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Abstract

In today’s online shopping environment, products often appear on the shelf but cannot be bought.
Based on the relevant theories of virtual marketing and perceived scarcity, this paper establishes a
theoretical research model of the influence mechanism of virtual marketing on consumer product
evaluation. The research results show that the virtual marketing scenario can improve the evalua-
tion of products by improving consumers’ perceived scarcity, and the effect of conditional availabil-
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ity is more significant than that of restricted availability. This paper further verifies that consumers’
need for cognitive closure does not play a regulating role in the influence of perceived scarcity on
product evaluation. Finally, based on the analysis and conclusion of the empirical results, this paper
puts forward some practical suggestions for enterprises to implement the virtual marketing strat-

egy.
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Figure 1. Diagram of the theoretical model
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Figure 2. Comparison of mean values in different experimental situations
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Figure 3. Comparison of mean values in different vanity marketing scenarios
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Figure 4. The mediating role of perceived scarcity
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Figure 5. Modulating the need for cognitive closure
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