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Study of Consumers Psychological Reactance and Behavior Tendency in Stock out Context .
Based on Mediation Effect of Promotion in Online Shopping Goods
LIU Xiao-feng,LIU long-yan

(School of Business Administration,Zhongnan University of Economics and Law, Wuhan 430073, China)
Abstract: This paper mainly studies consumers’ psychological reactance and different behavioral
tendency confronted with the context that the promotion product online is out of stock. Based on relevant
psychology and marketing theory, we explore the impact of psychological reactance on consumer’s
behavioral tendency. The findings of experiments show that, when the product is out of stock, the level of
psychological reactance is determined by the attribution of stock out. The higher the psychological
reactance is, the worse the shopper has to be faced with the tendency that consumer will switch to the
competitor; whether the out of stock product is in promotion will play a median effect; Last but not least,
the shoppers can use substitute product to be promoted and offer arrival notice as several efficient ways to
lower consumers’ psychological reactance level as well as to lead consumers not switch to the competitors.

Key words: out of stock; promotion; psychological reactance; consumers behavioral tendency
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