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The Influence of Emotional Priming, Shopping Device and
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Abstract: With the improvement of the internet, it is of great significance to research into
online shopping related consumer psychology and behavior. This paper consists of three
studies, and through the processing and analysis of 416 sets of valid data, the following con-
clusions were drawn: Study 1 indicates the existence of an implicit cognitive link between the
concepts of “cell phone—leisure and entertainment” and “computer—study and work”.
Study 2 demonstrates that consumers exhibit a greater proclivity to engage in online shop-
ping for leisure products when using mobile devices, as opposed to computers, for their
shopping activities. Conversely, consumers demonstrate a stronger inclination towards pur-
chasing tangible products when shopping online with computers. Study 2 indicates that con-
sumers are more inclined to purchase leisure products when using mobile phones for shop-
ping., whereas they are more likely to purchase tangible products when using computers.
Study 3 demonstrates that, when in a positive emotional state, consumers are more likely to

purchase leisure products and are more inclined to use cell phones for shopping. Conversely,
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when in a negative emotional state, consumers are more likely to purchase tangible prod-

ucts, yet there is no significant difference in the shopping devices used. The findings deep-

ened the research on the matching effect between emotional states and shopping devices on

online purchase intention, and may also inform the development of marketing strategies for

specific consumer sectors such as jewellery and luxury brands.
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Table 4 Analysis of variance of shopping devices and product types on online purchase intention
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Table 5 Mean and standard deviation of online purchase intention for different product types of shopping devices
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Table 7 Results of scores for each dimension of video clips
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LHAEMDE (p=0.000<0.001), 7= fh KK 5
1% 25 W2 AR L3 (p =0. 000<C0. 001) . 19 4 i
HEN AN EAEHAR R (p=0.613>0.05) ;7%
A Y SIE A R BAER B (p =
0.000<20. 001) , FEMLFE 9,
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7 i 2SR 55 W A% 28 B VR R I AT R AR N
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Table 8 Differential test results of self-ratings before and after emotions initiation

TR M=+SD F df t P
TR 45 A Jit Bl i 5.3741.61 0.05 138 —6.90" " 0. 000
JashE 7.27+1.65
TH ARG 45 A Ja i 6.4741.57 20. 37 115 18.87" " 0. 000
JashE 2.3140.97

Heoxox x fUFRAE 0,001 K L BE

x99 FEMYRESFRLENMEMMEENTEST

Table 9  Analysis of variance of emotions, shopping devices and product types on online purchase intention
2 5 R IR Ss df MS F p

A= fH 2R 1. 89 1 1.89 1.81 0. 180
W2 GEMERD 141. 77 136 1. 04

BOE Y %) 2.23 1 2.23 0.15 0.701

A x BOZE RN 29.58 1 29.58 28.37° " 0. 000

CUEH) 111. 89 1 111. 89 7.40"" 0.007

A COEE L) 48. 89 1 48. 89 46.90" " 0. 000

B % COZZHAN) 3.89 1 3.89 0.26 0.613

A Bx C(ZEHRN) 39. 38 1 39. 38 37.77° 77 0. 000
REB=O) 2056. 67 136 15.12

Heox » fRERAE 0,01 KPR E, x » x LA 0.001 KF L B3FH

10 MYMEEEFRERIEFANERAESHER
Table 10 Results of simple effects analysis of the interaction between shopping devices and product types
2= 7 RIR df F P
Wyt % F A CHEE O 1 3.33 0.070
SR (TR D) 1 0.87 0.353
= i 2E FHL 1 22.26° " 0.000
FEL IR 1 7.92"" 0.006

Heox » fRERAE 0,01 KPR E, x x x AFLE 0.001 KF 3
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B TS A (p=0.000<C0. 001) , 1 7E. 14
WG 2T . 25 H %52 H &0 4 1 4 2 )
B TE RS (p=0.000<0.001), 7K

ZFIRGME L, S 5 HE AP LT MG IEYE
JE R = TS % (p=0.000<C0. 001) , 3K
SR S AR TR 2 AL 2% T W IR B
FEER(p=0.347>>0.05), FELFE 11,K 5,
S
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RILE 12,
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Fig. 3 Interaction between shopping devices and product types Fig. 4 Interaction between product types and shopping devices
11 FREBSEESOEANEERININER
Table 11  Results of simple effects analysis of the interaction between product types and emotions
2 5 R df F P
e R Ak 24 1 33.58" " 0. 000
TH AR 1 25 1 15.14" " 0. 000
1% 45 S 1 0. 89 0. 347
TEIR b 1 17.26° "7 0. 00
Teox oo« fREAE 0,001 KF FRBF
—o— St —o— BthiG4s
1051 — A B 1051 —h— IS
10.0 F 10.0 |
2 ost 2 st
£ &
E 90} E 90}
851 85}
8.0 s s 8.0 : —
TS ML e SeFI IR
A5 BHSFHEANTTHEA He FREMSBEHANZEER
Fig. 5 Interaction between emotions and product types Fig. 6 Interaction between product types and emotions
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Table 12 Results of simple effect analysis of three-factor interaction of product types, shopping devices and emotions
25 5 KR df F p
PRI CATE W W & (B 1E 2 (C)) 1 96.70" " " 0. 000
PR T CATE W i & (B 1B % (C,) 1 9.99"" 0. 002
PRSI (A TE Wy 45 (B, 16 26 (C) 1 2.69 0. 104
PRI CATE W W 4 (B, 16 2 (C,) 1 5.48" 0.021
W) B 45 (BYTE i 2B (A DB 25 (C)) 1 4.37" 0.038
Wi & (B FE 7= b BB (A DT 45 (Cy) 1 0.24 0. 626
W ¥y B 25 (B 5 7= dn B (A TF 45 (C) 1 4.16" 0.043
W W) B 45 (BYTE P i 28 B0 (A, 1K 26 (C,) 1 0.52 0.473
T 26 (OFEF= BB (A D Y4 (B) 1 0.02 0. 894
25 (O L= 28R (A D P4 (B,) 1 2.15 0. 145
T 2% (O FE7= fh 28 B (A2) Il ¥ i% % (BD) 1 18.647 " 0. 000
T 25 (O 18 7= i 258 (A2) I W) % % (B2) 1 2.43 0.121

SRV WIS L AT S SEH L A2 S SR ) T A B KSE B S FHLL B, S 4 A AN K. C

BG4, C, I RAE L s « fRERAE 0. 05 K LW, » » fREEFE 0. 01 KF L BE, x x « RFELE 0.001 KF L BE

11 5 WA 0 5 9 L 1 4 2 T i B . &

5 HEAERAE 45 N T O P B X5 = 0K
D28 0 ) = B T SE O (p = 0. 000 <<
0. 001) , i FH FiL B Bt AN [] 7= i 288 2 1) 1) 45 ) 90 5
B ARAEAE 3 2 % (p=0.104>>0. 05), i 1E
THWE 2T T P05 R i 0 s 36 S 1)
W) IR 2 TR (p = 0. 002<<
0.01,p=0.021<C0.05), W& 7.

[ 7 7 i S 51 45 5 SR I R R AN . B
5538 X5 S FH A PR RRURCIT 25 T {68 T R G sF 1) 1) 45
WA 7 B e 3 = T LA (p =0. 038<20. 05) .
FET MG 2T LA A T ML F i 0 2 ) X 5% 0 )
FEIF L REZEF (p=0.626>0.05) ; % TR 5,

Al EA
@ 37 —e— S
1101 —A— IR
105
w100
H B
N 9.5
= L
& 90
E
8.5
8.0 o
1 |
FHL HL
B 7
Fig. 7

TERRRAT L6 T o {81 T B0 B 14 O 286 il 1 R
&t TE IR I Cp =0. 043<20. 05) , 1M1 7 T4 B 1%
S5 AT AILRT H i I 40 1) D) 46 T ) 7 R 2% S O
AREBE(Hp=0.473>0.05), WL 8.

[ 78 77 i AL 5 I WA B AR . S
52240 T OGP B 6 T 5 AR B 45 R
Do 285 D) ) D W R TR ARG 4 (p = 0. 000<<
0. 001, MXF T 5 H i, AS [ 1 28 R AS T 7Y 1 2%
Y AR 25 (p=0.894>>0. 05) ; 1E
T L 0 P ) N T s S FH A R R B
T 25 T B 0 28 W ) 2 B 34 v T G 4 R 22 S
PIRIEF B EIKT-(p=0.145>>0. 05, p =0. 121>
0.05). LK 9,

TRt e
3T —— N
—h— =g
9.0 /
B ogs
B
= L
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=
F80
7.5
1 1

FHl H I
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Interaction between shopping devices and product types under different emotions:

(a) positive emotion; (b)negative emotion
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Fig. 8 Interaction between shopping devices and emotions under different product types:
(a) tangible product; (b)leisure product
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Fig. 9 Interaction between product types and emotions under different shopping devices: (a)cell phone; (b) computer
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