY D, ERAB ERBEETE AN AR EHG K

Rk,

XEBR: S AN EE, BRERTFRE R ES

PEDAS:F713.5 XERERIREE: A
MRS :1672 -0334(2014)01 - 0065 - 10

1 5|18

HERAERARRTAMWERR, Bedkm
AtriigfedA RFEEUR K ESHHEEN A
7 i AR5 B 75 SR LA B 51 T 2 3 T 3K A OF i AR
W EAT R G AR E S RIBRE 5L 5H
3 TR SR G, AT N B IR O 2 R AR e R R
MIERFAEHERAY EAMNHERITEE
B2 U R A5 R WO 2 K, W R 07 XA B
fr oo S RFEARE T A REEEE AR
FAFIME X o {H RS AR F M5l 7 — X & 5 Al 45
BT RO A FE FRBES A B R LU 4 3 B
KRR KHIKE A AR T W e
BRI E ST, El R —ERTREER
BB B AR R O ik 0 X 22 B R 4 R A R B, B
LHERBHRY . AR BIANBRT 25 255K
HMHEREZIN  CHERMERETHELER
Wi} , DA WA 3% O B T, 53 O B A B AR R K P
HERRFWEERAET L. MBKFHRERAT

WE B M. 2013 -06-29 BEBH.2013-11-17
BEMA: HE A ARFHE S (70802019,71272174)

o 3 “%’}t o
doi;10.3969/j. issn. 1672 — 0334, 2014. 01. 007

AL 2 B ) R S A B R R, EE WL,
AMEHEMNBNREZMHAENER, A F
RN OCHER (e E, S0 M EFLRERN
AR W E I R EWEREY  EAMRBR
ST LB R EENE SRR, A
RMEFBAFMERM N RERFEOMEMS,
BT SRR 2R R BRI 7 AN %
EHREREETGRE RO FRE, i AR
INFIRESR , O BERE B X B E R ME B
BWABFEAE A R 1 7 5k FE 9% & 4548 T, 8% 0 A
(53] B Xk 9 9% o WA 3K AT R 9 B W, AR BF 9T 8 X O
TTHEERRE.

2 EXTARTER
2.1 HERH

1M 3% 3 47 0 WF 28 ML 308 T 3% 3 % 6 B (2 A RO
ARG AN S H AR ik M E S w
S A F AT % Gupta ™ I B MO B T

ES @ AT 40M5 (1975 ), 55, WAL RR IR A, 58 b T 0 200 Tl R, AR - 22 000, 30O S U T ol R A B I 2 B W B 4R
WEFE 71 % P R RV % B2 o E-mail:zoupeng@ hit. edu. cn



66 B BB (Jounal of Management Science)

2014 %1 A

TN 43 b 2 B L W | S Rk B A R RN B R,
SRR T I B AR R B A AT N
HAFE. HEZFFAMFELNAERTRBESH
B RN B B B R o RO A M — sh L,
EREAR" X —SAETIBBHBRE T LM
e et 4 B R AR ROR , INAE B AR MR MR
B, A A ERAGNRESFEEWRENT SERR
BOE R EH I ET ChHAERERNERARE
REMHANENRMAR™ . IEARFRESA
HEEEEERENEE, ETHNEFEND
TN, T B E R GE R & B F 28 BoR Ak, B A .0 3
bRtk BEENVAERTHE, W
BCRE B BLE DA R f A K B AR R R R R
EFEEBRRBRTBREZAHN,. EXEACHE
RS NS B AL, A N A S KB R
BRACEA MR X BB 7 E X 6 R
HE S B A 2 5 A 25 A R RE o T LUK bR
b 5 85 2 3 R B B IR 4 4R BB R A
T A 25 08 TR R R SR AR AR LA B W 3K ¢ A
B RSB NERR URIFIREFET
MM RER”., B2 HERAAHEBAEFROA
HMEWNBENPBRZANBERER

ARGV THERELSWBEWENE M
Flii , HEXL RS LIX RIS LRI, HE H
B 2 3t A B B9 T B A O 308 2 R i 2 B A 25 s )
WA B R B TTRER A RE MR
R P 4 T O R A S o X — SR T A R R
F, 2 80 a B R0 & AN I P B E Wtk I
BEXSGPAFHMBEBRE, FE L, RURTH G
MM AEEEERENEE, HRECHEIN
A T O 45 B A ] % P SO R . A ETE
G w0 PR SR 1 e 1 = L o o R
BEVE ) B I B W SE IR A X AN T TR R KR
I A ATRAE T O EKIE .
2.2 INERER

O FR 5 P R R K R B AT X 35 9 A9 A 0 A
BEAMTERETARBETHRE, ANXMEDH
LHBEEEAFGHSEKTFE(MREKT),ER
BT AT R A N R0 B R S, R T R
BAMTR R ks, LCHEERUEEKA G F
O, K5 BB S R AR 5 BT 76 19 Bt B it o, & 4k BT A
MEBESX—SBANER" . XMEBTUERR
(E0 BV A= ot 12 (1 (1 w0 N 2 = o =1 B
WA mENRERAAE S XFZP A HERMA
B, A B EETTREMEN R /DR OIEERN—
AHERE . AT EMEE 28k kWi R BT LI
Wl A AT A A HHE SR, Bk AR R 4, O T A A I R Bk
WA LR E R A SRR R AR
BRPIARESR, KEHREW, AIBRTES
W AR BE AT . — B O R
KIS EMBCHESERMNEY ELEHAMBEAMN.
SEM A E RN EERLOEESRENS

#™ . Liberman & sz io b k¥ A fIAC ®EF
BE5E R RAE b, 24 SR 58 A A I [ B B B e, A AR
1168 16 36 % B A % a8 {EL 2 A 3 2 K B0 1B ol , B 4G 4
“HB S X — A X K T B R AE s 2 R R LAY
e J6) B O BF, 2 E T 0 1) 2 B AL A B (0 MR
TR PRk, BB 3 2480 3% — A 3T 55 K 7 i R E .
08 8 B, Kim 21 46 50 3 £ BF 25 % 7 & V4 1Y
mm, EREN YEXENAS (HENWHESER)
b = Rl T8 M Wl T (0 o e 8 1 G O Bl
BEHE(IWNSHKESE) YL E A (RENHS
BB mE~SH N ERMIENELZEEEKEN
B RAME) . Thomas & BF 5 & B,
AU B B B RE 0D Bl iR o I 3K P R X B BY (R 36 5 Zhao
SU R g A S5 BE S 0 N ) B B 7 O 2R X R SR
BN B AZE AR B, R B Y 4k & BE 7 R0 B (8] BE B 7E AR
BEAKP b —Fat, i AHEFERT I BB R EA R
75 X0 21 # %  b A OR [ B (] BE BSR4 4R B B R
MEAEERARENER, RAAEB EEBEET,
HHREWNHEERE R RFEEZS, B HEEX
e K 55 RAFRAE KT LB R A
i KAEA .

BB R HE 5 BE A5 Bh O 28 BE B A0 E A e T
BELRE, P RETRBEKEEIS PR T B
B, BREMEMNERF B EE NS ML HE R
BHREER, AR TR MEREFRANE
. FERAEEMNHEEFRR TARZHLOEER,
MABAAPMAEEN AT ER/ER, BLHEES
WERGEREN SRS MOBEBHER(™ R
B 5 ) o A BT BT B OK P IR ig K e 0 F R
RO Sl T Wl 0 A R S e 1
HEmEmMEREN RN RE. =R E B AR
BHMALKEBSEMBAR HEFNER. HBX
HEOMAEER 2T &% iRt 6 B2 A e, bF R
BREEDTEEENHEEN TAE BEEH O
R

3 BERR
31 “RERFTHNMUENBANAERRNEIT
AR IER

H AT B A3 m B AT s e, — > EE A XA
MEXEB A ATREERXE B THE, R
WmBKEEE, TRERBRRGTHMREARE,
BERBA Al Ak, BN M 2 Zfif. ATATH R KRR
fraJi kR E BB A 19 B R BCR S, B A0 T fi, 9%
PrEMH . TEPERZRE B CREY
R R 0 B VR T R A T X KU W | S BG4 Y
fip R A BT AR 5 ok ok 0 Y W 3K R 1 AR
o, R AT AT 5 B I A ) T 3K R B i B K,
A B R B R AR R A U 1 W 3K R 1, TR RO
R BT LA, 2 B O A W B o
i, 1H 9% 3 5 A) BB 3K AT AR B L AT AT MBIk A9
Al 5 2 T 22 7E T M N 3K PR SR 9 2% 3 R AT RE A



1 4

AR AR ) 5 B A X A R e [ B (R X W SR AT R 67

SEA] B ES  AI AT B A R R .

Thomas %" Ay, .0 B BF B9 KU 76 2 2% B0 1R 9K
fE% A 258 AT 3 U R KCE 8 AR 4R, X T
fRT R B PR SRR AR R RP RO o BT LA bR HE I AT BB R AR
PERR W, R BT RS AT MR E R —
FpAfl . BRI BMAEE AT HA” , HANIEMH
TR REn R EREBREXARE™ , X—0H
MUMNATRHEE T REMRE ARG ME, Rk
HILBE A8 2 AT X 2 R A 0 B TR AE S R
B, 35 4% SR B T b UL A AR G Al 25 T oK
B AR T RO AT ER R AT X I T 7 A A 3K S
M B PEAL R — Rl 2R s AT AT R AT 3R A8 X —
HrfE AT AT AR IR, B —FH k. Mk
5 i 35 AR, B AT LA O R 2k Sl 2 RS K
e, AT B J SR 16 T 5 2 7 O O O B K, BT AX
P A LA AR AEHERED . AN&%
8 4R 5 BB R TR X B N R M AR T B
0N A S R, s T B B R o O
W, ALHEEREEREZ ML, BT H
BEEAAEREMNGEBEWEM™SWME, MDD
AE B R ST AU RS, X S AR B M R MR . Nel-
son' M IR IRAE BR M R AR B R R A N IR R AR
B F=dh . RN B R R £E W 3K 2w ek
Al DL 5 0 T M8 AN VRS , PR30 7= & 1O JR A1 AR AE (o
AR BEEWEZAIHNED, REEHEHRZEA
BEVFf . IR REENEZAMEBEREBNGE
B W P Y AL RO (E, R & IR IR F M TEAG 45
e MERE B2 O0HEENEW, BHEE
W S48 2R 7 BT S 45 5 A2 8 S B JE] BE B G B2 m . A
REFELEWEZ KGR %M E B HEE ™
mAEEHMNEAARESE, 2NN ERER S
MMERBEEERKKER HBEEABE R ™5
it 25 B 3% 2] J% 0 B (B BE B g B me ., £R b BT AR, AR OF

H, 44 %% 3% 70 0m 4 W 32 R 56 7= & i, 5 AT RE T
AT B R T AT AR PR

H, 475 %% & 7600 4 1A ¢ R 0e 7= 5 B, B 0T B I
SEAT B A AT AT M A A P

H, BHIBEEEBFASENESETERT &
W SEAT R o
32 HEEUESERNEANGERRENBETH

WEHER

bRk, A% 718 S5 B LR R SO A B
SEHEE I BT BOH 2R W A e R o
SR B ) B R SR B R . DB R B R TR T L
BERATE, ~LREREHCHEBANEE, —
EREMNTHHERMER WESAREEM (T &M
HES) HMbEAE 2 BN (OBEFEMBEKITH
%) VLR = L (O SR LR R R AR s L
W) EHm,. HAEEEREECHERHITHSE,
EEENMBIMMAAAXEFELERFE  LOEEATH
EMERFERY . ACEREE, ¥ A E

AN OHEERGEEbBRAN, WREAENERIRD,
AR METE Wy I AR EE P 22 RS B R 80 15 B A T
mEEMNE, KO ERERRE R ERRNER.
MREBEELAMEFRE=ROET . b3S EBX
e 22 I MR W K P 3, A2 R N B[R] BE S R e VT B bk
BAMRUERAEWERRE>MHOET, 328
PR R o] AR K. &% BT, AW R R
;8

H, YRAMEFAE-GLRMHEREETH
W ST AR5 7= i, R AT RE WG R AT IRME R L AT AT MR
15 1 7=

Hy, SBAWEFRE™DEEKIHTEELH
Wy 3E 4 56 7= 5 Bf L B ATl I 3% AT BRPE B AR L AT AT b
=0

Hy, ¥ TAWEFRE”HESRAHERE, B
I BEE AN & B 3 3 o L3 R 06 7= a2

4 MRBE
4.1 R

FAHARMARLBRH T ELE ERBRER. 5
FEERNEAR ML BT EME, ERXBRT AT
FEHEPENER GREFHFERERERTRE,
7E SR 20104 AR AE AT 17 T B 45 K B8 7= i (H E20 07
UL AEFR BN EEMIERERLEHE
FLORIERTER XFNEF -BRARTEN T
TR, EREEREOEY T RIEIERT
it , R A (B G A 45 2 W 7 28 K 2 B0 BT RE AR IE
7 il AT B R v U AR R IE P AR W 3K AT RE X
dit i H 2 O M T R AT S A
R ENESFREEFFWERZE A X &M
Wt A 8L T, B AFE & P 1 3K 2§ 22 i G 75 1 U
THRIAACREBAZ P IE, REREZESD
s SRS, RAEW X ESZFEAER
HPECAWE, TURRBKNER ™. f AR
FEFPEBSHAEPBYIN M KRR, @
FHEGLAMHEERETHRFR, CRE PR MR
MM EATH

AR % 0 i [ BE 4 O 0 AT & S A Y A
Ro HESBTHRZEM™ GHBREAHEN, W
MR, BT A RAAEMNKABH, mERT A D
EOTHBYFRZEMT R ERORE, HER
FEER WA R, TR EIFREROHEE
fie F B 6 8 JR k7 K5 UK, & R 7 i B A TR OR 9
fia] J& 4, FL i 15 5 BT B AL D AR K, BT LR 2 7
din FUA A R E B R0 PR B B 1) A A RE SR, Xt
S LI [ BE S A R PR PR T B SR
42 XRIR

ABTIT A AR5 7 5 R R 7 dh g B Bt T2 %2
) S B0, B (3% S B (6] B B A R R ] BE B R ) x
(AT B A8 i AT AT e e K R AT R e G T A AT 4
W) o ATHRYERNIT ) AT IRE R BA M ", S
W B B 0 (L B R AR A U 35, 1 4 Todorov 5+



68 B BB (Jounal of Management Science)

2014 %1 A

MLt RSB R EENTRE, 17
HEBRBRM2ATEEBLARLHANSRE, €
FHEMEORANT . SHEML, &8> 500
SR RE, SO THREARE RS T
PlamA (B RESEB HMuETaERE M E
HlER) BB R E FRE LA OAR B LEE
HREELEHRE, XLEEREHEFEMNHOMR
f#ro f&% Nunes ™ Wy BF 5T, HEE P A KB =G M
e & 18 B7AF B9 AR 6 B0 0 7= i 8 BT AT B, BP 4 W
ERBERE L. ERENEEEIERR >, R
& ARBANES . SF (L E—-F)WRTREE
H10% , {5 & — 4 A B U & ok 30— R A% 7 e mT )
B 1, L B Je) S i OB [B] 5 R B T AE R % BT A AR
AW BRIk R ey B e, E e
BEAMBES, ZH(SE—-F)MNRRWRERHN
8% fETAER AW AR, FHENHRE. HBHA
T S A B T AR IR R, BB C Y ARl
3B A6% (77 5k A AT B ) , B R A 360 K, BJ 7E 360
RAEERGEER , XHRE TREM R, 7T
AR R AR (7= R T AT AR ) 3 U DAY AR I 2% B
H5% HHBR N 180K . % F AT K HA [ IE & RATH
MB A, =& HREE, X%~ &NE P RR
AR A RS E SR, UM
BREE, BREAMEMN SR ASS, Ko7
.

S B FF 4R A 5 I 35 R R B ) B O SRE A R
HEMAZEFRTMILS, ILBEREFB#IRSF
Fi(N=66) Mt 1) JL A~ & A T8 58 %0 B 8] 95 A5
B A AT A Ol R T AR AT (AL ) AT 48 R P 9K Y B )
T, WItTHBENE A E T AT 4,7 HERKE
R, 1 BRI . XG0 8] 35 5 3T 70 45 R AT
Bk, A “ AT — K" R EGE (M =2.680), “ £/
P BRIEHIm (M= 5.310,p < 0.010) , £ & ' 3
X A B (8] A, A B 0 BB B Gl 2 BB B, A
T 5% 4 40 1) 4 g 8 k0 it 1) B 25 37 R 049 R0 38K

I 2011453 A 47, BEPLPEIEL 600 F 11,
S NAYL EUI400 N, FAFE e R AR R L
BEREER. RAP—HEPHERR, RiTE
BEHEFRREST G, HAXESLAS2HE (T L~
) g B H10%  FRREELB, B2H (F £ —F) K
HENR, REFEIMA xH x BH(FWAR) Fia,
REMHxAxBExAxHGBX), BEAR, &
AER . ERXNLE. AR AFE _4H4EPRNER
B RAMNxAxH(HR) FHREAEHREE ™5,
HARXBEA % (G E—F) WHEFH10% ; FF ik
AEEB,SH (L E14E) lERN8%, REMH x
AxBZxAxHBXR), HhEER, EBEEB. &
SEHIE -

HRZHEFENGEER, RTENERERXK
[ 52 Wi A B = L CFF B IR R 6% , B R A
360K ; D G i F UL 48 R HS5% M A 180K, RE
BRI xH xB (FRAE) i, REHH xH xH

ExAxBQX) B AER, £2 LG BN,
AR, SENAFEPEZNGERR, RITA x A xH
(BAR) I 4 % & W0 3K [ % W 35 B8 W 7= &, C 7% i Y
2R RN 6% , PR A 360 K 5 D7 @ B 4F 4R R N
5% , R KIBOK, AEMA xA xHE x A xH (3
X)), BBAER, BB L/, EXH I

5 BRI
51 BANEERNEETINER

(1) RAY 3K 4 8 4 [ 25 fit

AHRSICREAEFEEDERE WL G
MrEGHER AAESTRRMAFFPWLES
MEMERAREREZR BRERWT,

BEFHPMARPUESSHNEHSEITNOT.
S — 4 (R i () BE B ) , B I BE RS AN K,
F(1,395)=6.760, p=0.010, % F* i L 2 4 Af 1 4
B(M=20.300) B& & TWEEEBH FH & (M
=8.100), H, 1§ B S #¢, & — 4 (2 5 B (8] BE 55 &%
iE) AR BE B AR B3, F(1,395)=4.210, p=0.041
<0.050, XK P LRSS AN P E&H (M=5200)
EMTHLESBH L& (M= 18.400), H, 18 3|
H¥. TRERRY, KXW ERHERGF R QR
B A B o % g 35 B[R] f9 R o) 2 i 2 P % P AR A
JTE AL, TR W W K AT . X4 T L7 B Y BY 6]
o W SE R R, F P RO REEGE W, L
A G AU B8, B P RO T BOCHE BT DL R 25
EREAESA, 2P0 R G 2T P W R P A,
EPZOBERBEESNYE, ELEEATEE, 0
HE L™ M B & U (B W REE AT m AR, XA
TN RIEMS (IR A7 4 ) B2 R 08, @i
MEENERMESBEZF R, B4 85 E E
BMEFWEESTNNEWH.

R G5 = 41 (g S R BE A ) AN A8 Y
(R HEFRE) REBRNYASRE, F
<1, H; 1§ B L Fe, 505K ™ &ML, TR E
o i 6] PE B 64 R 8T L & P % P RORE 0 P S Y I 3R
TTABERARAHEENESR . T X EE ks
B 7=, B P AE W 3K 2RI B R T R L TN BR T ROk
BHMAHEE, RomERER P Y X o 17 H
AT R A A O B VR A, W SR AT O R T A R x
W £ F0UE 4 00 BN M RO O B R AF L TO X PR IR A TE
By, AR T R L 22 R R R BE B A R b o A MK
RN MES, FHLEERENREREEN
5B, B F AR R a0 Ao 2, 6 7T B AT 4T
BB & e A R i, X PR R W R A BR M 2R
AT, A B B FBE B X R R R T =
6], &34 AR 6 i B 6] BE B B 3 R & P % ) R
FR] AT P A BAr 3 TR R o e SEAT R .

(2) A= Sk 3 0 28 &

EPMAHBLEBREE-—ERELRRERP
HENTREFAREFEE BEX —BHRERER
PRERAE—ENRBE, HAEPPEHBELE



18 4B IS . T 5 B AN R FR A A SRR B ) B S A B R T W S AT A R 69
2T a T s A7 A
20300 Ik e 40 B 25 4
if 20 }
2 os

= ,,\ 8.100
= =5 L 7 -
5.200 TR ) BRI

AR BT

(FEEA)

I HUMESE . Wl
(ZEE B)

Bl FARANEEERNATUIAHES V9SSR
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Table 2 Logistic Regression Results of Experience Products ( Fund A and Fund B)
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Table 3 Logistic Regression Results of Search Products ( Fortune C and Fortune D)
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Figure 2 Comparison of Average Purchasing Amounts of Two Funds with Different Perceived Temporal Distance
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Table 5 Logistic Regression Results of Experience Products
( the Group of Near Perceived Temporal Distance )
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Impacts of Perceived Temporal Distance-Based Sales Promotion
on Purchasing Behaviors under Information Asymmetry

Zou Peng,Hao Lianeai,Li Yijun
School of Management, Harbin Institute of Technology, Harbin 150001, China

Abstract : The sales promotion relying on monetary benefit pursues sales performance at the cost of profit, which may increase
price sensitivity and destroy brand value. Based on construal level theory in psychology to design new approaches for sales promo-
tion, we explore the impacts of perceived temporal distance on consumers’ purchasing behaviors by adding means of affecting con-
sumer psychology on the basis of driving economic interest. This study, controlling product characteristics according to informa-
tion asymmetry, employs the method of natural field experiment and takes clients of commercial banks as research subjects. The
results show that: (Ddesirability outweighs feasibility when perceive temporal distance is far rather than near when consumers buy
experience products; and @feasibility outweighs desirability when perceive temporal distance is near rather than far. Consumers
without experience of buying similar products are more likely to be affected by perceived temporal distance, while perceived tem-
poral distance exerts little influence on customers' behaviors in purchasing search products. We also suggest managerial imple-
ment to improve marketing efficiency and profits.

Keywords . sales promotion ; perceived temporal distance ; construal level theory;search products;experience produets
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