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Lombarda China Healthcare Mix Fund

p-Value

Fear —5.54 0.01*
Surprise —5.44 0.01*
Disgust —5.44 0.01°
Anger —5.67 0.01*
Sadness —5.89 0.01*
Happiness —6.28 0.01*
Unit net worth -1.78 0.67
(Unit net worth)” —6.42 0.01*
Cumulative net worth —1.84 0.64
(Cumulative net worth)” —6.49 0.01*
E Fund Blue Chip Select Mix Fund

Fear —5.25 0.01*
Surprise —6.49 0.01*
Disgust —5.43 0.01*
Anger —5.33 0.01*
Sadness —6.19 0.01*
Happiness —6.17 0.01*
Unit net worth =271 0.28
(Unit net worth)” —6.03 0.01*
Cumulative net worth =271 0.28
(Cumulative net worth)” —6.03 0.01*
China Merchants Liquor Index Fund

Fear —3.65 0.03
Surprise —6.23 0.01*
Disgust —4.72 0.01*
Anger —5.70 0.01*
Sadness —5.69 0.01*
Happiness —4.91 0.01*
Unit net worth —2.65 0.30
(Unit NET WOrth) —5.65 0.01*
Cumulative net worth —2.61 032
(Cumulative net worth)” —5.74 0.01*

Ap-value smaller than listed.
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ARIMA MA(1) MA(2) AR(1) AIC
parameter

Fear 0.1,2) —077 (0.06)** | —0.19 (0.06)* 1,145.39 9.32

(1,1,0) —0.39 (0.06)*** 121924 51010
Surprise (1,0,0) 021 (0.06)* 938.85 10.99

(2,1,0) —0.43(0.06)*** | —0.31(0.06)*** 982.23 2629+
Disgust (1,0,0) ~0.03 (0.06) 489.17 472

(1,1,0) —0.52(0.06)* 585.48 43047
Anger (1,0,0) 0.00 (0.06) 93431 12.65

(1,1,0) —0.49 (0.06)*** 1,029.13 6293
Sadness (1,0,0) 0.02 (0.06) 41150 0.80

(1,1,0) —0.48 (0.06)** 508.73 3363
Happiness (1,0,0) 0.02 (0.06) 75131 9.14

(1,1,0) —0.48 (0.06)** 847.88 4700

**p < 0.01.

5 20,001,
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ARIMA MA(1) MA(2) AR(1) AR(2)
parameter

Fear 0,1,2) —0.84 (0.07)"** —0.11(0.07) 1,139.69 6.12

(1,1,0) —0.42 (0.06)"** 1,221.82 43,80
Surprise (1,0,0) 0.17 (0.06) 1,028.88 1146

(2,1,0) —0.47 (0.06)*** —0.31 (0.06)*** 1,096.61 4220
Disgust (1,0,0) 0.02 (0.06) 512.49 679

(1,1,0) —0.48 (0.06)*** 609.64 4190
Anger (1,0,0) —0.019 (0.06) 901.01 20.64***

(1,1,0) —0.49 (0.06)*** 1,001.38 78.95%*
Sadness (1,0,0) —0.02 (0.06) 51335 092

(1,1,0) —0.50 (0.06)*** 613.30 3417
Happiness (1,0,0) —0.01 (0.06) 762.17 358

(1,1,0) —0.49 (0.06)"** 861.50 39.017*

5 20,001,
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Variable Item

Xss1

Xss2

Xss3

Xss4

Xss5

Xss6

Xss7

Xsss

Xcet

Xce2

Xces

Xcea

Xces

Xces

Xcst
Xcs2

Xcss

Xcet
Xce2
Xoes
Xcca
Xces
Xcee
Xcer
Xocs
Xoc

Xcet1o
Xceot1

The employees or members of the travel platform offered me
suggestions to solve the problem.

The employees or members of the travel platform gave me information
to help me overcome the problem.

The employees or members of this travel platform helped me discover
the course and provided me with suggestions to solve the problem.
The employees or members of this travel platform told me the way to
solve the problem.

The employees or members of this travel platform were on my side with
me to face the difficulty.

The employees or members of this travel platform comforted and
encouraged me to face the difficulty.

The employees or members of this travel platform listened to me talk
about my private feelings about the difficulty.

The employees or members of this travel platform expressed interest
and concern in my well-being.

| feel excited about the service experience provided by this travel
platform.

| feel happy about the service experience provided by this travel
platform.

| feel relaxed about the service experience provided by this travel
platform.

| feel angry about the service experience provided by this travel
platform.

| feel disappointed about the service experience provided by this travel
platform.

| feel regret about the service experience provided by this travel
platform.

Overall, | am satisfied with the service provided by this travel platform.
Compared with expectations, | am satisfied with the services provided
by this travel platform.

Compared with the ideal situation, | am satisfied with the services
provided by this travel platform.

| would like to recommend this travel platform to my fellow students or
coworkers.

| would like to recommend this travel platform to my family.

| would like to recommend this travel platform to my peers.

| would like to recommend this travel platform to people interested in
the travel platform’s products or services.

I would like to introduce this travel platform’s products or services to
others.

| am willing to be a consultant to others and help him choose the goods
or services provided by this travel platform.

| am willing to tell other customers what they should pay attention to
when purchasing products on this travel platform.

I'am willing to fill out the customer satisfaction survey of this travel
platform.

I am willing to provide helpful feedback to customer service.

I am willing to provide information when survey by this travel platform.
I'am willing to inform this travel platform about the great service
received by an individual employee.
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Latent variable Measured Cronbach Composite  Factor
variable o Reliability Loading
Social support — Xss1 0.56
Social support— Xss2 0.67
Social support— Xss3 0.65
Social support— Xss4 0.81
Social support— Xss5 0.68
Social support— Xss6 0.88 0.90 0.91
Social support— Xss7 0.83
Social support— Xsss 0.63
Positive emotions— XcE1 0.69
Positive emotions— Xce2 0.81 0.82 0.88
Positive emotions— Xces 0.75
Negative emotions— Xcea 0.89
Negative emotions— Xces 0.87 0.89 0.86
Negative emotions— Xces 0.80
Customer satisfaction— Xesi 0.75
Customer satisfaction— Xcso 0.87 0.84 0.80
Customer satisfaction— Xcs3 0.85
Customer citizenship behavior— Xceo1 0.84
Customer citizenship behavior— Xcco 0.77
Customer citizenship behavior— Xces 0.74
Customer citizenship behavior— Xcca 0.89
Customer citizenship behavior— Xces 0.82 0.92 0.71
Customer citizenship behavior— Xces 0.70
Customer citizenship behavior— Xec7 0.53
Customer citizenship behavior— Xccs 0.67
Customer citizenship behavior— Xceg 0.60
Customer citizenship behavior— Xce1o 0.65
Customer citizenship behavior— Xce11 0.69
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Social Positive Negative Customer Customer
support emotions emotions satisfaction citizenship

behavior
Social support 0.73
Positive emotions 0.62 0.78
Negative emotions ~ 0.24 0.35 0.85
Customer 0.61 0.70 0.29 0.80
satisfaction
Customer 0.70 0.62 0.37 0.73 0.71

citizenship behavior

The data marked in bold in the diagonal line of the matrix is the AVE square root,
whereas the rest of the data is the corresponding correlation coefficient.
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95% Cl

Path B SE LLCI ULCI
Direct effect

(1) LFOVER — TOLER 0.266* 0.064 0.160 0.370
(2) LFOVER — LFCSR 0.275* 0.063 0.172  0.380
(8) LFOVER — LFBA 0.041  0.051 -0.042 0.128
(4) LFOVER — LFBL 0.056 0.034 0.001 0.114
(6) TOLER — LFCSR 0.356* 0.077 0.221 0.477
(6) TOLER — LFBA 0.141* 0.065 0.0560 0.233
(7) TOLER — LFBL 0.001  0.045 -0.70 0.080
(8) LFCSR — LFBA 0.688* 0.039 0.618 0.748
(9) LFCSR — LFBL 0.626* 0.069 0.512 0.733
(10) LFBA — LFBL 0.247* 0.076 0.125  0.369
Indirect effects from LFOVER to LFBL

Total effect 0.370* 0.064 0.261 0.471
Total indirect effect 0.314* 0.055 0.218 0.401
(1) LFOVER — TOLER — LFBL 0.000 0.013 -0.019 0.022
(2) LFOVER — LFCSR — LFBL 0.172* 0.044 0.107 0.252
(8) LFOVER — LFBA — LFBL 0.010 0.013 -0.009 0.036
(4) LFOVER — TOLER — LFCSR — LFBL ~ 0.059* 0.019 0.034 0.098
(5) LFOVER — TOLER — LFBA — LFBL 0.009* 0.006 0.003 0.023
(6) LFOVER — LFCSR — LFBA — LFBL 0.047* 0.018 0.023 0.082
(7) LFOVER — TOLER — LFCSR — 0.016* 0.007 0.008 0.032

LFBA — LFBL

LFOVER, least favorite league overlap; TOLER, tolerance; LFCSR, least favorite

CSR; LFBA, least favorite brand authenticity; LFBL, least favorite brand love.

In the case of tolerance, a single variable associated with multiculturalism was used
since the variable does not have sufficient reliability.

*Significant effect.
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Variables 1 2 3 4 5

(1) FOVER -

(2) TOLER 0.35* -

(3) FCSR 0.26* 0.44* -

(4) FBA 0.21** 0.46* 0.73* =

(5) FBL 0.15* 0.40* 0.70* 0.84* -
M 5.75 5.00 5.18 5.34 5.51
SD 1.96 1.35 1.10 0.91 0.91
Skewness —0.24 —068 -0.83 —0.51 —097
Kurtosis 0.07 0.21 0.72 0.26 1.45
Cronbach’s a 0.70 . 0.89 0.92 0.89

FOVER, favorite league overlap; TOLER, tolerance; FCSR, favorite CSR;
FBA, favorite brand authenticity; FBL, favorite brand love.

In the case of tolerance, a single variable associated with multiculturalism was used
since the variable does not have sufficient reliability.

*0 < 0.05; *p < 0.01.
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Variables 1 2 3 4 5

(1) LFOVER -

(2) TOLER 0.27** -

(3) LFCSR 0.37* 0.43* -

(4) LFBA 0.33** 0.45* 0.76™ =

(5) LFBL 0.37** 0.40* 0.84* 0.75 -
M 5.48 5.00 4.87 5.12 5.01
SD 1.98 1.35 1.27 0.89 1.15
Skewness —025 —068 ~0.99 ~0.39 ~0.99
Kurtosis -017 0.21 0.69 0.09 1.08
Cronbach’s a 0.76 . 0.92 0.93 0.92

LFOVER, least favorite league overlap; TOLER, tolerance; LFCSR, least favorite
CSR; LFBA, least favorite brand authenticity; LFBL, least favorite brand love.

In the case of tolerance, a single variable associated with multiculturalism was used
since the variable does not have sufficient reliability.

*p < 0.01.
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95% CI

Path B SE LLCI ULCI
Direct effect

(1) FOVER — TOLER 0.348*  0.067 0.234 0.452
(2) FOVER — FCSR 0.124 0.065 0.017 0.228
(8) FOVER — FBA —0.028 0.043 —0.099 0.041
(4) FOVER — FBL —0.046 0.032 -0.108 0.003
(5) TOLER — FCSR 0.401*  0.072 0.276 0.512
(6) TOLER — FBA 0.180*  0.061 0.082 0.283
(7) TOLER — FBL 0.000 0.060 -0.082 0.083
(8) FCSR — FBA 0.662*  0.070 0.555 0.750
(9) FCSR — FBL 0.182*  0.071 0.070 0.309
(10) FBA — FBL 0.715*  0.070 0.587 0.822
Indirect effects from FOVER to FBL

Total effect 0.152*  0.068 0.037 0.264
Total indirect effect 0.197*  0.063 0.092 0.298
(1) FOVER — TOLER — FBL 0.000 0.018 —0.029 0.030
(2) FOVER — FCSR — FBL 0.023*  0.015 0.005 0.055
(8) FOVER — FBA — FBL —0.020 0.031  —-0.073 0.029
(4) FOVER — TOLER — FCSR — FBL 0.025*  0.013 0.010 0.055
(5) FOVER — TOLER — FBA — FBL 0.045*  0.019 0.020 0.084
(6) FOVER — FCSR — FBA — FBL 0.059*  0.031 0.011 0.113
(7) FOVER — TOLER — FCSR — 0.066*  0.019 0.041 0.107
FBA — FBL

FOVER, favorite league overlap; TOLER, tolerance; FCSR, favorite CSR;
FBA, favorite brand authenticity; FBL, favorite brand love.
In the case of tolerance, a single variable associated with multiculturalism was used

since the variable does not have sufficient reliability.
*Significant effect.
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1\

Portmanteau

p value
Unit net worth Fear —12.09 (3.78) 2.79E-05
Surprise —1.68 (3.13) 1.41E-05
Disgust —1.36 (1.09) 1.45E—05
Sadness —3.39e—02 5.42E—-04
(1.10e+00)
Anger —8.60 (2.39) 1.99E—-10
Happiness —3.39(1.82) 8.04E—05
Cumulative Fear —12.09 (3.78) 2.79E-05
net worth
Surprise —1.68(3.13) 1.41E—05
Disgust —1.36 (1.09) 1.45E—05
Sadness —3.40e—02 5.42E—04
(1.100e+-00)
Anger —8.60(2.39) 1.99E-10
Happiness —3.39(1.82) 8.04E—05
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IV Estimate Portmanteau
(SE) alue
Unit net worth | Fear —1246 9.26E—01
(4.75)%x
Surprise —2.90 (3.63) 7.82E—02
Disgust —3.45 (1.47)% 9.28E—03
Sadness 4.13 (2.91) 247E-02
Anger —4.41 (1.00) 5.12E-02
Happiness 1.40 (3.75) 7.54E—04
Cumulative Fear —12.02 (4.75) 9.27E-01
net worth
Surprise —2.25 (3.64) 7.41E—02
Disgust —3.45 (1.47)% 9.07E-03
Sadness 4.12 (2.91) 2.40E—02
Anger —4.40 (1.00) 4.33E-02
Happiness 1.39(3.75) 6.66E—04
*p < 0.05.

**p <001





OPS/images/fcomm-07-970749/inline_1.gif





OPS/images/fcomm-07-970749/math_1.gif
=

+ @1y 1+ ...+ Ppyi—p— Greg—1 —






OPS/images/fcomm-07-970749/fcomm-07-970749-t004.jpg
ARIMA MA MA(2) AR( AR(2) AlIC Ljun:
aramete Box Q
Fear (0,1,2) —0.89 (0.06)*** —0.08 (0.07) 1,081.26 0.84
(1,1,0) —0.46 (0.06)*** 1,161.61 33.697%
Surprise (1,00) 0.17 (0.07)* 929.68 145
(2,1,0) —0.49 (0.06)*** —0.30 (0.06)*** 989.31 16.55*
Disgust (1,00) —0.02 (0.06) 466.80 561
(1,1,0) —0.50 (0.06)*** 567.93 41.87"*
Anger (1,00) —0.02 (0.06) 292.70 037
(1,1,0) —0.50 (0.06)*** 392.59 34177
Sadness (1,00) —0.02 (0.06) 818.32 024
(1,1,0) —0.58 (0.06)*** 903.00 32,81
Happiness (1,00) 0.28 (0.06)*** 921.81 16.39°
(1,1,0) —0.28 (0.06)*** 1,003.60 54.78"*
*p < 0.05.

5 20,001,
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Lombarda China

Estimate (SE)

E Fund Blue Chip
Estimate (SE)

China Merchants
Estimate (SE)

Fear Surprise —0.02 (0.10) —0.07 (0.08) 0.08 (0.08)
Disgust —0.35(021) —0.02(022) —0.06 (0.22)
Sadness 0.11(0.09) 0.11(0.12) 0.01(033)
Anger 0.17(0.25) 0.18 (0.21) —0.14(0.10)
Happiness 021(0.12) 009 (0.13) 0.31(0.08)*
Surprise Fear 0.03 (0.04) —8.66¢—02 (6.06e—02) —0.04(0.05)
Disgust —0.12(0.13) 3.20e—01 (1.64e—01) 053 (0.15)*
Sadness 0.14 (0.06)* 1.98e—01 (9.26¢—02)* —0.13 (0.22)
Anger —0.22(0.16) —1.97e—02 (1.55e—01) —0.03 (0.07)
Happiness —0.01 (0.08) 421e—01 (9.60e—02)*** 0.2 (0.06)"*
Disgust Fear 9.43¢—03 (1.86e—02) 5.17e—02 (2.24e—02)* —0.02(0.02)
Surprise 1.00e—02 (2.59¢—02) —2.822e—02 (2.21e—02) —0.02(0.02)
Sadness —1.71e—03 (2.55e~02) —5.51e—02 (3.42e—02) 003 (0.10)
Anger 8.05¢—04 (6.82e—02) —7.84e—03 (5.73e—02) —0.03 (0.03)
Happiness —1.85¢—02 (3.39e—02) —1.29¢—02 (3.54e—02) 0.06 (0.03)*
Sadness Fear 0,02 (0.05) —2.77e—03 (5.04e—02) —0.02 (0.01)
Surprise —0.08 (0.07) —5.560—02 (4.99e—02) 0.00 (0.02)
Disgust —0.08 (0.14) 4.74e—02 (1.37e—01) 0.02 (0.05)
Anger 0.03(0.17) —4.99e—01 (7.70e—02)*** —0.02 (0.02)
Happiness —0.07 (0.08) 4.09e—02 (7.98¢—02) 000 (0.02)
Anger Fear —0.04 (0.01)* —3.23¢—04 (2.28¢—02) 0.15 (0.04)**
Surprise 0.17(0.02)** —5.88¢—03 (2.26e—02) 003 (0.05)
Disgust 0,02 (0.04) 1.54e—04 (6.21—02) 010 (0.13)
Sadness —0.41 (0.05)** —1.55¢—02 (3.49¢—02) —0.04(0.18)
Happiness 0.03 (0.03) 1.23¢—02 (3.62¢—02) 0.00 (0.05)
Happiness Fear —0.05 (0.03) 3.51e—02 (3.69e—02) —0.08 (0.05)
Surprise 0.05 (0.04) —7.71e—02 (3.64e—02) * —0.09 (0.06)
Disgust 0.08 (0.10) 8.30e—02 (1.00e—01) —0.09(0.16)
Sadness —0.00 (0.04) —6.69e—02 (5.63e—02) 028 (0.24)
Anger 0.04(0.12) —2.69e—01 (9.45¢—02)** —0.06 (0.07)
Portmanteau p-value L1IE-15 <2.20E—16 8.69E—14
*p < 0.05.
*p < 0.0l

55 2 0.001.
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1\ D)V Estimate (SE) Portmanteau p-value

Unit net worth Fear —0.39 (0.06) s * 1.89E—03
Surprise —3.21 (1.52)* 6.59E—03
Disgust —0.54 (0.65) 1.92E-03
Sadness —0.71 (0.55) 4.00E—02
Anger —5.58 (1.57)% * % 5.83E—06
Happiness 042 (1.11) 8.32E—04

Cumulative net worth Fear —5.23(2.38)x 2.11E-03
Surprise —3.25(1.53)% 6.61E—03
Disgust —0.55 (0.65) 4.99E-03
Sadness —0.72 (0.55) 4.00E—02
Anger —5.65 (1.58) 1.56E—06
Happiness 042 (1.12) 9.92E—04

*p < 0.05.

S 20,001,
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Variables

Gender

Male

Female
Age (M = 32.4, SD = 9.03)
20-29 years

30-39 years

40 years and older
Race

Native American
Asian

African American
Hispanic

White

Other
Education

High School Diploma
Associate Degree
University Degree In Progress
Bachelor’s Degree
Master’s Degree
Doctoral Degree

181
61

99
109
34

21
79
18
25
98

21

19

163
39

%

74.8
25.2

40.9
45.0
14.0
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Purchasing intentions (1 = Very unlikely, 7 = Very likely)
When I buy wrapped food, I will make sure that the wrapping can be recycled.

When I buy fruits and vegetables and have the choice between ecological and conventional products, I
will buy ecological products.

When I buy food and have the choice, I will buy products that guarantee fair payment to the producers.

When I buy fruits and vegetables, I will go to a farmers’ market or a similar place where I can buy directly
from the farmer.

Consumption motives (1 = Not at all important, 7 = Extremely important)
Value for money: T should get a lot for the price I pay®
Fulfills expectations: the product should fulfill even my highest requirements and expectations®
Calm and safe: the product should make me feel calm and safe®
Avoid boredom: It is important that the product is not too boring or routine®
Pleasure: the product should be pleasant and agreeable®
Good conscience: the product should give me a good conscience®

Good impression: the product should make a good impression on people who are important to me*

This table summay

zes means and standard deviations for items measuring purchasing in

749
746

748
749

744
741
732
732
727
732
736

Home

3.77
3.87

3.92
3.35

5.34
5.53
5.24
4.60
5.49
5.51
4.55

SD

121
110

1.03
131

123
1.07
1.46
1.54
114
125
1.82

754
755

755
758

755
749
744
739
738
743
745

Vacation

M

333
3.48

559
299

470
521
5.18
5.20
5.65
529
4.57

ntions and consumption motives. Note that for consumption motives, the questionnai

SD

1.26
1.19

115
1.30

1.29
1.10
1.50
1.54
1.10
1.31
1.86

displayed the first words of each item (e.g., “Value for money”) in boldface. The sequence in which items regarding each consumption context were presented in the questionnaire was

counterbalanced; for more details, see “Materials and methods” section. * Adopted from Barbopoulo

and Johansson, 2017a,b.
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Ranking

Favorite league (1st) 2nd 3rd 4th
NBA (n = 87) NFL 45 (51.7%) 22 (25.3%) 20 (23.0%)
NHL 22 (25.3%} 31 (35.6%) 34 (39.1%)
MLB 20 (23.0%) 34 (39.1%) 33 (37.9%)
NFL (n = 76) NBA 45 (59.2%) 12 (15.8%) 19 (25.0%)
NHL 14 (18.4%) 34 (44.7) 28 (36.8%)
MLB 17 (22.4%) 30 (39.5%) 29 (38.2%)
NHL (n = 43) NBA 23 (53.5%) 5(11.6%) 15 (34.9%)
NFL 10 (23.3%) 16 (37.2%) 17 (39.5%)
MLB 10 (23.3%) 22 (51.2%) 11 (25.6%)
MLB (n = 36) NBA 19 (62.8%) 5(13.9%) 12 (33.3%)
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NHL 8 (22.2%) 12 (33.3%) 16 (44.4%)
Least favorite league (4th) 3rd 2nd 1st
NBA (n = 46) NFL 11 (23.9%) 16 (34.8%) 19 (41.3%)
NHL 19 (41.3%) 12 (26.1%) 15 (32.6%)
MLB 16 (34.8%) 18 (39.1%) 12 (26.1%)
NFL (0 = 45) NBA 7 (15.6%) 18 (40.0%) 20 (44.4%)
NHL 13 (28.9%) 15 (33.3%) 17 (37.8%)
MLB 25 (55.6%) 12 (26.7%) 8(17.8%)
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MLB 45 (57.7%) 17 (21.8%) 16 (20.5%)
MLB (n = 73) NBA 8 (11.0%) 32 (43.8%) 33 (45.2%)
NFL 20 (27.4%) 24 (32.9%) 29 (39.7%)
NHL 45 (61.6%) 17 (23.3%) 11 (16.1%)

NBA, National Basketball Association; NFL, National Football League;
NHL, National Hockey League.
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Gender
Female 424 54.4
Male 356 45.6
Age
18-24 120 15.4
25-34 205 26.3
35-44 108 13.8
45-54 139 17.8
55-64 124 15.9
> 65 84 10.8
Accommodation®
Camping facility 82 10.5
Private pension 39 5.0
HI hostel 17 2.2
Hotel 255 32.7
Cruise ship 161 20.6
Not specified 222 28.5
Continent®
Europe 546 70.0
North America 134 17.2
South America 18 2.3
Oceania 22 2.8
Asia 54 6.9
Africa 1 0.1
Tourist type
International 743 95.3
Domestic 28 3.6

Percentages of responses within each category (separated by empty rows) do not always
add up to 100 due to missing values (n = 4 for accommodation, n = 5 for continent, n = 9
for tourist type).

“Participants reported on their last night accommodation.

b Participants reported on their current place of residence.
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Source Square sum of type lll  Degree of freedom Mean square F sig.
Hypocrisy manifestation 127.199 1 127.199 78,084 0000
Corporate response strategies 0001 1 0001 0000 0983
Hypocrisy manifestation*Corporate 18.587 1 18.587 11.403 0001
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Error 446,634 274 1,630

Total after modification 591.104 217

Dependent variable: mean value of negative emotions.
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AVE, average variance extracted and CR, composite reliability.
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