R E IR ZETR

2023 2 AESBE2H

#h 2 HE R XTI e 4700 155

BB
A ST EB, HN

i ZE | MSHEREEEPE— 0 +OBLANR. EAMXBIRE ™MANINRIEET], MESIRBINOVEIREE. KD
MBHRG, MARBRIOTATRENS , AXETHEREE (Wiliams, 2007) RBEHRATROMEET
KIBIE, BRHREOBRITNDAMAZE, —LEAXRAMBERTH, B—LEAREMDERTH, Wi
FRERIFERTHSHRSERTANAFTHTIINES,
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1 3l

#E23HEF (Social Exclusion )28 MAPHEA MHA S A ANFE L, HIHJE T RIS A 200 2 192 57 (kB
HUKE, 2008) o AETEH RAE KIAVNYHEFRSE/E, e T Redk Il AHE R, ARl febklR
Fafl FRHF, EREERETTRECE AT . A SHR A E AT T, SEOE R
B N F% ( Baumeister, Twenge, and Nuss, 2002 ) , 1 HiA&5 EGRZIAEMELE, GIA0 . ey, J068 .
S (Leary, 1990) .

ORGP T O AR B N0 . AEH SRS LU RIE R kA, #R AT REXHTH
TAT ARG E R o — 5T, A TTEAE TG i 8 i S HE R 405 2 miE 278 o BRI IR ( Baumeister
etal., 2005) BFFERN, HhofERiidE TR BT, SBARBTEEIIN TR, ZHF AT
SR REEAT Ry, T T — LR TR IO . ASOFUNZ, 55 —J7 T, IHE A S nlfg
SUAERE A S HE R AR, flan, HATIELMRIEIT RS, SUR5Ea TR IEL R A 2 /i )
BB A A, SIMEA RN ARIR , X SR I S e R RS . Ak, FE A A
e 358 T HE A PR PP s 2 DA T 2 3 B HE TR 9B ( Ward and Dahl, 2014 ) , 3X#6EE2%F AT 4T

EEEN: A5, DINKSZHEFZRNAINMNEFMTHRE.
V&SI 85 HSHRXHEET M (V] . PEIVESENS, 2023, 5(2) : 170-175.
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FIE T RAYTH 247 ] LE R RS2

JEBRAYT ( Williams, 2007 ) &S HEF U B 2% F2E L FEdlEk, DL U 5 T Aok,
FEAEIE JE AN 3 B R R ok 275K (Relationship Needs ), $5HEHT B UK 43 ARLEERS >R ( Performance
Needs ) o RLHRERF K HAIDC R TR ARG M S B T MR R FAMA Z M B 5K . AERRT R, MA
AR SN RAFIABRCR, ERHART SRR R S E, MR RIS M2k T Ax) [ 3
REIRIA VTR SRAETRMIL, BEEF R —FE N RIEX, BB EEM A A B n)
REST . DA BREE R AT F R AR A B R T4k AR U 5 2247 ek Tl b s sk 32 21 1 5
KB 06 FR TR 32 BN KU, AR RE T SCTE SR H T, i) 5 A A 1 5 e AR
Fr—2, M4EPscmss SRR G Z B0CR, R HOCRT R . NS RRER K 52 2 5 Ui, A
PRI A RS, MBS RIS R O, sRIEER T A FRBE SR T A, DA 2 AT
PRI RE R K o

ARSI E N A O TS HE R 5 ST A Z IR SR T Ia g 54, BT RURR I ( Williams,
2007 ) H& I C R T RFZBETT K, FIH T8 X TAESHER B9AT R RN 40 A RS, B DG R AMETH 9%
7 M (Relationship Compensatory Consumer Behavior ) 5 % fig #h £ 7 %% 47 A ( Performance Compensatory

Consumer Behavior ) .

2 KRMEHEBITH

e Z AL SR SF U, AR AT BRI AR A . Dkt HE R A At 25
LRARFIMEUR, I BSAR AR B AN MAT R . AT SR, MATERASZ AL SRR, O TR
PN R I MAAT R . KFEEEN (Mead et al., 2011) KB, LPittSHR MK, N8 EAH:
SN, TR P ] GER I AARAT A, AN FE AR B O 7= A, R I B i S5 A Rk A
Tt —30, 3K H R E AR B ™, HE R TR A g T 241X 8 5

Ve HERR A AU AAL P 5 ( Anthropomorphized Brand ) ( Chen, Wan, and Levy, 2016) . 4
ATVEEI IO, 3 05 B0 R A 20 70 50T e A, AT ) X A PR T A AR AR, [
T B NEFFERZIAL . I AEIER, NI SRR . AL i AL BB S A% 388 25 TH 2 5 A OC
HR, T AT DA 2 AR T AR b A N BRARAT R B0, W6 2 9 I R AHE AT R . A
7= e DT R TR, SR FE R ELIT A5 N7 MR, WAMRTEE S HE
JF A U B o AR S LE ST B O R ORI R TR A, BN AR A P 2
kA% ( Anthropomorphized Partner Brand ) A1/ A %! ( Anthropomorphized Servant Brand ) o fk ff: %1
AR AN P O ARG R, SR E RIS ML R s AN B e e SR 9 R 25 Y S
Z, NI R EAIE MY ( Aggarwal and Megill, 2012) . #5328 [A) 26 B 20 HE T (9 MA SSE FOR [R]
IR AL 7 it SR AT AMEE R I 9%, BUHE 24 AP S 2 DR DR ™, Bk 0 B i e TR
ALy v i 5%, 2019)

FEAHERR AN TR S B 4580 ( Loveland, Smeesters, and Mandel, 2010) . 45 Afi1/E#]
Pk, BRI R IR RS B 7 40 2 B, A i@ BRI, WEskARE . k. ZAW
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HBPFBAG PERARATRERE . DIPTSR, WRIH i B At 2 ohhg, [MZid 2] DIHE NS 5 £ 3Gk . R
s E R NN, AR SRR A, SRS A 2RSS (Wildschut et al., 2010) o ET ik, Rxt
HEHR R TURMARSS, JHE 23 R VGRR R . B, PCESEIHE M e . JFHE
®R 5N (Loveland et al., 2010) 5, XHVRIHFSAGTE %, AR PRIH ™ i (942 il st 4%,
AT LA A SR IR R B . A, WIS IS DR PR O A HE e F) 30 % o 7 PR LR 8 R s SR
AWK EERGE, Rm R A TH AR P AR AR s ISR TR 0T S L A A
VAT SR T T ) S RS B, AR [ HBI) 7E — 38 e R R FE R A VERT (TI4LHe 55, 2016)

WEHE A A S S AR ™ it o BTABITFE A, AT AR BRI C RG2S Y, TR A4 fh
BIRY AW RE S 0 AT CoBRAREG T SR K A fuJE5 4 AJEFN J JEAT A B DB C &R (Hertenstein
etal., 2006) . BEAh, ATABFIEE A BRI Z2 i AR REMS b 2 M ks B+ 3 RO R 2, 1T
HA1 25478 (Tai, Zheng, and Narayanan, 2011) . ZEJitkoefERe AR A TE I . O BRAK SR, X —
ARYG AR L1 Bl 5 AR B 2o ™ i PR BT BRI A Ao ARG . 7 AR R S b, e SR
A ST ERE R A E VIR, B ZIANNED . AP Z2BMAREE, Hi R
O FRRSS, MITREAS RS B BR bt R S UR RO O BRIR S . DRI, R0 T BR A 2R 5 Y
T A0 o IR B 2 A o) A 3K g RS AR 7 it ( TBE, E AL, 2016)

3 MEEHMBIATRITA

tHESHER & S BPsh MR 2478 (Impulsive Purchasing ) ¥4, 4 &SHEF AR T AR HIR, 2
AN TR HAR R R, 2 A 2 B s VeI 24T, Bl SEAn I AE 2 )™, IR EL
T ) I SE SRR o IRAEAIA/R (Ward and Dahl, 2014 ) KRS 85 PR SEARAGIRZE, ISR ARG
TARRTA LT T b BB B N SR 2 B HE e RIS T 2% 2 A MR RS2 o WFST B, AR LR TN
B ARN B AT AR AT, B SR BRSNS B X T B A Rl i R S T
o KIEFFEN (Mead etal., 2011) —HF5EEM, SRZEHITHLL, Z2IHEF RGO THEMS s Hit
PG BEIRE - AR 2, RIS, 0P TR4 A R SR E L . i (2020) R INA RS2 AL
HEF BRI T AT 2 AT 2R B MRS, AT IR E A S s i P AR ], DAL AT T 3 B el
SRR RS AR, SRR RS BEAIR PSR, WARESEA (2019) BIBFSE
KW, RH HE S FIE™ i, A2 HE R X 2 oh Sl M I S 2 SR il A SR ARSI 2 25 TSR 2 5 IR
MEE” WRBYE, AMTERERACE T WL IR CAnsEhe-FAR L) |, SR IEAE 9% T 2 A£G SK
AP (IR k) .

HEZA RIS, MRS IR E TR 2. X HAE BAE BRI i . AEEAR S, L
LA EVER R i EAR (B0, 2018) o Al e SRR ATEHIRR, YiEhlRsz B Ry, e
XA AH B Ol R A BN, J RO G AAS BE ™ A — P A P il Je iy aim Z B B RO A 75K ( Burger
and Cooper, 1979 ) . MHF5ERM], FEHIT RGBT EEMEETT ) (Martinez et al., 2011) ¢ HI,
S PR LSHE R I ATETH 9 45 P S ol R A AN B G PR A 7 R 95 LAGA B S B R (0 75 2
BRI, AR 32 HE e BBy, AR SR A b e I8 A Fn et sy, OISO ™= i . B4 4R
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287 flefl . A LW Rt AN SCRFE ORI BT RIS A (B A

FEEHERR BERE M M TN 98474 ( Conspicuous Consumption ) o XXHEPETH PR/ R —Fl {1 Tk 56
TERTH 24T, HH R (i B i AR A G . ORI B AR BT b — 2 R 5 | Al A
BT, HEBEY RN T, ARSI AR E IR R, et
PR AT I oy, AL S 22 R BRI RO IR T 2 (I S B | 55 ) A5 i) o 2RI A ( Lee
and Shrum, 2012) BIBFFEIAy, WARAR RIS U IR A ELREI, TR S E0H S A SR R A R
AREHE, I E 226 AT o s AR S HE R OB & MR, FEAEA 5 S EOH A
RCRERYRE 2, DI W ARl 9, sl E G BT A AR IR A9 2598 ( Yun—yong, 2015) o ItEAh,
XIZEALAARBIF (2016 ) I&IE T, A2 HER X AN PRI 22T 0 B2, 2 HIH 93 11 B T i A
Bt A FRVLR A [T AR B E 25 5 0 2 AFTF B SE A AR AR 1 5 T By FE MR T Ble bty . SEE—20
XUZEAL. ARWIPRANE AL (2016 ) A B4R 1 SEAEA [RIRR BE RO RFAR IO HE R I, HERR DT SR PR
PREGHET 2R A BHE R BRI 98470, I ELIF 98 R B S HE R AR 1 R 2 G R R B A 2
Jr S REASCARPES I B 2 ORI e A 1o AR 2 A

4 HEFLR

M T AR B R P, DASCHOO AT O B RR A 20, Ah e HET AR BB S02 B2 1Y
P [E NS B U Z IR T AT ST UM AR S, SR 38 A A 2l .00 B
FOSEFISEBR = HE M SAT R o TR ARAME IR OR DR ARSI MARTETH 9847, (iU AAL
PR SRR S APRIE ™ o T T ROBEAMARI AR, BEHER B nh S P 2 AR I 9447
SN, DLRGRES AN E VT 2

R P
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The Influence of Social Exclusion on Consumption Behavior

Hu Fang

School of Education, Soochow University, Soochow

Abstract: Social exclusion is a very common phenomenon in life. It not only impairs an individual’s
cognitive abilities, but also causes strong negative emotions. After experiencing social exclusion, the
consumption behavior of individuals changes. Based on the theory of relationship needs and performance
needs proposed by Williams (2007), this paper divides the consumption behaviors of excluded people
into two categories, one is relationship compensatory consumption behavior and the other is performance
compensation consumption behavior, which summarizes the research on social exclusion and
consumption behavior of domestic and foreign scholars in recent years.

Key words: Social exclusion; Consumption behavior
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