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1)

2)

3)

Yang, Haiyang, Jingjing Ma, Neal Roese, and Amitava Chattopadhyay (2021), “Market
Disruption Strategies: The Transformation of Xiaomi,” INSEAD Case No. 6608; INSEAD
Teaching Note No. 6608. https://publishing.insead.edu/case/xiaomi

Yang, Haiyang, Jingjing Ma, Neal Roese, and Amitava Chattopadhyay (2021), “Market
Disruption Strategies: The Transformation of Xiaomi,” Harvard Case No. IN1717; Harvard
Teaching Note No. IN1717. https://hbsp.harvard.edu/product/IN1717-PDF-ENG

Yang, Haiyang, Jingjing Ma, Neal Roese, and Amitava Chattopadhyay (2021), “ 7537 Hi7& /i

W&: NKRAEERL Y 47 INSEAD Case No. 6608 (11 3CHR).
https://publishing.insead.edu/case/market-disruption-strategies-transformation-xiaomi-chinese
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ARERIORR ( BIRIEFE)

1)

2)

3)

4)

5)

6)

7)

8)

9)

10)

11)

Yang, Haiyang and Jingjing Ma* (2022), “Post-COVID-19 Distress and Unhealthy Consumption
Behavior,” Journal of Mental Health.

Ma, Jingjing, Zichuan Mo*, and Yuanjie Zhao (2021), “Dynamic Luxury Advertising: Using
Lifestyle versus Functional Advertisements in Different Purchase Stages,” Journal of Advertising,
1-18.

Yang, Haiyang, Jingjing Ma, and Amitava Chattopadhyay (2021), “How Xiaomi Became an
Internet-of-Things Powerhouse,” Harvard Business Review.
Harvard Business Review (Russian Edition): “Kak Xiaomi ctana loT-ruranrom”
Harvard Business Review (Korean Edition): “AF 2.V 7} A= Q1B Yl A| S A1 A ¢ BF el
Harvard Business Review (Chinese Edition): “/INAK JSC AW B4 155 11 (3 58 SR>

Yang, Haiyang and Jingjing Ma* (2021), “Factors Associated With Chinese Adults’ Vaccine
Acceptance,” JAMA Health Forum, 2(7), €211466.

Yang, Haiyang and Jingjing Ma* (2021), “Relationship Between Wealth and Emotional Well-
being Before, During, versus After a Nationwide Disease Outbreak: A Large-scale Investigation of
Disparities in Psychological Vulnerability Across COVID-19 Pandemic Phases in China,” BMJ
Open, 11(6), €044262.

Yang, Haiyang and Jingjing Ma* (2021), “How the COVID-19 Pandemic Impacts Tobacco
Addiction: Changes in Smoking Behavior and Associations with Well-being,” Addictive
Behaviors, 119, 106917.

Ma, Jingjing, Zichuan Mo*, and David Gal (2021), “The Route to Improve the Effectiveness of
Negative PSAs,” Journal of Business Research, 123, 669-682.

Yang, Haiyang and Jingjing Ma* (2020), “How an Epidemic Outbreak Impacts Happiness:
Factors that Worsen (vs. Protect) Emotional Well-being during the Coronavirus Pandemic,”
Psychiatry Research, 289, 113045.

L, =, AR (2020), <Gt HERE 98 W SEAT NS, B B LT
%, 23(2), 155-166.

Goldsmith, Kelly*, Caroline Roux, and Jingjing Ma (2018), “When Seeking the Best Brings Out
the Worst in Consumers: Understanding the Relationship between a Maximizing Mindset and
Immoral Behavior,” Journal of Consumer Psychology, 28(2), 293-3009.

Brough, Aaron R.*, James E. B. Wilkie, Jingjing Ma, Mathew S. Issac, and David Gal (2016), “Is

Eco-Friendly Unmanly? The Green-Feminine Stereotype and Its Effect on Sustainable
Consumption,” Journal of Consumer Research, 43(4), 567-582.
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12) Ma, Jingjing* and David Gal (2016), “When Sex and Romance Conflict: The Impact of Sexual
Imagery in Advertising on Preference for Romantically Linked Products and Services,” Journal of
Marketing Research, 53 (4), 479-496.

13) Ma, Jingjing* and Neal J. Roese (2014), “The Maximizing Mind-Set,” Journal of Consumer
Research, 41 (1), 71-92.

14) Ma, Jingjing® and Neal J. Roese (2014), “The Danger of Touting a Product as ‘the Best’,”
Harvard Business Review, 92 (10), 28.

15) Ma, Jingjing* and Neal J. Roese (2013), “The Countability Effect: Comparative versus
Experiential Reactions to Reward Distributions,” Journal of Consumer Research, 39 (6), 1219-
1233.

16) Ma, Jingjing* and Neal J. Roese (2013), “The Surprising Power of (a Lack of) Numbers,” The
European Financial Review (Lead Story), 40-42.

H AR SORFE

17) Ma, Jingjing*, Zichuan Mo, Yuanjie Zhao (2021), “When Lifestyle Advertising Hurts Luxury
Brands”, Advances in Consumer Research, v.49.

18) Ma, Jingjing*, Yu Lin, and Danit Ein-Gar (2019), “Charitable Maximizers: the Impact of the
Maximizing Mindset on Charitable Behavior”, Advances in Consumer Research, v.47, 760-761.

19) Ma, Jingjing*, Kent Grayson, and David Gal (2017), “Increasing PSA Effectiveness: Two Routes
from Self-Threat to Message Acceptance,” Advances in Consumer Research, v.45, 764-765.

20) Ma, Jingjing* and David Gal (2016), “He’s Just Not That Into Anyone: The Impact of Sex Fantasy
on Attraction,” Advances in Consumer Research, v.44, 545-545.

21) Ma, Jingjing*, Ryan Hamilton, and Alexander Chernev (2015), “The Impact of Usage Frequency
on Lifestyle Branding,” Advances in Consumer Research, v.43, 142-146.

22) Ma, Jingjing*, Ying Wang, and Neal J. Roese (2014), “The Impact of the Maximizing Mindset on
Decision Time,” Advances in Consumer Research, v.42, 590-591.

23) Ma, Jingjing* and Neal J. Roese (2013), “The Maximizing Mindset,” Advances in Consumer
Research, v.41, 181-185.

24) Ma, Jingjing* and Neal J. Roese (2012), “The Countability Effect: Comparative versus
Experiential Reactions to Reward Distributions,” Advances in Consumer Research, v.40, 106-111.

25) Ma, Jingjing*, Ryan Hamilton, and Alexander Chernev (2012), “The Unexpressed Self: The

Impact of Restricting Freedom of Self-Expression on Brand Preferences,” Advances in Consumer
Research, v.40, 95-100.
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http://www.kellogg.northwestern.edu/faculty/ma/2014_JCR_Ma_Roese.pdf
http://www.kellogg.northwestern.edu/faculty/ma/2014_JCR_Ma_Roese.pdf
http://www.kellogg.northwestern.edu/faculty/ma/2013_JCR_Ma_Roese.pdf
http://www.kellogg.northwestern.edu/faculty/ma/2013_JCR_Ma_Roese.pdf
http://jingjing-ma.appspot.com/papers/2013_TEFR_Ma_Roese.pdf

26) Ma, Jingjing* and Shi Zhang (2009), “Choosing Between American and Chinese Brands,”
Advances in Consumer Research, v.36, 896-897.

27) Ma, Jingjing* and Shi Zhang (2008), “On the Compatibility of Orientation, Task, and Preference:
The Role of Brand Information,” Advances in Consumer Research, v.35, 895-896.

28) Ma, Jingjing*, Lee Zhang, and Xinxin Ma (2007), “Affect without Cognition,” Advances in
Consumer Research, v.34, 389-391.

29) Hatdik. gKSE. 5KER (2009), “hh S SXRHE 9 E HARIUR . SR SAE S A dh A i =
[AIVCRCE U SEMAPE L, B AHE AR, 5 (1), 13-26.

30) Sadn*. SRET. 5KEE (2008), i -5 O AR P S AN 2 R PR AN [ 4 — DA HL
HFANE SR CD A, BB FR, 4 (1), 107-119.

31) TKE. HRTdn* (2006), “H AL . RS 5 Fishbein 81" HHRL AR, 2 (3), 30-43.
P AR P
R #RE, 2021 45
JERCRFA TR, 2020 4F 6 F
HEE R AR, PEEES, 2019 4F 10 H
FAFF K2, 2019 4 7 A
BRI, 2018 1 H
JUAR MRS, 2017 4F 12 H
Hl K2, 2017 4F 12 A
MG Wz, B H AR R4, 2017 4 9
JEHOR%, DR, 2017 4 9
FHEH SR, 2017 42 5 H
BT, 2017 4 4 A
R, 2017 5 4 H
RS R, 2016 4F 6 H

NEK, 2016 4F 5 A
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FA IR, 2015 4F 12 A
University of California Riverside, Anderson Graduate School of Management, Nov. 2014

University of Central Florida, College of Business Administration, Oct. 2014

AERUR A, R R LB, 2014 4F 10 H
R, 2014 48 10 H

P PHEE T K%, 2014 4 10 H

University of British Columbia, Sauder School of Business, Oct. 2014

University of Florida, Warrington College of Business Administration, Sep. 2014

HH K%, 20144 8 H
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1) Ma, Jingjing, Zichuan Mo, and Yuanjie Zhao, “When Lifestyle Advertising Hurts Luxury Brands”,
presented at Association for Consumer Research Conference, Oct. 2021.

2) Zhu, Ying, Jingjing Ma, Jiajia Liu, and Jingjing Wang, “The Experiential Brain of Smartphone
Users: How Smartphone Use Reshape Thinking Style”, presented at Association for Consumer
Research Conference, Oct. 2020.

3) Br3E. 0L, David Dubois, “When Intention to Share Increase Variety-Seeking” , 1& H [ &
WRA AT, P, AR, 2019 4F 10 A .

4) Ma, Jingjing, Yu Lin, and Danit Ein-Gar, “Charitable Maximizer”, presented at Association for
Consumer Research Conference, Atlanta, Oct. 2019.

5) Zhu, Ying, Jingjing Ma, and Jingjing Wang, “A Meta-Analysis of the Antecedents and
Consequences of Smartphone Addiction”, presented at Association for Consumer Research
Conference, Atlanta, Oct. 2019.

6) Ma, Jingjing, Mo Zichuan, and David Gal, “Increasing PSA Effectiveness: Two Routes from Self-
Threat to Message Acceptance,” presented at La Londe Conference on Consumer Behavior and
Communications, La Londe, France, June. 2019.

7) Jin, Fei, Jingjing Ma, and David Dubois, “When Intention to Share Increase Variety-Seeking: The
Role of Self-Enhancement”, presented at Society for Consumer Psychology Conference, Savannah,
GA, Mar. 2019.

8) Mo, Zichuan and Jingjing Ma, “When Compensatory Consumption Backfires: The Pain and

Pleasure of Experiential Purchases,” presented at Society for Consumer Psychology Conference,
Dallas, TX, Feb. 2018.
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9) Chen, Qihui and Jingjing Ma, “When a Minor Problem Causes a Major Trouble for Experiential
Purchases,” presented at Society for Consumer Psychology Conference, Dallas, TX, Feb. 2018.

10) Ma, Jingjing, Kent Grayson, and David Gal, “Increasing PSA Effectiveness: Two Routes from
Self-Threat to Message Acceptance,” presented at Association for Consumer Research Conference,
San Diego, CA, Oct. 2017.

11) Ma, Jingjing, “The Impact of the Maximizing Mindset on Variety Seeking Behaviors,” presented at
Association for Consumer Research Conference, San Diego, CA, Oct. 2017.

12) Ma, Zhenfeng and Jingjing Ma, “The Effect of Maximizing on Consumer Response to Features and
Price,” presented at Association for Consumer Research Conference, San Diego, CA, Oct. 2017.

13) Mo, Zichuan and Jingjing Ma, “When Compensatory Consumption Backfires: The Pain and
Pleasure of Experiential Purchases,” presented at Association for Consumer Research Conference,
San Diego, CA, Oct. 2017.

14) Chen, Qihui and Jingjing Ma, “When a Minor Problem Causes a Major Trouble for Experiential
Purchases,” presented at Association for Consumer Research Conference, San Diego, CA, Oct.
2017.

15) Chen, Jia and Jingjing Ma, “The Effect of Nostalgia Advertising on Brand Loyalty,” presented at
Association for Consumer Research Conference, San Diego, CA, Oct. 2017.

16) Mo, Zichuan and Jingjing Ma, “Why Are Luxury Ads So Abstract?” presented at Society for
Consumer Psychology Conference, San Francisco, CA, Feb. 2017.

17) Ma, Jingjing and David Gal, “He’s Just Not That Into Anyone: The Impact of Sex Fantasy on

Attraction,” presented at Association for Consumer Research Conference, Berlin, Germany, Oct.
2016.

18) Goldsmith, Kelly, Caroline Roux, and Jingjing Ma, “When Choosing the Best Brings out the
Worst: Maximizing Increases Cheating Due to Greater Perceptions of Scarcity,” presented at
Association for Consumer Research Conference, Berlin, Germany, Oct. 2016.

19) Brough, Aaron, Jim Wilkie, Jingjing Ma, Mathew Issac, and David Gal, “It’s Not Manly Being
Green: The Role of Gender Identity Maintenance in Men’s Avoidance of Environmentally-Friendly
Behavior,” presented at Society for Consumer Psychology Conference, St. Pete Beach, FL, Feb.
2016.

20) Brough, Aaron, Jim Wilkie, Jingjing Ma, Mathew Issac, and David Gal, “It’s Not Manly Being
Green: The Role of Gender Identity Maintenance in Men’s Avoidance of Environmentally-Friendly

Behavior,” presented at Winter Society for Judgment and Decision Making Conference, UT, Jan.
2016.
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21) Roux, Caroline, Jingjing Ma, and Goldsmith, Kelly, “When Choosing the Best Brings out the
Worst: Maximizing Increases Cheating Due to Greater Perceptions of Scarcity”, Presented at
Society for Judgment and Decision Making Conference, Chicago, IL, Nov. 2015.

22) Ma, Jingjing, Ryan Hamilton, and Alexander Chernev, “The Impact of Usage Frequency on
Lifestyle Branding”, Presented in Symposia Session—*“Fashion Signals and Symbols: Beyond

Conspicuous Consumption”—at Association for Consumer Research Conference, New Orleans,
LA, Oct. 2015.

23) Ma, Jingjing, Ying Wang, and Neal J. Roese, “The Impact of the Maximizing Mindset on Decision
Time”, Presented at Trans-Atlantic Doctoral Conference, London Business School, May. 2015
(Invited Presentation).

24) Ma, Jingjing, Ying Wang, and Neal J. Roese, “The Impact of the Maximizing Mindset on Decision
Time”, Presented in Competitive Paper Session—“Mind-sets and Control in Motivation”—at
Association for Consumer Research Conference, Baltimore, MD, Oct. 2014 (Session Chair).

25) Ma, Jingjing, Ryan Hamilton, and Alexander Chernev, “The Unexpressed-Self: The Impact of
Restricting Self-Expression on Brand Preferences”, Presented in Symposia Session—"“And Now for
Something Completely Different: The Meaning of Life”—at Society for Consumer Psychology
Conference, 2014 SCP Proceeding (p.91-92), Miami, FL, Mar. 2014.

26) Ma, Jingjing and Kent Grayson, “Failure to Compensate: Why Cross-Domain Affirmations Do Not
Always Alleviate Identity Threats”, Presented in Symposia Session—*“Identity Threats and
Consumption: Causes, Cures, and Costs”—at Society for Consumer Psychology Conference, 2014
SCP Proceeding (p.124-125), Miami, FL, Mar. 2014.

27) Ma, Jingjing and Neal J. Roese, “The Maximizing Mindset”, Presented in Special Session—
“Comparative Thinking and Consumer Well-Being”—at Association for Consumer Research
Conference, Chicago, IL, Oct. 2013 (co-chaired with Yangjie Gu).

28) Ma, Jingjing and Neal J. Roese, “The Countability Effect”, Presented at The Haring Symposium,
Indiana University, Mar. 2013 (Invited Presentation).

29) Ma, Jingjing and Neal J. Roese, “The Maximizing Mindset”, Presented at Society for Consumer
Psychology Conference, 2013 SCP Proceeding (p.250-251), San Antonio, Texas, Feb. 2013.

30) Ma, Jingjing and Neal J. Roese, “The Countability Effect”, Presented at Society for Judgment and
Decision Making Conference, Minneapolis, MN, Nov. 2012.

31) Ma, Jingjing, Ryan Hamilton, and Alexander Chernev, “The Unexpressed Self: The Impact of
Restricting Self-Expression on Brand Preferences”, Presented at Society for Judgment and Decision
Making Conference, Minneapolis, MN, Nov. 2012.

32) Ma, Jingjing and Neal J. Roese, “The Countability Effect”, Presented in Special Session—"“In

Pursuit of Happiness”—at Association for Consumer Research Conference, Vancouver, BC,
Canada, Oct. 2012 (co-chaired with Haiyang Yang and Neal J. Roese).
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33) Ma, Jingjing, Ryan Hamilton, and Alexander Chernev, “The Unexpressed Self: The Impact of
Restricting Self-Expression on Brand Preferences”, Presented in Special Session—"“Brands as A
Means of Self-Expression”—at Association for Consumer Research Conference, Vancouver, BC,
Canada, Oct. 2012 (Session Chair).

34) Ma, Jingjing and Neal J. Roese, “The Effect of Countability on Satisfaction”, Presented at Society
for Judgment and Decision Making Conference, Seattle, WA, Nov. 2011 (Best Student Poster
Award).

35) Ma, Jingjing and Shi Zhang, “Choosing Between American and Chinese Brands”, Presented at
Association for Consumer Research Conference, San Francisco, CA, Oct. 2008.

36) Ma, Jingjing and Shi Zhang, “On the Compatibility of Orientation, Task and Preference: The Role
of Brand Information”, Presented at Association for Consumer Research Conference, Memphis, TN,
Oct. 2007.

37) WEZ. KR K. B, TaRRARE (PCR) X dhMESEAR RORZ R 7 78 o A A
FrEe ey BEBL, AU 2007IMS H E B B R FRFE SR SCEE[C] (p.516-530), B E
R PR, i, i, 2007.

38) HhnUhh. TKER. SR, “RERESMEMIELER” , T EEHM R SE S EEEI
FUNFELE I T5 L, 2 3CHUN 2006IMS H E E A ZRFE IR CEEIC] Ot A5 1Y
1), PUR &5 58 # 2B, |, 20X, 2006.

39) Ma, Jingjing, Xinxin Ma, and Lee Zhang, “Affect without Cognition”, Presented at Association for
Consumer Research Conference, Orlando, FL, Sep. 2006.

40) BER. T, BB RN L PR ISR A S Fishbein BUR ™ | 76 o [ 274
BRI o ti e FROEE, A OO 20050MS o[ B B AR SRR 216 S EEC] (p.188-
201), JEs KA E 2 B, o, {5, 2005.

41) =gk RS, A ERIE A AN E——Wdb s HIET R ARG L W EM 52T A E R
JEXTIRME T, fE b E S5 E S BE R, PE, R, 2004.

HE

Seminar in Consumer Behavior: Judgment and Decision Making

BEFUAERE FEORR)

B 22FA (Management)
ARAERE EXER)

Consumer Behavior

MBA RE (&R

Marketing Research
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WS EH AN TS EE
EDP (P IXHER)

BB AT RS R
DPS B2 (F3CHER)

ST
18 +-EIIp:
XA, 2022
51,2020, KA (BhEEER)
¥k, 2019, VU125 (BhERHIZ) (FBCE S 00)
157
¥y&Fi%, 2021, University of Alberta (T73%E 8418 L1 H)
PR, 2020, T SCRY: (T3 E R L00H )
5KHE R, 2020, Emory University (377881 L0 H) CBeE FIH)

R, 2020; A1 154F, 2017; 275, 2017

FEARIRS

B AT E s N . Journal of Consumer Psychology, Journal of Consumer Research, Marketing
Letter, International Journal of Research in Marketing, Journal of Association for Consumer
Research

SO R A FETEE B, B, 0B 2

2 H N : Association for Consumer Research Conference, Society for Consumer Psychology
Conference, La Londe Conference on Consumer Behavior and Communications

BAERIE

Forbes: Does Unconscious Bias Affect Our Sustainable Lifestyle Choices?

World Economic Forum: COVID-19 drove 74% drop in emotional well-being in China: Study

The Wall Street Journal: Happiness? When It Comes to Rewards, Don't Count On It

The Atlantic: The Agony of Perfectionism
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https://www.forbes.com/sites/carolyncenteno/2019/04/03/does-unconscious-bias-effect-our-sustainable-lifestyle-choices/#57c919cb1db1
https://www.weforum.org/agenda/2020/05/covid-19-what-you-need-to-know-about-the-coronavirus-pandemic-on-16-may/
http://blogs.wsj.com/ideas-market/2013/03/15/happiness-when-it-comes-to-rewards-dont-count-on-it/?utm_source=Journal+of+Consumer+Research+-+April+30%2C+2013&utm_campaign=Constant+Contact&utm_medium=email
http://www.theatlantic.com/business/archive/2014/03/the-agony-of-perfectionism/284178/

The Washington Post: Your Manliness Could Be Hurting the Planet

New York: Men Are Destroying the Earth Because They Think Environmentalism Is Too Girly

The Guardian: A vexing question: why do men recycle less than women?

Make Change: Can We Finally Close the Green Gender Gap?

NPR: Manliness and Green Living

CBS: Men may avoid being green because they find it “unmanly”

Euornews: s sustainability a women’s issue?

Scientific American: Men Resist Green Behavior as Unmanly

Journalist’s Resource: Is “going green” unmanly? Gender stereotypes and perceptions of
environmentally friendly behaviors

Yahoo! News: Recycling’ s Not Just for Women, Bro

ABC (Australia): Paint Nude Women on Solar Panels: How to Get Men to Care about the
Environment

Quartz: Studies Show People Think Caring About the Environment Is "Feminine"

Scientific American: Cash Rewards Might Make Us Unhappy

Science Daily: Are You A High Achiever?

Science Daily: Rewards Programs: When Do Consumers Compare Experience Over Value?

Science Daily: Going Green Is for Girls, but Branding Can Make Men Eco-friendly

Broadly: Machismo Is Ruining the Planet, Study Says

Business Standard: Men Willing to Go Green If Products Are '"Masculine'

Hybrid Cars News: Are EVs Not Manly Enough?

Mic: Men Are Ruining the Planet Because They Think Green Products Are "Feminine"

Newser: Men Think Going Green Will Make Them Wimps

Notre Dame News: Going Green Is for Girls — But Branding Can Make Men Eco-friendly

Outside Magazine: What Brands Can Learn from Patagonia's Gender-Neutral Marketing

Portland Press Herald: Commentary: Research Shows Recycling's Not Very Manly

Psych Central: It's Not Easy Being Green -- At Least for Men
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https://www.washingtonpost.com/news/wonk/wp/2016/08/31/your-manliness-could-be-hurting-the-planet/
http://nymag.com/thecut/2016/09/study-finds-men-see-green-products-as-too-feminine.html
https://www.theguardian.com/environment/2018/oct/05/real-men-dont-recycle-how-sexist-stereotypes-are-killing-the-planet
https://www.makechange.aspiration.com/articles/can-we-finally-close-the-green-gender-gap
https://www.npr.org/2017/12/30/574753418/manliness-and-green-living
https://www.cbsnews.com/video/study-men-may-avoid-being-green-because-they-find-it-unmanly/
https://www.euronews.com/living/2019/06/20/is-sustainability-a-women-s-issue
https://www.scientificamerican.com/article/men-resist-green-behavior-as-unmanly/
https://journalistsresource.org/studies/environment/sustainability/going-green-environment-gender-stereotypes-recycling/
https://journalistsresource.org/studies/environment/sustainability/going-green-environment-gender-stereotypes-recycling/
https://www.yahoo.com/news/recycling-not-just-women-bro-114810460.html
http://www.abc.net.au/news/2016-09-03/green-men-get-men-care-about-environment/7808068
http://www.abc.net.au/news/2016-09-03/green-men-get-men-care-about-environment/7808068
http://qz.com/771309/studies-show-people-think-caring-about-the-environment-is-feminine/
https://www.scientificamerican.com/podcast/episode.cfm?id=cash-rewards-might-make-us-unhappy-12-10-29&utm_source=Journal+of+Consumer+Research+-+April+30%2C+2013&utm_campaign=Constant+Contact&utm_medium=email
http://www.sciencedaily.com/releases/2014/02/140211113738.htm
https://www.sciencedaily.com/releases/2012/10/121022145250.htm
https://www.sciencedaily.com/releases/2016/08/160825102326.htm
https://broadly.vice.com/en_us/article/machismo-is-ruining-the-planet-study-says
http://www.business-standard.com/article/news-ians/men-willing-to-go-green-if-products-are-masculine-116082600802_1.html
http://www.hybridcars.com/are-evs-not-manly-enough/
https://mic.com/articles/153245/men-are-ruining-the-planet-because-they-think-green-products-are-feminine
http://www.newser.com/story/230429/men-think-going-green-will-make-them-wimps.html
http://news.nd.edu/news/69142-going-green-is-for-girls-but-branding-can-make-men-eco-friendly/
https://www.outsideonline.com/2122311/why-being-manly-bad-environment
http://www.pressherald.com/2016/09/04/commentary-recycling-not-very-manly/
http://psychcentral.com/news/2016/08/28/its-not-easy-being-green-at-least-for-men/109117.html

Psychology Today: Why It” s Still “Unmanly” to Be Eco-Friendly

Siasat Daily: Men Willing to Purchase Eco-Friendly Things If Products Are 'Masculine'

Slate: Eco-Friendly Branding Must Be Super Manly to Attract Manly Men, Study Says

Sustainable Brands: How Framing Sustainability as Strength Can Help Win Male Audiences

teleSUR English: Survey Shows Men Find Environmentalism 'UnManly'

Treehugger: Men Avoid 'Green Behaviors' to Preserve Their Macho Image

Yahoo! Finance: The Agony of Perfectionism

Medical News Today: Are you a high achiever? Even the best products might leave you
dissatisfied

Woman Today India: Aiming high can leave you unhappy

TruthDive: Always aiming too high in life can leave you dissatisfied even with best products

EurekAlert!: Are you a high achiever? Even the best products might leave you dissatisfied

Science Codex: Are you a high achiever? Even the best products might leave you dissatisfied

Science Codex: Rewards programs: When do consumers compare experience over value?

Psychology Today: Numbers Can Influence Satisfaction with Purchases

Business Insider: People Just Compare Their Cash Bonuses, And Usually End Up Unhappy

Quartz: How to Get a Bigger Bonus: Don’t Ask for It in Cash

Examiner: Are You A High Achiever?

Examiner: Psychology of More for Your Money

Kellogg Insight: Excessive Expectations

Kellogg Insight: Would You Like Your Bonus in Cash or Cake?

Business Standard: Always Aiming Too High in Life Can Leave You Dissatisfied Even with Best
Products

Phys.org: Are You A High Achiever? Even the Best Products Might [L.eave You Dissatisfied.

Phys.org: Rewards Programs: When do Consumers Compare Experience over Value?

EurekAlert!: Rewards Programs: When do Consumers Compare Experience over Value?

Atelier: Customer Reward Programmes: Are Non-Monetary Gifts More Effective than Cash

Jingjing Ma Page 12 of 14


https://www.psychologytoday.com/blog/general-intelligence/201701/why-it-s-still-unmanly-be-eco-friendly
http://www.siasat.com/news/men-willing-purchase-eco-friendly-things-products-masculine-1011000/
http://www.slate.com/blogs/xx_factor/2016/08/26/new_studies_eco_friendly_branding_must_be_super_manly_to_attract_manly_men.html
http://www.sustainablebrands.com/news_and_views/marketing_comms/mike_hower/how_reframing_sustainability_strength_can_help_win_male_au
https://www.telesurenglish.net/news/Toxic-Masculinity-Survey-Shows-Men-Find-Environmentalism-UnManly-20160906-0014.html
http://www.treehugger.com/culture/men-avoid-green-behaviors-preserve-their-macho-image.html
http://finance.yahoo.com/news/agony-perfectionism-150100459.html
http://www.medicalnewstoday.com/releases/272561.php
http://www.medicalnewstoday.com/releases/272561.php
http://wonderwoman.intoday.in/story/aiming-too-high-in-life-can-leave-you-unhappy/1/106623.html
http://truthdive.com/2014/02/12/Always-aiming-too-high-in-life-can-leave-you-dissatisfied-even-with-best-products.html
http://www.eurekalert.org/pub_releases/2014-02/uocp-aya021114.php
http://www.sciencecodex.com/are_you_a_high_achiever_even_the_best_products_might_leave_you_dissatisfied-127687
http://www.sciencecodex.com/rewards_programs_when_do_consumers_compare_experience_over_value-100640
http://www.psychologytoday.com/blog/in-hindsight/201211/numbers-can-influence-satisfaction-purchases
http://www.businessinsider.com/why-cash-bonuses-dont-work-2013-6
http://qz.com/96622/how-to-get-a-bigger-bonus-dont-ask-for-it-in-cash/
http://www.examiner.com/article/assessing-the-four-elements-of-coolness-for-technological-products
http://www.examiner.com/article/psychology-of-more-for-your-money
http://insight.kellogg.northwestern.edu/article/excessive_expectations
http://insight.kellogg.northwestern.edu/article/would_you_like_your_bonus_in_cash_or_cake
http://www.business-standard.com/article/news-ani/always-aiming-too-high-in-life-can-leave-you-dissatisfied-even-with-best-products-114021200783_1.html
http://www.business-standard.com/article/news-ani/always-aiming-too-high-in-life-can-leave-you-dissatisfied-even-with-best-products-114021200783_1.html
http://phys.org/news/2014-02-high-products-dissatisfied.html
http://phys.org/news/2012-10-rewards-consumers.html
http://www.eurekalert.org/pub_releases/2012-10/uocp-rpw102212.php?utm_source=Journal+of+Consumer+Research+-+April+30%2C+2013&utm_campaign=Constant+Contact&utm_medium=email
http://www.atelier.net/en/trends/articles/customer-reward-programmes-are-non-monetary-gifts-more-effective-cash

McKnight’s: High Achievers May be More Prone to Product Dissatisfaction, study finds

Sina: China Economics Annual Conference

Johns Hopkins University: Onset of COVID-19 pandemic led to 74% drop in overall emotional
well-being

MBAchina: 50 SRR e L g ?

BN FERBE— 1 20 i S5 H T AN 9 E (5 0" SRBORAT 228 4T
HEHRIE R [E RS — 1 sl o R B 1 A 9 (S 0" SR EORAT 2 28T
HEE R R . [ 45 0 I A M 98 (B 0 SR BURAT SR 4T

SRS 3 O N a2 - 2R = = 4

NRBIREESI . T 1550 1 498 A0 98 {5 L BOR AT

RITWAE W Ho [ 45 0 1 2 A 9 2 {5 0 FE B R A

2 P Sl A I 2 L= e =Rl W - G| N Y ]

FHRM L LK 5 < Y 2 (5 O Hia AT T S 22 B 4 A
BINR: FEL N i B A (g 5l ? EOR Bt : Bk, AR, FEe KRBT L

BINM: Ehtd: fELR A i B THRE Al ? e, ARG, FRe KB IIRIE L

B : L KE R B RATR Y : 85 J5 i) NG AEYNE K

PG T 0 AL K E R B R AT Er: 85 5 I AR AN K s

SO DEE R HEOIEEOR AT KRR 1-5 ¢, 18 270 P08 28 UM AR

BB ;A ] 2 A5 AR HOR AT . ROR 1-5 58, Vil 98 R A5 A U e AR

FHRBHR: ALK FE A B 1 00 nd B B e 5 1R SOR R S0 28 p 2k B iddn

BT BT SN AH FEURIGEE? InSRE@ v SR, B S briE
PR A TR S A (SO B E R B 1 70 RS R AT R H i ik

TP AN Tk AR AR WA (5 0 U KRR BE— 1 70 i 3Bk 5 R A P 1 Bl 4 75

R FAo il R 1 AE AT (50 B K B e - 1 00 s IR & AR R s S i

Jingjing Ma Page 13 of 14



http://www.mcknights.com/high-achievers-may-be-more-prone-to-product-dissatisfaction-study-finds/article/333626/
https://hub.jhu.edu/2020/05/13/emotional-well-being-study-china/
https://hub.jhu.edu/2020/05/13/emotional-well-being-study-china/
https://www.mbachina.com/html/nsd/201803/138820.html
https://www.sohu.com/a/235804068_330810
http://fxzl.chinareports.org.cn/ztbd/20180615/2872.html
http://fxzl.chinareports.org.cn/ztbd/20180615/2872.html
https://www.financialnews.com.cn/gc/gz/201806/t20180615_140313.html
http://m.haiwainet.cn/middle/352345/2018/0620/content_31337406_1.html
http://finance.eastmoney.com/news/1353,20180620891009193.html
http://www.ceweekly.cn/2018/0615/227419.shtml
https://finance.sina.com.cn/money/fund/2019-12-15/doc-iihnzahi7656610.shtml
https://www.sohu.com/a/344713953_330810
https://m.sohu.com/a/344864406_508417
https://www.sohu.com/a/339260779_330810
http://dy.163.com/article/EODM61NU0519R8II.html
https://baijiahao.baidu.com/s?id=1652970520085013915&wfr=spider&for=pc
http://finance.ifeng.com/c/7sThGkyqcdu
https://tech.sina.com.cn/roll/2020-04-25/doc-iircuyvh9717058.shtml
https://www.thepaper.cn/newsDetail_forward_7103787
http://zjnews.china.com.cn/yuanchuan/2020-02-19/212039.html
https://www.sohu.com/a/373925755_679747
http://nb.ifeng.com/a/20200218/8369757_0.shtml

BRI SRR STk & | A RPT “Pe” T RKHAENRE 2

Jingjing Ma Page 14 of 14


https://xw.qq.com/cmsid/20200220A0N0CZ00

