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Abstract: Mental imagery is an important concept in psychological research field, this
article introduces the studies of mental imagery conducted in the field of consumer
behavior which is traditionally and still very closely related to psychological area.
It discusses that mental imagery has strong effects on consumer’s learning and
memory and its role on affecting consumer’s attitude and behavior. Four mechanisms
underlying the effects of mental imagery on consumer’s attitude and behavior
are proposed. This study provides a comprehensive review of studies on mental
imagery in consumer research, which may benefit future related research and further
understanding of mental imagery.

Key words: Mental imagery; Consumer behavior; Effect; Mechanism

Received: 2019-08-30; Accepted: 2019-09-16; Published: 2019-09-23

Copyright © 2019 by author(s) and SciScan Publishing Limited.
This article is licensed under a Creative Commons Attribution-NonCommercial 4.0
International License.

https://creativecommons.org/licenses/by-nc/4.0/
oloe
BY NC

www.sciscanpub.com/journals/pc https://doi.org/10.35534/pc.0107031




HERITRPRREVIDEE SRS 2019 5 9 B
498 - E1BETH

1 3§

HAET I N BRI T O A3, SIINA RO S SR AT
Ak SE B E, — BRSO B B S R S AT A SE . XA Bk 1
HE LR, WEE T.OMER, DR TRE.OMPMESTEH 27 Sl =k
TR EFBMAPTRR, HAmasE “XER (mental imagery) 7 o 20 {22 80
R, RRPGIAHTAT IR, ZETE AT 2B IR H5 OB
W4 i TR HAE BIHLA 5 SN ], TH 2A T o sk rp 9 R R 5
HTRIREAE I T 28 B0 hae SHLH, LBhas T8 BSc BN e . AR,
XEBEHF TR N O B R R T T ARA SRR TE . ASCLIE IR T 217 4
PRSI A, P ICE N HRE MR, REEH IR R A
HPAT A ESIIRE, AR EME I TS 1P .

2 HETAPHRR

21 BIR5RE

ZENNSINSEIE L B ST (R (R SRS i Wi O S S A Rl A |
MW PSR (1] [2] 0 SRSEMEAR, R MMETERAIHT
JEGERI A AHERARYS:, AR AR AR FH A |3 | o REAMUAT
VAR AE, b nl AR TR gt o (AT, ARG Bl X 2 E IR T E AR SN T
WA (2] KM, 7EHP T NI E RS EME RN T AR LR, BREE
VERAEAF SR TARICAZ P i /2 [ 4]

BRR S ARG E R R SEAARI L, Al LUK A e 4 | Wit 3k
WRICRS . e KRG, WERRAE, Kb 2 R 85, Hib
BW K CTICPBRARFERIEM, R0 “FRE” AREWRE RS ) o RAEEE
MR IERR GBI PERR R, SO DL H A IC i R R MR R R . TEH AT
HWEFEH, TR AR, SRIERZONERR, FH N REDRE
MRELCRIES (5] [6]; MIEERZNETRRHAY) ERAR, KN A

EE

o

k2 -

M

lily

C

https://doi.org/10.35534/pc.0107031 www.sciscanpub.com/journals/pc



20199 8 EERITRPRERIVINEE STERNE
215579 £ 499 -

A AR GRS [ 7] .

22 FEERENE

FEHHATE T, I H SRR R E R L, R
— MR T | I O A B R SEN M E S, K H CUTURTE R
ARG, Lhan, YAMTFER GRS . AR, BRI, Bt ke
) EYRRATRG] . IRE B IR T 57 S XSS
AR, IR AT R R LIS & R . BRI, &
S G BB A B BN R B L RS RSSO, T SR AT
AN B A A e A 5 B R BARC R R G . UM, TH S AT AT
FHRIF R RGNS . TR SCT, R 5155% (8]

WE&ERZ RN R, REMEZD) T 0 LS SARENE . BAERE
Pl 2 B ARG DD RE AR BRI B [ 9 | o Horpr, 1Skl 5 AR 50 2
R A 2 RGN [ 10 1, G T 19 22K, Sl AWl fse
H—HITHZES . TEHAAT O, e RN I 2 4REN s, HL
e IO B 2R S DG B . LN, SRR IR T 2 A SC 01T {4 ] Betts
QMI ( Questionnaire upon Mental Imagery ) T3¢ [ 11 | JMEHHKMFESRES; 16
RGBT 5451518 VVIQ ( Vividness of Visual Imagery Questionnaire ) 172
C12] [ 13 ] ORISR SIS BR 7RSS, T RAT N ESE G
TR RGO FERCGE . D) B . S RIRTAT RS, X SemT LU )45 75
FORMBE . b T 247 S ST FR R AT 5838 B AN Sk AL B2 A G
WAEIT Iz, T H BN S SO FERTR], AN IR . Mg A
BRAFFIRG L RE R AR SR XHE 2841 th R R A5 iR AR A L

3 HE{TABRRKWINGEE

31 {ERTHEEEFISILIK
RO AT TERER T RGN FIIZIAEI . JEHE, Paivio

www.sciscanpub.com/journals/pc https://doi.org/10.35534/pc.0107031



HERITRPRREVIDEE SRS 2019 5 9 B
+ 500 - E1BETH

14 ] 4RI E G ERE (dual-coding theory ) LM JESEARCRIFSE [15 ], 1R
UF R T RBAE =] FicA b s B SRALEIT, R IRIGX TR Zp B i
TCBORFNICAC R E U T30 AR, IeAh, IER A RIE S EE IR EE
BomT X, R HAR = A AT XT3y (R R 53073 ) 1
IRIZRETT, PN R AR PR AR A EER LA MR I 2 S LA Bkt [ 16
TH AT AW W LE 3R 5 % IUAR N RS A A, N, Lutz RILAE) 4
U (PERRGE R R ) WS SR B EmEEM, U
S A RS P SRR R BT BT BT . Unnava F1 Burnkrant [ 17 ],
Unnava, Agarwal il Haugtvedt | 18 | SEBFFEARE R T RGN 21012 i 8
SO A RRIE R D RE & BRAE I Sl mT LA E i g R TR T T R A i ARk
P E A R B ACR .

B T aRAbicAZ 2 A, RGN AL A UE SO kR 2 A i
BL19 ] o AT AW A 2 E LI, TEE A IS 5 R IIE 4
HE), B AERNREAUEREIINE SO, BRI R EICIs, IF AT
RIS A FREARCR |20 | o Lakshmanan Al Krishnan | 21 | & BUAE
RBEZFHEFEIHE R T, W A REEERNE RS SBOEZ M
BRIH 2. Rajagopal Al Montgomery | 22 | #E—40 J& THISCHFSE, KIAFIH
WH BRI NFERRRH) S, SRs iRy A C % 2kt
AT REME, AT RB A AR S PP 5 B S M R B0 5 AR B 25 4B
K-

3.2 {ERFRESHMSITN

OB U7 AEAR ZUE AR R W R G FIW RAT 0 A s R e i, BBk
UEMTRERS £ i AR A FAE R R AT e, 3R MRS AT AR ). %
GAERTARFIB AT R i DhRe, B s B A B B PR ITR ST . Kiselius Fl
Sternathal [ 23 | #F7E &8, Wl PA{ULMCFE R, W51 S AR BiR
PR E.E), BERSIE TS I A S B S R S, 2 TS SO AR A 7 i S
Wijm, EZRET R, 51 S A IR T AR [ 24 ]

https://doi.org/10.35534/pc.0107031 www.sciscanpub.com/journals/pc



20199 8 EERITRPRERIVINEE STERNE
FE15E7H - 501 -

25 ], ORGSR (WS R E R LSRR )5, B3
BRI T OB ES)) MAESEES S (2601 [27], REBEERSH
BB B i PP SRR . BeAh, TR T S I AT O R R
W PR — L8 HLEA R E A AR OALE, AR s S8 S
TR

UEIRIE eA T AR IS S — P UESK, dad 5| S iH 2 IR R A0k
ToEh e 128 1 129, JEHURSRALHOC TR AR [30] [31 ] &1
UFREBIVAEACE,, TN, RERS S EUE A i B | 7 AP R SRR ] o
W4, SIFHRERER S ES), S0 LIRS ZOREEERHFER, &
SPCE AT A R LR 1T S R . RGO ] S A IL
LGB FAHSCHITE A TRAIRDY, A T R FE R S 1418 HH R R A0,
AOPEFIBLE, AR R G AN ar IE TSI 2 A I AN T o

4 HERITAPRFYMIERILH

41 BBRN

S, RRWEEE A AR, AR I R R R T
gy, MRS [ 32 ] o REMCHFRERY], TILEALN, KEHRER
TG ERER M ARNE 25, AN (R 7EAR 2200 B2 T 9047 T 90 v A8 4 0 il T8
ORI M, RE ST Z RPN EERR R, I H R ES
ST REERIAR T 516, XHGEREmE R [ 33 |, Kk, T TRZm,
IRk ARG RS, 5B 5 R0 AR BRG44SR N AT Rl e [ s HL 5
M. Simonson | 34 | | Walchi fil Landman | 35 | 254 %47 WF5, #FER T8
QAT R I 4 SOVAE T T8 2 B I 54T o SR I, BRI R I S
5= B s, AR ALEId 2 I &2, W, 7E Escalas [ 27 ]
MRFFE R, 70 K5 s s TR R A B, RN 7= A A F g, 3k it
WAR 28 K2 I AL S ISk A R 247 R TP R R A0

www.sciscanpub.com/journals/pc https://doi.org/10.35534/pc.0107031



HERITRPRREVIDEE SRS 2019 5 9 B
+ 502 - E1BETH

42 T - BUNMRIR

“H] 5 Pk — R % % (availability—valence hypothesis ) 7 J& Hi Kisielius 7l
Sternthal [ 23 | &1y, FIRM#REA: ShPEAR B anfef 1E T B2 98 & A R . Bl
E A E BRI SR AR, — IR TE BRI, O — Ty Rk
FAEBRRNY . B . PSSR E] 38T, ARSI R I
FPAEFEEASNNGEL (RE) , BReERAICIC A E BAESS, e
I, X EEAF BN CAR vs AF] ) 32352 000 B AR B ITAN o PR
VI P R BN A, Red s A G BRI, SR 4 =5 Al AT ]
X 23 ]

AR T — R R, 3R AR BB A AR Bk, TS RE S LI P
AT Z 7 AR DC AR L 5 B R B KO, B2, KRB VRS H
Al A S B S AR R E I PLEI TR R AR [ 36 | o FSE B, BIH
BRFAERL PR b A5 B e FH 2 G SR T R 23l 7= A DGR S T2, Escalas
Fl Luce [ 51 [ 6] ZIF T P& GE T i 2 EMLAT0 T4 A5 Bas ks
JE B RURAERSAR , 17 Schlosser [ 25 | R BLAKIN T KA ARG A0E .
WeAh, REAVE WA B ARED 2053 5 B AP ) By [ 37 | 0 BT
ICEE R B, RG] REAN S BN 7 i ) 1F T B O ERRAE R SRR, AR AR
SEAEMLT, RGIE T RE S FEIHE BASIER N T, B, mIE - 20 i
Bl RS Mg e 2847 R rh RV EHIBL

43 FE1EH

B TAE 5 Bl IRWE 58 —FF, 8 b AR 2 R A ORI [ 12 7K SF- A5 4k
T H S B 48 S iR B R 00 2 4k, 2000 4 DL HY B A B BRSO R AL T
B, Hoh — AR TSR AL A AU, AF L (narrative
transportation ) 7 g fLH Gerrig | 38 | #21}, J5KZ: Green 1 Brock #— Pk Jig,
EiEEEAR DU R R S S A, T R
PefiiR Sy “HEAR BT SCH, R R, WA R AU 32 R
SEAEREREEMM [37 ] o H4E Gilbert [ 39 | BB, ANTEIR B A H 3

https://doi.org/10.35534/pc.0107031 www.sciscanpub.com/journals/pc



2019 9 3 HETNPRREVIDEESTERNEI
215578 £ 503 -

ZAEEKEMA T, BRAMITA SIPECE AR R YRR R B
BRI SR, RER ARS8 T REROERE, DL THRA REITE
B EAAMEIME B . A, AT ASA SR IESE, — it
AT REASARE AR XA TAE 1, 53—y I W AR 5 25 S o (i A A
BRIt [ 40 | o R, BT AL LAY E B 1 I SRR BRI A AL
Hb s e T 2 A

AUFAL AL R A A i B A [ A IR S v, i 1 T T 5 67 T T A R A
KHYFZIE . MG Green Fl Brock [ 40 |, SKGARMNI T2 A 45 A ML)
R AE )T ], AR R LG AR 2B PR R B S A 1.0 B EDR
MZH 538 o T, Escalas [ 27 | ARG WA n] BEm 28R L]
P B AL IR B A BRI, SRR AL TR (5 B S A T
WD NS, DL s D BRI B AL, Escalas [ 27 | [ 41 ] BIYIH R E
ML AC S RmEE, TR BERITEAG ™= MR WEE, ZH &5
BRI R T 2 B DR B AR S B, 5 RIS TERY R
JEESZMR 7 it it R PEAN B AT 7 A R A I i R TR 2R T
WL, 247 SRy R s, 7EA5 B s b BV 605 TR
WA 22 P VA, (R A E B DL I8 AR 15 00 T it 3L
FEERVPIREAR [ 42 ] o

A1, Thompson H1 Hamilton | 43 | 483 5 58 4 % FAVEXF Hb— 38 )5 24
RIS R, 2T AR A Bl s R BB A IR B U AR, (BAERS
TR HEA . DA XS R i, SR R a0 a5
B, AT REAFA0 0 ST R AR B, MR — DRI,
B AT A CAZ B — AR B SR IS b, 3 Rh Bl BT 0 1456 25 52 i f AT T 7
abEAr. T, Laerd 8 AN [ 44 | #11J& T Green [ 40 | 1Y “transportation—imagery
model” , HIINT “HMCFPRAFT R CMFEZET R NATE AR, ORAF
BERGR AL AL A SEEFAT R T AER], X k2Dl RBH 247 R
LB T 5%

www.sciscanpub.com/journals/pc https://doi.org/10.35534/pc.0107031



HERITRPRREVIDEE SRS 2019 5 9 B
+ 504 - E1BETH

4.4 JTHINFIARLG

“TENHHA meta—cognitive experiences )" J& P BETA TG 34 1) £ N FIAL
B — B R AR (5 B R AR Sk M ICAZ R giAG 2R, ol AE OB (5 8 DL B A PR
BIMESFEE [ 45 1 o AR TR TN ARG AE S S , iRl 1
WRENAEMVER . W2 st, 9 ANDE RS BRI s, A fi A AT
S EE B RORINE, WA BE B A XML E SR [ 46 | Hlan,
TH 2 % 7 i PPN A — i 2 B T a5 BRIV A, AR RABATTRYPEAN 7] AE
TAOHGXLEAE QMG R [ 47 | o BE—200k, W ORE I SR A AR AN 2
BT A TREOS A 22 /D WA SE A ER TR T ARBUGX S P i 11 32 W AR U )
J# 148 ] o BT, Rucker il Tormala [ 49 | $i& t M TTIAHIRES f1 B2 & AFFE 01 9%
HORGIERE, KRR AT IR AR RERE . BT, RIS BT
INHRTR AVEH

W52, RGBS B R IANGE W INE A 0BT Btk , sy
Wi AP A SE 2 ] . A, Lee 1 Labroo | 47 | 48§ Ml #i Ak 45 vh 57 i AE
ASAHOCAT A SR W P BE A% O B i B S A 3 Petrova 11 Cialdini (2005 )
R A B AR AR I BAREOR H AR S BOR B S RIS, 51 o
ARG RIS AL 2 R A0 Hab 2 B sz . W2 id, 9 0
PRI B R R IR MERR B2 2 AR FH TR0 [ 36 | o e, o e A= A< ik
(2009 ) AIBFFE &P, AHG EARP= 5 AOMEZ) B2 B 235 MR 2% 2 6 7 il ) i g A
B 50 ] o 7F Zhao 5 [ 31 | FFXSAN[RI A B TIHE SR 5545 B 2RI AL 5 7
WAFAEVCRCAH ST, A58 & BRAR G 5 A R 1 i DL /R, IRHERY
MR P EVCEAUNIGS , TS MRS BRI R

5 BE5RE

ARG A TAEAHLL By b () B S — 3R R A T 2 A 7 o U /Y
HRMIFERER, Wi R R AT NP IIRE, MR T RRER TR /EH]
T SE ) FICiLZoh, ERERSA T 2 T 5470 . IER AN,

& m

it

https://doi.org/10.35534/pc.0107031 www.sciscanpub.com/journals/pc



20199 8 EERITRPRERIVINEE STERNE
£16579 505 -

G 2 H BT RGN T 55 B E Oy — M R R T 235 18 B R
Mo 3% NOR, ASCE RIS Tl REMRRETH 9047 O vh 3R G800 1) UMb A P AL AR,
BONTRA MRS T R R AT TH 338 RO IR AT o AR SCBON R Gu L 5 B
TIZS PRGN T SO B, AR SERAM R T A 25 %
ARSI, AT AT A S R RS LR LA T5 M {EAS R

F—, WRWIERRZIMIRZEM, TSR AHO 2R, iE 21 9%
oA, EABFEREE BRI RS, AR R LW Kb [,
JREERFTE AT DL R AR R R R AT ST o b e @ S5 0he, ARAER
BLEISE . T, ©ATH AT A T 912 R %, N, Krishna, Morrin I Sayin| 51 |
AT ISR RGBSR PAT AT, SR T 78 O 54 5 bl )
I, 9 AR P A RIE AT 2 AR TR B, e BRI 0E 5 ot 32 R 5 1A
TS . 18 Si A Jiang [ 52 | BB AR 36 1 LS AR GE (A S5 AR G A IR
B Z IR R LU o AR, ARRE R At SR AR R T FE b KA i3

B, PRI AT PRGN A ERIBLE . WnETIEIE, KGR
FIBLE 55 1% G BEIRIFFE IR R A0 BEALHR AN R B . A ASSCE I F 18 1E 17 7Y
FARSCAEHIBLA], EHE P A — b BERE AN 4t A BE R R0 IR, 7 22
A HEZFTORRAE R RRIEH TIH A e, AR AT T X
PEFIBERS A LR A )L

F=, BETRERIH ST N PR ZBOMIN R IRTE A, ASCRET
THAT AT RE B REAVE AT 32, BOA 28 RIS IR 52 I 3 G800 (14 52 1)
R, XUEPERBR . 24, CARRMIIFRIRR L TSN R,
WRR AR (AN A FAASE vs BAMISE | AR vs RALR) | AR2ER (1
REEMRES . ATREI) S50 52, BT EA IO/ B & BRI N 2R s
—HRIES BES, W EERA MR AR A A R R

B &6 H

AT LU B H R ERARRE ST H (71602177) 5 #f
LA NSO B2 H R T e (VL Ry R TRy B R ) i

www.sciscanpub.com/journals/pc https://doi.org/10.35534/pc.0107031



S0 BB T RPRREVIDEE SRR 20998

E1BET7H

(JYTgs20151202 ) ;5 HoM miFptt SR MR (219JC051) 5 WIVL TR

TR ALY 5 A& bt 2017—2018 4R FEMAIERE; WL TRy R a2 E U
P (Xgy17056)

R P

TR, XN . SRR ARVEIN TR IR S SRR mEFE] T ] O HER , 2009, 4104 )
305-315.

!

2] ke, Xy . REOFLMHIRSESE [J] . LBRE, 2010 (3) @ 651-
653.

[3] Kosslyn S M, Thompson W L, Ganis G. The Case for Mental Imagery (M].
Oxford: Oxford University Press, 2006.
https://doi.org/10.1093/acprof:0s0/9780195179088.001.0001

[ 4] Price M 1 L. The Role of Imagery in Information Processing: Review and
Extensions [ J ] . Journal of Consumer Research, 1987, 13 (4) . 473-491.
https://doi.org/10.1086/209082

[ 5] Escalas JE, Luce M F. Process Versus Outcome Thought Focus and Advertising
[ J ] . Journal of Consumer Psychology, 2003, 13 (3) : 246-254.
https://doi.org/10.1207/515327663]JCP1303_06
[ 6 ] EscalasJE,LuceMF. Understanding the Effects of Process - Focused versus

Outcome - Focused Thought in Response to Advertising [ J ] . Journal of
Consumer Research, 2004, 31 (2) . 274-285.
https://doi.org/10.1086/422107

[ 7] Ellen B P S. The Generation and Consequences of Communication-Evoked
Imagery [ J | . Journal of Consumer Research, 1992, 19 (1) : 93-104.
https://doi.org/10.1086/209289

[ 8] Lutz K A, Lutz R J. Imagery—eliciting strategies: Review and implications of

research [ M ] /K Hunter. Advances in Consumer Research Vol 5. Ann Arbor,

MI: Association for Consumer Research, 1978.

https://doi.org/10.35534/pc.0107031 www.sciscanpub.com/journals/pc


https://doi.org/10.1093/acprof:oso/9780195179088.001.0001
https://doi.org/10.1086/209082
https://doi.org/10.1207/S15327663JCP1303_06
https://doi.org/10.1086/422107
https://doi.org/10.1086/209289

20199 8 EERITRPRERIVINEE STERNE
FE15E7H - 507 -

(o] B, k& . RZMEIERVE [T] . OHBAIERE, 2013, 21 (6) -
125-139.

[10 ] X0y RERFFTIrkie (1] 0ERE, 2004, 27 (2) @ 258-260.

[ 11 ] Betts G H. The Distribution and Junctions of Mental Imagery [M].New York:
Columbia University, 1909.

[ 12 ] Marks D F. Visual imagery differences in the recall of pictures [ J ] . British
Journal of Psychology, 2011, 64 (1) : 17-24.
https://doi.org/10.1111/j.2044-8295.1973.tb01322.x

[ 13 ] Marks D F. New directions for mental imagery research [ J | . Journal of Mental
Imagery, 1995, 19: 153-167.

[ 14 ] Paivio A. Imagery and Verbal Processes [ M ] .New York: Holt, Rinehart and
Winston, 1971.

[ 15 ] Paivio A, Csapo K. Picture superiority in free recall: Imagery or dual coding?[ J ].
Cogn Psychol, 1973, 5 (2) : 176-206.
https://doi.org/10.1016/0010-0285(73)90032-7

[ 16 ] Bower G H. Imagery as a relational organizer in associative learning [J].
Journal of Verbal Learning and Verbal Behavior, 1970, 9 (5) : 529-533.
https://doi.org/10.1016/S0022-5371(70)80096-2

[ 17 ] Unnava H R, Burnkrant R E. An Imagery—Processing View of the Role of
Pictures in Print Advertisements [ J ] . Journal of Marketing Research, 1991,
28 (2) : 226-231. https://doi.org/10.1177/002224379102800210

[ 18 ] Unnava H R, Agarwal S, Haugtvedt C P. Interactive Effects of Presentation
Modality and Message—Generated Imagery on Recall of Advertising Information

[ J1.Journal of Consumer Research, 1996, 23 (1) : 81-88.
https://doi.org/10.1086/209468

[ 19 ] Garry M, Polaschek D L L. Imagination and memory [ J | . Current Directions
in Psychological Science, 2000, 9 (1) : 6-10.
https://doi.org/10.1111/1467-8721.00048

www.sciscanpub.com/journals/pc https://doi.org/10.35534/pc.0107031


https://doi.org/10.1111/j.2044-8295.1973.tb01322.x
https://doi.org/10.1016/0010-0285%2873%2990032-7
https://doi.org/10.1016/S0022-5371%2870%2980096-2
https://doi.org/10.1177/002224379102800210
https://doi.org/10.1086/209468
https://doi.org/10.1111/1467-8721.00048

HERITRPRREVIDEE SRS 2019 5 9 B
+ 508 - E1BETH

[ 20 ] Schlosser A E. Learning through Virtual Product Experience: The Role of
Imagery on True versus False Memories [ J 1. Journal of Consumer Research,
2006, 33 (3) : 377-383. https://doi.org/10.1086/508522

[ 21 ] Lakshmanan A, Krishnan H S. How does imagery in interactive consumption
lead to false memory? A reconstructive memory perspective [ J | . Journal of
Consumer Psychology, 2009, 19 (3) : 451-462.
https://doi.org/10.1016/j.jcps.2009.04.005

[ 22 ] Montgomery R N V. I Imagine, 1 Experience, I Like: The False Experience
Effect [ J ] . Journal of Consumer Research, 2011, 38 (3) : 578-594.
https://doi.org/10.1086/660165

[ 23 | Kisielius J, Sternthal B. Detecting and Explaining Vividness Effects in
Attitudinal Judgments [ J | . Journal of Marketing Research, 1984, 21 (1) .
54-64. https://doi.org/10.1177/002224378402100106

[24 ] Keller P A, Block L G. Vividness Effects: A Resource - Matching Perspective

[ J1.Journal of Consumer Research, 1997, 24 (3) : 295-304.

https://doi.org/10.1086/209511

[ 25 ] Schlosser A E. Experiencing Products in the Virtual World: The Role of Goal
and Imagery in Influencing Attitudes versus Purchase Intentions [ J | . Journal
of Consumer Research, 2003, 30 (2) : 184-198.
https://doi.org/10.1086/376807

[ 26 ] Babin L A, Burns A C. Effects of Print Ad Pictures and Copy Containing
Instructions to Imagine on Mental Imagery That Mediates Attitudes [ J ] .
Journal of Advertising, 1997, 26 (3) : 33-44.
https://doi.org/10.1080/00913367.1997.10673527

[ 27 ] Escalas J E. Imagine Yourself in the Product: Mental Simulation, Narrative
Transportation, and Persuasion [ J | . Journal of Advertising, 2004, 33 (2) :
37-48. https://doi.org/10.1080/00913367.2004.10639163

[28 ] Hung I W, Wyer R S. Shaping Consumer Imaginations: The Role of Self—

https://doi.org/10.35534/pc.0107031 www.sciscanpub.com/journals/pc


https://doi.org/10.1086/508522
https://doi.org/10.1016/j.jcps.2009.04.005
https://doi.org/10.1086/660165
https://doi.org/10.1177/002224378402100106
https://doi.org/10.1086/209511
https://doi.org/10.1086/376807
https://doi.org/10.1080/00913367.1997.10673527
https://doi.org/10.1080/00913367.2004.10639163

20199 8 EERITRPRERIVINEE STERNE
£16579 £ 500

Focused Attention in Product Evaluations [ J ] . Journal of Marketing
Research, 2011, 48 (2) : 381-392. https://doi.org/10.1509/jmkr.48.2.381

[ 29 ] Zhao M, Hoeffler S, Zauberman G. Mental Simulation and Product evaluation:
the affective and Cognitive [ J] . Social Science Electronic Publishing, 1903,
48 (5) : 827-839. https://doi.org/10.1509/jmkr.48.5.827

[ 30 ] Zhao M, Dahl H D W. The Role of Imagination—Focused Visualization on New
Product Evaluation [ J ] . Journal of Marketing Research, 2009, 46 (1)
46-55. https://doi.org/10.1509/jmkr.46.1.46

[ 31 ] Zhao M, Dahl D W, Hoeffler S. Optimal Visualization Aids and Temporal
Framing for New Products [ J].Journal of Consumer Research, 2014, 41 (4 ).
1137-1151. https://doi.org/10.1086/678485

[ 32 ] Lyman B, Berardin S, Thomas S. Frequency of imagery in emotional experience[ J ].
Perceptual and Motor Skills, 1980, 50: 1159-1162.
https://doi.org/10.2466/pms.1980.50.3¢.1159

[ 33 ] Holmes E A, Mathews A. Mental imagery in emotion and emotional disorders| J ].
Clinical Psychology Review, 2010, 30 (3) : 349-362.
https://doi.org/10.1016/j.cpr.2010.01.001

[ 34 ] Simonson 1. The Influence of Anticipating Regret and Responsibility on Purchase
Decisions [ J ] . Journal of Consumer Research, 1992, 19 (1) : 105-118.
https://doi.org/10.1086/209290

[ 35 ] Walchli S B, Landman J. Effects of counterfactual thought on postpurchase
consumer affect [ J ] . Psychology & Marketing, 2003, 20 (1) : 23-46.
https://doi.org/10.1002/mar.10057

[ 36 | Petrova P K, Cialdini R B. Fluency of consumption imagery and the backfire
effects of imagery appeals [ J]. Journal of Consumer Research, 2005, 32(4 ).
442-452.

[ 37 ] Green M C, Brock T C. The role of transportation in the persuasiveness of public

narratives | J | . Journal of Personality and Social Psychology, 2000, 79 (5):

www.sciscanpub.com/journals/pc https://doi.org/10.35534/pc.0107031


https://doi.org/10.1509/jmkr.48.2.381
https://doi.org/10.1509/jmkr.48.5.827
https://doi.org/10.1509/jmkr.46.1.46
https://doi.org/10.1086/678485
https://doi.org/10.2466/pms.1980.50.3c.1159
https://doi.org/10.1016/j.cpr.2010.01.001
https://doi.org/10.1086/209290
https://doi.org/10.1002/mar.10057

TBERITRPRRAVINEE STERNG] 20199 8
- 510 - E1HEET7H

701-721. https://doi.org/10.1037/0022-3514.79.5.701

[ 38 | Gerrig R J. Experiencing Narrative Worlds: on the Psychological Activities of
Reading [ M | . New Haven, CT: Yale University Press, 1993.

[ 39 ] Gilbert D T. How mental systems believe [J]. American Psychologist, 1991,
46 (2) : 107-119. https://doi.org/10.1037//0003-066X.46.2.107

[ 40 ] Green M C, Brock T C. In the mind's eye: Transportation—imagery model
of narrative persuasion [ M | // Narrative Impact: Social and Cognitive
Foundations. Mahwah, NJ: Lawrence Erlbaum, 2002.

[ 41 ] Escalas J E. Self-Referencing and Persuasion: Narrative Transportation versus
Analytical Elaboration [ J | . Journal of Consumer Research, 2007, 33 (4) .
421-429. https://doi.org/10.1086/510216

[42] Adaval R, Wyer R S. The role of narratives in consumer information processing

[J] . Journal of Consumer Psychology, 1998, 7 (3) : 207-245.

[ 43 ] Thompson D V, Hamilton R W, Edu R U, et al. The effects of information
processing mode on consumers' responses to comparative advertising [ J | .
Journal of Consumer Research, 2006, 32 (4) : 530-540.
https://doi.org/10.1086/500483

[44 ] Van Laer T, De Ruyter K, Visconti L M, et al. The Extended Transportation—
Imagery Model: A Meta—Analysis of the Antecedents and Consequences of
Consumers' Narrative Transportation [ J | . Journal of Consumer Research,
2014, 40 (5) : 797-817. https://doi.org/10.1086/673383

[ 45 ] Schwarz N. Metacognitive Experiences in Consumer Judgment and Decision
Making [ J | . Journal of Consumer Psychology, 2004, 14 (4) . 332-348.
https://doi.org/10.1207/s15327663jcp1404_2

[ 46 | Schwarz N. Accessible Content and Accessibility Experiences: The Interplay of
Declarative and Experiential Information in Judgment [ J | . Pers Soc Psychol
Rev, 1998, 2 (2) : 87-99. https://doi.org/10.1207/s15327957pspr0202_2

[47 ] Lee A Y, Labroo A A. The Effect of Conceptual and Perceptual Fluency on

https://doi.org/10.35534/pc.0107031 www.sciscanpub.com/journals/pc


https://doi.org/10.1037/0022-3514.79.5.701
https://doi.org/10.1037//0003-066X.46.2.107
https://doi.org/10.1086/510216
https://doi.org/10.1086/500483
https://doi.org/10.1086/673383
https://doi.org/10.1207/s15327663jcp1404_2
https://doi.org/10.1207/s15327957pspr0202_2

20199 8 EERITRPRERIVINEE STERNE
FE15E7H - 511 -

Brand Evaluation [ J ] . Journal of Marketing Research, 2004, 41 (2) :
151-165. https://doi.org/10.1509/jmkr.41.2.151.28665

[ 48 | Menon G, Raghubir P. Ease - of - Retrieval as an Automatic Input in
Judgments: A Mere - Accessibility Framework? [ J] . Journal of Consumer
Research, 2003, 30 (2) : 230-243. https://doi.org/10.1086/376804

[ 49 ] Rucker D D, Tormala Z L. Metacognitive theory in consumer research [ M ] // P
B Turnes, K G DeMarree. Social Metacognition. New York, NY: Psychology
Press, 2012.

[50 ] RHl, AR I PITFATNBE RIS [ ] . ml & 58,
2009 (213) : 91-96.

[ 51 ] Krishna A, Morrin M, Sayin E. Smellizing Cookies and Salivating: A Focus
on Olfactory Imagery [ J | . Journal of Consumer Research, 2014, 41 (1) .
18-34. https://doi.org/10.1086/674664

[52 ] SiK, Jiang Y. Bidirectional contrast effects between taste perception and
simulation : a simulation—induced adaptation mechanism [ J ] . Journal of
Consumer Psychology, 2017, 27 (1) : 49-58.
https://doi.org/10.1016/j.jcps.2016.04.002

www.sciscanpub.com/journals/pc https://doi.org/10.35534/pc.0107031


https://doi.org/10.1509/jmkr.41.2.151.28665
https://doi.org/10.1086/376804
https://doi.org/10.1086/674664
https://doi.org/10.1016/j.jcps.2016.04.002

