3% E

rhEHEE AR LR
HFEIRBIP NN *

O #H#&F

R

WE RARALGHEFKAMALH ETLRA, 24
SHFATA GG RIEFALERA IR, AXLBUARAH
BEZ, AEHEM/ ZARFRYBEERANALE, K
HPEHBETRANZEEREFRWEERAGY R, B %
RAEAN, BHERITARRXEREREZERTR; @
FEREASR N SERARE B EERZALITAER,

X@IF AR ERRER; @F &R TEER
*R L LY FAAASFAFRRREM (2011BGL004),
2012 F Li#Ed R AT TR A 8

WA REH AN EBTRMIT AL RS . L
L HER BT AR, AL T IE 32 BBk B 2 2 5 B K E,
E N HAFE S BORRES T Z BRI A,
Mt am k. " EAACENHRE R, HREE
BARAUITRS T IR RA R LB, AT IE B S 1T
AT R, ARBU AR ar R T 7, TS AU A A R
WSRO R, FEPEMEAE S, ATREE
BN SXREMT RS ICHHRE, fIWSFTH
CRHMIET S T ARXTW S, X A BRI AT R A
RABEREREES, BT R0 8 — A ) RS2
HEIK . T KREWRE AT LB B %, IR,
B AR A S L R RO AC I E AT, e
AT “#HmE T BBk “E®m T BAa, XEHEEHE
BT R B I E T BT A AU BN B S R SRRk
s g2

DITEMI B SE R £ R RN FECH2E | e A MR
3R ANRAT B, U B TH B =T A
ZBA 3 AT A e U R R R ET E
ShEFERETHE S, EFMAXERENALET N
Wit, BN X i a0 3 22 8 & B AU BB ZE IR 22,
A BRI TH R BAT R BT SRR bL g D, K, AY
FI%5 T B AT o R R 7 R [ E R T RS R A TR —

Y. FEETESFRRENEK, AMIXHERHER
AR, TH PR R A BT R RE T 2R T I R
HEBERRBEMER, ZOEEHBRREEUXESRE,
BE 2011 F3 A, TEHORMMFRE - REEHHR
H, E#ELTHHEREBNIE 107250, Bt AF
BEER L RWEsT—, PEIL, EFEYSETHRE
BRI ELMERTYE, FFRIHRBEE R A RIR
H+4EE.

EHWHET, AXELS “PEEET, SHmaE
WA AZ MR R R SRR X AR IT, EZERH
BEARB RSB, WITESBRARIRET
X A R B R, LHEEUE T EIR
AR NTEYLR . B, 25308 5GP
MOBTFE VS, X E R TR AMEES LN
YRR AT R

— 3CERE R A R RIE

1. AUy e HoE 3

(1) ATy E X

ARIZFEFHEXNNEEAFRBE L. BALERIIER
— Rtz i, PR ANBAUIE RA S A M EAR B —
Fiit ek R, WA AR AFRE it gHER,
& Z Mg EN I, M B SN EE R K R,
EFNIR AT HEAR "2 B4 Galinsky ik,
W ARAM—FOERE, AEARRMEERR,
AEEMAFERT, REMNMEERBEIZAERONEFH
FEAT LAJS 3h S A 1 A8 S M S AT ) o Rk & B2
FIIZ R AU RAE A S 2 A R R A A R BT R
BIAERT BRIE 7 X —E o 1 Homs, dh e ze T A R
xR BRI FASEE A 2 ) A K HOIR A, R AL
3 BN R AR o R 1 A T 0 N B A 3R AR 5 B
FAET VAR BT TR ESER. REWEN. &
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BRI ARESE, BERAFZPRELHFE FIARXF
BHREANEK. Hit, SUOTRERHANENERMT
RERMBET.

(2) BAWIES)

BUATET A4y R4 #3413 ( Chronic Sense of Power)
FIHRYA AL J7 ( Manipulation of Power), KHIF 1B A%
SEEMAERE, WEAE A K AT B — B R
Anderson FREUXM KB NBRERATIR D, Al
BWIAESHMARRPNAOK —REE, HiaRES
SHA AR RAIEE . RUCAHRBER %,

R, REXEXTEILBIHFERER I
Bargh REFFEICRIE T AMNBIANN, MATRHA
FRIA %N 24T % (Word—fragment Completion Task) fE
WEIE S IR, M SR, M
% B ME & ANAT 9 10 1 e B B TS, MY IS B l4Z (Episodic
Recall). P! a3 (Role Playing), ! Fl A8 20 I,
( Scrambled Sentences Task) " Foia)iC # & Uk ( Word
Search Puzzle) " #FEBLA SCHRT 2 MG 3
B MeAh, SRS R B IESE BB 45 AT S R B R A S
{RAL 7, 150 40 Al 7E B B2 O HF F L BE B R AT 3 8% 1Y

HRi#£EEEZE TR AN TS HEEALRE
T AR N, BIaEA J1E& XA 7 8 09 ZI iR B R 69 T8
BB EEREITNERERSG TR AIEERA
B L WS RN U B BT YR BR
PR AR, T AR SCIE R SR A L, AR TR
HIER . BGE/ MHEIEE. BT BERRHEE. RTHITE
BRAMIE U KB IAAMBEE LS MRS A
o SR, B ST I B 24T 2 =2 i ) SEUE A S AR X 2,
ERFFEHE R, " BT XS T A 1 E 3
F R ER R AE VY 7 T BT IR S B B AR TN R S SR B =
B, XER MBI E (NEREZ) BB/
B EE RN RER IR R R — R,

2. AT R R A 7 o W S R Y R )

JZVEYETY %% ( Conspicuous Consumption) R H
HF SRS R S M S DL AT R TES), B
EHT R RN B e e BT R —F T A
UTAESE, B E B H AR W — T EE N,
HBETFHRAFTHBEL T AR ST R4, HWXHE
& B s HLET BB A, U0 B, e o [ B P U
PR EENEEE T, FESEEZMETHRER
BEBILEEE,

Rucker FEH LR U 1L B FHFE (Psychological
Need) F.0>3{5 15 ( Psychological Propensity) B &, M
LDHEERMEELER. 28R MEshilali sk
B L EE A 1 — A B AT 90 FR AR 56 B AR R K 6T

M, BMOTREEFIFEADTERIT oG WAE
OHEFEBEE T HRMME, R R, SR
VAT BRAT A7 A T R AR

(1) A7 90 BB B XM A 7™ i T 3K T SRS P SR )

Rucker 22 EH XN KH B EFE T HARHETT
Bt BT S UL A BE B T BT B A AR, AR
X FA ST EREN KT W EAHY, TS ERE
AEEEHR A S AR UKL—RFEHREE R, L.
FEZHAHEE U ZRBE SR M2 AR, ER
Wi 4t 2 H 3 h SR A] BE R A B B . X A T iR R
o 22 1 O TH 2R AR R A AT T AR ) iR, T 7 B AR )
B —FRAE, " FE AR EE AN S0 50 PO AR
AR LT R, REUIEBEN RS AR ™
ah, SEARAF S REAT BT S WA AR RO T (A0 e Y
RHE) BIF=ah, LMK

H X —AMMER B AE ST A LI REI . R
AR LCEFEERE, B IEHFNTENZHRKAN
1, ATREBCHEESEE, ExEMACKHER
FEUTh, P A B R AR S Z B b AR R e,
I, XS TXR SRR E, BRI NEEXREA
BEWEEFRE. AW, XEHCHEEREMAERE
E—AEM L eI RAMAT, AR CHAmA
WAl E AR RN P E L, S TR ATE %
FEre R EE E AL SRR T RE, TSR B LN
RAE, AW, EPEBEPRRIBRBERLZRALY
Ty R P A 5 ™ i R AR

(2) BT B9 0 LG 1] T 2 8 A 7 ot g 3K T e ) R i)

Rucker FH IR LI, PBRAEHAHEE, A
IR R BT S RE ;Y Sivanathan N, AME
EG P 3 B 3 ths 2R T b o 2 R P O o B AR T AR EROBR 2R
NSRS B RAE, —ERE AT LIS O > 4 ) H
PrARFE W Hk R, BFEAFREILF RO IREN,
A4 B H AL 7K S X LR T 2 B R i R, ]
Lee 58, SRAL A BB X 2 1 2% 3 I 008
B ERAE B E SN, Fik, REEAREHA—ER
W 1 T B B — N BB PRI B . P AT B B 5 R X 7 U b
PR —Fh B X BAET T, *MEEESIL
A H BT R AR

AR RRAR IR, NMES AT EAMERR
BIAC Sy, BT B R A B L. (B AU X AT R
BRY S W) 3 B Sy — b BRAGT 1) B, AL 7 B 280 1 7E A R A 8
XA A7 i B4 U S AR R — B . B S BB R G
3 s, DT 5 1 3% 3 2O i f) B A O A0 R R
B, 7E Lee MR, skl I aERI N
—RhOBEE T, DR A 3 R D T B A RO P 7
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BRI HEESRT, B8 R ST
PR RE R E 2 BRI LIS, BN, WG ST
FURMEETH B R IEtH, HBRELSERA AN
N—Z BB EME, IZEME LR, U
ROUOBERI, EFHMBE. AERBRYPENEE,
JEWEE T B B R MR BB T,
BEIR B AT R B A S BE . P R E, AR
3B TE B 3 W 3K S MR M 7 R REBE S R B —F L R
e, FARA S EARTENEAS, b7 3 20 1
P AL R A B R R L FE BRI, 12K PR R 4 52 A0 B 1 — B,
M 4E 3P T+ F1 B S FE M AR HITE &

MMEEEH T - EBNTN, WFEHRKXER
LVFEIR. BEASATE], AR E R RHRE, LA
fb Af& 356 F A E M IEEE B, Wi SR8 AR s 2 5] 052
B, 5 AL B A Rt AT B R R R HOAE I BT IR BE T (IR
FHORFE ) T TS (IR aS TR, H&
KFBMAMGA. BEARE LH AR EEN
MEsHEGREESRTEARE L, URHECHE
SE FR B B o B0 B dn— SRR T B AT I A A AR
IREI AL, BTEA, AT TR FEAT 9 F0 M L — Bom 35 7
RIBEMBE, I REARE L.

Tk B8R B T % 2 SO AT (B U X 2 Ak T Ak e 5 T 3K
7R THW, RBPEERFIEE BRI N RN
HHE. S sm—smEEE, ERE TN
HBASL— B AR AE Y T 9% 3, RO 2 I S BAE ARt B
RNk, HTRARHHSSFMAIE, BRI MEFER
A 3R A 6 SRAIE B 1y RO AL B IR R i o KA (R
T FH R ENITASEMPREERS ERENER,
BrEA, #as3cib AR AR E MR R IT AR — A E
EigAe, B mFHARPEMBHOHERAR, P hEA
HRE“LEEN (HEE@FHaE), HaFEHEEra
ZHE T, O T LE B A S A S R H A R
FER P EI, PEERETRENTRAACKEMN
theg B L, TSEEREE .

B, @SAJRS R b E I B e OB E, A
W0 XF T 3 F AT 7 AR S . FRATIA A TP T 28 3 R
PEHBRIT AN TEOREE RSP, BIEE A8 A R
BRI, BT Esadr, RITEBHMRE .

H1 : AEXS TRA I, Has s s gol e B E W
KB MR A T

(3) BFREIRBP AR

EBROHEREARLFBRESPREARAFTE L H R
HEREREZRIE, PEEBENEEMHRIT IS, &
VR LIRS R £ . P X5 P EERB RS E AT
KR KB ETEP AR Z ST E I X 5 2% 35 W L AT R

3% E §H

mnt, HEF A ERD N “FTAGHEFE” . ‘K
BEFEE” MR =AM, RBRAWEREN 17
AL B FRAE X RAE M T AT A BE R, B i
FZ, PEHEREEMH B R IRRNETESEZBLS
3. ML SRR E—BUE, WE TR A AR
R BT BT LA, R E T R E R T R IR A AR R AR
R BRAT AN Z—, FRE g R P EE A
g — Fefr Lo R A ]

wFREPEAE S — e BN, X}
MERHERRERE R THPEARE “E@F,
MEFEN “EET", MESHRE@T, #5HEHEH
H BV T T 9 AR A AT B . Y T RAE T BR
BT AT I B B O SRR R £ 25 T e 2 1
TREHR, PENERENEFRRSEEENBITHE
EAR KR, U i sl R T, 7% R A AT
BELETHEEEMYERENFE LT EFHME
WL R IBE R U ik i e RIE RN B A T
X LRV B AT A B, I AR T A e T
P 4 B 25 B T T %o M M AR T B AT O B AR R R
J1, RBUBA Y B X R 0 AR TH B AT N ER R B 3
WiRe 1, B EH R B AR R ERE L R TR
HFHEZESHHNHI, P ER BT BALERE,
FRLA, T %% B A A Wy 3K AR B Bt B AR G R M B R
RFH A E T O

ERE, W MAS RN ER, AR
SREAREWH SN -TEEZREE, TANKEAN
SR, HPAREBWARS, MEHNACH T
Bk, U E, MmO BB EUIE
—F TR, WEtREU, — DAET R R/DRRT AL
BN R RN, Mok, B2EwisH, HRERBEAE
FEIEM AR ZEHEREACRIA T T, HMhE
FRLEXMBEE AN, XHMbR, EITHEE, I
MRS HRE. £FF P EHFRELESENRE, 24
e S A S EPRRMEIRE S, TR
BT EEAMARREESHRFR—E, FAXALA
SL4HAC“EHT WHESS4AC“AET". Hit,
EFEMaP, ROTUEBINREARMAEHET R, W
HMESF HTR” RABHEMWE., ¥0E. BAMmE
BERIRAE, P AR A AR BRI+ HE, T
FTRINSGEBEHBITHEEMRKR, BTU LT,
ASCiR R

H2 : T8 1 B RTE AL J1 50 1 08 P 7 it g 3K T B 5 1)
HRPREAPNEA, NENRTERZRS, ITE
TRARSE, R I R W S 1 7

i L4, BATANESTEERT, AR
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S REM R ERENE FREIR, BB EE R
B R A, RATIICARE T m T EIR AR 1T
Z A B AR R

o3 Jigagt
TR

®A

i

B 1 BRET, KA TR O8ER, Baimi
HH R R B ERIF R R, RN P TR,
[Al it .4 3O A F1 Ay B e R B B R B 38 A

1. ¥R 5586 ¥ it

ATRIERMOMBE, RMNMEBETEHBERESY
240 B EE NP, CHPH 34 ABRBEEES, 4
U HET 206 Z IR, BREL 85.83%, HHH
485 A, LH 121 A, EHFEH K 2271 B RT HE
WX ELEE, FLRRALKEZ, ERHREES R
B — o ©

SR A 3 (A WA TT vs ARITT vs. FHl4H)
x2 ( PEERER . RS vs. TIEEMEFE &) SR A
HHNHEE SRR T TR IENTTL, B
F BRI, RE N EEIA X WA R 5
MM EERE, ITHIEERENELRMETEEN, i
H RTINS - R—R AT HEEMNIMISIZRE S,
8B — TSR

2. HEH

AR MR SEZ, LR Galinsky HHF AL
B 45 2 42 ( Episodic Recall) J7 S shaki o0 8 R AL
71, BPESR A EHZ TR A B AL W AF B, AT
PR E AR 70k % B B R A (T AU B RIAZ A B
—REWPHER. BENEMRIETNRE, 5
W1 RGN S A A IS, BidibsikE
125 14 W15 F s & sk vl LUS A f1, 7= 4 B et
MR Sk, THRERH, X—BEa kR —FIEE A5
Bk, HeFEENr E6EAH “ AN G,
FAEH 8 MBI B RN BV 1Kz, Hf
1 R WA, 8FER WhHKR", ™

3. A E

PR AR B O W SE T IR . OV M TR 2R 481 Y T BRI T
W SEAZ MR P= 5, REOEIET= SRy ML, RAE 5 52 I T 3R 1
MBI H MRS, RICE R A,

WE A, AR, T OB R TSI R CRER, @
REGHEBRMAL”, B H08EZLIKFE “SANREZ
BT M R EEN BB RS G, R AR R AL
MRS, SERMFERNT 48R R EM, REm{RIiE”,
FHNTE R Rk CHRELH, mEET A CERE
KM HRE” MR, RERA 12 SERMNEHIR S
PREEES AW LER, b 1Ak —x
REeWE”, 12RF “—ESWE”,

4. BT B R B

FHBEEF ESFXT 206 28I IS BT
BZHTHRERE, GREWH, SRI4HE (M,,,=571,
SD=0.69). KA /140 (M,,,=3.22, SD=0.96), FilH
(M, o=4.71, SD=1.09) =F N7 BEFEARE, (F2,
203)=125.24, p<0.001), Tix F 8, @EabikpXEIZ A
A1k & A ST 18 BRI A R ZA—8, B
e, ANBMARBIE. BV, @ EZA T
AT LR TR B H B B & R A T .

5. 5 R 5itTie

FESH (ANOVA) RER, M= RWEEE,
A ERNIEH B E (F(2,200)=8.75, p<0.001); =5
B BN ARZE (F(1,200)=0.04, p=0.84>0.1); #¥
T EFEREBNTEEREE, (F(2,200)=4.23, p<0.05).

R B E R 447 ( Simple Main Effects) 20, BB M= &
FMERBENNISKFELEZREE (F(2,200)=11.35,p<0.01),
THAMETRMUXEEARN IS KEEES A &
(F(2,200)=1.68, p=0.19>0.1), B3R, T-FZEH™H, &
WA HP AR L EIE (M,;,,=5.97, SD=2.54) B3F & T
SR (M,,,=3.64, SD=2.47, F(1,200) =17.86 , p<0.001)
8B R (M,p00=3.80, SD=2.04, F(1,200) =15.94 ,
p<0.001) BIMELRIE H 2R A AP B A f 0 K 2 E
ZH A8 E (F(1,200) =0.09, p=0.77>0.1) ; ¥ F 5L 4 7~
i, BRE (M,,,=4.74, SD=2.00), KL Sl (M,,,=4.66,
SD=2.41) F#FHI2H ( M, p00=3.82, SD=2.17) ZHMWXEE
PR EEERER, ps>0.1, WHE 2 BiR,

RS TRE L, BIYRShE AR 69 3wt
YR VE TR I SE R B W TR S SRR U et
M FHEMERFTLIR Y, AR A7 K3 200 4 ™ b
WEEIER B E T w, HJ XS ™ SRR
FRERwE, Hit, X083 RE8R FHH 2 8 X R
HFEBMHNEZT R, AT, RS0 ST RHE
BEFEZ D AEIVIES . ITH —BEE 5
VTSR Z M RAEYLE], 85T 2 A E FEIRX
—AF R, DARRSS E AT SR T I SE B R R A
e, RiEt, BF3R 2 B =R, UIRBHR 1 M
2510 X Ho A 7= 5 28 2 T IR AR IS R .
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T i5E $H

BSAE
W (T4
B 3y RA

KB fh

SR BIE
B2 AHESEDOLES

=2 - EFRIRSIR TR

1. LB H®

R 2 WEEHWERRBRE FERESENISZ
A REEREE TSR A ER. BT TR,
B IS SR IR F RN, AT
MR EEE. BRI, LIRS &
A HFHSEEX LR G RO E., FEWHR LS, RIFEH
B SIS B B A BRI, ATRESBRMS
BRARE, BFE 2 MR A=A R), SRR AN
EAE R R, LRI 1 W R G R .

2. BEA 5L Tk

BRI 130 &4 MBA ¥4 S 5 T8, Hih
18 £S5 HNEHIEERTE, IRET 12885
(66 A FHE, 46 B A ) MR, AHFIXL 86.15%,
IR R 31.88 B

U SRR E (EAUT vs. RAUT) B E B i
SERFIMVLIELE R, IR EREIL R T WA, Hhs
BHEH 58 AL RAL M 54 Ao T SR s R4,
AL RALBEE, ENVRBHEARMLSIH—ERT.

Hoe, MEORHETAU B, KT 1, #fR
2 KM EYE (Role Playing) A B8 3 pU & 1K
. PRI A, fAOPEE—FE SO BRA S
, PN AN S R R . U R R, AT
B BR YL B, 4P PEE A (2R ) SR
HRT) fta, %E, KA 8 SEBMNEVRH
B, BELSERE, BIRFEZREFERESR.
HFEIRGMERAKFEZZEATFENEHFUWRER (11
A, ZBEECZEFE IR RS R T 0NEE M
. PHo AN, MMERE TS “AEEETFT 1Y
L E T B 7 T X B 4 B R AR R, SR,
AMEREEREEER F, NEAARREF. #ikwERES
HMERERKIEM XS EENRERAE, Hf 1AR%E
FEERFEE, s REEFFRE; KBS MHFEE “BEE T

M MEE T PR, BE, WEgEXT g
HEFAHWEREE., SREHE, BTrEesagiti—1Gm
INFLA 1R S B

3. RS

TR 2 RAT ST 1 AEEIERE I, BHEH
FRE—-HHER, t B ER, S AHGELRAEN
X1 (M=4.47, SD=1.68) KT EAN J74H pl iz /8% S0 B i) AL
J1 (M=3.57, SD=1.34), t(111) = - 3.12, p<0.01, X
AR B R RTIH.

FESHEGSRE R, BN HTHE KNI F IR
(M=30.83,SD=8.37) LIRA T AR T F 2R ( M=26.00,
SD=5.75) ®W3% (F(1,110) =12.49, p=0.001<0.01), &% P
FEEHNEERBEER TSGR L ERBE, BRIHK
RS E R (M=5.81, SD=2.11) 8F & TR IH
BRI L B (M=4.26, SD=2.12, F(1,110) =15.06,
p<0.001),

SEE 2 AT AR I BP T EMT R ERM, M
5,39 VX PR A T R 36 T 5 . BB AR S Bl P A i v AR
R AR (HE) BEERR 551 —3
ISR, BBl b A A T s B B W S M
7, T HERR T 7 & P 288 X SE 50 IR 1 R Wil o

A

0.927** ( 0.908**)

v

0.347** ( 0.057 )

B3 tABEARES

AT BT H TR R T TR T X % e A
LEE LRI THNMER W ER, BROENATE
&, BRI LEEENEER, #AERS
( B=0.347, SE=0.400; p<0.001), #RJE¥AS11EN HAE
&, WETFEREIEZR, #ITEES (B=0.319,
SE=1.366; p<0.01), H¥EFEYUWENEER, KM
PR EEEAE R, HITEIESS T ( B=0.927,
SE=0.011; p<0.001), B J&, WA M F & HA/ME N
BARER, WMEBEERWEEEENRERE, ##TE
H 4. bR, RO M & SE R R
B i ¥ 2k 28 ( B=0.909, SE=0.011; p<0.001), #X
NIRRT R WL EENERBRLT, AR E
( B=0.057, SE=0.168; p=0.133>0.1), & 3. LAIRKH
Bootstrapping 77 %5 U Xt i F B IR 89 A BOM AT RS
W 95% WEEXBEAANEE 0, WP,
SRENR, EWTERBYP AR B E (95% C1=0.58-
2.06), X VA I F 2 HAE A F7 X600 M 7 5 W 3K R
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g ERBIPAER, B 2 REZR

. R SITiE

1. HigE X

A SCE I H S A TR T AU —TE T R R R
FEERERR” ERAVURER, STIER R T AU X R
P 7 i B T S T B g A % T T AR R R A SO AR K
#, BHUTHE® . ERATEFCUBERHON BT
W (EREZ ., MmadrE) ] LRTE s E
FRBIPRES, AXFERN T, SRIMEHREEER
W) S A R T S o {BASL T RO AR TR KR X 35 FH 7= o W S 2
BEWHAK, HFRIRENTMERE™RWEEREZ
BIAL FE PR, AR AR TR 2 Bl R E W 2%
HEHEMAE, b EERES. ARERSESEM
IR EME T @S L. FABKIER. MEA
JER B A 4 TR O AT T B O R A . AR R AR
METT RAARBEARIN—F TR, AN
BIAMER “ME T, P eS| TN E XS8R
By REESIAEHSHENHBE, FUE
A HE WS B AL SR T IO R T 2, FEUL ARSI, M
R AL, P A ORI IR IR AP0 UE TiX— W #2 .

AL TTERIET « 8B—, DU SCERE DRI AL
F%t I BRAT R WS, AR SOR O B 2 SE TS B9 T R
YR FT AL 70 I3 Bl %o 2 M 7 i AR S R 7 o I 3K R R 1R
B, FE THBRET ISP E LRI EE,
FH AT IR I AT o R E R e R R R AR
M, T, RXEVTT BFEIRE SRR 51T
Mz EIMERBE, RETH TSRO, £8
THRASEHFEIRMFRNE. =, UEXTRAIN
MRAEERENHFER, SCHKIE i T ek
B AL 1 3 9N U vk T LB S 3h o R 2R R IR AR T,
Xif A FEAS [E 0L R A s T—&E #h 7.

2. IR BRSRE

RERTAEHRBHT A EXWER, HEH
FHFFREHRES . Bt Wy Y E AR &, E i,
AR FATE—E R R RE .

BHARBFARKRE . AL IZ R ASRAEREA
FIFEREA, DMRIETFFE MRS, BRI PERIFEA
A ARSI R AR, E3 T
AT REFEFERE, KRFERILEIH
G L, DUREHRNINRSE. FMet, A3CH
HEARFRERBLFHREBEN LB, e nhe
PeESEER, X AE—xE R b B T A SCSEE 45 6 89 3 R
P, B R X FUR PR AE K 2 SR S UE A 3T e A 2 I R A TE
M. HW, AXAETFRTIFRAD ST A D528

BHEATES, MAERRA. ZEEREFRS, KRUIA
Al LATE X —Jr A B85 0. Bk, RATER M T T
WEAE AL F1 33 R ML T 2 AT B h A 3N, (HBCH %
BHAMF RN ZWE T, FaiFeE. taus
E%, &G, TWENFERERHE, KREEHERITN
R rMEE R B R WS MR REE A 7E, (HE A —E 8k
FEAF, AT AC IR ZEM.0IREE A M T EBEXA
HF M, ASCHEEHG BMS o, HEEH#H 8
K UE. RAHFFAT AT R A BT

TSGR IT S, AFLAE LU R ILASJ7 76 & I a2t —
BB - B, PEA—mESEMERTE XL, EHRMA
X EEAT A, B, SRR AT IR TE A R AY
ZHRBERACISHEBAT R, R, SRIIPA
MR B AR RN TERRE, 820 52 B A R R SR Y
s, E B R AL D RO SR B R R, AL
B9 A AT BE B0 47 7 i B JRURR . AR R B 5T AT LB 2R A
FIXF 7 SRR W RO R, PR, BRI AW X E
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The Impact of Power on Conspicuous Consumption un-
der the Circumstances of China: The Mediating Effect of
Face Consciousness

Du Weiyu, Xu Weiging

School of Business, East China University of Science and Technology
Abstract Power is an important topic that has long history in social
science research. With the development of social cognition psychol-
ogy, power as a psychological state can be primed immediately, and
activate the concept and behavioral tendency on power. Thus, power
may have an effect on consumer choice. Nowadays, the research of
power is gradually rising in the field of consumer behavior, but its
application is still limited. This article focuses on the relationship
of power and consumer behavior under the circumstances of China,
and we tested if power as the independent variable has a different
effect on purchase intension of luxury or utilitarian products. In
addition, we further examine the mechanism as a mediator of face
consciousness.We conducted two studies to test our assumptions.
In the first study, we examined the effect of power on consum-
ers’ luxury or utilitarian products preferences. Two hundred forty
undergraduates were randomly assigned to 3(power: low, high,
baseline) x 2(product: luxury, utilitarian) between participates de-
sign. 34 students didn’t complete the study, so we got 206 effective
questionnaires. Participants first completed the power manipulation
(episodic prime using by Galinsky et al., 2003), then followed by a
task portrayed as studying consumer’s evaluations of advertising.
The result of study 1 demonstrated that compared to low-power and
baseline participants, the high power participants were more like
luxury products, but there was no difference between the low-pow-
er and baseline conditions. For utilitarian products, there was no
significant difference among the three conditions. The purpose of
study 2 was to examine the mediating role of face consciousness.
We changed product category and power manipulation to enhance
external validity. 130 MBA students participated in this study for
a special gift each. We removed data from 18 participants who
didn’t complete this study. The result of study 2 showed that face
consciousness played a mediating role in the effect of the power on
conspicuous goods. Results of bootstrapping procedures revealed a
95% confidence interval ranging from 0.58 to 2.06; zero clearly fell
outside this interval, indicating successful mediation.In all, the ex-
perimental results indicate that the powerful prefer conspicuousness
aspects of products; face consciousness play an intermediary role
between power and purchases intension of products that are viewed
as offering conspicuousness. Our study will enrich the research
topics of power in the field of consumer behavior, which will have
practical marketing significance on market segmentation, advertise-
ment design, storefront setting, product mix design and skill train-
ing of marketing personnel.

Key Words Power; Conspicuousness Aspects of Products; Face

Consciousness; The Circumstances of China
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