H36EH 3 M
202345 H

Rl

ISSN 1672—-0334
Journal of Management Science
_

Vol.36 No.3 130-143
May, 2023

Y]

rERRXETEWARSH

{ER 380 B2 L bz X 41,

v

N

L, wMEF, 2FHE, F125
IR G5 585, I 430072

N

RE: REFALLFTAOEH IR, CHIL—MIEE F IS E R 0 F & T 9 RER
T EARRESGHERE THREATHE RGO Y w., A EE A ZF LA B R A
FAETRAYw, AREERED, PERSLSLRERRELAETD, REHARE X — G
ERGEZFT, RELAR T oMYAl kR AFEt—FH &,

EATFREERE, REEHBAETHR A S L LRI ANLKRER, SFREZH R Z 4k
MEENEEREEREG PR, IIAGEXRREA AT ZE, F 8L L5 Z T 0l %
FHMEAG R AESE, BEHBAETHEAAL LGS LR ES LA L BHE, W T bR
M HEEHBREMA R EFE AL, E6HEF LR HHEHEHE R R E LR E
R B AR AZAE R RO ATAER . & A Spss #47 F £ 4 #, & A bootstraping % # 47

A~ S A B, VA B E BT KRG .

MRAEREN, HAEE RS H 0% Hatb bk R EFEHGIEERT Fofl 2 A0 0B

P

ER, AR NaBE - FHEAFDAFT R R B YR BALRERBET T IEE; AR 1b
S REERREAN, EHARERETHEETLLREFOEERTFRARERT S,
Wz EERFEEEZ LA PRPNMNMA ., FR2FD MK EFGELRETHITRT, &

REAVESGHBRHERET, W EEXATARFTERFGLRER, L P EZLEREY

R ZRTRAGIELR &

B 5K I & S e R et 5 T3l 0 & bl e 0 I AR & B AR, ds b R F W A F &
B Al SRR, A Rk B F W ERTF LR ER, FLERALE S0 EH
FARBET B9 A , A A Ah B H A e T 9 KA Kok 3L T A, & 5 R 30 PSR 3L

T o AT R S A R B R R T — R

KW KRS I ERE; EERAE A LRER

hEPHES:F713.5
MEHRS: 1672 - 0334(2023)03 — 0130 — 14

5l

ol

o EAE (LATF PR O 18 ) A 21 28 DLk &
KA SAEFREHL, AP EMERT SR TEX
st Mo 45 R Ge it R A O R AR AT R B R
BE 20204 24, pH S BT E BB LT K
11.40%, J& RAF M IN T 1455 T2 ot AR . X —

WREBHE:2022-04-06  {BEBHA: 2023 -01-07
EEMB: HX A RF#I 4 (72132008)

XERHRIRE: A

doi: 10.3969/j.issn.1672 — 0334.2023.03.009

P 3 WY 155 41 Ok 14 G THD o o AT 98 2% 15 0 A
A, NATHERAE B s 4 38 09 165 1) X 1 0UA 36 28 B 119 5
Je R S TG B S AR Bk

T AR B S Iz, e EE A Al 03t 7 UM
KT REBSHILE IR H ATV 2 0504 X BUR L
B3 1 A OSOR HEAT 2B 5 P, (E I R R T Ak A

EZB BN : G, IR A 548 M2 B L 0F o8 A, BF5E 7 1) A 2 44 50 R 9% 35 17 9 %%, E-mail: liaoqi0706@163.com
W, A A, ROUR A= G0 5 8 B 2 g 02, R 52 0 1) hy R BRCHG 75 40 RI 00 446 7 B 4, AR R M 2 R 2R
A “Online relationship formation” , & 2 7£ 2017 % 3 ] (Journal of Marketing)), E-mail: Huangminxue@126.com
Fe i, BRI K 20 0 5 48 2 B W 5T AR, WF ST T 1) O I 46 8 45 45, E-mail: wijrl7771860419@163.com
FEL, RIUKHE T 58 B 2% i 05828, BF98 07 17 8 W 455 B9 %8, E-mail: 1zsweiyuzhen@163.com


https://doi.org/10.3969/j.issn.1672-0334.2023.03.009
https://doi.org/10.3969/j.issn.1672-0334.2023.03.009
mailto:liaoqi0706@163.com
mailto:Huangminxue@126.com
mailto:wjr17771860419@163.com
mailto:lzsweiyuzhen@163.com

5 3 1]

2 B LA - B e PR 1 RS A At 2 S ) AR AR B T xS L 131

HIF A BRI B A 2 5. R T AR,
Al Pt 2 I3 0 R T B R4 T AR B A B IE 1)
£ 7 7, L3 2 B 5 1 7 I 5 o IR S A8 XUR 1
BALT 5 BB B, B 2 X w5 S A8 U 1 5 R Al
R IR KT B R

32 FEENE vhdy, T 9 B PSR G AR R A T ] kAR
PRI RE S A AT S 503 o X AR T 32 19 10 2 I T 5
WA I 2 I 1 28 5 W i 2 50 TR 9 B A S 4R AT O B
LHZET. 55 ST R AR E XU 5 A,
Bl T v SR KUBS 155 57 T B9 2t R AR AR A 5
2%, 5P AL, T 2% 2 X 18 7 9 450 2% 5
S, 2 5 4 A Ml AR B SR LR Y L SR R £
PRI RE 1, DA AR 1 Xk £ e A 28 25 9 38 205 A
AE 7 A5 AT, A 3K B 55T 91 2 2 0 Aol ple 2R 4R 43
MR R BN . T, AP R & TR d
FENE X — mANE U 7 5, 6T R — {5 AF 9 A R
G el AR XU X 1 9% 2 S 4 T T A B2 i L e 9 A L
il o

1 xR IER
11 BSHBTHEWRES

P B I3 F R 18 A N AR e Z 2 T
e 2 s g B 5 B — RS UES . BE B L R
SR TF LAY &R, LA FHLoN AR B o i &
75 (mobile coupon) % #if B X 1% Gt B 4R 1 B 5, Wk
b A S E EE PR X, BT, B H
HFOARESKB2CHETE L 2, =,
REWRFDF 2 255, LLBOR AT 04T 26 13 2% AL
ik, AT E . ERM A NS G4, PSR
TR A ) R A 28Rl T I R AT IR
2. 2 RN R, 2R T 2 32 Bl oK ey,
FUeARN I EEREE 2N E SR, L LW
B, 2T SRR B R

XK F R sh i B2 oY £ B AL TP A AN O T o
— 7, SR A S BT R, W E ., R A,
i FH A BR AN IE LR R 45, X 2 B B A L Gt S 5
T R B OG22 T T S X W 3K R A
RN SRR AT O 5 U R D 2k 2 gk — 28 AT 2R
FRFAE AN T A RR AR A5 0 S A5 R BRI B I T R I
WF W LAT B s, B A BT T R [
SR B S A R R SR, A0 BR e 5 BR AU T S
an U AR BT 0 R S B A S R e U A L LA it
7 FH 300 B AL S 7 22 14 5% ) [ 3, DANAHER et al.” ff)
SC S R AL Bl 0 2 25 0 1 P A0 PR R e % 3k B ]
E =S NI s =1

R B IR TR, 1 LR W XTE 9 E
BRAAT R R W 1E LR R B IRt
R N, R R L B RRE A
FRAIE 5 X T 2 & N A AN AT N 72 A % . KRISH-
NAN et al. ™ Y BF 5T & B, S5 R “1 14 499 %8,
IHIE 299 360 ML, HR LR “H M 499 3%
TG, BLAH 299 S50 T LA REAIR I 9% 2 N AE A Y T BE,

R T B P A0 T B R o T A LR R AT
DAk S [ B 1 280 S0 U, K DA L B A 1 A2 3 (vs.
A1) Bl E S B AR AT R R, AT AR n v 2
H AP gy B R 5 . RAMANATHAN et al.'
N R TE R AR, iE LR RHER TS
T 9% 3 0 WA A ()7 80 2 1) R 3 S 1)) D T
A B 2 W S 2 A R 4 Y R B s LT et al" )
FERIT T 18 R R A HE SR, 25 LR W], &5 o A 22
B B A SR L, I AR E 2R AR B A R A IR
KA 9% #5045 5N B9 5% 0 5 GUHA et al.!"™ f F 5%
H— kW, 5 DM YR I, “iFEmXxXe 1
W BT Prdn R B 2 (X R Y BT s
TH 2% 8 X 40 BE RN, 4R T T 2R G I SE R
B o 1 R R BRI R — A R B R, AR
F 5 K5 18 1 O A AR 2055 A 8 SO 3R 3 AT 2 71
HIR 1 a4 R

oy — 7 W, 4T 8 % a5 B 1 GPS E ALY
FE 3 B B B A 0 0 R, B2k K A5 AT I A bR
XiF G B 5 B 0 e SR E AT F 9T . ANDREWS et al.!™”
S B A 0 BT I S R T B AT R, 20 Bh
THRE TN R B, G 9 2 R s i R
LI et al.™"” f 5% K A< 4047 5% 0 314 2% #5600 84 S B, 3
o KR B ST A0 W, 5 R KA E, W ORI T AR A B
Ot B8 R B U 1 1 2, I E 2 IR B 2R 0 M
TR M T 38 0 WA 32 ; GHOSE et al.™ A 2 3 #1137 &
T AR R JT R, T R X FR B A 4 ] sk
Bk, WA E A RE LR o B R, B AR
PBF . KA E 85 1 2R B AR T 2R #
MAEMBEREE, AXEHREAEERTETST
Y 98 55 3% — A% A A XU 15 5 e, BT 2% & BT Ak i
AR IR B AR R A BT . B e
FIWE T8 AWM S8, YT 2% & A F = AN E KU
155 uE, xRS EUABREES R
Az 0 o] A8 £ AT A T

25 BT IR, A 5T DB 56 15 X — v A KU 1
scUI A, BE— 2 T A e XU X il B 2 1 25 0%
TSR ) 5 ), S X O B R A R R BT
X B SR RCR AT R A
1.2 S ER S

S FATAR I8 S W 2 2 A SRR s SRR SR e, it
TR I R B M R R R 6 T R SR R Kk
TR (1 JRUBS: s 2 9 0 B AR g S AN A S
0 AR N, BV AR FE XU 18 5 Y XU I AT

AR RS 2 38 — A~ A A 25 1B A IR B &
— SO AR KRR BE I Gk B A SR, X s R XS A
B4 A A7 oA R B L B AR g R AR
HMEE RS ELAT 3 AR, — & E M, RS A
) A LA 5 R I v A S s R Y R R, R
FIE 0% Bl B SR i B AR, A RS B, X R
SR 455 =00 B B /N, B AR 0 % A A XU
EwEEAC, HEEAGS5HLRP, mEER.
5 W] 31 L RO 3B 8 /0N 5 A0 78 XU XoF 3 9% 3 E



132 IR 2 (Journal of Management Science)

202345 H

ol AT Bl e A B2 0 SR AR R R

SFENIHE T ILA G AME KBS JE R, F B AL S £
U kb oy R A L BRBE Y b AN A i P
A KR S AT BE 2 — il XU, AT BB R 22 b KUK
M G, — A 2 A U R 82 B3 91 2% 3 X A A
DXL T8 5 5 e £ i T

AR YR8 8 e PR 17 A 2 S TR ) g AT KB, B DAY
VLB {5 00 3 B2 7 4 bR AE , IR S22 — P AL e o |
e 7 R PR LB B B, X N S A A ™
JRH, FTE T B B | AR SR A, R
ZVR M NATHY B AR, BA B S R R
0 BB /N AR o BT TR R T B A R Y X
I SR R 22 5 T R A AR B, A% 4 ) B R ELS W R
AR S, AT B A i it B 52 30 U 5 32 41 52 el 8 UK
FIZE G o ity B9 e, NATTRYG H W A 3 30 32 B [ 2
JE B SR R s AR BRI, AT TR IR
DS 25 G 10 25 04 DRI 5 i ek 2 A A I 285 Sk R
AT, AT 8 R R T Il g E A S B E R B AT
H BRSOk T AT e | R AR
TR 8 AN T S U Py XIS, 5 g AT e XL A T
R 19 22 5 T RIS 2 TR B A A Y, AN [ XURS: 22 6] A7
T A R S o 2, 3 9 2 0 R R A
f10 XU B R o AR BF 5 AR 9 A Ol F 9 7 5 R AME
IR TRV AE SL R A AR A B 6 93 17 X — AR XU 17 S
T X 1 T ) S A XL S

B A 5K T RS 1 A1 G BIF 5 3 B R A0 e
RS Bl ™ i T D G R L B, R M R Y
FET A R 2 2 1 X A B A R 2 AR AR
TR 2 A ek Al iy, AN PR 22 4 B B A
W 4 K 5 R o 2 R I i 3 T R AR T 9%
O MR 7 B O O A B2 A KU B o it
E IR 87 8775 - o R L (SN S W TR R SR N
T 2% R SR 0 7 1) WL A 4R 50 AN TR KU o ot X 31 2 2 0
PRFNAT N RS R o E T 0, A BT S LT o 1 AR
R, B ARG AR XU R X T 9 A ok SR Y
R
1.3 SESHNERE

15 A 2 — P B 2 8 Mg 555 1O BRDIR S, X Fof s B
AR FE T 5 AT & X Bl AF A5 09 2 B R0 AT S 1 AR )
G2, RIVINYEE WA AT R R ANAT O RO 2 40 AR AT
FA 25PN AR B R, T S AT R AR 2
HO0F Al B T AT R 40 A OO g i BR AR 9
.

155 AT — BT LA DA 3 Tl 5 30 2 Il ) e ) A
JE HEAT R 43 . CHOM™ B 5% B2C B 1K I 75 I 58 5 15 5t
TAFAE AT ML, I BE 3 A 2 P O T A
., BB 3 Aol B9 R L BE ) BUEC RER I AL, (SRR
Z Bl A S AL, B 8 5 O T B A 4R
TR R 55 0K 5 1 R T 3 T 0 T 2R AR AT 4 o
EREMEENFAT, & BATREHEAEHEG
325 BAT IR LR A T, RE A5 OC T B A I IROUROK,
RETIEAT AR I B B AAE F 6 LR B A R i

7 R 5 | 42 T 5 5 38R M AR 58 5 AR 14 BE
BT LR AT, A 06 65 AT 30 00 O 3 AR AT A R
THFEAT, H 38 T AR AT A ON T B 8 0 Al 47 9 (R
L HE T3 ) S 75 50 T8 9 AR hE R 2% 3 M) 4 iR,
AR AR R T B A R R R, BIBR T
il A B IR 5 A, Aol o A8 O T 2 A SR A 4
B2 5 K5 B 7 AR AT A SO AT 24l o2 715 B A 3R
11 TR CRCRUR S 27 ) B 5 2L RE 1 L 28R
Lol M B0 ST, BE AR AR S W T 9 A BRI B A
b 552 B P B BE 7, R — R R A A )2 T Y
R AR,

TR AR AE o KU 45 BRI, J At o s fhe il
ST IR S 0 A% 0 B, WU SR AR UK T 5 32 O 58
A2 5 W B [ FK T LR AR I 9 A XU RO
X B T S 0 A5 BEAAT S oA Tz R . — 5 i
{5 A T LUl 20 A4 A0 RURRS 155 57 Hh R RE A9 67T 45 SR A
R, 3 RUT A A e, A AT B IE S R LR R IR
J IREE NI 9 X 2 A R B AL 1 AR B, BT B
GGy B s 53— T T, R AT R VR BE A X sz, T
DA e AR 9 % 2 o8 A ol 2 5 3 HIL B9 P BB, BEIE 52 T 1A
B TH 1 9 1 e S R g BT

fr AT AN LT LR AR T 2l 2 A9 AU R ikl 0 [, ik ]
DA ARR i AN TE AR 2 058 T 0 2 D SRR &2 2 P . T 3%
MR N, 7 H R A P, T 2R
TG A JE T T R I 2 B0 A R B ROR T A B 1
BT N R R o P, 53R TR BRI A
1 7 Gt Ak B AR L, T 2l T AT 1) T SR PR 3 T
] BALAR JS A Ak BRE 5, B T 5 0 T AR O A 2 ROk
DAl A DT AU B, A5 AT T LA Sy — i 2 2R 1 T
BB VR U, AR R SR R 22 k. © A WF
FEIN Ny, AT i 2 AR 5 R B XE LAE A B i 0L
SEE AT 2 T TP Al KU, S 1 A B, i 2 4R T
DRI, 8 B, e e g G 5 A O 3T Al R 45 R A X
B, dnxt T 4% e DAL B0 15 AT 23 800 A AT )] % 2 Y
2 A RS PPAl i T A B DR i i1 e a2 B2

P, A BF 52N o, 7 o S TE KU 56, B0
0 455 A A T LU B3 2% 45 e AR 2l e 3 1) 2 2 1
Fee AL TH 2% 8 0 A b 7 5 AT O B R R T, 4R THIH 2%
Xt Al I B 12 R

2 B MAAREIR
2.1 BHMERE THHERRRTE

T Bl 25 X AU A9 DA 0 B A O 2 P A | 8
3 By eprana B0, B 14 AR [) A A IR 8% K S X T
L ERINRERAE S SR IR

T 25 AT 3 B0 558 RV A0 A6 AR 15§ 5% 8, 10 H
HHR N TR AY T 9% DR SR, T 9 A A0 U B A B R
%, 0 22 B W g BN SE T, & 3 2 5 I A SR 9 S E
FAE DR, Q0 2 0 T (R, DY AT 90 ) s e B
{1 Wi i R Y S e R R SCRRE T A A R
LR R U N S I U = S S



2 B LA - B e PR 1 RS A At 2 S ) AR AR B T xS L 133

53
shtene | | oL
| IRSMEIR - - i |
-------- ~--- T
PR -
(i) L

1 RANERE THHBRRIE
Figure 1 Consumption Decision-making Process
under Different Extrinsic Risks
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Figure 2 Theoretical Framework
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Figure 6 Trust Perception under
Different Pandemic Risk Perceptions
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Figure 7 Influence of Trust Cues on Coupon Redemption

Intention under Different Pandemic Risk Perceptions
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Inefficiency and the Coping Mechanisms of
Corporate Coupons under COVID-19 Risks

LI Aoqi, HUANG Minxue, WU Jinrun, WEI Yuzhen
Economics and Management School, Wuhan University, Wuhan 430072, China

Abstract: Coupons are frequently utilized as a marketing tactic by enterprises. Existing studies on coupons primarily assume a
typical market environment with low external risk, whereas little attention has been paid to how coupons affect consumers’ pur-
chasing decisions in situations with high external hazards. The unexpected threat of the COVID-19 epidemic has had a signific-
ant impact on both economic growth and residential consumption, and many companies have launched coupon campaigns to
encourage consumption, but it is important to learn more about how coupons influence consumer decisions in this high extrins-
ic risk environment.

On the basis of trust theory, we examine consumers’ willingness to use coupons issued by enterprises in the context of the
COVID-19 pandemic, investigate the mediating effects of consumers’ competence trust and goodwill trust in corporations, in-
troduce trust cues as moderating variables, and consider how corporations can affect consumers’ perceptions and attitudes to-
ward coupons. Initially, the willingness of consumers to use coupons during the epidemic risk period was examined using data
from an actual enterprise’s coupon issue and redemption. Scenario experiments were also conducted to clarify the mediating
role of perceived trust and the moderating role of trust cues. This study used ANOVA and bootstrap mediator analysis in Spss
to test hypotheses.

According to the findings, extrinsic risk conditions can influence customers’ trust in coupon promotions as well as their
propensity to use coupons. Based on secondary data, study la provided preliminary evidence that epidemic risk had a negative
impact on coupon redemption rates. In study 1b’s scenario experiment, it was discovered that consumers’ perceived trust and
willingness to use coupons dropped in situations of high epidemic risk, with competence trust and goodwill trust serving as the
mediators of this association between external risk situations and coupon usage intention. Study 2 developed semantic cues for
coupons and showed that, in high epidemic risk scenarios, offering trust cues can enhance coupon redemption intentions, with
goodwill trust cues outpacing competence trust cues.

The study found that consumers were more sensitive to potential risk losses in high external risk scenarios, concerned the
true intentions and interest protection capabilities of corporate coupons, and reduced the level of trust and willingness to honor
corporate coupons.

The findings imply that in high extrinsic risk situations, consumers were more sensitive to potential risk loss, which leads
them to be concerned about the authenticity intentions and benefit-securing capabilities of coupons issued by enterprises,
thereby lowering their perceived trust in coupon promotions and willingness to redeem coupons. This study presents a fresh
viewpoint on coupon-related research, discusses approaches for enterprises to issue coupons in risky situations, and offers some
suggestions on how to repair and boost consumption in an uncertain environment.

Keywords: coupon; extrinsic risk; goodwill trust; competence trust; redemption intention
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