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Abstract

Objective: To explore the relationship between college students’ future time outlook and shopping
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orientation, and to investigate the moderating role of gender in it. Methods: A total of 1044 college
students from a university in Tangshan City were selected by convenience sampling method, and
the consumer shopping orientation scale and Zimbardo Time Observation Scale were used to inves-
tigate. Results: There was a significant positive correlation between college students’ future time
outlook and hedonistic shopping orientation (r = 0.08, P < 0.05), and a significant positive correla-
tion between college students’ future time outlook and utilitarian shopping orientation (r = 0.28, P
< 0.01). Conclusion: There is a significant correlation between college students’ view of future time
and hedonistic shopping orientation and utilitarian shopping orientation. College students’ view of
future time can positively predict shopping orientation, and gender has a moderating effect on fu-
ture time perception and shopping orientation.
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1. 5|8

TR AE, AL — N BRI R (5, THARBIBEA TG T, BEERMSMA. 5HFET
YIEH KB ZEE 8. A NEIE I —E (I R R R, B IR R M 2 BRAT T i [a) 436 77 =X
Fe A5 2 BATTHE IS TR K0T (AT sh iR S ), 0 F kBt 7 N5 N 2 18] 22 73 0 IR I T 4 5 AR T R4S

I (A RIX — M, F At B Frank 78 H SO 2GS R 28652 tH W . fEARE K, B[R4 AR
AN XoF B T ) 7 SRR, S8 N SRAT MBI O R 3R (0 A (50 )5k, TS BE, 2005). BARTT
BRI ARSI ) BT R A A R, RS IS BRI S AR A A IR,
HBEMXS 2 FAT A=A V) SEE R N FE B 5 . A TS I AU SR Lewin /MASH T4 I B0 3
T PR R SR i 5 i 25 [MUZ A SR R R o4, 57552, 2003). Zimbardo 25 A\ RIS AW S5 AT 25
PAEFO AR O B A S5 10— Fh A & 7 (Zimbardo & Boyd, 1999). [ N 28 B 7 REBAZ IR L, IR0 2
AR B[R] BT BRI F@WWH%u&ﬁﬁﬁﬁﬁﬁﬁ%ﬁﬁ%%Wm%~WA%%E@£
AilE, 2004) WF[EIMGEI AR G QAT AT ARIL, AT DU I 5 2 Bl a3 K048 1R I [8] AT 17
Hrs 25 IUAERN AR )W 2 18] 2 AR XS RN A (5 ), 575 e, 2004) . B[] WEATF 7 AR 058 4R 0 )
& T.H & Zimbardo 1 Boyd i) (R ZEFRIMER) , AN @S AERIE T CREZH
MLEE SR ) S R S A& M, Sircova S HIBF AR I,  CREEZ MM ER) 1HAYEERT
FAR IR SAEA R KA SO 5 N2 58 R ECE R AR . B2 R FL R R AR ALE T BAA
[E] AL B ) [ 2 38 S P (Sircova etal., 2014) . 1838 M\ T/ 2 2 B M B B TRD 00 - G o 2R SR B ]
WA FE S IR & AR B SGyE RSk H AR BRI A, e 0 B L1 H AR M RE IR /2 o AR BT AR B I 2 75 I [A] 2
FE ERIARRAR I, I IR EE X AR SR B AR T DL AT 1 R S RIS AR .

N [0 7 ) PR AEAR KR P b sgma g AT e 84730 77 30 AR S M R AU R B, X R
HKegh T I VR4 5 A SKREATBh(Sword et al., 2015).  [E Py &%t i 18] 00 A S AIF 72 2 46 78 5 A SR 1] 0
BT b, AR RIS SV HEE 1) OC R FR(CEIRe s, BUAAR, 2009; FEWF, 20115 sk, 2012). 5
ENVIEIR R (EWE, 20115 K=, 20125 AERI, SJEE, 2016). EABB(EERSE, 2014; TZ284H,
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FEGEMT, 2016) b FRABEBAN 2 S G B A4 55, 2008) IR R FL; TR 543 E B 1k R
rh, SRR 1] A8 1 1) TN 1) A5 V6 25 B (Gao, 2011)e AN IR 5 342 . BERTHEAE (1) ¢ BT
L R RE )R 8 7 m] IE ) O BE AT HEAE, RG] AR TR 22 7 (0 22 AR A A R % T A b A I
DR 5 A A, Ko R ) PR R B A BB 5 R e, O A R A SE N B AR SR C e, 22k, 2024).

%) 5 171 (Shopping Orientation)iX — -2 (Stone, 1954)#¢ - Stone $&H, Loketkrawee $5 ¥ S [ &
SN B s 77 2, T B I SEAT T BE R W5 ) AN [F) T A BT IX 3l (Loketkrawee & Bhati-
asevi, 2018); Park 1 Yi {4 T 0] 5 7€ 9 vH 2 & AE W MDAT D77 THI BT 52 30 e P A At ) MEARF IE (Park & YA,
2019). B EZRRNRI MR T 5 S50 LK DR E SO A X P AN 4EEE . Babin, Darden DA
J Griffin %5250, X T REFZR T UYMW R# TS, 0 o 128k B R0 PR T38
= AR B, 11 5 22 R Tl 7708 S It R AT AT ARt A 152 82 5 MR SR (Babin et al., 1994). Bloch
A Richins AR F WY F )2 — PR B TSGR 2 T2)48 2 ERJRIT(Bloch & Richins, 1983).
Maclnnis $2HH, 253 SUEYNEE T —FB IR, SMor /=5 B S EG N E2 b, RE/ETLTN
Z I SAS B TG B SR BX A — R TR 3 (Maclnnis, 1987). M2, ZERBLRIIY) S 16 T 1% VA48 A3 B 1E
BEATWYE SN B B BT R A () —FiRe e NS BEAL ], R Bl OGRS FE IR 2 5 A2 NP AN ASRAS 5 7
aoN H B, AERBIESE, 5202 DG R R B R R AR TR 51 7. Bloch
Y5 Bruce S5 Fik, DA 3 UWYIAT A2 DU R AT 55 0 3 ), EREU™ 5t Fir R i DR tEAE A
B2 HARE— ML AR R (Bloch & Bruce, 1984); Engel £ NFEH,  ThAl 3= U S 1 (3 30 %
T BRI B R A A B, ST S, TR —FPIE AR Z 25 (Engel et al., 1995). Babin
Darden T\ ADIH] £ Y510 B 2 BSR4 R3S . IR HAA BN Hh(Babin et al., 1994). X
FRSERY Y P 0V SE AR A —Fh iR, i —Ffdl. Sz, BrLUEgRUES AR, EEY)
B — PR TE RIS, LEHSREUT 5 i iy Ha) OB % &

V)T I ETH 2 T R DTG B R IR GRRE R, 4 T A MO A XA 5 5 LR IE 2
] () 56 Bk F TR R 520 M (Hansen & Jensen, 2009); Cho %5 NAEBYCKM BN & 1 = PRI T WY 51
B E . E R T AE KR IR IR (Cho et al., 2017); Biittner FIRFFTERIS Y T 17 5 A K1 FE O 22 57
AR, RIS S ) BT Y R AT 55 B3 0] B T T B 4E(Biittner et al., 2013).

IR B SRR I, AE DA RPN J7 TR BIE 50 B i S I TR A A T OGRS LA
DL BB KEEAERRIN AL 5 4 F 1) IEAR DG s 1 T AE R 2 A ARt B W5 D 47 5 1) ) 5% 3 v b 1
TEH .

2. ARAZE
2.1. ARFR

A 72 AR A B FE LR A6 48 B 1L T 5 i R I X 2% [ S US4, G R U, S el ) 25 1044 4,
BRI 1044 17, FERAREN 100%. HABAE 407 N, &4 637 A, MAT 4340 N, AT &
704 A

22. fiRIE
HRFWY) FER, R mOCT 5%, 201)BITHHERE WY FRIER, ZnGk 15 88,
A3 NER SO S IR E SO S A R R, HAR 2R WY S s eR a9 SE,

ThR 5 SO 5 ) 4y B R AFE 6 MBI SR Likert 7 sk BaRIEHARE, 7 RRIEHEFE).
AHEFEH, 5 A 1) oy B R AN T A 2 SUW Y 7 73 832 (1) Cronbach’s o 737774 0.89 A1 0.85,
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AL AW EE . KA Zimbardo (Zimbardo & Boyd, 1999)% il (178 2 2 I A W & XK 3L 56 AN
H, @& 7k Lo @), o L2800 8). BAEE RS 8). BETE (9 @) AR R RIM(13 &) 4
ER. AR T AR 2R EFR KM Likert 5 ik (N 1 = BEATFH, 35 =
FTEEFTE). AKBAY /> 2K M) Cronbach’s o REH 0.77.

2.3. ZitEAE

i SPSS 23.0 BT LRI VA AT . WA TEG . DM A HT. I8 RN AL
3. &R
3.1. ERFZEREKE

KH Harman PR Rk Sk 0 FEARBEAT 3L R i m 2R 5 . S5 R SR, 0F 7 MREERT 1 1A
BT, 2B— AT RN 20.90%, KT 40%MIIE FEbriE, 1500 AHIT 78 208 A A7 75 ™ & 1 3L R U7 v
MERF(FEL A, 2021).

3.2. RS AT R EEX S

B 1 wlAL ARl e & 2 s ERF IR FRilEzE LR ERAK R E. 2R
M)A 5 = 0k 3 3 1) B2 IEA DS = 0.08, P<0.05), A [0 5 ThA] 3= XS h) B2 IE A % (r
= 0.28, P<0.01).

Table 1. Descriptive statistics and correlation analysis of variables

F* 1. ELXENHEARRITFAEX T

A Rk PRt 22 1 2 3
1. SRR [A] 44.00 5.71 1
2. FIRFE YT M 32.13 10.64 0.08* 1
3. DR SR e 22.97 6.62 0.28* 0.05 1

3.3. PHHRRLE

Table 2. Moderating effect test of sex
2 2. MHRIMET R AL

= L B #ak
[R5 & T AR £
B t R? F B t R? F
) 0.191  6.284™* 0.042 22.897™* 0.190 6.247"** 0.046 16.811™
FREX N
K HF 1] 01 0.058 1.895 0.123  2.841™
WS SR B[]
RS IAIA = 51 -0.091 -2.118"
1) -0.086 —2.896™ 0.083 47.411™ -0.088 -2.979" 0.093 35.465***
IR E X .
S B 1) A1 0.284  9.533"** 0.382  9.069"**
WIS SRR AT A
R x5 -0.137 —3.269*

B 20O PG 36 (Gl A B4 , 2005) 18 YL B B S5 N RT3« SR 20 2 BTV 73 A, 25 S R 5 4
W 2 Pon, DR SUEYI RO R, 5 BIONERIAN AR (I, 45 R B R 5205
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)T A ETEHEB = 0.191, P < 0.001), A AU 5K 3= WY )5 3 T0AE FH (B
= 0.058, P> 0.05); 25 DNV FIAR RIS AW A2 BT, &5 R B 6T 2 0% 2 X W 51 B3
TMAER@B = 0.190, P<0.001), ARESEDIATZ 5 32 W) 3 A BEHMEM@ = 0.123,P<0.01),
A2 IO AR SOW ) 3 A N R (B = —0.091, P < 0.05), UEHITERIAE AR AR [R5 1 X
W S o8 R R E . A BRFEREDER,  DLDR] 3 OB T Dy RS B HEA TR, 45 R R B
SF TR 3 U T AT B TRIAE (B = —0.088, P < 0.01), AR EWLA D] 3 b4 S 1614 & 2 i
MAER@B = 0382, P <0.001), A& HIUN ZhA| = S5 m /e H 5@ = —0.137, P < 0.01), Bt
B P I E A K BT RN T R 8 SO 5 100 F 5% 38 ok 1T AR AL

3 AR EIR, AR AT SUEY TR, ERTTERES, SR BE, AR =
RS R HREON 0.134 (1 = 2.725, P < 0.01); 24P 94, KRRt 2 0% 3 Ui
FA I ENE R ECR-0.006 (t = —0.150, P>0.05), UiHAX SPEMI S, AR AN =2 0k 3 W) T 1 1) 2%
RERE. FMH, DR E 0V F R ARAERER, SRER, MR TR, ARSREES TR SO
YR EERECH 0.406 (1 = 8.937,P<0.001); UPERI gLy, AR RS DA 3= ) S w1 =]
HRECN 0.177 (1 = 4.533,P<0.001), Kk, XFBHEMF, RAKEE-S ThA| S YT m e & 5 2
Fo ML ] 2 a7 A P T RRIE T (0 P P R SRR

Table 3. Explanation of the moderating effect
3. DR

X145 & WA B FRUEIR 2 t
T 0.134 0.084 2.725*
ERENEY R
(o) -0.006 0.078 -0.150
PRI 0.406 0.050 8.937**
IR E WS
(o) 0.177 0.048 4,533
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Figure 1. The moderating role of gender in the future view of time and hedonistic shopping orientation
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Figure 2. The moderating role of gender between the future view of time and utilitarian shopping orientation

B 2. MERIERSRETEMATIF E X S EIER B E R
4. g

SR SFe e R XX W40 5 ) LA S8 0 TF T TR P, TE A S TR 2 SUD 5 38 2 5 % 2 U 1
FILE AN VAR 52 B ANV oA SRS 1R U0 ) B0 15 Y03 o LA 4 SR 1A 0 9 A 38 38 D00 o 1 22 53 e 0
ST T ITS5 1A SR B ) — R U5 Tl 1 FRAR B AT TR S 7 S SR A Ok F AR A g K i
SEI LS T [ O e B RIS A2 RS R IR N E3h /1. BARIE R DA o RN IR 3 SUMAT
AR 2 T B 158, RN T R O R RE S Ak, AR 5 2 T
IREE SRS OIRRE R EIARAL S, W AT A A S A AR BRI . B
SR e R UL/ s 725 VP 30308 o U S 2 LA R SR 25 SR B S e 5 B 5 T R S S B B, T
DAY I R TH ] CAEAL 2 T S S A, SR T A IR A28 AR B 6 R 3 R Qi R Ao (RIS
SR e R OR8N T 490 o 0 5 S B g — Tl 1 59 1 e BE L0 BRI A1 K 3% 2 . AT IO RS
E THT X 5 Sk 3 o ) 2% PP R A0, AR A A T 4 RSB D TR VRS e 0 R B R . Bl
LR KA BRI T B 5 4 A RUA I BB, MR RERS 26 24 T SIS B L M IR, B SRRy
B [ O SR AT E R 0 BRI o R T S s S v TR, A A A SR RIS A
S T HEAT 5 5 U -

SR LA T 2 SO S 1 5 Rk, SR eIt I MR A A A R ok e b, T SH AR 3
D 5 ) RS 3 2 AR e R AT I LA R St i 0 Py A v 2 4 B A 5 R P A KB 2
AT (A AL AL 24 IS 34T, 2wt SRR M BRI P e . Rk, ZE DR SO S
T, AbATE AR LE R R A, CASEIL R VR RT3 AR AT MR A R SRR 1) 00 ) 76 T e 2
S, DR R W 50 T A o R ARV R AR R B . DRI, A RCIRF U 4 7T LA
I [ T sh A 3 U4 S 1

T SE S AR 1) WA S 6 F 56 A (D, AL, P A SR 1A W 52 4 3
W S ) LA R T 3 SO S 160 16 R P e B — s VR 1 . AT =, MRS TR, SRSkt tal g
S 5 % 2 S S ) LA S TR 2 SO S i F T A P S 5, 2B S ke ) R £ B B 5 e P g
BB . SRR T WRAE S /A ) — B AR, (AR ILZE Lt AR SRt 1) A . 6 54T At b
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LTS AR AR 8] AR S X AR RN [ B A BRAR . O RO AR SR L X AR RN 8] A K X AR BRARFY
B3R, X HRAMEIEFEEDE 2011, MEfS T, BYENERRE NEE. H i3 M HE
HEPFGIRIAR, IXATREXT 5 RV B o SR A TR, IR HAB 2o HI) R g i . AEVE
BRI FIVE R 0 pfr ks RO TR, RORI DRAT AR 3 30 DR 3 3@ 3 R RE R, 5
VA SE SRR SR [EULIN AT RERL A DM 2 SO e 1), 8 R P A BOR PR REAT I Se 4, LR
b CAEARRAE A O RA RO . 24 5 MR A BORAARKI [E, RT3 B SRR LTROUE
FELCBUR M. SRR B VE RO P A AT R AT St R 4F, B B S AL R, b B A Ak
A RN o AR AR RS T B AF O S AR 2 R S T AR W . IF AT 1R AR
e A AT S R S SIS R OR BEAR A 1) — R TR

AHFRRYE: BT SR E R, AR e TR M PIR G R R RAORE
TIACE BT, BEAXT GO RS2 A, FEARUERIEA L, BFRERKHET HA RIRYE, ARREIBFE AT
DAEAFIET . MBI A FREABEAT RS, 3 RFEAE, IR R XA RIS (1 2 54

5. &t

AT FEUE I R 2 25 AR ()WL 52 5 2 SO e al . DR 2 UM [l AR R 25 RS 2B ARk
() 00 AT DA I [ T e 9 3t 1), 5 LA 0 06 AR SR I 1) WL 5 g 5 1) BAT AR

e HE

WAbA 2R R 40U H (HB21SHO15).
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