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Study on the the Method to Make Out-of-Stock Messages More Attractive-from the
Perspective of Consumers’ Need for Uniqueness

Shi Xinzhan Wang Liangyan
(Antai College of Economics & Management, Shanghai Jiao Tong University, Shanghai 200030)

Abstract: Out-of-stock is a common phenomenon in the market, and an ever increasing number of marketers are attempting to
attract consumers by spreading out-of-stock messages. However, most of the existing researches focus on the positive and negative
effects of out-of-stock information on consumers’ behavior, and there are still questions about how the consumers’ own personality
can affect their attitude toward out-of-stock messages. This paper studies the impact of causes of out-of-stock on consumers’ scarcity
perception and purchase decisions based on consumers’ need for uniqueness. Specifically, when delivering low supply information,
consumers with high need for uniqueness (vs. low need for uniqueness) have higher similar alternative purchase intention; and when
delivering high demand information, consumers with low need for uniqueness (vs. high need for uniqueness) have higher similar
alternative purchase intention. Also we confirm that consumers’ perceived scarcity mediates this interaction effect.
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