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Abstract

This study explores the impact of social crowding on the consumption preference of arrogant
brands and its mechanism. Through two online questionnaire experiments, using two different
stimuli to manipulate social crowding and measure consumer brand preference, the results con-
sistently show that consumers tend to buy arrogant brands in the context of social crowding.
Competitive thinking plays an intermediary role in this effect, that is, individuals are more in-
clined to choose arrogant brands when their competitive thinking is activated in the social crowded
situation. Finally, we discussed the theoretical contributions and practical significance of this study,
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and put forward the research deficiencies and future prospects.
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BEEBLS N DB, A ERAGHER S (] FREM AR Z , RS SR T
s, REENHFANOE —KE, HPEREIe R . FEL5FAE X 5w
FETRIE 5% AR H I NI, 72 Il T e e s st (V8 2 B 4, SISt RAE B W Ash e
REAE . KEBF ORI R E TAL ST S0 9 A e, e R ERE, A
AT FAFA P A S TR e A4, W BB RIS T2, S B BRI AT
AR O — IMEFRIRAIRT 0 FE

AP AN AR 30 O R R M, XA R AR . AR, — el IR A
18 B MR s e BilTn, 3 [ 47 ERE DN b TOP WIHERIARTE /S “ MEAT TOP Wiy 45 2 fie 0
R AE L 7 s RGO EALTE AT MR UR s | S I EARRRE KB,
FIERIRERK” ¢ FHEGHTE SRR “ RS TSR o KSR EIRY], A SR s
s RGOSR (RN, TR R SRR DUBRRR . I ARAd N B 7 S BAER T R T R (Brown, 2012).

BEE N TAE 2 T RYERE AN, (B8 s R RE S T NATTRE 2 O /MAR R, s H 8. S mtd
aHAL SEBLE M. EAERATE I A A 2T N AR ZIR T SR, 2408 2 A mh kK
R, SEGHE BAEPLHORIN , AT S T 3 R R AN RIBR AR o (2 20t SR, &%, 2016).
AP RN A IOV AIBR L, AFME S i N 2 18] TEiRA5 BUR 47 (11X 73 (Worchel & Teddie, 1976). fi
188 fts PR P B UAE — B RS L RES R AR AEAE,  IRAMIVRRVERR SRR, RIS 5S4 AR

2. XERGiRSREHEE
2.1 MBS HI8mME

Worchel #1 Teddlie (1976)3 1A 7E=S A BRHIMIR R T, HA 5T 2 H A B FA N SUBRAZ N
B AR BF A B 20t B FAt 22 S = AR i . X T AR EE, %E O’Guinn (2015)5548 H & A H% (1)
ANSZBAANAETRAEHZ, FrPAAS T Reas N — P AL EAR &2 . Hall fi8 k235 i — AN OG5
S5 SRS N BRI, A N7 B2 B o8 NARB YD I8, VR AR AT S S 38 16 B I 22 01X
TEALSPEIESE T, AT AW N NGB 42 5, X 43 B 3RS A 2 18 B 2 A W 4
/NMaeng & Tanner, 2013). fRFEIRFE BN, ZSEPEE. B [A]PE B ANAE 2 BE B AR AE 4 QR 28 (H]
BRI, B JR] P B AT AL 2 BE B ARG (Trope, Liberman, & Wakslak, 2007; Zhang & Wang, 2009). X &bk &
BRI S MBS BB, AT AEAS S At R4 2 BE B ARG R BRI . W AR B AL 2 BE B R
sz 55N H B R, +h BBk, B3RS M E SRR RO S (RO, 7, &AT, 2015).
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HIRE Mt N E SRR RSEmE S T BIRE M NZ MBI, 58 AR, 33 i (s A bR P R AR 1
Mitiho HbAh, A %E G oA RN B3R SRR T N8 T [F) — B4R 1 80 14 53 (Hopkins et all.,
2016). MR H A ZE AL, A0SR AT AR P B a8 A S MR B, AT I L P A2 o Ao
T 2R (A1 P4 ) S o 42 A5 BR A ok AN A I 11 2 BRI o AL B FE 1S IS N 23 (AR IR AR [ B
{EA5 98 B8 & B 03 2 B H RN 3835 i 4% il 92> (Consiglio, De Angelis, & Costabile, 2018; Stokols, 1972;
Van Rompay et al., 2008), #1330 MAIE 2 52 FHE fl kB 2R . 498 288 B B A B I, flfiTe
i3 2 AL B R TSR SR K Pl i (Levav & Zhu, 2009) . 4 MR 54t NAT I BE B4 Ay, AT
SR BIAN N2 AZ0, F RN %, DR 2 i B v e ok s B 2 IS5 AN R (Xu, Shen, & Wyer
Jr., 2012). AT LAFS BhH 2 AN AN AT DASEER S AN X 7 o 2470 2 1R R R S DL H AR (i
NANSSEILX 23S, BT U5 Ja 5 SRR P 75 SRR BE P47 (A2 B2 (Zhang & Wang, 2009). it f i /&
ZRAMALIE B SR, SRR Al N AR BRI T f B (Johnson et al., 2010). fHUIS: fi B9 4T i it 22 5%
BT R AT B & 72 9 b WALINT SR AT RSO B AN IR THI T R 38 45 P ZE 4 B (French, Raven, & Cartwright,
1959). BtAk, HHEFRH, HOSEIFHCER G ML E: BluAMATE S 5 B2 AR R 00 E BRI 58 (1
AR BEAE N (Tice et al., 1995). FERE A AR IS EE T, V8 2% 7T e fw i (i it it DA 2 e B R
TR, LIHMAX 7. B, B R AT LUK SRR 6 AR AR IR, G S NS SR 2 i
fi7(Han, Nunes, & Dréze, 2010)#¢ 48t 2| HIRIE R &, PSR IRAMEERAERA, RO H2 55

Tk, AEFFRIRE LU TERK:

H1: thEex s & E 5 BA E R e A

22 =HMBRHENDNER

XPFE R R R A AT LURSE =28, B, P2 BnEfl . ARe. MEn DU K AR
e mILER R R Hxk, 8. ARRe. Ml DRI R A 2 A 22 7 (0 R 20 e 4 e L 4E 257
A ARG R, WHIRE . KA. (5 BACTAEA F IS B BRI 58 4
] (A 4B, ZEfTHI, 2005). Stokols (1972)fHt, “HhaxtlBFHIFAF I T XT38 (A )AL 2 BR %1, JF
EME 5N SR TR (W, AR R SE S (p75). JRE BT TR A AL 1) IR B 2%
HIGE— P34 (Bone & Mowen, 2006), {H A H ML EAT IR 2 IR . IUA ISR AL 240
B e A e 4R 0 (Hellmann & Jucks, 2017), E1 A% BB AUA AT RS, HL AR AR AL 239
FAE NI R 20 5 g AR i (R 52 o PRI AR SC A SR R 2 R AT, Xtk 2 4 B B il 5 4 SEL 4 A
IR AT RAIR R

FEARTEROE I SE G RAE, R = AN J7 TR me T 2 0 TN R R A . A e SO — K
FH AR5 K ) B R A, 38 e AT TBCRE ) JE 5KSRIE B (Hareli & Weiner, 2000; Kowalski, Walker,
Wilkinson, Queen, & Sharpe, 2003; Leary, Bednarski, Hammon, & Duncan, 1997). 7587 &8 )L E KK 64T
NEHEARRETZSA R, BATRABRIEER LB IRAAT RS B, Atk ies
THEE NS e YRR UK, T 2 X T8 St R K e 2 M AT BRE B vy e L, R B R AT 3 SR A AL
FERER, BIRMEREE, MR SRS, AR, SREURBUARF (B R, SBLX ). Nichols
(2012) B SRR B, fEBkR T, IHEEE, o35 DU B R B B0 i, ANATAEAT IR 52 4+, DAL
A Be 2 RS A ) FE 7 IS A AE . WFFER IR T LUME At ik it 2s iz (McFerran, Aquino, & Tracy,
2014; Shariff, & Tracy, 2009; Tiedens, Ellsworth, & Mesquita, 2000) #1155 A4~ A& F3(Williams & DeS-
teno, 2009) I RAE. AMAELE Pitt 250 5 E SCIMT ZBRTH () B AR S IR 3RS T, w it s pLomay, o s 4
SRR 5
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H2: SRS B A ST B8 M R R R 2 hMEM, HSFSHES T MERRE
SHERBZERAE, TR I fBi% 5 R B2 ) T e Ak

3. K —: HLWBTIEIRMEHENERN
31 SEWHESIE

HATEL AL T, L EHSE 125 kS5 T SRS, Hh 51k 60 #(48%), Y
BUPEIERE 23.152 % o T KBRS R ARSI TR H K, FolEAIEE, AW R HI
EBEASPIABEATTRINE . IR 2 LI AR HBE vs AR 21T x 2 (2 dh ik . (g
Al vs AR ) TR & SRR BT, AR PR AR SR, W AEFRA N LY. POyl E
ARG AL, Kt 2Bt 64 N, ALl 61 A

5 AR A — T B W A IO IR ST, AR Huang 25 (2018) Ak 4t 1
BRI 1) ZERUOATE D — L2 [HDWA FriR e i e Fr, o dk S BALE 2218 [ e 2 M A2 10
W EARMETAL, FRER N AN N T RIS RER S0, AT BT A ZL A

Figure 1. Picture of independent variable stimulus in experiment 1

1. SH—BTERHIE R

BaJE, FRATRA SCEERIMEN BN BOR A BT B #R T B L FRE =AM F—, H
—HERARTERNE . B, A CRER R, TURET, BB, SR E Cm
2 B=, R AEETIER PR . R RSCT R SE S, AT ELgER F(Q1=
— RVESANIREY, T = A IRER) B AL S B R AU A VRXR G A IR BT IR B O PR

BB 5 R TR B e B M R R B (TS5 . S Norah Awad e 5t A AE O SRR &t 4
PR BIPARAX TR, SRR TR, ERA R TR N B g
SR, PR AR TSR T Awad & Youn (2018)& KA EHOILIE 2). TopTime 2 il 2 b i) it
YRR RSB AREE AR CBRATCATL AT SR v B R T 4, SRR G . BAT T
Rt AT TS, JELL R AR R R AR A (BT [ 4% . TopTime A f, BA 4R
g k. 7

ClockTime s&— Ml M. 75 iz B E AL “TRATR ™ LT SEVE AN & s f ) 4 . 3R
M FRBHERFE RKHIRITROITE, I DRI IHER TR E SRRt 4. ClockTime —/M&
AR, 7

PR R ERUE , A TR EEARE B B B2 AR I TR A B, v 1 el SRAR I SE— R TR,
S A ) T E—4~? (1= TopTime, 2 = ClockTime). 5&# FiR W IUESS f5 SR HCHR MR AR i N F 4 it
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Figure 2. Experimental materials of dependent variable in experiment 1
E 2. LW—EHTELWHR

3.2. SKRERMSHR

BYRI . RAH R R T ZE PSP AT RIS IR . ) in g A R FE B BT R SR ARk
WA ZME” (L= FEEAPT, 7= IEFEWTEERPRIE . HE 77 245 R R RAT Az 2 D (M
P4 =6.047, SD #IH4L =0.916 vs M AEHIFF4L = 1.590, SD AEHAHF4H = 0.9377; F(1, 99) = 722.461,
p <0.001, n°=0.855), #LexHHALANFTRE R bR E AR AL S35 4L A0 B R8T I 4 .

BB RARTE R . K R J7 A A S BT X R I 2 1 R AT ARG, LA B E NI AR (0 =
HZ AR, 1= JEMEUE IR . ROTRIGRE, St EiR, AT RE Pt ST
SR (RIS i RO B, BRI BRI R TS T B S (x° = 4.163, p = 0.041), FHALAIAER B
AL, SRS = 5 0 E ) B (2 vs. AEIIEC 4L, 65.63% vs. 47.54%), SR 1 —FL.

3.3. itig

S — it A s 1 7 SRR MR IR BOIR S IR T AL S BT S 08 S S ot R, R
T IEE S, TEALSRPTIE BRI 2 3 s 00n) T EAT 08 S 2% . (R SIS IR U FR 8
T R, BT ] AR R AL AT ) —— B AR BRI ZR P (Emmons, 1984; Lee et al., 2013), Tt
SR B REATE T A RBRIEER . L, 7R A SO A3 Hh U T R B A R 4 o
it
4 W= FHEUBEMOFNER

SIS M H A A S, SRR SRR RS A RL, RIS UE AL S BT X 1
SOMAAER, RN R s BB, IUESE MR R AMER, A S B g
(IR LI B o

41. LWHEESE

55286 — KM, RS 65 MRS 5 T ML S, Hdh ik 28 44(43%), #il T4k 30.38
%o KU R 2 (SIS AR S BE vs AR HIEY) x 2 (i Ak (IR S R FE vs AR i i
EFR)REKIBE, AR ALR S, (e R RN S . Bl BN B 2+ 2 S AL
FEIIBEA, Frb b IBiA 32 N, ARHEIIHAE 33 A

A E MR B MESS . BRI T 2 WA R A AR ST, BORBGRAE T — g I [h]

R 2% (1 1E 17
s LH 2 I
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Figure 3. Picture of independent variable stimulus in experiment 2
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Figure 4. Experimental materials of dependent variable in experiment 2
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BYRL PSP R B E R M A2 F =6.97,SD = 0.174; M AE# & #iFr = 1.531,
SD =0.95; F(,87)=1046.082, p <0.001, n°=0.943), #-2MEHINFRE R ARSI AR S
LI RIS, U A AE BT AR A R 1

BB MBERVE R . R R R 5 Z e A 2 BRI O (s AT A S, AR R E N
R = RS BUETL, 7= JEEUS SR . BEERETESTRE, STt aeier, BT REN
FES I I A5 8 B () SO0 5 RV Bl BN R RR A RARER T S 1 B (S (M H B =5.727, SD
FHAL =2.05vs. M FEHIFFLL =2.969, SD FEHFF4L = 2.087; F(1, 65) = 28.898, p < 0.001, n*=0.314),
1 —5.

TEMRENPMER . T HRFHNERIZIHUS], FATE % LATE 4t B4 N A E i N R 5
ZEOI AT G5 R R AR TE BTG 58 T 50 G M S 4R 4 B80S (17K B & (M B4 = 5.045, SD #ilH741 = 1.039
vs. M AESH#F4H = 3.555, SD R4 =1.079; F(1, 65) =32.196, p <0.001, n?=0.338). N [ IiFi54+
P ELE R A ROV, R bootstrap v206) 5 4 1 FLAE IR R A RS AT R 56 (Hayes, 2017: Model 4). 2553 5
IR, KBS 35 Ak B4 B IE A1 5A I (B = 1.1543, p < 0.001), 3540 1tk JEZE 0 (18 s S i ) A B
I IE TR (B = 0.2708, p = 0.0336) .t 24 HF 0 il i W 2 i B4 2400 2. 35 (B = 1.1130, p < 0.001). 7E
FEA B 5000 F1 95% B 15 [X 18], 45 JL 57 35 4 1k JEL 4 F) o A 258087358 43 42 3 (LL.CI = 0.0058, ULCI = 0.6347),
RO/ 0.3126,0 BRI, Sed M BAETEA 2 HHT 5 A0 B FRARTH 7= b i 1 (10 38R b R 4% T R
EH .

4.3. g

S — FHRIRAIE 1A BT S RS R B B TR e &R . BRI, MEE T AR SIS, e
IAF 2B B O i O B S . O LS8 TR IR T se v AR R AE R, RIS IEHE ST
AT TE S R R YR AE AT I G182 ot R 2% (1 mT RERE

5 fAREESTTHe
5.1. AR

ASHIEFCERIS 1Ak 2 PGS IS b R 9 5o S L L AENLA . Sl PR BsREs, RGN 7t
PHE 5 IS B 2 2 AR ARG AR o ARG B R RN CSES8 )BT N, ML B 26 A
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Wi LA SR A R R RERIAS R iy Bt R BU T —2bk, Dtk 2 8555 (R i R 9% 22 1) A P 2R
RAETME TIEY .

5.2. EiPTTRk

HAE, AHTTURGE TR LA R AR RAL SRS E REAT N B OR R . B E E SR B4
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