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Abstract

There is rare research on consumers’ self-construal and impulsive buying behavior. The aim
of this study is to investigate the influence of self-construal and regulatory focus on
consumers’ impulsive buying behavior. Thus, a 2 (self-construal: dependent self-construal or
independent self-construal) x2 (regulatory focus: promotion focus or prevention focus)
between-subjects design is used and 183 undergraduate students are our subjects. The results
are as follows. First, when independent self construal is stimulated, consumers tend to have
impulsive purchasing behavior. Second, the consumers tend to have impulsive purchasing
behavior when provided with promotion-focus information. Third, there are significant
interactions between self-construal and regulatory focus on impulsive purchasing behavior.
Independent consumers tend to have impulsive purchasing behavior when provided with
promotion-focus information. However, dependent consumers tend to have impulsive
purchasing behavior when provided with prevention-focus information.
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TEE SRt S ERIE T - AER(f I - 7RFTBAEE R B0 _EAG (E A RIS - 20—
K I EEEE)EEE (Impulsive Buying) FYBSSRIEN - DIEEE BB - 5 =57
Z PN EREE R REE B B AR E N RERY (SRR 0 1999) o E¥E - BER
HE ) s B PR A B R BT S R T H B B I B M E R - N TIHEE Y E
nnERARBS RBET M - RS E BN E A 5 M E] (Kacen & Lee, 2002) - FHIELAI A, -
EFMEREZFRRGES R 8 - B R R PRETLINMS Y LAY E (Hoch &
Loewenstein, 1991; Rook, 1987; Vohs & Faber, 2007)

& B 14 % & 17 & (Impulsive Buying Behavior) J7 /& — {[H B 2 8 A BY B &2
Abrahams (1997) BIRFFEHE HAE S — 2 A I E A - EEiEmEE S T 80% - frEhE:
WETRERE AN ~ iy FLEAEMMERET R - 2T R T - RER
EENEBERRER - BRR T HATE &R T RAV R BB HE % & (Weinberg &
Gottwald, 1982; Rook, 1987; Thompson, Locander, & Pollio, 1990; Bayley & Nancarrow,
1998) -

2R E IR R BEAE SR BB #E (Kacen & Lee, 2002) - [EIAN 28
EEIMEEERIMESE (PREEIE ~ TR ~ BRAETT » FEERR 0 2005 5 BERUL ~ TROKIE ~ R
ZZE 0 2008 5 HEHETT ~ B{ETT 0 2008 5 BEGEY - BRREH - 2008) AIlE R FEEL AL (R BH
B AR EanA s - AMSRE - s E FEEHMEEE T R E
IR ARE e S S LRISR ~ BGERENT R A E B I E 28 - AN B L
EENEEE TR L - Kacen B Lee (2002) ¥E5T TS LAY AIZR (@A EFE
vs. B EF ) LA SUbAZRRZR (B E BES vs. MK E RS ) HEmahEhE
BT R » WASHE T HBERE (BT vs. AT ) BlE M E R E— e ED
BAR -

[fl Zhang Ed Shrum (2009) {EHE H HAE R EE MR E AR B - DU E
BlFEH - BREMETEEBER(E (Prime) BB TRAVIHE & & LLAHE 28 BB AR ER Y
HEE  BEAESHBINESEHEEEE - HI7gmiRkBE B IRAEHEE SIS ER
#%% (Pleasure) HYEAE - [T AE A2 BT ELR A ETEI MEREE o IRILIFFERT2 HIE ERIRTR
EEA - HEREGE - #H—EEEENS - HE B HF4% (Hedonic) HE - #C5
EBERHEARERLENEEE - 5% E B EFE 17 (Situational Prime
Manipulation) » 52 7% 155 B S 07 P B AR (R P e A 2E AU 31fz AT 728 2B AN (R T
MHEET R ? HA DA BEEERB I ESETER - 25 MR DUSH RIS
£ 2 HEARM eI HBY.Z — » HfA Bellenger ~ Robertson Ei Hirschman (1978) fEH! - fi]
BB G bEE L L o LANE R & OB SR ERE - RIVE B A 2 i Z [ R E A &
PEAESR A S HEE - n] LIRS AN B HE R (Self-image) HYZE ML UH AIHES [REEBIE:
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I#HE (Dittmar & Beattie, 1998) * [fj Dittmar * Beattie £ Friese (1995) 7-5HE#E)4:EE
HIEH A A RERRBIHE B R s R B K - fEE R AN R ER MBS ERE
T+ BESA ST VA B B B R (8 AR E R Y DO IR 2 i — 7 S At e R R e 2 B
BgEh

ok - EFAETERE R /T - Higgins (1997) WFART ARG B (H A W fE
ANFEEA BN EERS - 3R TR ARR, ) B T FEPGAVEERE | - SRR RE R AT
ZENEAFAERR TS - 20 - (REHERE ~ BEEHNES - (MEEHE & Hid A F AR
AU SR AETT AR - W EEAS RANEE E NS - (e A R SR & 5 [t
FERET] « Z » B A IERINEEE - g2 A ERGEHE RIS | - KItHE
FHRTERA N FER NS S BB B ERE -

Fr ey LSl AT - BRSO LR RZEH EE R E 2 R SRR R A S S
Ve ZHETT - JB R T S R G R N R TR R PR o R R B S
(LRI ZR B S FR Rk B MR B T R B RN B - ORI R AERY Kacen Bl Lee
(2002) ~ Zhang 8 Shrum (2009) HYIEE » & B PRSI LEE - AREEET HA BINHE
HEEEREE TR A HiE—54¢ Higgins (1997) WUFHEN EBE SR e R E4EA]
HURHETRERL - HBRINHE B EEHEEET RV 2 - AR [FER Zhang B Shrum (2009)
HFERERE - ASCER N EAZEBIENfR G thar(F R EREN - KEEHEE
P e (] FeE SR BT FE B EUE S A B RV E B I B AT Ry 2 0 B AU E B~ A 5 ot
FERIWHE R - 25 B AS FER R AT R RS, - 25 IR [ e g i & BRI T Bl
HORER FIE B Bt mT DL AR SR FE RV BN M E AT 2 1% - A ERIE A5 - mILA
B E E ST RIS AR RE BB EEERET R L EEEEZEM -

&l ~ SRRERET
— ~ H¥RALRE (Self-construal)

Markus Bl Kitayama (1991) #<#5 H A (Self-knowledge) H1H FME & (Self-
concept) M{E ST AIEMTE - BEIEE LS WET S - —SHRECAS - ik &
7, B R EANBREREN— T BREEEERE R UAESFEC - BUR
ks THEMRI - ARIRE WA AR 6 2 R H el iy B Bt i o 1 B PRt Al m] D e ((E]
BEEH OB A B E0R B QB M GEFSTE D NEZL (Aaker & Williams, 1998;
Gardner, Gabriel, & Lee, 1999; Hong, Morris, Chiu, & Benet-Martinez, 2000) °

Ja Ty H IREFE R E G (Autonomy) AIFEFF4 (Uniqueness) @ FHAREY H TSR]
s A BB AL Z AR E (Characteristics) ° 17 E R H AR EME S - &%
LIRS B R R BUS R A E EARAF Y - M - AHRIRANSS SRR Bt & e
(Similarities) » 3l #f fx A3 AUk & BF % (Pohlmann, Carranza, Hannover, & lyengar,
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2007) » S L HELFRK IR AT DURIFF AR A RS EGRAEA S N - B IRy Z=5 T+
ZE AT ST R BTV (Triandis, 1989) « (RAEEZH {EI9E H FUERS
Hr B R N AR o (HE AR IEFE T Markus B Kitayama (1991) HIREE: ©

B S TERFE - FHEET R - istE—EARBHCT R » 887 ~ 5
EEEEE - BB K EHE (Geertz, 1975; Markus & Kitayama, 1991; Marsella, 1985;
Triandis, 1989) S AL & ~ (E{E » EHNERENWEH KM SESHERNNZE T
(Shweder & Bourne, 1984; Marsella, 1985; Triandis, 1989) ° Markus & Kitayama (1991) #5
HS b g 2 2HE N E IR - Bagly (1987) MEME " #ulE | K "R, AEETEE
FEAREN » FE(E AN EESULBETRYILEME - HE RSB BT LI 23 - SR REN R
HIRW TR s MESERE LRI - S5 EE B S EErFEaRIR - REITK
EEEMERT R - PN bk g SRR E  TRIRIE] - BB A et i
A EAE - RIMERAT R R - SEM B SR H IR R - R
P9 A RIRE(EE -

(— ) %5 s B K ZE# (Independent Self-construal)

Markus B Kitayama (1991) % 8 77 H F 2 # mid fs — 72 ¢ ik & BA B 1% (Social
Context) HEkHRHZKATETR ~ B—  BL&E - F3E % (Bounded, Unitary, Stable) HYH
BS - I REUE B REENAR REER - B2 — 8 - HRNEARERIRE
FEEHIEEL (Gudykunst & Lee, 2003) © & {[E s I H BT FREY - it 2R HE R
M E SFTBEERIEETT ~ Bl ~ i 18 - BB EGRITE) « HIERER LI G
NEEM BRI - TR RS TR E AR AR - 2 B R B TR MRS
R B N A B T AR R RE R B3R - M TE T HARERET H & (Self-esteem)
ABFERE L H B S r N EEEREH IR - B AIRIREH H O NTER & - FEHNERR
BT VER HE LRI E -

(=) 481k & &KIEH (Interdependent Self-construal)

PRI EH R AT B R - Eha B & B R ERS - GuEnt gty - AE
FIRALR - El B R EHE A DU A A RIRI BRI B A AR TERIE & (BB AER 5B
BB FRFF L - ME A RTIER A E -~ 6L ~ 2566 ~ BE -~ 1Th%F - 2t gk
FUE - AN TFEENE - SR ~ A& kst & F 5 - M B Rt & B — &R
(Ellis & Wittenbaum, 2000; Gudykunst & Lee, 2003) °

FRERFE R B i R B RS FR R — 5B » 7 B 15 B AR R B =4k D B ER
NBRBAGRHSE - MAIEERIFERERGR - BRI RIMEAL ~ A ERIFHEEREST - A S AH AR A
R B - M HAEARRIRE D T - BEREZRBEEATAE® - M7 - ) - 1~
B e it AR ~ FEGES & - Markus B Kitayama (1991) FLigE a7 H Feat i Ed g
B IS TR BRI 2= 52 AR SRR EA0ER 1 FT7R »
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R/ 1 BIURFERRTELEERR

g AV Ak
% AU SEGARMNER T BRI B R
W ERR B EE BB « AT
BEASA NTER - BERLAOEES) « BE IR AR SMERIHLL - B« B
1. B—E— 1. {EBEABAA
oy 2 EEEE 2. FERBSF
3 WEANEEHR 3. 51-1988
4 HiEFE 4 E=EE
BiEg EABE BEEE
R B EIEIE IRIMRIEE
MABE EIRIE ST S 2 6E ;2;% FORTE RIS R ER A A RORRHRAE

EFHZEE : Markus E2 Kitayama (1991)

.~ SR (Regulatory Focus)
(— ) #A&h £ 2323 (Regulatory Focus Theory)

Higgins (1997) & HIFAETFERG G » MF SN ET R R An S S 48 AL - P
FHHYREEE SR AL AN MRE RS SEE F o R A B SR IR S i e s r 2 M
iE T S B 1 - RIADUR WO B o ploE N R B AR B (H A - Higgins
(1997) WHFEEE Ry » flE#E & F /e fE A [F Y B FE G - 59 Bl R i dE BU BEBE (Promotion
Focus) BEFH[AFIFERE (Prevention Focus) ° ' {EMERUEEEE | BIEALEIERG R © B
OFEEEE BRGE BT T#5 (Gain) , ~ FJIERIEAEL (Ideal Self) ; 7 " 7H
PEUFERE | AR & mASRrESE ~ B—EEE - EHMNLZ2RERE - BRE
H TR ) (Loss) » BT o0 SEHED H 2 R ERZ FX (Ought Self) (Higgins, 1998) - i
TEREREREREHET » B Ei EEFER R - 9SSR o EEREETE A
FEREERIRIETS » Al EREERER R o 7£ Zhang * Craciun i Shin (2010) HYRFZEH -
1 {1 3% A Higgins (1998) 1Y &1 %5 - 2% IH % A B 18 DUE # H & H 2 (Promotion
Consumption Goals) EEEFTEHGZE MANHE S » WA T B PR EEE & / IR
EREE IR AR B (Positive Reviews) J7= » R ELEE HH &I it / AR 755 5 am 1Y) & T A B
(Negative Reviews) /7=t » BB ARIEE B EME LA / IRE MG - BREELL
THI1HE HAS (Prevention Consumption Goals) #i%f » METTRHGEMINHE & » a7
tHE R B E M / IR S Emr & H MR (Negative Reviews) /77 » A THE & H R
S I 2 o / ARSI AR 1000 RE © Chatterjee ~ Malshe B2 Heath (2010) JRE{ETHSS / {2
H#E3E A (Prevention / Promotion Orientation) HYMAE » B 15 A7 PR E &0 (Mixed)
HIEE SRR R TTR - BB (EHE (Promotion) Mt HVHEE &N S - RFRESIE NN
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SR R o EHE RS R R A (AT FE H PR RBEL R BN FR B A B+ 1 (S & 25 K fr] A
FHEFE R - HIIBLE #S A 5 B TR NSRS K 75 KA B © Uskul » Sherman B Fitzgibbon
(2009) TRG s _Eali & R A SRR A B IH B & YR BN R B B SO AL — 2 (Cultural
Congruency Effect) HIRTE o £ALIK - HRAGFHETFEREAIIFTERE 2 BB E N EREhHE
BT R H - MK - IR Z A R HOE A R BRET A A 28 R SR IS Bk B2 (Alliance
Development Process) HYH5E (Das, 2010) ©

N EIRFHETEEE EANRI R OB BB R AFTEEL - B 1 R aeE R ERR
[FIHYZEHS » 1M Aaker B Lee (2001) HYBFZEFEHIE 7 TREAHARTIRAE T B3R £ ARG < id
SERANE] - ARSI L IR e A FE RS - AR IR AR AT FER A FE RS -

HHOURB HIREEAAR 80K

M RAIFE K

R B1ZEERL (Approach)

fEHERY

SEZUAYIEAR

R B RM &
368 B RIS AR B AR

BEURBISAVIEIR

TRREL = E FR A IERE

OB HRBEAER TR

ZEMFKR \

sEZIAEREY | ——

FH%BIEEER (Avoidance)

FRBHEY
X

. / \

B TIEEFHHELER

TIERELETR ~ BENERE

B 1 B EER SR SO IRSE
BHRIHGRE © Higgins (1997)

=~ ErE TN E

EmEEEERERR TIRETERNEE ,  EEAITRR G © (1) P
R (2) F# EREILEIHESE (Rook & Gardner, 1993; Rook, 1987; Rook & Hoch,
1985) -

Applebaum (1951) i - " EEIEREE | #E0REBEEAEAE ARG )S BilE L
THETE » MR NS PRI E SRR A& Y © Stern (1962) JREE R &) 4%
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HETREIFETEIMEEE - JHE B R R 2 EFE e i R e e S5 TE B F A MEF A
T - FEEEE AP il B BT R - mEIEREE e R E S e~ HHEH
Prdprs |~ R A T AR AN R & o B E At R R R SR P S B 1T R - B (R E
ZENSTERFZRIZE - fIan - &9 A& RS - AR AME N EE SRS
1T hy o FLAN » Stern (1962) 71N 2R Al T 1 il B A s ot 26 BT LU (.

Piron (1991) EENMEEEE R BIEFTEMEIEE « HE S ZRBERFIEATAER
J&HYE T (On-the-spot) FYIRTE o R YETE)EIE S Al DIt iR BRI PR E S - (Hf
FEFTE YRR E A fT DAt iR R BB R E -

freim{F 2% (Dholakia, 2000; Verplanken & Herabadi, 2001) ¥ {84 i & 09
9% AR UK L B T B E R RE A 53 Ry U P ES « (1) (B AAERAIRI R (Person-
related Causes) : fRHE EE B E (Impulsivity Trait) » & HE & E B MR E B
FEENMEEE L E S - AN - GBI IERIER (Affect) FHGHN - EENEEE g
BEHN (Beatty & Ferrell, 1998)  (2) ZEAHFHEAIRAl (Product-related Causes) = FS872E i, B,
FEEBI AT RES LRSS - & Stern (1962) WHZEfEH - (RE A amEHAE R 2=
mhA 2y FEEEIMEEE - RARMIFERITEH - fEPRETEEN R E T - JHE B E
HEEAS R R L E LA B EEE  FIanuk it & OB ERE - L 5HE A B IE S (Self-
image) HYZEAHCE ATRES [ FEME B S S (Dittmar & Beattie, 1998) © (3) i IR EEAHRIHY
JF[Al (Shopping Environment-related Causes) : i 5 A% (In-store Browsing) A LAY
B R E R ATRENE - RIILENRFERS [FEARIENEE R FRHEERN - BF
NEEIE AN - JEANERZTHERE AT DIs S i Mp @ # it E - Rl - B2
EEE g | NBYE R SHEE - (4) [E5IHA (Situational Causes) © §1H & %14 7] FH
HOSSEAF B ZS - G PTRES [EEEEIMEEE (Beatty & Ferrell, 1998) » HERYIEERKFE
BIHE B RS FIRRE O 2 2 S 24 DUERE YT (E 4G (Dittmar & Drury, 2000)

o et e e 4 e ) R A AT R - sy R E R IRE T  FEEE
ARACGEE IR ~ PR HE TPy LRI RS E R - B RTREsK B S DB R ZE Ay (3%
S R AR ZE ~ L ELHE F 2 A UEAS AR ~ YRR R B E AR - 1M
ARAET S Pt - 8 5% B N A Bl SO R 32 B B 5 ok B T B (R I BT R g B 2 FE I~
JB o WUCARSTER G SR A A R 32 R B SO LA RARY B TR DL Y BRI R SR IS SRR
SRR 2 ST FEREENE 00T - KRG T H IS ) B T SRENAERLEHE , R EEE
HETE R ET R -

PY ~ PR B £ £ B R A B W 5%
Lee * Aaker 8 Gardner (2000) {E# ¥} B A FIETEB AT - fEEH FRERS
ey R T B T B  BURE A S o SE I RGR A ER LB RS B I TR
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MAEFETEEES 4 > Lee et al. (2000) HIF|FIAEER LB RIS HLEE ~ 52 T HLEATT
EhUR T R R R TG AR B R B O - SRS SRR B A E A B2
FIZEBA - TERFER B IRERBRET - AR R AN B AR AR E AR = RIEHE
T B AR E R R RGN EAS TR S IELE - 55— A1 - BIREBIR|IHEA
HRAE B BRSNS AR A TR BRGNS - A TR EIEHE R
BN - TERG AR EL B (R HE R FERE AR H R 72 5L -

[MAE Aaker B Lee (2001) HYS—RW5EH - MiffI = CEHEZE T ESETHER
P B R AT R BE AU BB IRBE © Aaker B Lee (2001) 2538 A 2071 & b e UE AR 57
Dt (A =R 3 R BT FEAAE R IR SE - RS R - e ZHE I H O
A (BRI YA B R a2 VS P FGE e R FRBE (35afE ) ) HURReK -
SRR IR UR (FEEE S EH BVEN S DR B 45 MY H B B 2 5L Welch’s
Grape Juice FIELFIZRE ) 5 T Z IR ARIEE (AT ) UIA - BT
ZJ T EE VR R R ETHPA T AR S, (FEPG OISR ) HUFRK - S E SR ERERR IR -
Aaker Hi Lee (2001) W5 AYE B E e B A Z84 BRI E T - MERBEAIRE
2 B e-mail {5 AR BB RS AB E A H P RV AT EE T o DA S E A RE
B B B A L SR B E R A B & - 0 RESE  ERMCEEBAE (2010)
FEH - s R INPH E A - ETHERISIER L MERErEREHEENEE R
FEEG N TETEME ) WIEE - RSB AL TIEETEM , EEE
BT R - FTLIeHEEEEIERE 8RR SRR EERHEEREEE
T o BOREHA Aaker B2 Lee (2001) HIRFTE » ASORF DU 2 S48 1 AR S A At e
FhaEd > VHESBEREE - WOIE S 1EEE R RE K RE B IS B IR
REHE MR EE - AR T IS T S M N E E i EE S E
MHES ER -

T~ PR Bl ol T R O TR R R

FHFA AN [E] 1 S A A (R A A A RO Bt A YRR Z B BRI AE AN ] i
B bt 2 HREIIFS R - Kacen B Lee (2002) fERIRAE A X ELEERE 21
WS - B AR AR - HEE S EE B E T R A TR - SR
ST EED I E T E S AR B PSRN F M A2 2522 © Zhang B2 Shrum (2009) {ERF
7% H R A A B e R R O s Y P FH B R BN Rl R R e T A L P B AR AR ey
HEEENE B ARERE - SRR L IR AR IR B o ERE S IEE Y
REE - ARAERERIEEE SR OE CIT REMNEMES & - Mg R ET
R AL T R E A U R T R R - IR AT B R A R R BRI JRK,
2 0 RILREEN T EHHE BN (EEIREE -
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AR PR s A

FEA AT AT BB SRR EREYT - AR % Zhang B Shrum (2009) ~ Vohs Eil Faber
(2007) ~ Kacen Ei Lee (2002) ~ Lee et al. (2000) HIRFZENZ - B H A SCRIRTZEEeHS
AIE 2 Frs e

EE7EL:
o BIH
o FEIRFE
H1
H3
s )
o (EHERIEEDE v >  EENMAEE
o FERLEIEESE H2

2 AHFEEE

MR LT8R - EITTASIIFSERER A0 T -
(—) &R (Main Effect)
1. B Feaaths Bty 1 P ' T PR B R

fR#E Zhang Eil Shrum (2009) FIRFFEEER » <2015 H P REH BT Hos e 5% - %
R EEH BB —F  EAFEIEEEE - Wi B RES eI
A R B R DL B O e A P e o AR SR B o S+ PRI oy HH B R I ey 1 Ve
IEPHITT Ry © Kacen B Lee (2002) HIBFFEHER » B FAHB AR TR - B
FMEEE T R EA IEAHBERRE - B 2 DU -
H1: 5 3 &k iasitaiksk » #HiEoBg L EaBed -
2. FRIETRE B B 1 1 I R YRR R

Higgins (1997) 38Ry & (E#e Bz IS [EIRI SRR AR RERE - & & 4= R [RIRYREEN
BAEMAT ReftEm - BEHRY " (EMESU R | RRERE - A EmATEEEBENTFER
(Nurturance Needs) » B EFHCOHHEAE (Ideals) » B @17 Rfb REY UL (Gain, No
Gain) ~ ¥ 17 Ry B 1R [7) 45 S SE RRURL ~ SEREA A LA T MR B | (RIS (Approach as
Strategic Means) ; .2 » E{EEGEEE " THPTIUAEEL | ARREIY - AMEsE smE 2 25
3K (Security Needs) ~ BEAEFHCHYEE (Ought) ~ BT RiG R E S EERk "85,
(Loss, No Loss) » 17 R Y& [AIAG S 58 AUk ~ BERERIFALL T ke, 7FRSRI% (Avoidance
as Strategic Means) ° [f] E FeF 1 A2 F5 B fe e m S e A AR R A7 AU AR RGN - &7k
B SRNE J7E o B FOm A SR AT AT DAHEGR + B TS ET 2 S i S SR - Ry
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®RAYHEEESE (Goal Pursuit) © & 25 [EHYERIKE P H AR IR -

—{[E A PR B A R B AR B R Bt (T e B B B A R A SR AR - W R
HIEE SR - R Bt o 2 S B (Werth & Foerster, 2007) © [F]IF » {EEEREIE
SR HBEBENEET R - MAEV RS EHEE A HE (Forster, 2004)  #21H - 3%
M+EEm T IMERER -

H2 : iR Eobia A FAR AV B8 » Hisrs M E AAEGBE -
(=) BRBHBEFE BB H e 188 H 09 X Z4E A (Interaction Effect)

Higgins (1997) #2Hi A FH 60 FEREEE G - JiSF B B 50 plo (e o AU £ B B v [0 1 FE R -
Aaker B Lee (2001) AGFEH BT IR & @ (e AU AL RS - FERFR A& m) FELS B ERES -

FHRIEEEZ (Lee et al., 2000; Aaker & Lee, 2001; Lee & Aaker, 2004) FYRFZT 5558
TN SEILERAY B R R FE R A i R A BOE IR RE - BN TR AR BOEE ~ AT
RSN A C M E S - A AR ERIRERE » AR AR TEP AR R A
B HRENECEINRE - —RIME - RREAFEEA - BEETT =% - FrPIANIE
HEam - I HHI A FE RO (R A B RE R SR S AR MR E T R  FEIRIRE NI
BorElh A AR R B S S A RSB E T Ry -

MEEERER YRR L BT REA R B FAOER T R ERYZER - B
LRSI E AL - B ZREGI AT DL - FRIKI LAY R B E ORI A E RS
Yy - W B AMFE R R A GEEREY) - DA B BRI & A o s ATt & B
% (Park, 1998) ° Iyengar i Lepper (1999) JRfEHT » MT7 FRELARMR P IZ AR Ry
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The Influences of Self-construal and Regulatory Focus on Impulsive
Buying Behavior

Chih-Hui Hsiao, Associate Professor, Graduate Institute of Marketing and Logistics, National Chiayi
University

Chin-Fa Tsai, Assistant Professor, Department of Business Administration, National Chiayi University

Ya-Han Hsu, Graduate Student, Graduate Institute of Marketing and Logistics, National Chiayi University

Purpose/Objective

Most of the research on impulse buying focuses on consumers in the United States
(Kacen & Lee, 2002). A few studies in Taiwan (Lin et al., 2005; Liao et al., 2008; Kung &
Huang, 2008; Li & Chiu, 2008) have focused on the effects of promotion situation,
promotional type, product, personality characteristics, and impulsivity on impulsive buying
behavior. There are very few studies that analyse the constructs such as consumers’ self-
construal and regulatory focus. Zhang and Shrum (2009) indicated that different
interdependent and independent self-construals may have different impulsive behaviors.
Moreover, the principles of self-regulatory focus are important to consumer behavior,
because these high-order goals of approach and avoidance provide insights to the fact that
how certain low-order consumption goals are made and fulfilled (Aaker & Lee, 2001).

Two similar studies are reported by Aaker and Lee (2001) as well as Zhang and Shrum
(2009). Aaker and Lee (2001) used grape juice as the test product, and conducted an
experiment in online communication, with attitude toward a web site and affinity toward a
brand as dependent variables. Zhang and Shrum (2009) had beer as their experimental
product. The experimental products of these two studies are hedonic. Different from the
above-mentioned studies, the following study used impulsive purchase as a dependent
variable and revolves about a utilitarian-product of multivitamins. The experiment
participants imagined themselves in a hypermarket, reading printed advertisements of
multivitamins. The purposes of the study are twofold. The first purpose is to examine the
effects of self-construal and self-regulatory focus on the impulsive buying behavior. The
second purpose is to examine the interactions between self-construal and regulatory focus on
the impulsive buying behavior. By understanding the effects of self-construal and self-
regulatory focus on the impulsive buying behavior, marketing managers can know better
about how to induce consumers’ impulsive buying behavior in accordance with different

combinations of self-construal and self-regulatory focus.
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Design/Methodology/Approach
1. Development of the stimulus.

To enhance external validity, the content from actual hypermarket print ads for
Centrum multivitamins was modified to create four print ads for Centrum multivitamins for
four experimental situations. We draw on prior research, demonstrating that an individual’s
self-view can be activated by a situational prime that shifts one’s attention from the construal
of self-as-distinct-from-others to that of self-as-connected-to-others (e.g. Aaker & Williams
1998; Gardner et al., 1999; Hong et al., 2000). Both independent variables were
operationalized by altering elements on print ads. As suggested by self-regulatory theory,
promotion and prevention focus elements were manipulated by shifting the emphasis
between promotion benefits (e.g. enhancing physical health and immunity) and prevention
benefits (e.g. reduced risk of catching cold and getting ill). The situational prime was
manipulated in two ways: (1) picture could focus on either an individual or a family, and (2)
text on the print advertisement was altered. The print ads were designed to evoke an
independent (interdependent) response to the situation: “Give yourself (your family) a gift
for...! Centrum multivitamin... it’s been a (family) favorite for more than six generations.”

To ensure that the verbal and pictorial manipulation would be successful in priming the
independent and interdependent self-views, a manipulation check was conducted where
participants were randomly assigned to one of the four cells in the experiment and asked,
“While you are reading the print ad for Centrum multivitamins, please indicate who the print
ads was appealing to: (1) yourself, (2) your family, (3) no idea.” If participants did not
respond with the answer which corresponded to the experimental situation they were in, their
responses were considered invalid.

The manipulation of the promotion and prevention benefits was checked by asking the
participants the following question: “After you read about print ads for Centrum
multivitamins, what benefits do you think Centrum multivitamins has?” If participants did
not respond with the answer which corresponded to the experimental situation they were in,
their responses were considered invalid. For example, the participants who had read
prevention-focused advertisements should respond with answers that reflect prevention, such
as enhancing physical health and enhancing immunity.

2. Participants.
A total of 183 management college students took part in this study. Participants were

47.5% male and 52.5% female. They were informed that the focus of the study was to learn
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consumers’ perception of current products in the marketplace. They were then assigned
randomly to one of the four situations (independent self & promotion focus, independent self
& prevention focus, interdependent self & promotion focus, and interdependent self &
prevention focus). Thus, the study design can be understood as a 2 (self-construal: dependent
self-construal or independent self-construal) x 2 (regulatory focus: promotion focus or
prevention focus) matrix of independent variables.

3. Procedure.

We used a three-step procedure in this experiment. First, in the experimental laboratory,
the experimenter played a hypermarket video and participants were watching. Then
participants were asked to imagine that they were looking around in the hypermarket and
then saw a print ad for Centrum multivitamin. Second, participants viewed one of the four
print ads for Centrum multivitamin. Third, after reading the print ads, subjects were asked to
complete the questionnaire, including manipulation checks and their impulsive buy decision.
4. Dependent Variables.

One dependent variable was used to measure impulsive buying behavior in the context
of this experiment. After reviewing the print ads, participants were asked to respond to the
item “How willing are you to buy Centrum multivitamins?” (1 = not at all, would only buy
as an impulse; 5 = Very much, would buy not only Centrum multivitamins, but also the

chicken soup suggested by the assistant).

Findings

The major findings of the study are as follows. First, consumers with independent self
construal are more likely to engage in impulsive purchasing behavior than consumers with
interdependent self construal. Second, consumers provided with promotion-focus
information tend to make more impulsive purchases than those consumers provided with
prevention-focus information. Third, there are significant interactions between self-construal
and regulatory focus on impulsive purchasing behavior. Independent consumers tend to
make impulsive purchases when given promotion-focus information. However, dependent
consumers tend to make impulsive purchases when provided with prevention-focus

information.
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Research Limitations/Implications
1. Research limitations.

There are several limitations in this study that present useful opportunities for further
research. First, we employed the simple and common device of a print advertisement. To
make subjects pay more attention to the advertisement, it would be worthwhile to replicate
the study using TV or online advertisements. Second, the subjects in this study were
undergraduates. Thus, care must be taken when generalizing these findings to consumers in
different age range. Finally, in this study self-construal can be easily manipulated so that
even those with generally independent or interdependent self-construal can be induced to
take the opposite perspective. Nevertheless, the individual’s own natural level of self-
construal still probably affects the experiment results.

2. Implications.

Our results have implications for understanding self-construal and impulsive buying.
First, even in Taiwan’s collectivist society, it is feasible to temporarily stimulate independent
self-construal through advertising. Second, advertising can induce impulsive buying among

interdependent consumers.

Originality/Contribution
The major contribution of this study is the finding that responses to advertisement
information depend on consumers’ level of self-construal. When the consumer has a
primarily independent self-construal, the marketer should deploy promotion-focused
information to induce impulsive buying; where the consumer has a primarily interdependent
self-construal, prevention-focused information is more likely to induce impulsive buying

behavior.
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