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25 S0 B I BRI 75 2L S AR IO BENR SCRE, @G P AN A R EIRAKHE : [FIIN R
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BIRE: =8 B B W FRATER A ) 7 RSO, TSN 5 By B (19 9% R BEAT
TN SRR, A5 5558 7 HBIRARYE, [RIN s S 47 m b i Fe At BT AT 1 1)
i, IFHE—ESGE R T A IS HE SR . B, B e A A
(identity threat) 2 4i& 2440 S5 B BB BE kiR . FTAE S 551400 B Fe(anse 15 K ki, B
5] K BASIE B R IR (Mandel et al., 2017; Wong et al., 2025). B4 BUMEIE ST MERE 11, 4b
. A2 G0 R E FR ) 6T [ 4 (Johnson et al., 2025; Lu et al., 2025). £E7H 24518, “k
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A% 0 4 (Koskie & Locander, 2023; Mohiuddin et al., 2016). ¥4 23 18 SR s )77 S AR 56,
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PR A 28), TN AR Bt — A T PO O B O I B 4R . TR 2R
AT S A R E A G G R S IR T AL, TR ST R R B 47 GRAE 7 ST %
TP OTIERE, 2021). EX 85T, ¥R MR AR, ERT R
ik AMER R SNE . BHAERB, BAUE(m et al., 2015) LS R, SR TFIEGHT
R IAE G0 R (M AR Z0) BT SR R, AP, 2024), S HETHERIF= & “EEEmm” 1
DCSRIN A 2 o T B kg [ e, ARRRERE LIS T ARG MR L B Er e G S
AR “ME” &, TS B 2 kA RS BAE . JASAERRNE . 25T [EHH 2% ok
U B RIERAE S SR, “BERM” BONTE B E S 5 Zliae m B oeE HEURm e
WE A WEFERE TS, R B AU H R FZERA)IN T B, BEROC
K1) A T 2 R P SO B AL S B T R AR R . DRI, E I SR B, b
CHERREN YEER TR B, OB AR YR (U T BUIRE) EREAEHE . AT ot A L B
TN AL DG Y), AT A i 200 B 3l ol ) v FEE A DR ELA B I A4 7 2
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BN AR BB “ANETE s TXRh U LR R HOSL K TN R I H RS .
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B 8: ER AL OKRT S0y UM R 15 45 RAUA A 728, I RIE WSS 3 B 2%
PN RS R AN EAR R B PR A [ R A AR R E T s Ak, RTSRG 1 ANSEEG
2 A RN AR B FE A EARBEAT G5 R EIA , 1007 ) 1 1 5 5 SR 0 DA S 7 B i
TR A, X FRAUR 77 2T RE 2 A1 7E b ey P2 A8 4 B IBkER, A s . @iy
PAE AR B SN EARBUART LA R, TR i Z A SRR T3, @K THEAE
N RRMA, B0k NOREF— 2. @ UK S8 7] “transferring model” & 2N “meaning
transfer model”, 8%\l 44 18] (1) S ST 44 FRORFF 2230 — B

J73C: Specifically, when identity threat is high, the consumption tendency of independent self-
construal consumers decreases, while that of interdependent self-construal consumers shows no
significant difference.

HWUEMCA: Specifically, when identity threat is high, the consumption tendency of interdependent
self-construal consumers is significantly higher than independent self-construal consumers. When
identity threat is low, there is no significant difference in the consumption tendency between
interdependent and independent self-construal consumers.
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FHER S HYI0 B 43324 5 (Kim et al., 2024; Peck & Luangrath, 2023).

EAERRE, S0 RGN R Z 2 5 REMRE R RS, HikSBCOE T
HRUE R R A E b . BT, TR R 4 H R S X R AL H
N FIHEZE B A 0 B A S 15 5 AE(Markus & Kitayama, 1991). 78 E Y 2ot s rh, AbA 146
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(Loureiro etal., 2024). ST SHIALEEHI IS M AT IR, STULH IR IR RG R AMAR LA
), SXAARASNE Y SR A AL S B = 8 PR oI 5 SO e SR T mRe s WA TR KR
PR3 0] AT ML T 994K s R R e LU 7 it SEIAMAME 2 R T 32 B . S
BT 5 AMEA AT RE T AR R DGR, (H SO B O B T A BUE URIR S RS, e
TR “AMERIE Z B —~ B A WS —~ 5 L ELTA AL ik TR A

LA, AIE) B R EE 2 T BOH e B Ar SR B 22 A, BTSSR A
O PR 54T 1R 3 (Chen et al., 2024; Loureiro et al., 2024). HTANE H R AR AW 2
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p=0.30. AL, DOALBRTENE R BORAERS EASEEZE R IBERFEIE S “4.2.1 L4601
FIRAR " Xof BEFHS 43 A 25 HEAT T M8 B

B 7: 5 1500, BREMNS S0 B B G R A8 BN 35, SO T B
SRR 96 1T AN 2 22 o LA
BIRZ: TR S, RATCX SR ST B BARIT:

BN 7 BT R, FE S S B T, EARE B IR (M =4.43, SD = 1.26) 1 [E ]
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0.08; TTEARS g T, HAKZY IR (M = 3.81, SD = 1.76) 1) B i i 4 55 4 7. 2
HREWHM =3.71, SD=1.41)E&H BEZER, F(1,227)=0.20,p=0.654. X THLA HK
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B T REAERTIN D8 2 R B3, FTULRE RIS 785, @ik s BAEF A5 .
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SD=1.24), F(1,236)=47.11, p<0.001, #?=0.17. A W,, EIRKE 43 84 A0 = B 453 g iy
RIS T RTERT I FEPE 22 57, (R RS, (RS0 U2 I 75 SR TER S B PR, =
A U R I T SR TERR NS 3B 38T, v B 3 S 2B PO 1 75 SR 35 v TR 5 4L
XYL E(vs. R B TESR NS B2 B T SR Ry, BETT AR T (v, AR
hE R, XS5 RRY, SO BRI SR T ABORTERE TR L2 R

SRR 3 KRR AR B

BARRI: WAEBTIT 7 AR B B IR0k it R 4 R 2 S L, SRIRRUR R
B BB, s R AT LR Ll AT 1

[B] E - 3200 SR B A L SR ARHIT FE T AR B8 R » ) o Sl o A 7 X die e i ek i L
DA A0 3 26 T L S [ 82 B AR P 2

BR 1. BREMIEISZAE B 00 FABHR I —ANHIS, ZIIREIRIH, SAT,
R RINZILE TR A, L A b TS IE AR A MME R, FR R
BLRAZIIR I — AL o B R AT EE T 20 A 0 2R 2 A T 38 16 K A — 7 e Ui B
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