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MR BT — L MR &, BREET R, ANAREEZT TIIAHHAEE 8 &
M IR R CREFRET, BRI Z R 6 5789 P APl 69 1 £
Mt Fw, KRR LEERRE, Plde, FERIBART, SIMAFRAEEH >4 237
89 k45t B4 (Ruvio, 2008), B KAEM ekl 3% 4 69 t4d 4 (Song & Lee, 2013),
eAFH BRI EH G HE Y FERZEZEMXXE (Laurie & Lee, 2016) », 122 L d«f &
MY R T A AT B 6 S A M RS AR L .

Pral Lk Song & Lee (2013) +#R A, Sz A AR (RAMAKR) HTEHLE
st FARAFM F a9k, BRIRAGAR R A T satisfy their need for distinctiveness, @ & 1k =
AR AT satisfy their need for uniqueness. =T ., AP R AL 4G 5% & 3 TR A4F M = 50 12 1% AR
AR BIF AN BRI, AR —RBAART ATAEAFFPHR W, —RAR T “PR4FH,
ERFRA, VFH BB A KB R T H QIR B sn” R G LAAFBHE? o RIL P,
ARE Y % BRI T T B R M R e B AT A ARG R RS

%S, FPTEI Lk Laurie & Lee (2016) + 4% 2] we propose the serial mediation effect of
perceived product uniqueness — perceived product value to explain the “scarcity for me” effect
and the serial mediation effect of perceived consumption risk — perceived product value to
explain the “popularity for others” effect. L, JrAFH Rt W EZROHAER AL T
“H B THRRES, 3EAext T sk & k6 ek 457 28 de R A AR R, SXAP SR
8 Bgm 3t = S B R AHARA TR T, 5 RBATHR R R H KO E T A ket R, &
BRI, BABELERIET HI PR AL, KZiLIR5A, B KGRI
Bdmfe (FAPUAFH > &) MEZFRZAZIEG X ZA T LM, 225 TRAER A RHA
R, BRI EULERGKXZTRALLIMRA ., e REIZIH, RIRLE%RE A HEH
XA R Fofal) K ERZ AR A AR TAERAR? AR AEH ARG FIEF,IELT A
T AT @ AR IR, 12 R AT @ A9 IR IR B0y, KA IRIEM LT 5 BF A SAEM AT
ERMAFAREFT AT EZA, FRAEVLHAFE,

e fE Bt , AAFIL b H LRI RS A b A Ma ¥ (2014) AR —HRX A, &
2014 AR, AR R A T MRAFE AR R P A AR M SR 69 A L SRR RAT IR
MR, BREREREE T H TR BT Z 013 = St S R4F, B2 nNms, X
AR ATR—HE; RS RLLLIEG GRS €13 = et ia B T 22, EA1)
XBHLFY, ARFEREIATA, P EFLH RS R EGH-T
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U SRR 238 X 7 i B A DU AR P SR, T RS 1 75 SR A2 Y 9 3 TR MR M I AN A
FET, W2 B A RIS (20 JURFIE B 252 307 SRR, T R
R Z B NRRRL I R2 ], 2 8 B FREM SRR AN R ARk ARAK B FIH 2 BA R
SR b e BRAMURFE R SR, TS B RV 9 o TR IR H <R R (R R v R R R
(Song & Lee, 2013). XFE(EARLFHIIEIZ: T F i A0 <M A £ A0 649 0 9 & 3 T AR = 5o 2
BANE R BIF O R B dn, 8 REM 0 T F R R, e R TIRAA A &
ARV, MR OB EERGXRZTRAZIMRAY, o RRXIHE, BRARXERE 8 &
AT SR AP B S fe ) K E R Z A R AR TAE AR L LR RS R P A, D
WEAFLEA YRR AR AR EFEE: B, B DLUE A BRI (3) fEA
SO SRR BRI 3 35 43 % S THI (PR ARG 43, A O SCRR T A2 A DG JRe 1 75 2R 110,
T A B ) s SR b, FEXT PR B A AT 2, BT B R R S R e TR
SR KPR, EORF5ESCHE EE R ) “uniqueness perception” &2 A “needs for uniqueness”.

HIR, Xt AEMGBATERAAFTL2REFTNEZZA], TEHHAFEGFA,
R AR BRI B SO IR TR SR B DA AR B AR R T . A, FRATTRS
“H REMGATEREPANTEZZEEILEAT TR, S8R0

MR TR RS BB K= B2 AR A SSL (B=-0.06, SE=0.27, t=-0.23,
p>0.05), £ XU IR 1 5 1 e g ok g I 2 I8 ) 32 ELAE A iz ( B=-0.08, SE=0.21, t=-0.37,
p>0.05). MASMETRRATAERA RS (LLCI=-0.07, ULCI=0.16, 5 0), 4Rk
MK P AER AR (LLCI=-0.51, ULCI=0.38, % 0).
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BN AV E R G T R, FRATT B SRR T R T SR AE AN UE B S T SRR 2
B AER, XN T BB R 7 R 0 2 R SR, sifb T AR AU S B R
AR LA FH T8 S R 75 SR A T 0 S R R s ML (0 B S HEVE, 0I5 28 T SR e
SO 9 2 ARR I TR SR A 1) R, BT BB AR B B RE 5] R T P MR R R

FEANE UL — S, 7E Song & Lee (2013) & 2 (35 513 1) o, [ IREAHIK CNFU
RS2 R R, ST FR A R T MK 1 B4 : (0.28%0.63) +0.01 > (-0.13*0.63) +0.17.
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