2024 4F 5 H FHERT NG B AR May 2024
o 31 &5 3 Journal of SUIBE Vol.31 No.3

doi:10.16060/j.cnki.issn2095-8072.2024.03.008

A LA SRR BIEHE R
BEEAT o 50

TOMET XUEGET JEteRT R
(1. LHERSMATCS SR S, Ll 2016205 2. IDSERRIEESE, | 4R R 510082)

i E: B SRFRARE AL ERSEB G, AT LT NS WAL A
R TBERBE A LG RE B EARIN LR K, EERFRESAY,
A B 0GR AT A ARSI Z 0 6 Rk AL 2 ® v Bt xR & 09 5
b AT o AA2021 5 “HEREYT A2 2021 S LB AR LR G R AL R
Yo (M7 R) MBRH ERELMN 55 5EEARETL, FFRIMEIEE B
st B AL F R G FLAT AN, TR T AR ENGEATER. AREAN, 3
o B AR Sh R RIS BATAY AR RARERF kAR RE R EZEETA
b, RSB RN FREEFENY R K. ZRFFTHLEERS
Peig MHAL A B 09 KRR A TR RS, MAER R EREHENEZH)E L
3 W&, BT BT THPHIRA B TRESEGES . KRIHRERABTI5F
BRERAWREEEIT BEEY SURER. FEA LRI AEE BN BAREF Sk
&, MAREF IR AR AT A RITIE S 5] F.

KB R ERI; Kt BRE; BUTA; RERE, RELEE

RESES. F274 XEtPRIRES: A XEHRKS: 2095—8072(2024)03—0107—18

—~. 5IE

FEEHREZFME SRR, B BN SEEZ RN, 20114520194,
Hh ] YR T BN 8173 7 P Ui R BRTF B 14877.38 5 F 5ok, 20194, B SZREYE
K£11033% (WESRBRZFPRS, 2020) o AMUSREZEFERHHZ, F—RE
WA Z R Z BB &M AR S RE . RS SR E 2 R %
B eEE, WESEMRNEZENLE, RARTWRIISRENR EFEREEREA
5, B YEEORE D E AR, iR AR AR B E M (Kellezi,
2014 ) , mHIETFEE 2K (Gopalakrishna et al., 2010 ) FI{ZJE (Liu et
al., 2020) , FFLLAE AL B ESTAZ 0580 (DR LR4ENIT, 2007) o 4R
m, MZ2EENE, RFREARGHO S IR EE, w5l e 2&oka R ERm N
2 BT e 6 W Bk SR

JEYiAE R —Fh RISy, REEEA RN A SN RERESRE, HEMLHR
FIZE MR FH TR (Camarero et al., 2010; Rittichainuwat & Mair, 2012) ., K
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BWILOE, BWEHHAMRZRETRSIRS TEZWEE (Chen & Mo, 2012) |
ZIRBUIIRR . ORI AT, 2015) | SRFHIREL LML 8] (Wong
& Lai, 2018; sKZIFFRLT, 2019) o E4ER, ESRMARAOBERANELE, 14
A S — SE B R WY B R YA R . AR R ES R EAR Y DIEALS
FLEL) T2 R ANE B E, 2R AR SRS S R H 1T
MAERE SR (Fu et al., 2019 ) ; 50070 3% T P57 BRI 1 % Ik AR 3 3 1
Mriebrtk 2, TP TR VIR B A A % (=R R Ik, 2020) 5 55—
BRI N SV R S R VR B0, IR RR G it 2R E R G IR TT
J AT BN ( Zhan et al., 2020; Siu et al., 2012) ., BWE M A5 AL
3 (customer—customer interaction ) M%S[H), B 7 fEMbPE00 B3 4b, JEfEMb XI55
LHMZ RO L 0T, LB, ERESS b, HAuEE 0 1FE S B
FE SR R (Grove & Fisk, 1997; Brocato et al., 2012) , HAhH % 5 £ &
Jii % 2 ) B AR, WOR —EfEAE B B8, )45 i AR 5 0 25 1 42 0T B A R AT
( Brocato et al., 2012) . ZEFZmEAANES ANEIHMZEE P, WZELH R (Hyun &
Han, 2015) . #JE ( Wu et al., 2014; Sarkar et al., 2021) . {ER¥# ( Hwang &
Han, 2017) . J#Bé ( Tubillejas—Andres et al., 2020) . EF4E (Liang & Li,
2021 ) , A FEEYSIRZ W e HE YLK (Brocato et al., 2012) . Lehtinen
& Lehtinen (1991 ) Ak, ANAUEH AL % A TFAE (AEEEE ) HtEE 52 5 i
R PR, X P 2 RE R 5 P A R ARG TN SRR s . A
W, TEFFE S RN NEa0 RS s, HM2 e 02 m ] g s g2 . 5
Berh, MUORMZ M2 R T 4G R B 2 R 2 ) A LR A B W 5| A 2 R
(520, BT L2l ik 3 50 2 R 8 5 02 5 e A R A T A B OR T 5 i i 40 I 55 7 2R
SIF0 i H b2 e %

B E, WANSEEG IR EE TR TN E R (G,
Wikt BAKIT) . ZREREKESIKEX S RE RGBT AN, %
HHALS R E BN, —ERE L2 TRV RS N MENER, KT
Hit 2 g E N E S SRET WO REAZ W, FLE, SESASRELTH—
25 [) N 0 L Aty 22 i 3 2 PR W BRI 0 A A 43, X SR RIS ) A A B e 2 ) B
ARSI N, HEm R AR B T (Baker et al., 1994 ) o ARSCIHF HAh
ARG, NS RE EHNNA, HEITHMSRE S ESSRER GBI AN
P, AN, BAEMREYN, BEZRNEESRESRIOZENERSRERERES
WRAsH R Gk FEAEZS (Rittichainuwat & Mair, 2012; Fu et al., 2019) ,
PR LM A4S SC A G 56 25 B A SR A R YT S . AR, AR SO o A I At 2 e 3 S
(AHRIPE . ZhRFE M7 H) MESASRERENEGELEM . BEGEMEREGHIETT
SRR AN, A 2 i A AR L Al 2 i R R ) £ N 2 R AT O A AR B Y
EH .
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=, XERBZEASHRLEIR
(— ) EAE Ll ib

HAh i % /%50 (other customer perceptions, OCP ) Flig i HBaker (1986 ) X}
Mgt SE RN G . HALBIE (other customers ) &8 AH X} £ o i %
(focal customers) ifii & [ BLAE ] — IR S5 s P B, fa AT 5 £ s i HOAS A
R, BEAFELS, HALB AR (OCP ) J&f8 A 5 i & 5% 40 T o] — Rk 55 85 H HoAh
i 2 B LS R ARRAE. (AR . 478 ) B9 (Brocato et al., 2012) .

FFHFAMS, Brocato et al. (2012 ) $2H 7 Hfth ol Z A 2 ig gAY, JF
F& . WUE T EOCP =A4EE (M. AMERAE AIT ) MER. HLE
(similarity ) A48 F 500 0 2 1) 5 1R 55 3 5 v H A 052 A6 A N8 P 51H: A R 4iE
JrTE AL FEE (Brocato et al., 2012) . #E&IARIBEIBINE, HHEEFEERSH
A AR AE ) NTE— 2, XA AT & B 3 IR PA R BT & ( Tajfel, 1986) . #hF
( physical appearance ) $& £ 5% 75 Mk 55 1 55 v JR G 280 0 JHG A i 25 140 & 1k S0 (A
%% ) (Brocato et al., 2012 ) o AR A o5 25 &b 3 i S0 a] LU A A& DA JE [l 24
B AR5 R, 3X 2 50 O AN il 45 IR ) PR Y LW SE 474 ( Gibson, 19795
Martin & Pranter, 1989; Baker et al., 1994 ) . 1524474 (suitable behavior) &
B B U0 ENR 55 5 s b R B ) A B AT O IE U R AR, 1B 8 R NEME . AR
S e W% 0 45 A b 2 1) JB B AT Ry 2 ol R U 2 0 iR 55 AR B S B S B, R IR R
(Harris & Reynolds, 2003) . XRSMWHMAEMISINN, MEfFhEE S5 4
0 +1 S IR B AL S oA PR 35— 20 ( Goffman, 1955) , Hintkb&ii sl N, R —
HEGESHENFEEA CHITNZ L, S-O-RHMEWIEH, FMBEHRERIE S5 LA
154, dbmisgnyH.474 ( Mehrabian & Russell, 1974 )

HBrocato et al. (2012) FFA TOCPH =4 & X5, HLFHEMHKEZ=
Kz HEAFR RS0 il )E . &7 ifde . HIRHE . F8AEE) o
Hyun & Han (2015) &} 7 OCPRZEALIEFRRAT & DAL S 008 . ol REUAR A0 Ve 1Y =2
fFEE AR ZVE R . Hanks et al. (2017 ) Ke36 7R T I 5 T H Ao 75 86 51 %
e e = FE T H A E I 2 . %P e B R ER HEE R . T2 R
e 110 HE A 851 25 7 ] — 28 7 A, X S g e AV 48 T B AR EE RS % . Hwang &
Lee (2019 ) %2 1 PR i iy P4 55 v At o 2 S0 55 00 % 00 R VA I R &, HWF 9t 45
RN, OCP&lid Xk R EhiA B3 2wk 55 it &AM O, %34h, Hwang & Han
(2017) KOCPHIE N H B 7 HIRIRG e, & BRI Ab 3568 £ i 25 i) AR
T 28 BA R 500, i AN AE 2447 Ao £ R I RS 48 B s [E A,
Zheng et al. (2020 ) 78 3 20 bel P R B0 ik 1 G At 0 0 JR SR R £ 0 It 250 19 28 110 52 i)
YEM . MR IE A A EERET, HAFETLIgIh “REE" |, X8 “RE
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7 MBS Sk A SR AT LG, AT T M S B R I R T

ZE LPTIR, OCP4: Wi 25 52 e £ S0 2 ) 85 SR A IR S5 PR 0 i &, et 17 Bk 55
By st v 05 25 1) 1) 6 42 ik EL 2R AT A B Im) 09 52 B AR . AR, OCPHLE R A I H e+
SEERRN RS S. JRYEREUE B R IENEZE P, 68K R 2 A4 EHTE
S N SELEfE—#E (Blythe, 1999; Whitfield & Webber, 2011) . 5 HAhZ g
R VIR 55 BN 2 J I ) T A i 4 ( Grove & Fisk 1997; Verhoef et
al., 2009) . SCARSCKOCPRELIS N H 2 R VI , B0 52 N 2 g 3 6 o 2 g %
G, WRERSRERGBIEIT R,

(=) B&BR

TE G A PRI A0 545 B i i AR | 5 & LR B R S S E M (Barich
& Kotler, 1956; Fakeye & Crompton, 1991) . 19584F, Martineau X% “JE
L7 RS SINTE N, R/ IETE ST 28 0 B 09 SR B R AP, dE D)
RE B PERVIE BB E MR 2y . DhRE B e R Z M R . maME . miss
fiX. BIEA RS 05 EE WAL R 2 B A 24 ar i Bl 08 R R E
MH%F (Martineau, 1958) o KREWFFELH, 75 5E T GO0 F00 i % W L A7 4 HAT H
R YER (Smith & Sherman, 1993; Chen & Teng, 2013). HI, RBREELENS
BERORMIT AR TS EE, BREESR (booth image ) &S EH X E G M EE R EY
AR, AMUAHE R G Bt M. RS SRR B, WAL R B IR 55 N SRR
. REHFEE, RN, HWXTRESELNBEEHRTIBESLD, RKES%ENES
WA, EEERkIt. BEME S B REZHITMR (Chang & Sang, 2008;
Gilliam, 2015; EHFHFMEFE, 2018) .

oAt i 2 A MR 55 37 s ) B AN G oy, S EHAEZ I S B S0 A (Jang et al.,
2015; Erkmen & Hancer, 2019) . fE&/T . Hlip. REG S A SN, RS
AR AL A A R AR B B T 52 i o PG, 22l 55 25 T i) JE Al o3 52 1 1 24
A5 ok 23 38 ol B L0 25 A6 3 2% Ak 30 ao R v ) 1S TR B A R R 45 o R, R S ) EG ) A
AL TE 4005 ( Karaosmanoglu et al., 2011 ) . It#b, Wang et al. (2006 ) FR %k
LAl 5T 25 110 b 3 0, 2 5 i JA 2 of Al 55 B I R AR B G, DTG TS s B A £l T S K
Ao HE—SEHGRIN Y, EREWN TIWES A RIES —S000 7 mEk . X
T G 1) — B8P 2 0 il i 25 3 £ AF AEAH LB %5 1 ik 5537 B (Joseph, 1982) . Turban
& Jones (1988 ) #H, MMLEAMRAFAEM I 5% (similarity—attraction
paradigm ) , RUIA[E S B A MOFFEMNM RO S BB A, YFEIS5EACH
5 RE AR AE 1 JH A o 2 Ak T ] — iR 55 37 s v B, T 2% 8 RE A HL AR B % & b4 5 A 3k
B, #2358 PN ] A SR G A Ta] I, DT T g o KB 28 A0 5 RS i
(Hyun & Han, 2015; Hanks et al., 2017) . ZREEHAN KRBT SARE T, #E
FENESG, MEGERIFNESIERERSIZRE . BRSSP, EUSREERN
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ZERNM HAD Z R B WAL L AAETE M7, Ssgmm H 2 i 72 v i) 17 48 (e 0
BERIE GG, BT, AP ek

Hl: RESARBNHRZEG RN ERLARERMMLEG BI B REsH %o

H2: BEARENHREEGCEAANLELRELI R BRI EGYAEEH R

H3: BELRFNHRAEEGCANIELAREGLSTAYBRLEGYAkEN R

(=) k&

MEFZREHNE, BRNGZE -ADEEK, ANREE. AR EHE ., A AT
GEPER T IRGE . WS, AT I B AT AR E T L BRI B XURS T L, S
ERANNEE (La & Choi, 2012) . Hitk, BEMZSEERAG T EENE XL,
AR TR B AT E M0 B bR, i AT A 77 A O ) R R O B
WA, XFOHRESZENES B AR ES 20 ( Giffin, 1967; Bhattacherjee,
2002) o fEHETL AES R L T EEMELEEWR S, &SR E (Min
et al., 2023) . MWL ZE I ( Gefen et al., 2003 ) . Hf¥ (Das & Ramalingam,
2023 ) FEAERFNIER N,

BT BH , R R ) A & B A B S EE A AE R E R (Erose
& Jano, 2018; Brun et al., 2020) ., Erkmen & Hancer (2019 ) FEWF9T k46
ZEFAE Y, A 0 SRR 2 3 I S R G RIS R R RS AR PR AR IE R 2 . Cerri
(2012) MPFREE W 5 IZ WA —3 . RG-S L, {5 %EH 0 L H &R
G5 REHGBE, HRmEREBICE RN, RS RAIT AE N (Wells et al.,
2011) . XEWE, SR UEGERGE S kRZm S RENEEMEE (Pecot et al.,
2018) o #ESIARIBELSIN, MBI TH A CHZOH 5 B A G REE R+ 2 8
PR — B o R 2 D) P SRR AL el AN R 6 B A il B AR AR AR, RN R % D i
M AFT R (Tajfel, 1986; Ambrose & Schnitzlein, 2017) . M 5H A EHM
IR AE B BEAR i AAFE S — R G E RN, R SR E SN IR EURFER AT, dERER
IoEANEFE AL SR P B9 B 4y IA[E] ( Ambrose et al., 2018) . HAhZ: &) shEFI
& BT A LB ESREEG BN SRR, A MEE N XG5 R — B G HER
FRE W) 2 BB R IEAE iZ R S N ZWAIE R . 2 BIA 5138 ( similarity—attraction
paradigm ) MY, A REEVRMESAESNEGIEE, B LR G NER
ffft (Turban & Jones, 1988) . Z§ EFriR, ARSI, JEYEBl  HoAth 2 Jg & &
S R RS R N e G R AEAT . BT, AR I R ARG

H4: £ &SR HAHRZEE LR N LA 5k AW 09 Bedn IE ) % i e 6 15 1o

H5: BELARFENHFTRELAANLELE LSRG BRI EaHakEE1E,

H6: B ELSRFNHRZEECE N L LSREE SITAH N BBk E 5t

(v9) BIEATH
S-O-RHBIN K, NMEZBINBIREE KRG, SredEir s ast sy ., 1%
¥E47h (approach behavior ) FF8ANANS 5 —BREE (1) 45 BRIV, Hik 2280 K 7
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R—MIENERARERIT . SN LI RAEZKRE R HEEZEE (Mehrabian &
Russell, 1974 ) . Donovan & Rossiter (1982) ¥t 72k JERi T iz miT R, E£
BERIHFEIE PR, AERIWERE, 5EEAZIRULEWEE ., EAY, #
EATABERES REEBIEBHNSUIES, SRE THEANRZH . KREVWTREH,
B WNERET D2 R RN ZN, W6, &, Bie ., HiEE (Turley
& Milliman, 2000; RIEGMHEEE, 2021) . Mo, BETHEZESFMIESR (Porral
& Lang, 2014 ) % {54E ( Gefen et al., 2003 ) B, MR EWH, HIEES
2 W 250 & 0 SR EEF 4T 4 (Doyle & Fenwick, 1974; Mazursky & Jacoby,
1986 ) . Porral & Lang (2014 ) 1A A 5 JE T2 5060 Wa) 35 2 JEL ) s i &l ik B A i
FABR BT EOR LI . ERAMEEY, SREBORITNEEY RIER 2PN 2R
HEGAT A (EHETMERE, 2018) o IAh, Vilnai-Yavetz & Gilboa (2010)
BB, BEAGESMEIET A A RFEN ER N, Bk, A0k, ERSEER
b, REEEMSW SIS REFERIET N, WERGER . STEANRES ., B
GEEM A, BT, AR TRk

H7: REHEFEQH kS5 REGREHELATA.

H8: RERHEEH A SLAREWGREREHELITA.

(Z) BRI F a9 3R N 15 A

MREH, ZRENDERFIES B ZF LW SR N, Wk . SRR
( Choe et al., 2014 ) ., ZJ@Hi& (exhibition frequency ) §83: —4$F & If 8] Bx ) &
MF RS Je i) IR E, W0 — MR 2 e & — 2 b S Jre 2 80ROk 5 5 2 Je i
o AEZ R RN SRS RN AEE | G325 AR 55 o T 8 R 4% 7
HAFEE BE 2. Kim et al. (2012) R 7 S EWRNSBTE | 175 m LR
AR N, FRABL, S S S H I E S R AR A A R Tl BUE
B, MtZZENERSSER T REHZMEM A E TS, ESEFHE SRR
. Lacey et al. (2007) $#2i}, #HETAREKDOSRE R, S5 2 REE I
EEEHEE. Fuetal (2019) IWCHEE S RENRSNWATHRET S, HELZ2A
M) REE 2 v 25 5y p e 0 R VT I R AR A, BT OO R R AR R, ML T, R
Mo R 2 J A O R SR ME R | R % it AN {5 R S T RE R AR IR (B . R R
B EY, SRFRS PN S B WAT AR, H S R A 15 23 52 i H At Ji51 25 J
MERGEIIThZENER, HAETHAWEE . BT, ASCHRIN 2 RBELEOCP
ARV . T A AR SRR G B, A SRS R E T R RN SR
WS 2 SR AR R R 4y M VIR AN LR LL AN AL, IR 2 i 2 R 4 S AR 2 e 5
SRS, LR, ASCRB I TR
H9: BB LS BB B SR F B EAT AN E FRAAZ[H AT
CREEI SR, BT H A B A RGN B, A SO T A S RS R T
A, REAIALHE HAD 2 Je H WA L SRR G U AT 3N AN R, RETES .

>

d

A b
1‘\;%

G
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A FAEMET A3 NAER, BikLEL.

RETER
booth image

Lt 2N

similarity H1

HEEAT N
approach
behavior

S
physical
appearance

9T

suitable ~ O

behavior IR SRENTRENA ///
SNy
\Q*\\\\\/

Elitey
exhibition frequency

B 1 £ERsRERSEIITHMSREE
=. FRIRT

(=) M&itH

ARSI A ) B 0k A R R, JRAE AT s SRR AT U . At A R
R TBrocato et al. (2012) WELPHEEMK; BEMGME. BEBSMZIEITH
=2 HE FKennedy et al. (2001) . Baker et al. (1994 ) fllDonovan & Rossiter
(1982) MEEJEE, LAERYRHZE W TR BELRITNE, 1R TOARE,
TRRTANE, EBRRAYZSEEERZE, e ERET T RENIRK, LLihik0
BRI

(=) RIBKESHABLA

ARIYEI20214 “WEEWT” M20214 FilE R & ED B2 4000 g Y &
(BARTEHR) MmASRESHSIREFE AR, “WEREYT 2600 &
202147 H1TH Z25H, JTEIE2E s H 202 14E7 H21 H 224 H . WA RSN
WIS AR RS, SRE BRI, BN, 28 I s TR K 2 e
O (Rl o HB NG, BN GUBRIE SR E S S A E R G T N B HoAl 2 R
&, L “ERSRET BB B, PN RN 0k e 2004, SRt
4004y, IeZe i a5 3840y o 38 Ik W0 26 B FE AT O g, H b 3550 A R ) 45 ik
T, MEBAEMEHRN2.4%.

ZiEW, BYESK4A5.9%, LHESH54.1%, L2 UViEWZ T B, FivE
TAERE18~35%, HHE81.7%, Hi20~35FMSRE NH47.9%; ZHHENZ
HEBREMIN KPS S, AR L ENZ 0 #HE83.4%, A¥HIA60005T
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TOfE KUBEE MERR R

NLIZEEE . HoA 22 5 IROAINT 22 e 3 e P AT ) 520

F|139995C 1) 3% 15 3% B 5 MRS () =F 1 EEARANOFFEHIE
MBI, AT R50.5%; SR i AT B
. 0
R LR L, RS R 7] I 192 | 54.1%
10%, ZREESTFIRNIGES Te XAt D ESLL RS
B G H60% , BAKILEL, RHARE I xE [ 202 | v
AR AR VAL 34 9.6%
=\ s A e 18% VLT 20 5.6%
(=) HJHM T % 18-25 % 120 | 33.8%
P , 26-35 % 170 | 47.9%
T AMOS 25.058 143 #r 8k i 3645 % 37 10.4%
P, R EE B0 35 5405 A8 % ) 35 5‘;6;515’]’_ Z 32;
P e =) Y N P > v hd 00
1T B M. A RIEWE 5 0 o] {5 <1999 1, 29 8.2%
i T i P 2000-5999 7, 75 211%
= Xﬂﬂ%*-ﬁ?@f@!?’ﬁﬁ 35 A n | _0000-9999 1, 95 | 26.8%
(CFA) , R TABNGE 5% 5 10000-13999 7, 34 23.7%
o . e 14000-15999 7, 28 7.9%
JEO FJEE, XY]‘Z'KI%EHE@IEI/E&*%E =16000 71, 44 12.4%,
BEAT T 450 7 A RIAG I . A £ @ o m (>1R) 142 40%
N - BRI 5 & (0-1%) 213 | 60%

WM SRR, DUBRIEAR LR
fR ISR B

M. ZEIESH

(—) BEE-T o547

A4 BT B 64 # Z B Cronbach’s a R F0.879%0.9550H], ¥ KT
0.7, BEHHSW &M NI — SRS . i A B I - 2mf A T0.53532.0.9422 1],
¥RF0.5, BHEHFEYITEZKIE (AVE) /4F0.60080.81621H, HKTF0.5,
HEMEE (CR) A T0.879%20.953 2108, HRT0.7, Wil & &R REMER I
(#2) . #TFFornell-Larckerbrif i) X /3% BERG IR F 0], &4 &) B — & A ¢
PERIX 23 B (K3) o WPBOEERERE R IF. BIEEN FomgRER, K
HH B (x¥df) 52.930, ERIFTZE R (RMSEA) 40.074, CFI40.934,
NFI40.904, TLIA0.924, FEHBEREAR SR I (F2) .

(=) BRI

BRI R A B (x/df) h2.617, EMTEHHHE (RMSEA) H
0.068, /MNTF0.08, KB EARIRE, WMEERERRBY K T0.9 (CFI1=0.945,
NFI1=0.915, TLI=0.937, IFI=0.945) , f&Z)i&AEf#EFR¥ K TF0.5 (PGFI1=0.692,
PNFI=0.791, PCFI=0.818) , UiHARIAIEARRIG R IF, W45 2080, BRI 8K
AR EE TR, RIXHLI~H8Y R 5E, Rk 2, RIEE2, HibhZR
BRGN = AYEE RHAE . ARRAE U SRR G TE SR E G R A B3 E
g, Horp Ah R R G AR TR (0.287%xx ) | AAERAE YIRS
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F2 WIFMREFITER

# & Construct B | AR E | BT RS
M4 (Cronbach’s 0=0.879; AVE=0.600; CR=0.879)
FIANR RS CA NG R 5.41 1.169 0.535
FBG B TAXANEE LRk A 4.65 | 1.393 0.841
ARG W b B2 e BARAR 4.45 | 1.351 0.930
AR I o B A AL H T 442 | 1.368 0.850
FNHy R A FoiX NS F IR AIT R 489 | 1.235 0.648
4% (Cronbach’s 0=0.910; AVE=0.736; CR=0.917)
K E R B F M ok 5.31 1.114 0.819
TS B F AR 540 | 1.054 0.884
B AE B A AR A 5.41 1.066 0.942
AL B AL AR R R BRI ARA 498 | 1.275 0.778
%47 %4 (Cronbach’s «=0.914; AVE=0.810; CR=0.945)
%5 0947 A 5 R A A 531 | 1.181 0.872
XA Bk A 2 AR KT 544 | 1.142 0.918
EEILZEAN B A PAFARAT 536 | 1.178 0.910
AT Bk AT Fy A AR 536 | 1.174 0.900
B4 % % (Cronbach’s 0=0.929; AVE=0.816; CR=0.930)
TG Z—NBIAG AT H Ty 520 | 1.205 0.879
TR G B A B ARST 5.31 1.179 0.931
TG AR T A 5.19 1.232 0.899
JE 4 454+ (Cronbach’s =0.955; AVE=0.718; CR=0.953)
FANE AL AR TR0, e/ R R AR B A B AR 485 | 1.215 0.814
PpAE 35 R AL /R bR 5, AL B AR A Efade R 4.88 1.243 0.875
BALK BT ATEN, MILANAF B/ R E X RREENZ | 473 | 1.251 0.901
— R, IR/ R T 2 E A — LR A d2es 477 | 1.324 0.894
HEATABRT AT AR EINRER 436 | 1.388 0.813
PPAEAE NP 3K B, AT AT LR A PR 456 | 1.334 0.822
TAE AR R A R EFE B0 AR R, EXAR 2 BFT iRk 478 1.216 0.832
AL BT T A6, M /R A9 & s KR 4.83 1.286 0.823
AT H (Cronbach’s «=0.897; AVE=0.684; CR=0.897)
EA XA G RIS 522 | 1.175 0.826
A G 0 BB AR D) K IF A ik 517 | 1171 0.833
HEEWLEEREE—TEINMNES 525 | 1.149 0.799
HERXANEE IR 519 | 1.149 0.850
#x3 HXREERK
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Clustering of People: Understanding the Effect of Other Customer Perceptions
on Exhibition Attenders’ Approach Behaviors

DING Ye', LIU Si-jie', SHI Yi-chen' & LIANG Zeng-xian’

(1. School of Event and Communication, Shanghai University of International Business and Economics, Shanghai 201620,

China; 2. School of Tourism Management, Sun Yat-sen University, Guangdong Zhuhai 519082, China)

Abstract: Attracting exhibition attenders to the booth is the key to achieving the purpose of exhibition. The
existing research mainly focuses on how to attract exhibition attenders by providing more effective booths,
products and services from the perspective of exhibitors. However, in the actual exhibition, the appearance,
behavior and contactless interaction of other customers will also affect the choice and approach of exhibitors
to the booth. In this paper, 355 exhibition attenders from two trade fairs, namely “Taobao Creation Festival”
in 2021 and “Shanghai Exposition of advertising, sign, graphic, print, packaging and paper” (here in after
referred to as APPP EXPO) in 2021, were investigated to study the impact of other customers perceptions on
the booth approaching behavior of focus customer, and tested the moderating effect of participation frequency.
The research shows that the similarity, appearance and behavioral appropriateness of other customers will affect
the stand approach behavior of focus exhibitors to varying degrees. The similarity of other customers has a
great impact on booth trust, while appearance and appropriate behavior have a great impact on booth image.
The research further shows that experienced exhibition attenders can easily identify their interested booths from
the appearance of other customers, while inexperienced exhibition attenders need to consider more factors and
identify their interested booths through complex and uncertain mechanisms. The results of this study will be
helpful to guide the visitor management of the exhibitors and the booth design and image maintenance of the
exhibitors.

Keywords: other customer perception; exhibition; exhibition attenders; approach behavior; booth image; booth
trust
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