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Abstract

In a modern society with abundant supplies, the shortage of goods has been rarely mentioned. In
fact, the concept of scarcity exists widely in our lives in many forms. In addition to the shortage of
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goods on the retail side, limited editions of luxury goods and the hunger marketing ads are also
scarce-related phenomena in the marketing field that we are very familiar with. In the field of mar-
keting, scholars have studied scarcity for a long time. Based on the existing research, this article
distinguishes between the concepts of product scarcity and scarcity appeals, elaborates the clas-
sification and meaning of product scarcity and scarcity appeals, and comprehensively summa-
rizes products from the aspects of consumer awareness, perception, intention and behavior. The
underlying mechanism of the effects of scarcity on consumer psychology and behavior and the
boundary conditions are presented. Through a comprehensive review of product scarcity related
concepts and their impacts, this article has refined the research framework of product scarcity
on consumer behavior. Finally, this article proposes future research directions for readers based
on existing reviews.
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1. 3]

DSV, MBI R TCAEATE . FEFERIZIR BRI, AR ERERER IR A KA. MEYR
FEE AR, HTFRRKE. WREB AL NASIEERK, FIE RS hs s ke
[1]. [RIEF, FhERZ# R oy — R E &gk, BN R BIAARM —FEHTB. EFAMAS, #
BUX — SRR T AT DI MM AR EE A RS E DGR IR [2]-[4]. BARBE 84 4
o, EPNAMEEATS T AR R OA, AR BRI R [5], B AR 7 SBR[ 6 )81 2
P SRR SR [ 7180 ML BEE S AT N2, S T E T ARRR . Ak, IEERAE, U R AR
RSP R 2 T SR EAIUR[R], TR T AR AR TR AR (A B (AR SR R A Vi B ) X T
T B INFIAAT N B FE[9] [10]. EX RN, EHSU M-S R n2 ik, X
45 S A 1 M AR L N

EURT, 7= W R S AT S8 2 T 3 i 32 B AR R G o A SC PRl S MR 2 e 8 7= i A I
—HLA,  BERE S R BAN LS SR PR R R0 Hr . BRAR H R 77 R SR A 7 LS T SR A
TR, [EIRSEE T ZE AT . SR, URTE FURUR G T RSB E LS WA Z P 2 FE, =
F O 77 S M BAH SR TR I RS A8, PRk, FRAT VRS AT 0 B X 7= S AR AR S Hxt
TR DEAAT NI AT S — I LRIR, HE BhI AR MRS R AU, R SR AU A A THT ) 5L
kSRR SIEH .

2. FFEmRIE R AKE

7 MR E 7 e A AL R ENS TR RT3 0™ odE S R BLR (6] ARIERS s 2R, 1
AT i e S AT CAAE — SEREBE BN RSN . AN KB R RIRINAERI[S]. AWBLA SCHRRE 7™
Mtk il 73 9 AR JURPSRT (S5 1):

LIRS e U Y

Zn] L R AL b B H BT

][l

Z7 i M kA )2 BT A7 BOKOP Rl 83 R SRS B s R Sk, B
BRI SR — ORI, LIRS P S RO L 2 IO PR PR, X2

=R
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HT AR 2 R ER A P At 2 A 22 i AN IR s A T A 5 T 9 R T U SIS AT DL R A IR A7 1]
[12]e S22 S AERCR B Rk 3 22 ph s A BRG SRO ARG A, 110 2 N T B AR R B 1 7 i e — B
I 6] A RO R R, 3 R e 20 P I 2 7 S (R AN R T BRI (13 ] #E R 3 S (4%, 1%
D7 b M AT A F P A B R A R R AR EL Y, I R AR T AR M, — i
PR ERR T EIE CHERY . R . “ANRRET . CRIR=AT S KR M EE EI
MIRBL T 7 AT RS Bl AL, AT BRI SRR R T Ak B TLERCE B SRS T A TR 5
HEAMEDT P PRI ER A B S SR I T A AR R R, AR 2 AL AR B B S

Table 1. Types of product scarcity and examples

=1 FEnRAER R EE5)

AR EEIER FHAE 249
RBE= ih Parker (2011) RS HLE P, R . YRR .
ol Gierl et al. (2008) BT “RIR =
B ARy Janssen et al. (2014) //I\i;ﬂj\c%ﬁ% Heg;j;}f@l? ek
POE I S B Byun & Sternquist (2008) T;;Djlaﬁéﬁg%% Zara 1 H&M F %

B RRFEMPIME . WMEEFE MM RARREL —, WREFEELNTIA N2 RE0), &
B e 2 7 HMAE IR . R, 2545 a0 AR e — O B TR A & M o /5 R (Janssen) 55 %
T i R RS DU B R [14]: 55— 2 RIRMBRIK 25 2 i, B BRADRLRT R 7 R JE 60, 48] dan gl A
TR FEA 2 s 28 R R BRI E i, BRSO B A P 8 A8 0 7= i, i B s eplats
HARMEFE G M TFER: B RERERMFE S, AT HERD, 225 EMNEFERE S, 1 Hermes 1)
So Black RFIFHM; FIYKLBUMSEE, @F LB HEANE G, e R &,
R E I 7 4 R IE SR .

B R P AT B P A R TR AT LB T AR R, Zara, H&M A Topshop S5k
IR 1 28 T P i BE T AR R, A B E BR, R, A OR R RE ARAR15]. X R RR N
B SRR T 1 1 PRI ATV IR ™= S AR iR o 3X — 2877 i AR R R A AR R R DX AE T, R AR AR R
(7= S AETHRIVAE = I B R AR e 2 1), R 2 HOR B T 7R SR i e 1, (R BRI v 22 47 b A 7R 7
IR ZAE TR A 77 I R B0 /b A, AR A PR 2 WA ) S BUE AR AR s PR I i T AT b
A R 2 A R R R S AR USR], B O SR AT AR A B B A RS, PRSI AT R Y
MR BRI o — A

3. FmmEIFR

7 A SRR A A — AR SR R DL, T A SRR SR I fig i o S5 A% T BU%RIA R A AR
e —FE BRE, SR GHEEMEIF T EERR . oM sF R Ml & s 855 7 e H
BRI B o> T B 7 8 B 7 ot IR 55 7T REAF AE O AN 2 045 I, AT GRS 23 By A 3K 16] [17].
7 it R A A LA 2 AT AR A Mt SR I 22— o 45 Kt JE (Claldini 8 7 P8 e SR U Rl 7 9 LR IS AR
NF BRI ARV RN — B BRI R SR A R U AR SRAE BRI [ 7] e, R A 0 15 e 2 i
BEAETH DRI A IR, AT YOI SN 5. skt 5 0 a2 5 T/
WAREESH . FEIEFRIRIE AR Z MR, e/ ek sk “REM” %307, RS
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WE CRE=R" . “BEARME 17 SRR, R EARER MO - kR A G
AR GG BAR IR I R L AR R A ORGSR . AN, IR AV AEE R TR IR
AREE R ARG BT P AL 1L 7 IR SR IROR, “HL AR, LB/ SFR|ATAH WK ik,
TR GRURSR AL, 2B AT D 7 SR SRR SR B SR R AT T 417

3.1. HESH v BREH

77 MR RSR AT LA 70 A an BRI SR B TR PR, SRS AY AL H R foe 1 20— Rk 7 e ks
TR Y e VR SR 2 B R AR AR A B T T A R, T R SRR ARk VR R S R R 7R, B
TG A DOR R B T /R SR SG M k2 T2 R R 280, AR AT HEE W . Tt
FH SRR i 5 B Al B B S PR 17

3.2. BRERTE vs.PREHE

R 7Y, 77 R SRARSR AT 23 PR E I Ta] 1 SR AT PR 2 B Mk R R (7] BRE R R SRR T8 1)
e bl i U A AT PRE 7R il B R R IROE TS N BRGE A AT 437 i o S B (il B A
A 200 47 JUXFHT 100 24P A2 RENFRIG 1 473)s BRI TR SR VR SR 48 R A2 il i 2 A 38 4 T Se A
SE RIS (8] A AT AR AE A (8] YA TR 5 B (B, FRE-ER, —PMAWNERD.

3.3. M vs LS

PN L e 4R (Griskevicius) 354 BRRSR 20 U MURFPE R SRATL 2 Mk [18] ARARFPERR SRR IX
T M IAZ R AT DAk — NG AR, HLEMsIs A S R R LS R AR, 1E
BB SEREE S, MMz “S5 —UHLEWK" ,  “HERRLRT &, SRR iR
A NAFEAR BERUTT 7 o R R R R R oR S LM SRR SR A2 W] AT A L AR, — ZERRERR 7™
W SEHINLEAR A, RIS S R T — A N AR

3.4. Bk vsAER K

Mt SR AT LAy BAR PR SRR SRATJE BAR AR SRR [17]. BARMMGR R ZIBEFEEHS T
BHAA . EAARR PR e i TR A PR e 20, flan “FRE 500437 A1 “1 H 1 5% 1 H 357 4&; JE R
YRR AR A2 LE A S5 X A7 5k 4738 A2 ASOR 1), R i IR () 80 AN (], gl “ B IR, 58 vk
“WBIR, ZBEm” &,

35 “RRER” BEUFKR

CRRERC WK HBMER R —, —EF A5 (U Louis Vuitton. Coach 1 Burberry) il
— BB ) 2245 7 (U0 Banana Republic. UNIQLO Fl Zara £5)#8 5 X HEH R B35 M. 2900, ARG 1]
FEEBRNBE, b e ST b5 & 7 T AR A AR 22 S B /N a5y, HE tH R &k i) 7= i G B T oAk B &
sare LR R PR DX B2, () IV 22 90 91 2 BOR B - 3R A5 7 i PR SR P AP A, DALk PR 58 o P 7 B e
SR T8 SR 1 PRIV B AT SE A e 51 731197

4. = EREBRIFRISERE CERIT AR
7 S 2 S TR o0 B8 [0 P2 A TR OB A B P 2 B S — B EAT T

JRZHIWE T, BRR T EE RIS B B R BRI R R RN, B A AR
NBE” T BRE ORI i AR o X T REER O, AT T AR B EAE AR 4 4 2
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X AT R o AR B (Lynn) I\ Ay, sl OS2 AR ) i A () S R 2 — & ANATTRF R B 22 1R I 1 A, B
TP I AR TR SR IL A DRE T R S A, 27 AR R O AN, AR i PR R SR EE AN SR
PSR, AN AR S [2]. R B AR — R A RS AR B AR AR, TR B i b
FlP= b AW 5] /1[5]; SED #i#Y(Scarcity-Expensiveness-Desirability model, Fifit - &Pk - W 5] J7#EAD)
fEERE 1 RG] LA R iR S| I AR SR R, AR R R SRR Se iR T P I v, K
e S PR PR R TN B RN P AL, B R T A IR S] JT[20]. BR T BA EFRIRZ A,
ATV T 3 30 fe B AURE 1 75 SR B 0 BR BRI R BEAT 20 M7 o 100 S BRI D9 24 AR 1K) B E R < 52 381
By, NATT2A B IR, A7 BT H M REUT A2 B, B RS R, TE
PRI ) B S2 3] g, AT AR ERAG AR S, BT R VR BN AR A [22]; MURRE R
RIS TR L ORFE— e R B MR, A A 2 N N T R e ) — R 70, AR T
J& 7~ B & R VR T A5 SR A R R K R A (23] B 18 F DL B3R X AR B AT R 2 Ah, T2 B
] 8= i R R R 72 0 A SR U SROGE T3 2 3 O BR AT N (R 5 e S 9 7EAE R BLR 64T T R & B SEUERE 72, £
RTFERWTORER . TR, ACKEEET “S O - O (WLEE) - R B BAY,  MIH 2 & B
AU R AT R =AY S TN AE S 78 e R AT A B 5 Bl i, [RS8 O s W E LB R A %4, B
FE R I — AN e B AR ER T 9 2 52 B i AR A (LI 1)

FIA P Rz

(1D PRRERREL: FoRE/fnRl, [RERY/RA

(2) PRI PRI, SRFERATR, 7R R

(3) MEZER: MRFERR, NG, TR, SUAIR, 7
TRE, BRKF

(4) (RBAHE: RARRE, ATRE

PRl @ BRSBA @ AHER
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Figure 1. An integrated framework of the effects of product scarcity on consumer behavior
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4.1. P EiGERRHERELEMIT AN

1) BB

B, MK . A5 /KE e (Claldind) N A S BRI FHYATTIFE, AT ESAGA %, KT
UK, AR R ML K BT R AR 7] A2 B TR I R 2 T RN R R EE KT 3 TR R
BIFHY TIN5, KA E R FEY PR, 20 O PR R AL B R 25 R [24] .

B, EAVEMED . B INVR K (Aggarwal ) SERIFFT R 30 i P 80 B R 2 MUK A R B v T SR 5 K
T 5 250 TR I SRR R (250 o B G 90 AR (Kristofferson) S AfF 7 & BILRR SR PE AR 48 2 51 R AR 55 4 8k
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P T 4 L B 22 B B MR AT 926 B T SR B (Nichols)BIF 7T 42 F0 7 W i 12k £ A2 T 2 1) 55 4 i b /K
T 111G 5 L 3K R 27

= O PR AN AT S P AN B R R AR 28], TEiR Xt T A AR
RN, FREURR RS 51 R O HEPUTIE 7], XIEH A2 R Q017 7T RBLE I 24t 4h S8
ML 2 T R F B TR 2 — e A E PRI P& M8 B, 2 sOR T 2 O BB R [29].

2) BRAEHE

B, BEE S, “YUR NS, RIS EAGABIR, AMSUCh MR BT, KERITT
I it A 5l 5 9 B o8 7R i ) 0 5 VAR AL 2 TA) G IE AR DGR 5 2R [30] 317

B BRENMRRYE . IR 2 RV T P AR SRR 2 (R 08 RIEE R T RO — BN 4L,
BV EH AL 25 5 S0 = i A 2 5 0 v B RN UG T 7 R RO B SR v s A, B A b
JECE B i R . — RIS 9 9 B R P 2 T e R e LR TR P SR B[ 32] [33]

=, RENSZUGMFERE . 2 G- A (Van Herpen)25 2 BB 7 b IR 52 00U RE B Bk T 77 b A e 7
AR R, AR E O R SR S, TR S S A S B S UG, (E R R A 1 T R
A X R B A S 7 B A2 RGH[33 ], 1 5T (Parker) R 3K & (Lehmann) BF 77 2 B 5 427 i
st 2 LR 2R3 DEAS A R N G, XA T R AR R AR D, SR R H R, #Efik
VH B DA il S SZ A1

VY, AR . — SR SO S R 2 1E ) 5 e R B B, T O A A R B3 1]
[34]. F3Ft(Suri)&5 &I A EE m 115 BAC B SIHURF S B R i, 72 SR SR 2 1F 1) S Mg e 7= i
JRE[35].

A, BUREM. PR RREE B S RIE SRE TR S, 3R 51 K S SR a Y AT N [36]. T
5 #R(Simonson) & I 4 ¥ 9 8 TR R 40 SR 1 O R HEIR T K 17 5 850 O P2 AR AN I 1R, AT TRE A
BRI IS, S/PUESESRAE E H AT A IR [37]. A 2 (Inman) F1 22 R FIHEE(McAlister) (1
WEFC R I, TEAL B 5h e H SR T B G SR 90 9 3 48 21 ) O DR A 0 B 25 AT LU 48 I BT J5 1 e, 7
Wt R 25 e . DRIE, 7 SR A S5 B ST, S R e £ KRS N 381

3) BEM5TAER

B, WECEE . FINIK IR (Aggarwal) & PR 52 B[R] (107 SR SR SR 254 MR 1 S &S [ 251 T
2 2(1997) KL A 43T 07K 458 v B R 2 o TR AR R SR A4 IE [ 52 i AS A B [39] . HoAth 2 R I 2415
SEHE B SRIUR 2 17 AR MU ST, = SRR R A 2 1 1) S I B A R ) [40]

B, PR WEIUR I JE BV 9 S AR (VR RN, P A AR R T R 7
TREE[41]o FBPEXT I P H S IR, BUR TR 5= 5o 5 B R . 47 a2 ks
A MRS ECE T 58 TR = S, 7= W AR R 2 51 R AR P S AS FE o AE SRR BR ™ AN S ORI 7 it L
S B SR S, P AR 5 R AR B A FE[42]

B, MEAT N HET, KE BRI SRR P A 2 ORI B 6T i AR RN S 1 R i
P B R BRI AT N[ 11][32]. REZHEEETIX 458, Wl sl I It 8. WA 22Kk
(Brannon) 147 € 57 (Brock) &K IS T-#i il = 5t 11 5 12 Fl G 71 A0 4 Lz F JE 0 18 8 T R4t v vl 2 10
IR E43]. Lee 55(2014) &I 24 ANAR AN S0 5 25 5 (vs BB AR ) B 5 A A B o M8 e e 36 ) S A S0 = i [ 44
[FIS, A i R 55 V8 2 25 B ph B VR SEAFAE TEAH G OC R, 77 Bk R, V0 9 8 ik o 7 A )
WESE[45] 0 7= A SR AN £ 52 0 Y8 2 285 HARAR R 5 A B I S R, 38 20 AR BAER ORI 7 it 1) D) 3K
JR 7= A8 O o BRI, TEF= M LASE SIS T, A7 8 (vs S S7.28Y ) 1 FREEA 7 2l 2 B SR S A
BAA s JRST Y (vs MRAE L) [ TR A 1A VH P B IR R B AR AR AL [46] 6
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VY, SR BCRE AN PR . W AR AR LT R AT e RS (B, PRI, e AT
FORA W, B K R ) 9 R R R, IR T AR S AR B A [47].
F FEYER] IV (Sevilla) M1 E & (Redden) W 7T 1 7= i MGk SR A 28 LV Bt D R AV 2 SR Z RN SR R e X T
AR A A TG S0 S, 3RO\ T IREN = ARG LSS, T SR I R R S, 1R BT AE AR R
TR 2 B 2 HAEE R UUE TR EE . AN, PR RIS R T MR E LR E
S5 B (M 15 1 PR [48]

AL, MRAAT N o P AR A A ERR SR I 2 51 R T B I — SR A AT . o, AR,
7 A R 2 IO T P B A BOA R, AT SR LR A R A . BRI, T P S T
)T B U A S0 T SRR OSBRI (241 R, 7 SRR A 2 R A B i
B2 ML EAT N[26]. XA T ECRE ARG UR R 21k 9 B B0k B HAR I 2 (0 5 A B .

4.2. FERBRE M EBERIFRIMET R MmRYL R &

BEXT ARG 7 S A SRRSO T B AT VIR, EE A B MRRERERAL L 7P B RHE . IMAZE R
IR SRR AR RS A B R R T AL AR AR REAT TR

B, RASCERA R . BT BRI Bk R SR AR BT R SRR T LALEH B 7 AR T e
KRSEANEFNEGH[25]. RIS, 2238 R BLTTR T BRI B H At 2h S BRI M B RT LALE 2% 24 1R 2 7 o
TN, i 4 T ERIR B L 75 RS B REBR2 LE T 938 R 20 i 1A 1k S5 [33 ]

Fok, 72 ARFE A L BT TR i N JBE 2 1 I 1) L2 A o nd T S BRI . AR EE TR
JSEF ity (RS N i RO SR U S T A S 5 (49 o T B2 HA e 6 7 it R S T 77 it A SR A5 %
VKR IR S, 2 00 W R B (vs. i) IR, 7 b i 2 R T e (W SRR 500 Bk, V8 2l 0t
7 it PR SPGB B A 2 T 0 RS T SRR D RO, 24 7 938 0 A ™ it it R AN AR IR, A R AT AR e
PB BRI, H 2 P X Rk AR RGBT, BRI RES I SR R[5 1],

R, MEZESRMARE . 238 MR (Lynn) B 7 DUAH L TARMAF PE 75 SR B0 AMA, e 1k SR AN &
MR S N ELSE 6] 2% ARHESE(2016) BT FE A 7™ it s R 1o JB R 8 1k R S0 B P 5201 17 9
WH I SEE IR, TV 2% WM J SRR S 73X — 5. DA ARt mT DA 9 7 ol A o T S i S
SN, 4 B RN AT B e (vs BRI S AN SE AN S R A SR ™ W [44 ] o WA 75 SR A REAE 1 15 7
XTI SR A REN o T 2 (Tnman) SR 78 5 I it U SIC R At X Wy K6 T RE AP RO AR A A P R A7 A T 8 5 A
i SRAR(vs. ) RV B [39 ] RIEB AN 2= 2K 25 (201 7)WF 78 A ILTH 21 5 IR 75 5K 2 TR 197 dl B ko 1
BRI BTG BEHTHR IR B S0, 3 10 205 82 AT SE R [52] 5 18 93 BRI R /K 2 R 197 il A
SRR i PR B, 27 28 2 0 0 R TR e I (vs BRI S R RO 72 il AT 9 1 17 B i 2
IR [53]5 TP (IR TR T ) 9 A (RIS [0 7 SRR e ¥ 9 B W 51 70 bl T 00 S 3 it 2 R R
77 i A AL S IS A RAE, R R AR B S N RO SRS B (vs. /SR A Mk o T K B S
SRAURG R ity 7 DAL B SN — FEIRAS FIRE 07 s 198 Fh 22 4xigt, DRI 5 SR B R ™ d o [
BRI 58 A WG] F1[54]5 T8 B2 R RES™ dh 6 25 IS0 o B il ISRV B8 5 15
BUf N BRI ANGRY, A L BB, DRI ey AR (v AR 28 B A4 FR UL B v ) ) S 7 B AT
SAFEIB[55]. FRALAM(2016)HIF FT A I AR L i FAO 3 B 2 X (3t 2 R R 7 i PO S T DR R e, 1 1 AR
AR A B 2 00 75 SR AL R i (00 ) S T B R 56 o

a, )R SRHEM R BEORBLT SR B R R AR EL 2 R T SRR BRI IR . AL T AR
RAFERYFR, BARR 5E B 2 ibE e DS M sk R R ML TS M shiFR, 4k
BRI 55 B kil 988 A5 F R AR SRR A2 BB A[17]. T 515 /2 0 1 77 2R A S 20 the 2 ) 5 7 ik
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VSRR, T Ben T S A ERROR (R R £ S S e BOA T Bl v W S R B 541

5. Bt SMRER M

RGBT TS s B B R MAEIE R & SED B SR L M EIGHESE, RIS
T A MR R T 2 OB S AT NI N FEALE, (ESEOR IR B R X 1 S T S v St B A AN
Mo HSE, EAFEET, SEBMFREIAEREZER, MIAZREEIETE], shZRAE. §
1, 30 BEAVRAE MRS H B PR A (U BRI < RO 5 ik R B B L I A7, DR sk A 5 42 Bl 21
HRFER R A, HISAT T 22 B TR E SRS AR, ke o 7 SR B 1R 0 S8 T A
T R P2 i Ak (U PR LR L A 1) B A Eh (78 984T O, BRI 7 i I RAEUME AL 2 B RIK 75K L 4
TETF. 1M1 SED MR BB 7 —DNEENER BBk - B8 - WS R, EXMAERASOETE
FEFWRROAEEA L, HEEEA TR RNEE TR, Bk, ARORIBER R R 2R
M F 5 AN R BRAR 138 G B A SR 26 A, R TCEATEAN ™ dh 3T L (5 5 AVH 2 5 Re Jot T AR 2
Bk KA HAEH

Hoxk, HHTwE A e LR T SRR SR IRTE A, XM T IS TR R R IR . X R T IE R
PR SORE BORBHUR G, BARIE 7 N RUE, (B 7 ASRUE, MELVR IR ST 3 i 2 4E
FRTFI. AL EIRKYOIAR M ER AR R thhh, S0 % PRI ME U I 9% A I LA “ LR
B RAREAERLELGUE A SURMIREUE KRR T BRI . N RBEX R, R
KRB FENAE TR B R R —Iri, BINCR A BB 926 5 KEE b, ARSI R R &7 Gt
TEARSES, USRTHIT SUR BRI BLSEMRRE 75 5 — 5T, SIS Rt TR B A IRZhIEER) R H%
RETH B k(5 B I E RO 516 9 SO, ik gt B B S BR R IR . FIRE, JFRA R
CIB M GRS (BN A AS,  JFAl LS VT IR R N B AR T 02 1O LR O AR, JL RIR A B0 12 40U )
(ISR ES VRp N oriat

6. RFKHAGRE

I AR 7 it A R KA OG BV AT SCRR - BRATT A B T 8 A7 38 08 7 W s R 7 it s R R RO
T RSO AT AR AT R L& T RN AT, CEWR T By R M F ks . SR, 140
SATYIRA VF 2 1R FBUBLAS 28 AT AR AR SR FE rh it — 2RI

B, WREREAFESERN P SR . CUAT 17 S s SR (KR 0 B TR T R T, D5 R SS
Mok, HXTTRBERI D K2 AZEAECH DK, RARWTTCAT DR ™ b B SR 2R IR 17 52 S 2E AT AR
IR 23 o BEAh, ARARHIETTRT LUB 7 s sk 55 0 K [ AMALAT (K BEURAR Sk AR 3R 5 X0, R B IR
RAFIR SRS T 38 B . B0, FE7 S 9B A SR B S 2 S, 7 o B T AR BRI
Al 247 PR RN, 7 i R SR AN SR AR BRI R T R, X S R EAEANE AR

HR, TWAFRESRFERE R, £ T, FF e O™ RSy, K2 R paitl
B vs ARRER . B TRk vs. SRR GO T B E SR EAT NI, (BRI TS REAN R KT
F 7 by R SRR 7 it B R SR AR MEURT AT RE A B TR 5 1 (421 B, 7 SXAE HEAT AR SRAR AR IR P E AR
77 AR YRR FE (R vs. b vs AR BEME A BLUF ORI Uitk ERERIRERE 2 SR 9 AR Gtk o [RII
H RTRT FC R B S 38 VA e RS H AR, — BUES LL AR s AR sk 4L, A B> 7T EL e
AR BRAL[24], T AL L TR BRI AT BE 2 51 R 07 A e AR IR AT NS5 R o BRI, ARORBT S AE
SR8 AR AN [ R E AR 0] IR 2E (B0 35 Fe MR 2L AE ) LEIE FE rhoxt i B A 2 PR S o A o e ) 8 5 4 1

DOI: 10.12677/bglo.2026.141006 63 L A ER 1


https://doi.org/10.12677/bglo.2026.141006

e

&, HIEEZINAFA M. OA MR CLUESE 17 M B0 2% 3 R AE 1 2 (1
LFEA, PRI S M skt T 9 B2 2 4 HLREE T 7O SR AR AL T SO . AEARRBE T, 2
BATAT CAHE— 2D ARZG™ S GRS R IL S 264 o B0, 2 ATTR] DAAE RS SO 5 N IR S A SR IK 20
H T A HIR 2 0F TOARR R AL TG 7 ST T 5 R TR, 170 [ 1A 107 ol s s 7t R SR [ A9 2
AR BB SR . EARKES, BTEFRAT. NOEER. BIRE RN RARIRE
MIZESE, NG T dh M sk OB ML T REAFAEZ2 5, DRI T [RDAE F 7 it s R T RE 2 LE AN TR ST TR 517 9
HRIAF RN ERAASRS SCACRIFEMI , RRBETTURT A B8 M ST YE BEN TR 2 — SO FEAE 7™ i
MR RE e R E R, WU IR . AN E T R S 1 45 57

SE

[1] Hoad, T.F. (1993) The Concise Oxford Dictionary of English Etymology. Oxford University Press.
[2] Lynn, M. (1987) The Effects of Scarcity on Value: Investigations of Commodity Theory. The Ohio State University.

[31 King, L.A., Hicks, J.A. and Abdelkhalik, J. (2009) Death, Life, Scarcity, and Value: An Alternative Perspective on the
Meaning of Death. Psychological Science, 20, 1459-1462. https://doi.org/10.1111/].1467-9280.2009.02466.x

[4] EEE. FEFR SN AGARE B SRR [D]: [l A8 30 PR RE: N IE
K2, 2022.

[5]1 XU, %77, 2T PLS-SEM M7= S MR IR =R TR & L & 22 17 218 38 B B Y s L it 7 [C)/ B AR E i R ik
B R EA L, FEEE RS SRE B4 2021 oW — B E THEAR RSB O B4, KF: 5
KT 208, 2021: 241-243.

[6] Lynn, M. (1991) Scarcity Effects on Value: A Quantitative Review of the Commodity Theory Literature. Psychology &
Marketing, 8, 43-57. https://doi.org/10.1002/mar.4220080105

[7] Cialdini, R.B. (1984) Influence: The Psychology of Persuasion. William Morrow.

[8] FhES. Jiilfe ELIR M GRAE (R A 28BN S M KR ST 75 B R RUR I i e EH[D]: (L 22 Anig ). K
ARABITTE K27, 2024

[9] XU, 4= 7P @RISR T E S 552 0 S BRI L R AMERD]. R E RNEE F T,
2021, 37(5): 15-22.

[10] f#5. SO & v i) BEUERR SRR SR S (0 2 R LRI B [D]: [ L2 i o], KA SRR, 2019.

[11] BAEAE. Z4EE PR R S5k 35 Ve SR H i 58 A IR S A AR 78 [D]: (Al B 6018 30]. sl UK, 2019.

[12] {888, 5Pk, | & B A SRR W TE—— R M SR AR 3T A (). WIS E3%, 2018, 33(3): 26-32+39.

[13] Gierl, H., Plantsch, M. and Schweidler, J. (2008) Scarcity Effects on Sales Volume in Retail. The International Review
of Retail, Distribution and Consumer Research, 18, 45-61. https://doi.org/10.1080/09593960701778077

[14] Janssen, C., Vanhamme, J., Lindgreen, A. and Lefebvre, C. (2014) The Catch-22 of Responsible Luxury: Effects of
Luxury Product Characteristics on Consumers’ Perception of Fit with Corporate Social Responsibility. Journal of Busi-
ness Ethics, 119, 45-57. https://doi.org/10.1007/s10551-013-1621-6

[15] BUZBR, BHK—, 5kR55. HHRF OHEIE RO ABR S RRED]. SMELH S E R, 2016, 38(2): 49-61.

[16] Eisend, M. (2008) Explaining the Impact of Scarcity Appeals in Advertising: The Mediating Role of Perceptions of
Susceptibility. Journal of Advertising, 37, 33-40. https://doi.org/10.2753/j0a0091-3367370303

[17] Aguirre-Rodriguez, A. (2013) The Effect of Consumer Persuasion Knowledge on Scarcity Appeal Persuasiveness. Jour-
nal of Advertising, 42, 371-379. https://doi.org/10.1080/00913367.2013.803186

[18] JAEZ. WHET, f M e ROyl 2 35 S5 R R s ma it 78 [D]: (AL 22 A0 3], T AEFg B T oK%, 2023.

[19] . AEERSHER TR FEDEMRE S5 BRI BILEIRTTD]: (L6030 KF: SHEE %0
2023.

[20] ZE7RiE, 259, RUEET. 7 Mo SRS RS R JE T B T AL BUIE SE S A MR RGE
AR, 2018, 27(2): 339-351.

[21] Brehm, J.W. (1966) A Theory of Psychological Reactance. Academic Press.

[22] BREEE, MR, TR SO AT ORI ——2 T SR E T L ARG R[], AT, 2025,

DOI: 10.12677/bglo.2026.141006 64 BRI


https://doi.org/10.12677/bglo.2026.141006
https://doi.org/10.1111/j.1467-9280.2009.02466.x
https://doi.org/10.1002/mar.4220080105
https://doi.org/10.1080/09593960701778077
https://doi.org/10.1007/s10551-013-1621-6
https://doi.org/10.2753/joa0091-3367370303
https://doi.org/10.1080/00913367.2013.803186

g
&
o

[23]

[24]

[25]
[26]
[27]

[28]

[29]
[30]

[31]

[32]

[33]

[34]

[35]

[36]

[37]

[38]

[39]

[40]
[41]

[42]

[43]

[44]

[45]

[46]

[47]

[48]
[49]

41(11): 217-227.
JuHL, MERE. BT v E U KA R PR e R 5 S B M [J/OL]. Wb & BB (N SO S R RR),
2025, 1-14. https:/link.cnki.net/urlid/42.1855.C.20251029.0948.002, 2025-11-03.

Zhu, M. and Ratner, R.K. (2015) Scarcity Polarizes Preferences: The Impact on Choice among Multiple Items in a
Product Class. Journal of Marketing Research, 52, 13-26. https://doi.org/10.1509/jmr.13.0451

ILH, w e, SRR, Mg drn S BT SO0 (R RCR M I SCIET TE)]. RS, 2008(10): 106-114.
IR, AR TG Sh WA e M 285 AT 8 BB ZRIR D). BARABr B, 2008, 22(4): 132-136.

Nichols, B.S. (2012) The Development, Validation, and Implications of a Measure of Consumer Competitive Arousal
(CCAr). Journal of Economic Psychology, 33, 192-205. https://doi.org/10.1016/j.joep.2011.10.002

Clee, M.A. and Wicklund, R.A. (1980) Consumer Behavior and Psychological Reactance. Journal of Consumer Re-
search, 6, 389-405. https://doi.org/10.1086/208782

RUEH, 2730, 7 AR BRURSR IR 2 5 0 SE B R A IE S 2 A A HLSI[I]. B IFE BLPEE, 2017, 20(4): 4-15.
Lynn, M. and Bogert, P. (1996) The Effect of Scarcity on Anticipated Price Appreciation. Journal of Applied Social
Psychology, 26, 1978-1984. https://doi.org/10.1111/1.1559-1816.1996.tb01783.x

Wu, C. and Hsing, S. (2006) Less Is More: How Scarcity Influences Consumers’ Value Perceptions and Purchase Intents
through Mediating Variables. The Journal of American Academy of Business, 9, 125-132.

PR, XS, PRSI, FEZR RSN PR AR P W SRR SR R AT B TR AN LA REIERL A D). LTS
FHHL, 2016(5): 76-85.

TFE, 2T, ZEFE. 58 HRAT M R R B 0 —— B AR A i DX AR 5 s R R O 2 DG B AR
FU[I). EHETFE2ER, 2024, 38(3): 76-90.

Wu, W., Lu, H., Wu, Y. and Fu, C. (2012) The Effects of Product Scarcity and Consumers’ Need for Uniqueness on

Purchase Intention. International Journal of Consumer Studies, 36, 263-274.
https://doi.org/10.1111/1.1470-6431.2011.01000.x

KU, 7= i MR R SRV 2 2 I S B R 2 B 7T [D]: [ 2 0], R mIT R, 2017,

Gupta, S. (2013) The Psychological Effects of Perceived Scarcity in a Retail Setting and Its Impact on Consumer Buyer
Behavior. University of Nebraska-Lincoln.

Simonson, I. (1992) The Influence of Anticipating Regret and Responsibility on Purchase Decisions. Journal of Con-
sumer Research, 19, 105-118. https://doi.org/10.1086/209290

Inman, J.J. and McAlister, L. (1994) Do Coupon Expiration Dates Affect Consumer Behavior? Journal of Marketing
Research, 31, 423-428. https://doi.org/10.1177/002224379403100310

SBOLED. ARHETE SRR LA T KSR SRAGIS WA IR A2 B AR S [T]. & BEPFIL, 2008, 20(8):
34-42.
SESLEN. 77 A RS BN 2 W SEAT RS 2 SAIE T[] B2 D S B, 2005(8): 39-44.

Lynn, M. (1989) Scarcity Effects on Desirability: Mediated by Assumed Expensiveness? Journal of Economic Psychol-
ogy, 10, 257-274. https://doi.org/10.1016/0167-4870(89)90023-8

AR, RHR, AOE BRSIORI e DLRRRIRE B 5 A0 O A A RS SE R SRR L], R
2248, 2015, 11(2): 34-50.

2R, KRR, . FaGRER RN I LR M s —— T IR R A ] RA LI, 2015, 33(11): 75-80.
Lee, S.Y., Oh, S. and Jung, S. (2014) The Effects of Scarcity Appeal on Product Evaluation: Consumers’ Cognitive

Resources and Company Reputation. Social Behavior and Personality: an international journal, 42, 743-756.
https://doi.org/10.2224/sbp.2014.42.5.743

20, ZRutE, AMERE. 7B S AR AR I K RE R s —— 5 T R ELS (T A )] B AR R,
2013, 9(4): 44-60.

ZORit, BRASE, SRR, MATEIR T o 2 0 SEAR L S —— B R A BT[], R E VTR, 2016,
19(3): 98-109.

Folkes, V.S., Martin, .M. and Gupta, K. (1993) When to Say When: Effects of Supply on Usage. Journal of Consumer
Research, 20, 467-477. https://doi.org/10.1086/209362

P M REVURENRTIRCRIE[]. ANEZ 5 5B, 2008, 30(7): 39-44.

Huang, J., Zeng, Y. and Wei, F. (2011) Consumer Response to Online Time-Limited Promotion: The Moderating Role
of Consumer Involvement and Product Familiarity. Journal of Chinese Marketing, 4, 53-60.

DOI: 10.12677/bglo.2026.141006 65 L A ER 1


https://doi.org/10.12677/bglo.2026.141006
https://link.cnki.net/urlid/42.1855.C.20251029.0948.002
https://doi.org/10.1509/jmr.13.0451
https://doi.org/10.1016/j.joep.2011.10.002
https://doi.org/10.1086/208782
https://doi.org/10.1111/j.1559-1816.1996.tb01783.x
https://doi.org/10.1111/j.1470-6431.2011.01000.x
https://doi.org/10.1086/209290
https://doi.org/10.1177/002224379403100310
https://doi.org/10.1016/0167-4870(89)90023-8
https://doi.org/10.2224/sbp.2014.42.5.743
https://doi.org/10.1086/209362

e

[50]
[51]
[52]
[53]
[54]

[55]

[56]
[57]

Bae, Y. and Lee, S. (2005) The Effect of Scarcity Message on Consumer’s Purchase Intention in the Internet Shopping
Mall. ACR Asia-Pacific Advances.

Jung, J.M. and Kellaris, J.J. (2004) Cross-National Differences in Proneness to Scarcity Effects: The Moderating Roles
of Familiarity, Uncertainty Avoidance, and Need for Cognitive Closure. Psychology & Marketing, 21, 739-753.
https://doi.org/10.1002/mar.20027

RARAE, XV 7 A SRR SR SR B W SR IR RO XU A D). B, 2016, 29(3): 81-96.

Mukherjee, A. and Lee, S.Y. (2016) Scarcity Appeals in Advertising: The Moderating Role of Expectation of Scarcity.
Journal of Advertising, 45, 256-268. https://doi.org/10.1080/00913367.2015.1130666

XU, E AW A PUIR 5], OHEBEAHERE, 2011, 19(3): 427-439.

Lee, S.Y. and Seidle, R. (2012) Narcissists as Consumers: The Effects of Perceived Scarcity on Processing of Product
Information. Social Behavior and Personality: An International Journal, 40, 1485-1499.
https://doi.org/10.2224/sbp.2012.40.9.1485

KA. <TE SRR FRI A R A8 e i v (3L B 75 SR AR SRS D). B AR 22441, 2016, 12(4): 1-13.

Hofstede, G. (2001) Culture’s Consequences: Comparing Values, Behaviors, Institutions and Organizations across Na-
tions. Sage Publications.

DOI: 10.12677/bglo.2026.141006 66 L A ER 1


https://doi.org/10.12677/bglo.2026.141006
https://doi.org/10.1002/mar.20027
https://doi.org/10.1080/00913367.2015.1130666
https://doi.org/10.2224/sbp.2012.40.9.1485

	产品稀缺及产品稀缺诉求对消费行为的影响综述与展望
	摘  要
	关键词
	A Review and Outlook on the Impact of Product Scarcity and Scarcity Appeals on Consumer Behavior
	Abstract
	Keywords
	1. 引言
	2. 产品稀缺的含义及类型
	3. 产品稀缺诉求
	3.1. 供给导致vs.需求导致
	3.2. 限定时间vs.限定数量
	3.3. 独特性vs.机会稀缺
	3.4. 具体vs.非具体
	3.5. “限量款”稀缺诉求

	4. 产品稀缺及稀缺诉求对消费者心理及行为的影响
	4.1. 产品稀缺对消费者心理和行为的影响
	4.2. 产品稀缺及产品稀缺诉求对个体行为影响的边界条件

	5. 理论比较与研究范式批判
	6. 未来研究展望
	参考文献

