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Abstract

Purpose — The Internet celebrity economy is currently booming. Many
companies collaborate with Internet celebrities to enhance product awareness and
transfer meaning and affection from the celebrities onto their products. Although users’
social media posting habits have changed from text- to image-oriented, prior research
on Internet celebrity and sponsored posts has seldom addressed the effect of the
picture in a sponsored post, neglecting the fact that the pictures Internet celebrities
share are photographed from different visual perspectives. This study explores how
the picture’s visual perspective influences consumers’ product attitudes and purchase
intentions through the mechanisms of mental stimulation and imitation mindset. It
also examines the moderation of consumers’ self-brand connection (SBC), product

types, and product involvement on the visual perspectives’ effects.

Design/methodology/approach — Participants aged 18-24 were recruited and

two experiments were conducted to test five hypotheses.

Findings — Pictures with the first- or third-person perspective resulted in better
product attitudes and purchase intentions than those with only the product

image—mental stimulation mediated the first-person perspective’s greater effect on

* Corresponding author. Email: hsuanyi@mail.nsysu.edu.tw
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attitudinal responses, while imitation mindset mediated the third-person perspective’s
greater effect. When consumers had low SBC, or when the product in the picture was
symbolic or had low involvement, the first-person perspective picture gave better
effects. However, the third-person perspective was observed to be more effective for
functional and high-involvement products. Furthermore, the two visual perspectives

showed similar effects for high SBC consumers and hedonic products.

Research limitations/implications — This study used only Instagram as the
experimental platform. There are numerous social media platforms nowadays, and the
effects of user-generated brand content may vary from platform to platform; therefore,
future research should test the effects of the picture’s visual perspectives on different
platforms to increase the generalizability of the findings. Additionally, it should also
clarify whether the picture’s visual perspective effect extends to the sponsored video

posts by Internet celebrities.

Practical implications — The findings offer a practical reference for vendors and
Internet celebrities to take pictures with a suitable visual perspective according to the
brand and product for sponsored posts. Internet celebrities can also make good use of
the two psychological mechanisms (i.e., mental stimulation and imitation mindset)

demonstrated in this study to try to improve the impact of sponsored posts.

Originality/value — This study expands the research scope of Internet celebrity
content sponsorship, contributes to influencer marketing by analyzing the effects of
the picture’s visual perspectives, and clarifies the functional mechanisms and
boundaries of first-person and third-person perspectives. As mental stimulation and
imitation mindset are rarely used to explain social media influencer marketing’s
effects, this study has groundbreaking significance, helpful for theory building. Since
the first-person and third-person perspectives exert their respective effects via mental
stimulation and imitation mindset, factors promoting or inhibiting these two
mechanisms might moderate the relative effects of first-person versus third-person
perspective. Thus, this study provides valuable insights for elaborating on possible

moderators.

Keywords: Internet celebrity, sponsored post, picture perspective, mental stimulation,
imitation
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ORREER R 2R L
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AFY g ita‘%“ﬁ%‘éﬁ"o?' B2 AR &R Ao B RS B )
%éﬁﬁ%"ﬁﬁmé_& BREMWY LB DHRALE A-SRME S A S A&
ALY & RAPET R L 3 Y FHACR 3 T

SELRIE 3
P&
M@ AR _—
(% - A FAR % vs.
= A FLAR & Vs, Ao i R
H A &SRB ) x T T »  FER LA
RRERERL Lt s A S5 A & &
(B vs. ™) (7% vs. ¥ & (B vs. ™)
vs. % %)
B3~ g %
= NP3 RR

(-) B2 RRELY AFIAR L ock
FERCBYE - AFORE TR §RBRIT AP Bk g F e
AFen3d o up AL P e RS zyliir'.fﬁ,p F] €5 IHFF A Seh- E\-"Y- (%
i) UE 5 M;vfaq\? Ipe ,__#f b AFARE R R > g R A
AR o L MLIT AL e L g (Libby&Eibach2011)’i~5—B £
S B A R L E s AL e 4 (7872 (Libby et al. 2000) ‘*7}%#&
R L SIER ASE R R A fep F T
{d b B < ILHE L2 B Y T3 (Keysersetal. 2004) > * # 58 4 F 7 7 %1
B — A%Mg£ gi< s ﬁv{g‘ 7] o A IR ACER (e.g, Alaerts et al. 2009;
Wakita & Hiraishi 2011) > & % i} % —*ﬁéi T TEHCRE 0 R R AR LR
A5 (Liuetal 2018)0 %51 5 Rif § % 514 1 & 18 A 5o § 90T § B0
A g R T ONE R A 4 f%‘ * % % A 5 (e.g., Eelenetal. 2013) ;
Elder & Krishna (2012) + § # > % T 6 § 1Lehd 5085 < B4k d >0 § %
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RELDASIFL L6 £%  TRAFWASDLRF oo 550 B AR
B RV EERE TR en kDA SEREMY LR AFLRINT
(26

LSBT edm® 5 Afp o PRONESE SRS > BB TR
AP A ER{FNESERRE LR

EWPLREZ R GRRDSBA PR

PRI RELfrAS Ry pileet REHAST R (B ) RRES
) B2 AEIREIFAY A T ARIE et R LY R PR R R

&~ P~ & i>m¥ (Libby & Eibach2011) » ¥4 7 2 fe { B iZenfh =28 & &
(Shaeffer et al. 2015) « F]p* » § A F A DS Z A AL A PRI P FF > A0 g { 2
BA R EBEE (F A5 FME) AL ¢ IZ% (Festinger 1954)
Bifrpl o iR L B 4 > T E R AFHY T S
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=B ‘ﬁ;&"{f B ¥ % (Chua & Chang 2016) » ¥ 3 Z?'r,i #2454 (Burns
2010) > AXE-F o B0 B i84%5% (Nabi & Keblusek 2014) » £ % = A fAR & 0]
Boow g B % p R Y (Libby et al. 2009) o mﬁfs-v? PF LG AT E i b
BEAABE FA P AIADPT D FR DT T LARITR Y AP D
AG HEHRMPY R i &> A4 A FNERERME L (Tran&
Strutton 2014) » 5+ > % = A HLAR AR P R7 BESREHE > Ea kA2 SER
rhgg_% :E»}EF' 7}\,;5 ;&mu—r,g“?ﬁd

2B AMARY S A AR E S RE L 0 B WD AT
A ER{FNESEARTREY L

?ﬁﬁ“V&%—‘#@1ﬁi’ﬁ%ﬂﬂﬂﬁﬁﬁﬁﬁﬁﬁ@?ﬁnk
BLEEA S o FHEI R OAK A ERGEFT? 0 5 - AFREDIGF
g 4v iz 7| (Alaerts et al. 2009; Vingerhoets et al. 2012; Wakita & Hiraishi 2011) ; £
FOFZAFORARY Vo Ry EETR 0 FRID A lwguﬁzﬁtm
Fa o a LT @2 §leep ¢ M fhoci (ApF # R Y Pl Wk -
AFEARE €3 L e (Rennieetal 2014) o % i > A3 irstfghd £ 5 &

3A7ﬁmfuéﬂv BAE S M B R A B T REB LRSI
ZRE IR ERHTS RFIBEITERAES (WEALFFE 2017) ¢ d ¢
BAREMHEF TN AFLERARNP RS 2 PR L LR 8 K
Pk T AL A AWM A ST A SEW TR

(: ) E'];\"F’F"'wrﬁgﬂ?il%'? J—%]E"H

B At Rl fee gy ‘%" Hehp AL Y2 A2 o) '?az po
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p AL ek (Escalas & Bettman 2003b) @ 3% 54 k £l:g ) 7 g 5“ fh,ﬁ

feip A ¥ i» (Ball & Tasaki 1992; Escalas & Bettman 2005; Richins 1994) AR
MR T T 0 AT A S EM ek %352 (Swaminathan et al. 2007) > &1 4 é] ’
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LREBFL BRI P H 65 BEM- @ M (brand-user associations) frp
A% 9 R B3 (self-lmage assomatlons) fen- P > EXEHp ARFfCIREG
s A 975 % (Escalas & Bettman 2003a, 2005 Moore & Homer 2008) > ¥ #F » F 3t
é A - RITH4 (self-congruity theory) > A p 235 %o &g A5 % 2 B35 Tl § en™

FoeAABRP A THERF BEYE o0 AFENE G
FEFTHEMIE G AR B P gL (BS) 2p e (F) 4
F) R AL AR A PR e AR R T
HR ARV g 0 FE p A - (Escalas & Bettman 2003b,

APEE YR AR - AL SR AME T A B L £ (Richins
1994) A v % ki p N U2 Llgfee KB A g AL (e.g., Moore &
Homer 2008) ° Ferraro et al. (2013) # %1 7 AR A& A 54~ B2 o FEUE RS
R FER G R ea BESRFEE 0 1 SBC gy f #iﬁ = e
BB i HE S enfi R g P B AE AR & * Xl &> xz;,a:; 2
@7 g s TR e 0 R G RRE @ﬁ#@%@éiﬁm%
B3 &BiEs) 27w 5= ‘fﬁ—%ﬁaiﬁg]%‘&l’?m#dv LY T g
# ﬂ-#‘r TTEE ,ﬁ}\'['_}_'?; ’fl_é’f‘m{ R B (Lermer et al. 2016) #H. px (R o _rm%‘
B2 eho JpF s PP el b SlAREFIL G P R R RS e
AF* S AAFZEITHEFL LB PR ETIREIEE 0 € B 4 A PG
(o A = E A e (Campbell&Kirmani 2000)0 * ¥ g i s Rk #,‘L B
R EELR o AL A ﬁv‘f? MR NE SERICRY L/ F 2% %
- A ﬁ%%ﬁaﬁ’-@ L 5])’}\m‘5' gé‘ra ;p;_xfuﬁ_ ,Fsmg: 1&,, i A ,]aa ';#__"UT" EY z\ H 3 ;_-r_
% (Marchand & Vonk 2005) ﬁ?i;‘/i ¢ 3@3&??}.‘& o T A A ApHRE A T
&%%%iﬁo%Smrﬁﬁ%ﬁﬁbﬁ&#w%mé’%§@$@$ﬁ&%
(Park et al. 2010) " ¥+ 549 i B #£75 f& i 4) FH @B w2 TS

2w FlERE (Ferraroetal 2013) > ¢ { 5 # 4 x-‘v’—:f?r WAL s LR R A
Jf“u,g v M dT3T A 34 f G 3 L (Swaminathan et al. 2007) > & ‘iﬁ‘rf&ﬁ Rt
¥ A5 AT EERE PR LFNENTH (Cheng et al. 2012) > A3t 5
WG L s BAL SRR P 0 2 RAL F WA SR oM
AR -7 BEGR:

H3(a) : fp -5 B9 (SBC) Menfiin™ » @7 - < ALIL 4 F % > 4p
FOTHZ AR E 0 A2 R DA SRR LA

H3(b) : &f A-5 MM (SBC) # lin™ » $- LA LH = L fid b
WS 0 A R oS AR S e R

(=) AF4EA|2 F i

:Z\:}Ti Park, Jaworski & Maclnnis (1986) " & ik Foo 12 2 Woods (1960) 2.
ﬂ Fi‘.‘éﬂm’? )3""9&\?11435""] _;j_zakm]u; \?\flg: :Ak\Fxoﬁ“JnJ}g
(ut111tar1an products) i ¥ #E FEE L& D o )y "ﬁ AR AZ Ra Eﬁ‘—‘%
3 #4) 2 & (hedonic products) % % 1 BE L Eﬂhﬁ rvcd; oy %"’ A s
B F Tlgm ¥ (Chitturi et al. 2008; Okada 2005) ; % #c ]é (symbohc
products) # e g i @ > T LB A A% 0 F g AE s g m
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p A5 % ch- R+ (Bennett & Vijaygopal 2018) -
WE —*‘Ff FHEFRANESEE DG E R p RS - F WA T AR
(Woods 1960) » it i e > 3 B 5 2 1 ML Rikeng /it €% 74
M MR V3 R (Adaval 2001) 0 @ A KEAR Y Aol EALA FTfoiIE
(Chou 2019) » ¥ ¢t » # i 3| & S 7 17 5 A_A s i 5% F (Klein &
Melnyk 2016) » %58 % % & ~ suiradyd- B4R 0 RP|UTE 2o B Ereg o F
PSR RGBS BRBB S F A S M AR 3 kot
frAd &F 2 (Kimetal. 2017) > £ L3 FHEMAEFH 74K (Bondetal
2009)c @ * B = (vs.Eh - ) AFARERY %0 %S ASARTRE v RS
LB AEZ BRI B A& B (v AR T A SRR S
RORBLA K ek e A B ASTR F1E AT 0 TSR
% P-’=‘* & ’f' FPEFIASTABEFEF FYEREp e REAF LA v
TEF#RF -2 ﬁh %@ % (Tran & Strutton 2014; Fapss &2 2 7 & 2017) &
%Iiia»)ﬁ%j* EARDIENA 207 5 > P F o EEATT L R E G o 4 T A
EMALLFASST T2 SRS LARE A FL LA SH LB & (inet
al. 2019) > P AL B E 36 > BN Y FREN FOVER
(Jin&Muqaddam 2019) -

FEAAE RN S AP KRG EoR Lo rE 3] p SR T o 151
ri“‘\fx,‘*{ PR EAP ARIZAE S TR R F %% (Klein & Melnyk
2016) ; B2 A 4 &2 > APPSR BY T ELELReR D AR TR
A#H L (Chou 2019) » 77 T A ipe - ’l{’zﬁ:u A 1 <5 N R I 47 <
iE R (Adaval 2001)e 2 @ > 4R & B 20 (7 6+ 8 W] B FF i A #E 42 (Libby et
al. 2009) » & — A AR & 514 5 %*"1%&5‘1‘5 o0 S d IO BRIV E 2 A
Feff e 4 (Taylor et al. 1998) 5 % = A fik & RIEfs 4 9 2L A5 » Jid 1
P BB ﬁéﬁfnéiﬁ BT L o R R A PR R RA L RE Fen
W TR AR %ﬁd PF R SRS N B 2rehiE § R ETRET A
(Bandura 1986) ° ,T Eanit > EHBEI- AR E *’3 % F ¢ B —'k;,’i;'r.‘i
B KAD (1 o FE A S5 3 R A S B A S5 o R B
e AL 0 d NRT §REEG F i WAL T o A fEAR & ik R E'H"’#‘J VAT
TR R ﬁaﬁ,é’hﬂ DR S =k z%f@g X7 A% . Zhang et al. (2014) ~
%#t“ ’ ‘»F'}%\ 2 R v ’ﬂ [ m‘&j/@wfia\‘ » B3 % gﬁfﬁwﬁ L oo

FHCR A SR F R ALY iﬁi osghle p A9 0 pEE B F A5
TR bEN T R EEA a4 ko p a4 (Aggarwal et al. 2011) o F
dREHER T sl RN Y 2 MASOBEL #HA S
R F AL 2 IR (De Veirman etal. 2017) » & F s sk i * % = 4 Jfﬁ-%ﬁa
LR ("f’#“*iﬁﬂ/ﬂ*) BBl s PR PR B g 20 & fH Sl
PEELA L AP VOB RHAASHTES cRAFF kE g A
ZEEEILEN e R "E’Bi\m@*’*' jé""ﬂ"“’ﬂ?\?f\ﬁ?
(self-referencing) fdpb - L% > FiJ § F dle T 3 e B A Ap B
Moo T A AR S5 *a'r‘é«aw@ % (Yim et al 2020) PR Rz AR
AR & B 5 u%ﬁ—%‘mﬁﬂ‘bl LB A T H o g LB F il *Mgﬁ?ﬁi ) T
WA enE g F 2 o a:— AFEALE RS 0 A LB kg o T T A
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PRGN £ 0 RN I ,‘T','{gd ERUVESGE-S R B Y]

@%(W@%ﬁr;mzmg’w%—&@miﬁ 513 e JEACR G S0 %
7 A 2zi (Maibach & Flora 1993; Morin & Latham 2000) > %7 E"’ELE X A % A
B A2 ]="iz+m§~ o E s F = A%MFJJ?”“ S J,‘ CRIN
SE{T L0 g B4 A PG B T 5 WG * R e07 s it (Campbell & Kirmani 2000)
FERA RA SR LR ERARY AT REE T ESEE SRR
BAWEDD > W4T 75 BGDTE FREET LR R > % -
CHARERE I BT E R R R SR e
(practice-run) > #% & ¥+ {7 5 ¢hi5 < (Rennicetal. 2014) ; i3 F7 7 » HF > 8 * &
- (vs.%z2) * ﬁ;a‘ﬁ,&_ #-¢ A 2 { Fwfrip I Hg i (Mclsaac & Eich 2002) » &
AL RPN EFL O EAREFIPRIEATURRO ZF AT HRINT

IF)&‘?VU :

Ha(a): % & 55 # i AP @ % 5= AL A B ARFROY B - A LR &
§ A2 B A B R oY A

H4(b): $ A 55 3 £ > §- LA E = AR 2 04 5 f
BcRLE LR S B

HA() ! A &5 B €7 %— A filb > ROt HZ fARE > §
A2 RAFhE B RCRE L

() A&H 2 Fics

Al s Adpg L EHHEH B AP oL & & (Ferreira & Coelho
2015) A&~ F /B A SR L ek o % MR 24 @ h (Van den Broeck et
al. 2018) » ¥ Jﬁ" ¥ r Jagt ¥ o4t fics%  (elaboration likelihood model; Petty &
Cacioppo1986) & f&ff i » cni®® o ® i » F ¢ 4 ¢ & BRI (central route) > 3
»H R §IP§.4;._ (perlpheral route) © A&} #&Fm DR R 4’—&)‘43‘7\’1 =
n)i:); B 1 E A& &FPos i B Mot d (Kitchen et al 2014) > @ % = (vs.
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AL & € 1584 % A ¥ (Libby & Eibach2011) 3 4 { 7 ® 83 i@ & F 2 e o
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T AL P AR BUA R R A AL TR (4) R
=i A S #%Fﬁ-J%ﬁ%é%ﬁiﬁ%*vhxm%aiﬂﬁ
A0 LR IR e A BTG AR it (Brucks 1985; Rao&Monroe 1988) > @ iy
FEHPFLERASDE%R » Va5 FHER > M2 MR L PR
ﬁwﬁ i % B B s mi'”#l’a'=4mf§fﬁ%\IE FETAETFA K fF
IEAREEAL L i M*%RkﬁﬁﬁJ‘Af%ﬁ%akmﬁ PSS
pu% pe - BE R AT ¥ ABILHA KSA BT M (0=92; Chang 2004)
m{IE Pl i T sehifek 2 [ 5 eh-k ) d&tE -k | (Ferraro etal. 2013) ;

CREysy

‘“.J

- A kER

(‘)ﬁ%”%ﬁﬁ T Bk T
i 149 =7 ~»9:’f;iﬂ\)w?]'*ﬁ P 100% M) F AR & FER T AT 0 @ F 85.2%E B
—‘ﬁ;.lﬁi BACKERN PR AAS Z B HREeG AT N S FREEFL
£ (both ps>.1) » E F| XAF iy o FEApBE » 470 2 R R B 37 0 L R[F R
e TR WP C ASEAR MR AT ARFHEBE (allps>.1) 9 =R
Hend Bt ul. 7 PRI A RE (allps>1)r s VAP E § RE ol B
el e

-
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(=) B

bt mwﬁdﬁ (LleTiaf ey Frma 4 1) a8 8 4 5 F
v % - A FEAR & B R 1 s G (M=3.21 vs. 2.56, t=2.256, p<.05) ~ & &
ﬂ}: (M=4.24 vs. 3.81, t=2.257, p<.05) frit§ & B (M=3.84 vs. 3.23, t=2.068,
0
|

[e=Da

5) #F 0@ B A AR AR S RIS B0 (M=3.40 vs. 2.33, t=3.396, p<.05) -

W&fi (M=4.86 vs. 3.81, t=4.455, p<.05) {vB ¥ LB (M=4.43 vs. 3.23,
t=3.798, p<.05) » 3P T F* F - & %= A FARE 0 A TZS ] (o ER vsiE
)~ A& ERICMER LR 3 H A S H 5otk 4 o i2- ¥ 518 Hayes (2018)
1 PROCESS #:4] 2 (3% 3;1— 17 -k 95% ~ HofE A 1 =1 B 5000) iRl P 4ok o
AR B AR ARY (vs. EHASEY) £ 3BT R
{#hg S & (b=15, CI[.0221, .3460]) {rrt§ LA (b=.34, CI[.0556, .6937]) °
HI &2 5@ 8= AfARERY (vs. EHASR YY) S ER 4] 52
Wehg & i B (b=24, CI[.0989, .4232]) frpt§ R EE (b=40, CI[.1696, .6393]) H2
e ¥V o AfAREZ BT AR R - AR AZ R HA SRR
(M=4.86 vs. 4.24, =3.228, p<.05) fri§ L AE (M=4.43 vs. 3.84, t=2.202, p<.05)
o o

21 f%k- tetoEafERiy

¥ - A LA & ¥z AL & H A Y
< TR 3.21 (1.39)" 3.80 (1.46) 2.56 (1.08)
Ko 2.88 (1.46) 3.40 (1.52) 233 (1.17)
A i B 4.24(.90) 4.86 (1.16) 3.81(.82)
AR 3.84 (1.40) 443 (1.51) 3.23(1.18)

Vs (REAL)

R

T RIFEFBFAREDEY SV REHE SR 7 RARE (5 Vs
) BR o BREAR BT e A ga RERg A S EART R
?%‘ﬁﬁ?ﬁ%ﬂﬁ—Aﬁﬁ$3&ﬁ@%ﬁiw%ﬁ%ﬁ4%%&
SRS ~ A SAE A e A S~ 0 Tk Bk H3-HS o

o

¥
Zd
A

3 '{f;\ffi“f%?* AfLs EEHCF Y A B2 A fEe Bl I"”ﬁ—%&“‘ fene st AL REAM D
AL T F T ERIE A S - AR E vs H A BB AT anme LG W%iﬂ (p>.1) »
A E P N - A fEaiiEsnk s R D R R 2 A ﬁy-zﬁaiﬁlﬁw“ﬁ S A SR HERE D
T RER (M=3.80 vs. 2.56, p<.05) » [ B 4h » o RO RCG » 5518 PROCESS N
FoEFMINZ AL (vs. HHASWY) SWEPREESEAR (b=36, CI[.1068, .6773])
S 4B (b=51, CI[2073, 8915]) the 4 » % B ¥ » o156 EIE 3 B F (b=03,
CI[-.0431, .1501]; b=.10, CI[-.0042, 2705]) : % % = A fiiR & 2. 57 12w A= TR > £d 08 55 ¢
A (b=39,CI[.1745,.6068]) ; F i A 474 4F > 5= A AL & B F RS EHCFBFIHLERF B
ek o
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- \pi-—éy‘;

PR H* 2(RTARE T - AF s %‘47&-))(3( a2 J it Al vs.
FEA v o)) - FS R RIFERRE R F B S enp A5
e~ A~ RREEE % %ﬁiﬁ @ 5o Fa%iszi@fwf;%p% FER P %R T
APRE o EeEw P oG stk AR 366 i (F 89 A4 277 A TimEEs G 21.83
moEY %L)i'l"§ [-gs] Byt [z ] ﬁ‘; 5 Hc o A ul ik 73%% 21.3% ;
BREUN RIS S RS ik 68%) o

F %= m%*x*%k%ﬁﬁﬁjﬁﬁ%"vﬁ“i}% Bl- (N=47) &% 241
B A e Fa Al A S Fack (91 S%A/PJJ" Fap s H#acdl) A ffé*a*ﬂ']é_g.}j
% g A F R EE Y R (93.6% % Bl ﬁp; s R 24D ey & (76.6%
XRIE RS M) L EET RIS (N= 74) CERAAHRELFI LR CEER
g = FacoR &M Ao R - ~ RENSRRERESFNEE (M 2:2=6.53>4,
t=26.851, p<.05; M 4+ 2=5.68>4, t=7.802, p<.05)~FF & #F & % Coach (M «::=4.75>4,
t=2.284, p<.05; M ;+ :=4.83>4, t=5.264, p<.05) - % P& Ferraro et al. (2013) ~ Cheng et
al. (2012) E* B LA > 5 T BRI Fﬁiﬂ'?’f‘ﬁ%‘é%%h‘ﬂﬁjé EaR
W EiAE R £ R o

YRVN e HRAAE P T H- LT LY EI AT EA B/ BE ko
s 3 (1) B2 FHE¥E—SBC~ 2 5 ~ 2% > SBC 487 %+ p Song, Huang
& Li(2017) > & 3 ¢ TOOO & A - 3% | ~ TA{e 000 &1 § 4w g
. TAREFE 000 &M - AR Ak ~ TO0O g 45 pr 15V F 3
HE & 4ptk ~TO00 Fg fles st 2 4o g g m?’riyfé Lo~z E 000 &4 )
THEd #F 000 54 0 AV e e A BUEA g w{J (E N e &
L0 a=94); & &~ 383 E § Zaichkowsky (1994) » 3 Bl :7 6% 7 % A &
Himz T2 'a‘lﬁfﬁ/'a‘lﬁ'rm N SRR R s Ar&«slw_&m SR - 2 2]
A& (0=92) 5 (2) ¥ AFLER (0595 LR LA (Ot_ 95): (3) # A
b‘_fé.%% TR ARE A ST (4) A ReE—i F A S (0592) ~ S
3 (LA ?iiﬁfu“?'%% i)~ Rei—3F & iﬁof}i Fpev - HERER
RRHBILFEAEERAES SBELERASrRERESRRALE T AR
Brotrds o » ;@”%T S8 X g R A gk o e TR REE—F SR o 315
1% ¢z f Escalas & Bettman (2017) §= Spry, Pappu & Cornwell (2011) » & 35 @ Tj§
eend) g8t XXX (5-70) ehT fedek 2 2% 2 TR/ d TR, o~ TXXX Hhf &
Fakehy ~ Tipakd XXX ehle & 5§ 50~ Tipdee 000 5 > 27) %
Bl F AR A r%ﬁ;w uif%** 000 & & &2 & 5 Bffen | (24 3
LA R 09T B A A H R R §FL
BA &y L (Luetal 2014) FIMH 2R R F AR g i
MR B 7~ drdl 0 4838 % & Boush, Friestad & Rose (1994) 4= Obermiller &
Spangenberg (1998) > ¢ 35 @ T- &/ 3 » ARI TR ER ¢RFHE, ~ A
MERrhERe? TR AFREN T > TAER? > A7 Y IE'I'JF@?%“;%
Vﬁmmaﬁégj~r%a%m¢@’ﬁwuﬁ%ﬁﬁmﬁ&ﬁmJ(
FR/ZEFFR S a=92); (5) A v szt %I o
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I~ AR
(=) A Las ~ RA %2 % T

FooctR kR AL S PER D R 82% X R A R A KRR A
e T12% 0 Rl SR 5 A S # A A & 3 70.2% 0% RIF LA M AL & A
% B A 5 ((*=351.94, p<.05) ;

i T Ak (M=4.30, SD=1.21) ~ /kiZ# (M=4.37, SD=1.40) ~ # & & &
(M=4.24, SD=1.49) 2% - TR e * FRARR LT B A AT kg L
ﬂ(F3mr>n& #%ﬁ%ﬁy?ﬂf%iw&QWmMmowr,xa%
h :.Hﬁo’\"- I e T ﬁr%fr'—\rfr' :,F?g_’; #-> o é#%ﬁ_‘?iﬂ (all p>.1) >
=S VIS SRR NI

SEARM AT E R BT R RF E S ASEA Y AT AN
F ML (all ps>.1) > 2 % plH 2 o2 EW*% ) it Rk (all ps>.1) 0 &
I3 A AT R R e Bl ]

(=) Bilskd

Brsteelgr  RELR 2 BEASE AT L/ (both ps>.1) >
F7 7 it — % 12 Hayes (2018) 4 PROCESS %s_*“] (R 712 47 7K 0 95% ~ Hoke b
# = # 5000) AL A—F w@%%@lﬁmﬁia(ﬁ—&ﬁm&ﬂ'$:&
HALE=]) $ A S G R MR LR %’Aﬁ*%%mﬁgm?ﬁﬁﬁyﬁ
LA &R (B=21, standard error [se(B)]=.09, t=2.2874, p<.05) frpt % &
(&inﬁhnﬁﬁ3ﬂlww$’%%@SH:%%W%’¥—(Wﬁi)‘ﬁl
MABY T LA RESASERE (M=414 vs. 3.77, =36, se(p)=.17,
t=-2.1158, p<.05) (4@ 5) fe-§ LB (M=3.02 vs. 2.63, p=-38, se(B)=.20,
t=-1.8896, p=.0596<.1) ; $* F SBC < pl% - PlL &M ¥ 7 B PE SR
(M=4.78 vs. 4.97, p=19, se(B)=17, t=1.1205, p=2632) f-pt§ L5 (M=4.14 vs.
4.43, B=29, se(B)=20, t=1.4257, p=.1548) » H3 & * o

6 6 6
5.5 5.5 5.5
5 5 5
45 - — a5 || 45 - _ mE- 4
4 - . 4 - 4 - - ¥
35 - — |35 - — | 35 - - mE
3 - 3 - 3 - #
“SBC #% SBC #ad 23 9o B~ FH
et ] R A &3 A &~

FS:MEmsr po EREHTESERZ T FF F

_ﬂ,—%}z v A EHEEAIRA ﬁﬁiii%/ﬂ\%‘?#ﬁﬂ" ChAPB R AA e 5 H = A
(v E- AHD) REBFRDASEAR (M=472, SD=1.21 vs. M=4.20, SD=91,
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p<.05) frp % 2. BF (M=4.38, SD=1.43 vs. M=3.92, SD=1.40, p=.072<.1) ; @ &%
FAAFEG Y 0 3 pARE (F- AfL vs. B Af) LASERE (M=4.62,
SD=1.46 vs. M=4.75, SD=1.06, p=.572>.1) fvF-% % B (M=3.74, SD=1.62 vs.
M=3.66, SD=1.37,p=770>.1) REF L P ; hts » LA A Lun? » §- 4
(v = A f) ARERY @%ﬁJa i B (M=4.49, SD=1.15 vs. M=3.79,
SD=1.38,p<.05)» e 44>+ pEE RAFRI L LB (p=483>1) ¥ &= %t P HAS
— A HAR & B R A REE (M=2.94, SD=1.47 vs. M=2.76, SD=1.40) » t if A 5%
B X4 $F HY o

e & f% * Hayes (2018) 7 PROCESS #4|- #% 4R A& &% » 2.5 FFHRE &
B A TG R MY L *Q"’Av\’}‘r*%’?mﬁiﬁm? BIHEEFPEAEA ST
B (B=a23, se(B)=.08, t—2.7583, p<.05) fci¥ L AE (B=.16, se(B)=.10, t=1.6283,
p=1) > $3 PR B AR AR Y o AR R Z AR AR Y
VLA A R 5 R (M=4.33 vs. 3.93, B=-.40, se(B)=.18, t=-2.2272, p<.05) >
S b B A (M=3.04 vs. 2.79, B=-.25, se(B)=.21, t=-1.1856, p=.2365) ;
%%@%»mhﬂﬂ’ﬁﬁzAﬁﬁiﬁu ST H - A f T A it
B (M=4.86 vs. 4.56, p=.30, se(p)=.18, t=1.6806, p=.0937<.1) » =+ & } ah%—‘
LT (M=4.32 vs. 4.09, B=23, se(B)=21, t=1.1218, p=2627)  H5 314 % 2%
AR o

e

M)

R T
:i"& R =2

B
- “ELER
AP HRGE R ERY A RR AR E ST EE Y A48 2R kL

o AHRE (vsEBAR) B Egd SHERYE 4o A REDE SN
BEME LR ¥ AfE (vsHHAE) B2 €54 99 45 34
B REARALHE A oS- FRUEN TEIFL S RS- AFREHER
ZEMLY 5 A AL AR 2P % L4 (Libby etal. 2009) > i 5w I R e
%iff%## KPP AR & pd 2 3 (TR o t‘* b RFT R - o RAR & endp ¥k
FOoOBFREZ (vs.h - ) AFAR AT IF—*F{;Z;I; LERE TR Rl o
ZAFARE LT AR W A S B S Rty o R LT LR
J,w ’;*#?: (FEA L33 2017) T %74 ﬁﬂ#%%?#iﬁﬁiﬂ’%’f‘ﬁi@ﬁﬂﬁ&%ﬁ
CREfAP N NEFRERIEA AR A2 BRI hLE TG T
P Hiiﬂ““ﬁ e fE R e

ﬂwﬁﬂ,“ KB A Sm > wRIT i FHEF - vs. 52 AFARER P kD
RO EEFR: g’ﬂ? R AR G N B ARG R
E\'/ﬂ ?‘J’w/ﬁrr'r» lﬁ)i,ﬁ‘)\]ﬂfr’ i % — 47}*3&&@”‘{%@\& c R A& S
14§E§'E\wﬂ é&‘]’ A e B~ EJI%Q*%;’\fp-%ﬁaﬁ-ﬂ”ﬂ:%ﬁu_t;‘%“
® P *‘—mwﬁéﬁiyﬁzm,ﬁ 7 iﬁf FHANAS R A EF P E TR o
Al bR AR AERF BV A AFISEY L8 (H MY AR 9 'i‘ ’
“f TRASAMRTREEN S B g Y E (Newberry et al. 2003) >
Eia x?’ﬁ.’?""‘ b r’l’?i‘% NF R RS ROT P EEE ZAEE - FRH
W AR Rk B ho A S R AR 7] o
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LI AR

(=) i ER> B Y i2acs: » BAHITHHET S %

FEFAE fn o LRFHFH Y RS (Saima & Khan
2021)> i3 P Fpadp Ty 0 S RE S FIRE (e.g., De Jans et al. 2020; De
Veirman & Hudders 2020; Kim & Song 2018) ~ e ‘= 4 5 (Saima&Khan 2021;
FABEEREHE 2017) ~ £#pe2 2 Fp % (Evans et al. 2017) » & & 2 47 4
(Boerman et al. 2017; Hwang & Jeong 2016; ¥ 4%;& 2016) ~ p ’5‘" # A (Kim &
Song 2018; Stubb 2018) £ & %3 3] (Luetal 2014) 2 i fiescsd & » # S
ATip RO ERRBI T 2k ) AT AIRTE AT ARG e A KER T R KR
AR A EFE R T o g E"'iﬁﬁﬁﬁ" » T ER T LALR R hivr o

7 I >t Jin & Ryu (2020) ~ Jin & Mugaddam (2019) ~ Su et al. (2021) #= 3 # &
S EHFZAFAEERRBY AL R E TG - Aﬁ;ﬁﬁaiﬁl“‘ v %R
A}ﬁaﬁ,&mntﬁ+ vl STER] T A R N B e e /‘ﬁﬁﬁlja BT
FH NI P B AR ¢ AR RS 4P (Vrontis et al.
2021) > s A AT Y L H AR E B AR & ’ﬁ M““' Tf’fﬁdifﬁfﬁgfﬁ" etk 2 ¥
T?*)%Hudders et al. (2020) Lt‘?“)ép PPy e NDARFTTER HEI AT
LB R EE N ? ﬂ\“é ooe o vé‘%%'J P“w#‘ﬁc‘mg\' e

(=) feiee R T BR300 2 5 5 = A fRAR & ohi

* “ia‘ﬁf. R %43

BEARITE C 3 ”Un\ﬁﬁ RARLE B R E Y7 404 B3R 4E (Liu et al. 2018;
Soliman et al. 2017, Stomelll etal.2020) > EHEF F F ; AT AR EFEH AT
W2 ek  BELFPHERAF LBEIREFTT P > H ,ar—;z =g S F *
U E P""*}IFL A S22 B R TR RGO AR E > § A SR R
RRAZ RS Ay - AR R L e (Liuetal 2018) 5 @
M ST 7 ; FHEERE F - AR §EAANHOFEE T (£ AW
e B 7 5 ) (Vogt et al. 2003) > T ¢ AHNFLER L] F L ER
(Iacoboni et al. 1999, 2001; Koski et al. 2003) ; % i > » 7 %ﬁ#ﬁ AT SRR i
AA g G BT ‘?< P8 ¥ (Libbyetal 2009)> F]5 A cfirF & ¥ T 7 B
N PFHER DT AT R EHE AP BoR BEiE (Vogt &
Thomaschke 2007) - ﬁ\f-ﬂ PRy B ARG RCT > BT HREGT PARL T
A4 s B —F 50 '** 7 a2 B0 IR S = 4 ﬁp-zfti v M A S 2
IR IR E - AR E 0 S iE 2 AR g 2 R L SRR TR RE]
FBee®  BH7 g % ZARE & R Sk GE G { TR o

oo AT bR EREE > AFRBRE S (HF 7 FEL H B
AR S - AR A RSB R Y LBk 4 2 (Liu et al. 2018;
FRFEFHLET 2016) AFTRIRAFSZ A FAL & G (T > B R R
BE & 2 @A e o

(=) U%%m—izfé%ﬁg—g AR B s A A AN N B

24 s AR & s g enig * 3

B3y P ¢ i (Stornelli et al. 2020)~ £ (> % =7 4p B LT (7 5
(Soliman et al. 2017) frE Al m + 42K ~ BT # 38 (Uskul & Kikutani 2014)
W2 RAREDFHEE > AT RTOF R EE D pA-2RE Y RS
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WA EH R E T RARACRY Y O E A 2 TR > R KRBT 4P
B AR 38 B iRkendn B > 3 BAAR A AR IR e B WO E LT A R & ok
mﬁwﬁajgjawnwﬁ’i%ﬁ?ﬁﬁw%gmL“M@fhmwiﬁﬁwﬁ
B~ 0 2wl % - A 52 AU A FHDTER O BEF LY T OB
AR F] & RGE P prdie s iE 8] cpLEkr ,;gwﬁe»ﬁ o .gr-f;lj%tﬁ
- VS.EZ AFAR A Rk > ZF BT AT RIEATOL T 2~ BL o

(w ) W plorc i r = 4 fAR & 22 %

WAL P RAR A RS BT Eﬁgifﬁiﬁ%‘ﬁﬁ”’? Fou T2 ] AR AT
ERCRERY A AL TR (BEHEEA L KE T2 RARE) (eg, Livet
al. 2018, Rennie et al. 2014; Soliman et al. 2017; Stornelli et al. 2020) ; % & > *# §
1295 Libby et al. (2009) & * i@ R PR & R REBFF % SAAPWRE &

R 448 §F % (Meyers-Levy & Peracchio 1996)¢ e &2 2L 5 77 5 e d W] 3t A 57
?{:L’f”u'_:_ Aff—ﬁ-»é‘- g_J_Eﬁ.fjfrm’( lz\—*’i’ﬁ B A REE & 'ﬂzﬁg %= /\fp-;fﬁaﬁ-@u
g p Il ?ﬁ“°ﬁ%£mk*ﬁiLL£4ﬁﬁii§ﬁ4’ﬂa¢ﬁ
BEERSCRE TP RALE #Elumﬁ%f‘—‘ﬁ’gﬁl’f&lf“mﬁ_lﬁ mé_;‘_{
Wehgd A BEBHE LR
() MPasfpd sl (FEFENR AR TR ¥
BEr R g ’Tﬁﬁizﬁ,iiﬁe T3 NG RF R ke R
* < £ Soliman et al. (2017) z #Eqﬁ& PR RRINERE P A AL A E R
LR AT A 4 k% o R 2 }f@li*“ » Soliman et al. (2017)2_3 3 KV"’JF"'»

\‘3.\.

AR RS SR BT P e Y R R e S

ﬁ;ﬁ“ﬁ‘ﬂ R iep e £- f%r”ﬁﬁfiﬂzJ ,{J:\-I:E_—i"rﬁﬁ‘-’\ 'JFI: e o~ rﬂrp
Jﬁ’ﬂ?*’s—ﬁ IR RBLRAAMASRER T 0 F 2 (vs. B o) AH
AR B PR B8 2 AT TR B AR E S R a0
ijgr?*mﬁﬁ aﬁ@*%mi%’“PWL%a A A SE T K-
(vs. $2) AHALERY I F o BERPH T AL REDESER 0 &
Soliman et al. (2017)# % ## & = * il & B P I i »ck chhitpF %3 2 0
B L A ARB PR TR0 e SRR A AR AR T § AL R
S ERFR O EFF - HRFARE LR EF kD R
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- A FZAFORERFY ERREEARNT R MGV HBE SR
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R FZAFIERY REETRPLAGEAR 3 F ERY FT R
EER et SRR AR L BHERIA  RF LT B RS R K
,ud&y%,%W{%ﬁ%%ﬁﬁ%ﬁéi%% &% (1 SBC) » bl4eiTh] &
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PAR MBFTERRERY 5 AHARER Y RERAE S e LR F L
TR FREITH P A ARSI BGHR O ORT EREF DA SERORY L8
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