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Abstract

Impulsive consumption can be caused by internal factors-emotions, and also can regulate the cur-
rent mood. This study randomly selected female college students from various universities in
Shandong Province to explore the regulation mechanism of impulse consumption on positive and
negative emotions from pre-purchase emotion and post-purchase emotion. The results showed
that female college students were in positive (happy) and negative (angry) states to produce im-
pulse to consume, and the degree of happiness and anger decreased after impulsive consumption.
In the end, this study expounds the causes of impulsive consumption behavior of most female col-
lege students under positive and negative emotions, and also discusses the regulation mechanism
of impulsive consumption on positive and negative emotions.
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1. 51§

B T i A & — AR . AN HARE SR A SR . v SR BRI B R
TR, VA BAR /b G HERI A oR SR 1 5 B (Sofi & Nika, 2016). {271t I SE 4 5 78 B 390 3 B0k 165 vk
P, iR, RRE. SERPRISR(EER, ifeE, £z, 2004). BEETFICRIABAN, W5 EALRE
AR AR A RO I Bl I D SEAT N EAT IR, R AR R Z R R, REN LR D), AEIEIEEE
B, RNATHUER IR AR, BB E SRS, 2014). AFREY, 80%MI %A rhzhiH e E H
WRMAT, EMEIRET, JERMETE AT AT MR H (Verhagen & Van Dolen, 2011). F2AEMENHE RAT N
s LI IR 2, Hoh, fEGEmEhiE R hirEE EEM O, BHELIPIERZ —, & UAMERIE
BRI BB — AL BRE S G2 IS, 2012), SRR PRS2 1) FE A 0% & I 4 HF B (Campos,,
Langer, & Krowitz, 1970). FEAIELE AT LA AR —RERWIELE, 5H—REHMELEZIE, 2012).
BURIGEE QIR Dol W% . TS B 50, DU, BASE. T LIGsN IRy, ff
Z AT ANREREN T« AR, BRSNS R A MBI AT A(AE 240, 2010).

R R L LA 22 AR B BB AP R R e mt, R E TN k2 —. Hop, R A
S T AT B o ASHIE T A A B A ()1 2 JE TN R A i Bl SR AT NIEAT IR AT T . R
AR TS AR 4 B R 28 7 AR T R b 2, DARRE 5 I8 i BNV PR A T IS 248 73X R AT 78 OGTE I
A, BN SR, O, RISk RE VMO (Gross, 2014). [FI, H TR
IO TE AR 26 BT T, SRR IS @ AT RS (R, 2016)0 DRI T MRAE RS LR 24 2E T Bl 3 2 O B
ITRHEAEEZ L.

ZE R, AHE AT AR AE 25 I PR AR AV AR 1 28 R RO, d i SEIG I T ) IR IR AR 2
REFAELERNEE ARG LIRS T RG22, L EhE 3 HAE 4IRS, JHXAEING
B BINLEE A AT A RS R AR AR JE R o AR BT BRI 0 1, AR T R AR A

1) —BAEOL T, ZORFAAERRAE 2 SO IS 2R T =AW S g, BB N 3l 2
171,

2) LRI MEE T i JEUA R 26 (PR AR ) A A A 28 (TR RO RE E A Il 22
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AN RS S BOIE S SN . FEURIEAL b 52 S FR G AT A 2 B

22. ARFE

2.2.1. #iR

KB BER LR IEI 65 44 11 AR & M BAE RO A AN A B, RIS 65 43, Bl
R 64 17, HRFEN 98.5%. FPTAPORBEHL I B4, HrhBURIE 2 (PUR) AL 31 44, TG 25 (1
gtk 33 44,

222, XWFIHSERF
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1) TR HARAS R 4R A 5 Hmsh 1 98 (156 R

KHSRNERR ST, ATEAEERE, ORFEIRAMPRHME: HEE AR S
W NTEEMRNELS, HRlEd ARG, SlEERIY, MRS . XSG AbFE
FESHRAT N T RS 1O B U 75 R AR 2 (R, 2014). IEHGH A
TR S (AR )RS 1 A, IFE A 2~3 43, AU G N R A B [RIRERE, S ECH AT 9 W 1 26 (19
ROV 1A, WHEA 2~3 438, P2 RIT S A B BERBAIE 55 B gk S b v, &
HEAHCHIF TR 6 iPieih, 1| NAZARRBPURMTEE), 6 NIEEPIRAR) . HARYE B 52T
N, AR EVE RGP B8R . FEMLIERAE TN, ARAPRR T LAl 2470, M,
kgl G, SR 2 —BCOCEME. BR—it it SR, BB IERY, TENE
AR R, SIEEER, JERIEERRME), NP TEER) 50%. A gHtiE FA I %K,
WA A=A ph B AT s BRI S, MW= A2 T s ahiE /AT . N LFHh e “ pPahiy 2t
X8, BT T . S R, BTN IE R IR S, AR RAE S
TSI F= i, BIE B A SUE I Sk 1, AR B W, 45 e 15 0 S 1 A R sl A I A
Wi, TONEAR A T vh s P47 . DA A [ 2R S5 P il R ok &R

2) BRITAS GRS T 1 b3l B xot Bl i 28 100 1R 1 AL

HENT DT U S JE TS 2 R R S, TEES Ay LI AR b, SR SCRIE 4 B P ER
(B IE S 2 B3R, il 2 S5t ok T A, bR B S R e i T B BT E . bR
ISR 0.87, HAERIFHE. ZEROE 20 MRG0, AR R AN M 7T
%104, BSRPGRIPM AR B IR, K 5 0S5 H0E0 0 - A B s, 228 5, 3-TE,
4-LUH g, S-BRaR). AR AT R RS Pl 218 G R T AL A ST PR A [ 15 GRS T b Bl v 2
J 1 S AR AT SR PR P BT T 5 (S AT LU T . MBI, BRI R L, A Rl P
FBA M AR AELIRE .
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Table 1. T-test of pre-purchase and post-purchase emotions of different consumer behaviors under positive emotional state

= 1. RRIFERTS T ARIEEIT AR EIRER 11

M SD Sig (Xfl)
MBI B 1.7115 1.9090 0.000™
IEHH 1.9200 1.9162 0.089

T "R p<0.05; THRE p<001, T

Table 2. T-test of pre-purchase and post-purchase emotions of different consumer behaviors under negative emotional state

= 2. HRIFERTS TARIEERIT AR EIRER 11

M SD Sig (Xfl)
M 2 3.4840 1.0934 0.000”
1 o 2.6500 1.3877 0.001"

SRR, BIAEE(PURYIRE T BEAT pahE 2 (e T AR AR 26 AN Jm IEPE R 28 T $ (22 5+
F, t=0.000, p<0.01, WjaEPERS 4T EEAR T NI AR S 46T KE . 45 SRR Wb a7 92 e 1 5 A
TRIGHT TS L (PRIR),  AEAF BN 26 (PR IR BEFRAR . T IRAE 8 (BTRIRAES TR, 2EAT sl T 2 il il e i
TR A S S S I E 2T 3, t=0.000, p <0.01, TJ5 5PN %P 5E KT 00 0T i
IR . A5 RIS B BE NS T AW T R A (DU, AR AR G (DU INRR AR . DX 3
TH BRIE 5 O 8 BN REM, 3E— 2D IR T SO0 T B oI Jo 5 28 T 0 AT LA 45 R %
Bl BRI B WURIRE T, BEAT LR 5 w1 28 A 5 15 46 T S E B B2 22 5%, t=0.089,
p > 0.05, HARMEIEVEIE - FER T IR 490, (ERZERIFARZ . HREHBTRE
T AT IR B BRI AT R B WS R T ME R A BEE SR, t=0.001, p<0.01, MWEHMEES
PEME R E R T W AT E 2EME. BIEHIRIE ST, AR IR 238 A2 vh 3l il 2 #RRE T 5 A
(It 4, LWV 2 S e AR I 1% 2 (00 IO R BE B AR o B I 0] PR 48 RS S AN 2 AT 0 T 5
THEERIBETT, FEARIUE 7AW FOR e, R4 OR 22 A ph sl i 9 2 AR AR IR 48 (HR SR AT AR 1 46 (128 )
FEEA Pl Az
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2) B B oAl TR AR AR S5 (DR AR ) R0 T AR 1 48 (U8 IO AR BE AT P PRI

3) MAREEA A TR AE LR, @i I el DO B 5164, AT b sl 9% nT LS A S iR
LG . MR TS B, 8 R Pk v LA R IE 2E,  EAR A e T DL Y
TH 4, AR WINIE T Tt .
4. Wig

IRIE AL RS L B - GBS, e A AR S EA L b Sl EAALE -3 FoalRstt,
AN (1% 4 B AN TR AR, X P N AR SR N R 54T 2 P2 AR AN B B2 i (2B, 2012)0 SEER
B85 AR ARG 48 Hh I PR SR RV B 28 R DU B, IR T AR IR 28 Hh R R AR RV Bl 26 R R TR
WA p i A R b s, s v PR R AU AR, DM A R R — AN RO RO
HORES

TERANAN T —FAPEARES, B RIIEA PN 5 IR BB B A3 2% 14 1 — P (1 2
3K, HBONE NG ESR G2, 2012)0 B8 ML T ARG 28 PRI, A IRFTT O BIRES
MIFT 2. MM RE I SRR HR R I E O B B LLAR BSR4 H], AT 1SR 1 25
HRTREAR. FIFEHL, ARG TS S R TR, SFEME CIEERN T E. W MEE
TR EAE LA FTRRAR . 238 =8 Isegn 25 R, BX7E ol 2 o AR A 1 28 FVH B 1% 48 TR A2 FE 4T
AR, (BRI T, IR R AN LG ahE 2 S pe A Ve i e 4 (R BRI . X T b sl 3 5
AR A PR, RSN R R &« SRATER VO MEIE S PN R R, Ot
FEAE—FANRIG TR I FNE Ty BRI, il 2 TE RS 28 b IR T TR S R I IS AR T . RTR
WA LE 2 LE I 23 72 i 20 PRI S B 06 5 vPAN A H O B S M P R B R P PA (2K, 2014),

ARSCAERT N R b, a3 SR 3 o G AT IS 2 A e s 28, IR LR 2 AR e O Bl
AT N, TR B 6 B R T AVE I S, IR T I E LRI BAR A . B4k, ACHLTIL
MAIH b 1) BERRLA KRR AT LA A R S R TS 45 R B Eh I B AT AT AN
ASCNBNZS IR A TP il B IX —AT R, AT T 2R AEA RIS 25 S W sh il 947, [R5
AT T B PO AR B RN B 4 AN RIS, B — o R B OCR R B A s 2) ST
BT R 5 1 L KR i B S B e, 0 228 T 3P sh i 9 5 I 4 AT IR . R
— A O HERAS R UL, BT P T KA R U R S . A ISR B KR A3 B AR R AR R Bl
HEAT NG ARG E %, BRSO LR AT R AR AN AT NG, nfe] BRAFIX — D SEAT 4 fit
a3, BA—EMISEE S 3) BT RFEAEMINERE “MIRaETE%" @ 7 RREE ., At
CHBHYR” X —ARE, HWHAETR S L RFERG 2R R, EN L REAEEARFBEIRES T
Wil iR A, B — e RS

MR, SRR R, ASOEFEL TR Z Ak 1) ARS8 TR UESRET S B AR B A R 1
MFEFE T, ERLRKFEENHEENSR, FHEEHAHERERELGE 2R, TEY KRG
Kt —BUE . 2) ASCRABEREAIEM BRI, BB, BT8R £ A7
EZS, R IR X 5T i AT 7B 13545 DLk b 22 Sl SR i s i, ARATS A R e 52 e 2145
PRI HNE; 3) ABFFH FIAR A AN FE S D LU WL T AR AR, T3 2R R
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JEE PP A5 HH P 70 48 SR 1) A T kA A IR

DOI: 10.12677/ap.2019.92047 393 o3 2


https://doi.org/10.12677/ap.2019.92047

+3

4

i

W4

SE MK

BHER, MifR¥E, F22(2004). dhEh M SEAT NI FR LR, A OFE, 10(3), 53-57.
FREET(2014). IEGUHEE T OB AL KU SR A s2m. WliR 30, PORA: PRBAITE KA.
SRR (2012). 2O 4 B), pp. 406-440). JbaT: b RUTE KA AR AL

EBEQ2016). FETH G0 G155 00 T 197 2 AV s, e PadbR.
AEFRLL(2010). F=T/MEREF M s MM S 7. iR, BB SRR,
WER(2014). M) HERG 1Ty G A 7 B SE IR F BT WS, 220 2 N R .

Campos, J. J., Langer, A., & Krowitz, A. (1970). Cardiac Responses on the Visual Cliff Prelocomotor Human Infants.
Science, 70, 196-197. https://doi.org/10.1126/science.170.3954.196

Gross, J. J. (2014). Handbook of Emotion Regulation (2nd ed.). New York: Guilford Press.

Sofi, S. A., & Nika, F. A. (2016). The Role of Personality in Impulse Buying Behavior. Jindal Journal of Business Research,
5, 26-50. https://doi.org/10.1177/2278682116674079

Verhagen, T., & Van Dolen, W. (2011). The Influence of Online Store Beliefs on Consumer Online Impulse Buying: A
Model and Empirical Application. Information & Management, 8, 320-327. https://doi.org/10.1016/j.im.2011.08.001

1
Hans Xt
SRR R BB AT 3K
1. FTHF%nM T http:/kns.cnki.net/kns/brief/result.aspx?dbPrefix=WWJD

TRIFIFRAELESE: [ISSN], FAIAT] ISSN: 2160-7273, EPAT £ i

2. FTHEIME T http://cnki.net/
FEN I BROSCRREE” BEN, BN SCERRE, B

AmiE S http:/www.hanspub.org/Submission.aspx

HATIMEFE: ap@hanspub.org

DOI: 10.12677/ap.2019.92047 394 o HE R


https://doi.org/10.12677/ap.2019.92047
https://doi.org/10.1126/science.170.3954.196
https://doi.org/10.1177/2278682116674079
https://doi.org/10.1016/j.im.2011.08.001
http://kns.cnki.net/kns/brief/result.aspx?dbPrefix=WWJD
http://cnki.net/
http://www.hanspub.org/Submission.aspx
mailto:ap@hanspub.org

	The Adjustment Mechanism of Impulsive Consumption to Emotion in Female College Students
	Abstract
	Keywords
	女大学生冲动消费对情绪的调节机制
	摘  要
	关键词
	1. 引言
	2. 对象与方法
	2.1. 研究目的
	2.2. 研究方法
	2.2.1. 被试
	2.2.2. 实验设计与程序


	3. 结果
	3.1. 结果与分析
	3.1.1. 被试不同情绪状态对其冲动消费的影响
	3.1.2. 冲动消费对情绪的调节机制


	4. 讨论
	参考文献

