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Abstract of Thesis Entitled: 

The Effects of Price Discount Promotions on Consumer Responses 

I 

Submitted by Liaogang HAO ‘ 

for the Degree of Doctor of Philosophy in Marketing 

at The Chinese University of Hong Kong in July 2011 

ABSTRACT 

This thesis investigates how price discount promotion affects consumers' 

purchase decision making process with emphasis on the role of consumers' 

anticipated regret. Specifically, this thesis examines how the three important 

characteristics of price discount promotion (i.e., discount framing, promotion 

depth, and promotion frequency) affect consumers' behavioral response. First, 

this thesis provides a comprehensive review for the research literature regarding 

how price promotion affects consumers' response, making an in-depth discussion 

of the concept of anticipated regret, and then empirically identifying the effects of 

promotion framing, promotion depth, and promotion frequency on consumers' 
/ 

behavioral response. 

Second, this thesis examines the effect of price discount framing on ‘ 

consumers' response, and proposes a price-value model to account for the effect 

of price discount framing on consumers' purchase intention. Results of two 

• experiments indicate that price discount framing affects consumers' purchase 

intention through the full mediation of perceived value. The framing of 

dollar-based discount leads to higher perceived value and higher purchase 
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intention than the framing of percentage-based discount; however, these effects 

are moderated by the degree of discount calculation difficulty and the price level 
• » 

of the promotional products. 

Third, the thesis investigates the effect of price discount depths on 

consumers' behavioral response. Under the means-end framework, tiiis thesis 

extends the price-value model by including anticipated regret and proposes an 

integrated model to account for the mechanism that underlies consumers' 

behavioral response towards price discount promotion. The results of a survey 

study indicate that the proposed integrated model fits the data well, and that 

consumers' purchase intention is better explained and predicted by including 

consumers' anticipate regret in the model. 

Fourth, this thesis then studies the effect of price discount frequency on 

consumers' behavioral response with focusing on the affective stage of 

consumers' response and proposes a model that simultaneously considers 

consumers' attitude and anticipated regret. The results of an experimental study 

demonstrate that price promotion frequency negatively affects consumers' 

anticipated regret and purchase intention, and that the effect of promotion 

frequency on consumers' purchase intention is fiilly mediated by consumers' 
1 

attitude towards the purchasing behavior together with consumers' anticipated 

regret. ‘ 
I 

• t 

Finally, this thesis also identifies the antecedents, moderators and 

， mediators that affect the role of anticipated regret on purchase intention. The 

results of the experimental study indicate the gender effect that female consumers 

generate more anticipated regret than males when confronting with price discount 

promotions. The results of comparison analysis demonstrate the sequence effect 
"T 

0 
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that, the effect of anticipated regret on purchase intention is larger if consumers 

are asked to anticipate regret of not purchasing the promotional item before their 

final purchase decision rather than if they are asked in the reverse sequence. The 

analysis results on the relationship between perceived value and anticipated regret ‘ 

indicate that anticipated regret is the mediator in the effect oi^erceived value on 

purchase intention. ， 

The findings of this thesis have both potentially important theoretical 
- • . - > 

significance for a better understanding of price discount promotion and practical 

implications for directing marketers to more effectively design their price -
� 

discount promotion schemes. The research limitations of this thesis and future 

research directions are also discussed. 

b 
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CHAPTER 1: INTRODUCTION 

The present thesis intends to examine how price discount promotion 

influences consumers' decision-making process. Apart from the traditional 
* » * 

research that emphasizes the central role of perceived value, the present thesis 
A 

\ 

introduces anticipated regret as another key concept for explaining and predicting 

consumers' behavioral responses to price discount promotion. The boundary ‘ 

conditions for anticipated regret affecting consumers' purchase intention are 
� -
investigated, and their results are discussed. 

A . 
1.1 Research Backgrounds 

‘ , Sales promotion has taken an increasingly important role in the aspect of 

promotional mix. According to Yeshin (2006), there seems to be a major business 

trend in the US where firms' promotional budget moves from advertising to sales 

promotion. For example, sales promotion expenditure uses up an annual growth 

*rate of 12 percent, whWeas advertising expenditure accounts for 7.6 percent. As 
* � 

the most popular sales promotion t6ol, discount price promotion takes 60-70 

- percent of the overall promotional budget. In retailing, price promotions can 

change consumers' purchase decisions; thus, retailers use price promotions 

frequently to increase store sales. To improve promotional effectiveness among 
‘ • , • ‘ 

firms, how price promotion affects the consumer decision-making process and 

, behavioral response is worth investigating. / ； 

% 

- ^ -

i • 
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Price promotions can take the form of money-off, percentage-off, or a 

combination of the two; they can also be presented as a bundling tactic or 
f-

unbundling tactic. Among the various forms of price promotions, short-term price 

discount promotions have been used by retailers to stimulate short-term demand 
< 

for their products and services (Madan and Suri, 2001). Compared with other 

forms of price promotions, such as coupons and rebates, price discounts are more 

popular with both retailers and consumers because they are easy to avail and 

provide the incentive of an immediate price reduction or savings to consumers 

(Yeshin, 2006). , 

Theoretically, a variety of studies have discussed the effects of promotion 

framing, promotion frequency, and promotion depth of price discounts on 

consumer perception, evaluation and purchase intention (Bames, 1975; Delia 

Bitta & Monroe，1980; Gupta & Cooper，1992; Chen et al., 1998; Krishna et al.， 

2002; Kim & Kramer, 2006; DelVecchio et al., 2007; Barone and Roy, 2010). 

These studies extensively took perceived value as the mediator between consumer 

perception of price discount promotion and purchase intention, which can be 
i 

considered the way consumers evaluate price promotion in a “if I buy, then how 

much discount would I get，’ thinking style. Human behaviors can be categorized 

into two types, i.e., to approach a beneficial result or to avoid a harmful result. 

The thinking style "if buy, then can get how much" can be seen as directing at 

� approaching a gain of saving money. Then there should exist another thinking 
• 

style "if not buy, then may lose what” that directing at avoiding a loss of missing 
0 

a good saving money opportunity. We propose anticipated regret (AR) as the 
鲁 

focal concept to describe the decision-making process of the second thinking style 

mentioned. We further propose that consumers' purchase intention in relation to 
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price discount promotion can be better predicted by including anticipated regret. 

The overall underlying mechanism, through which price discount promotion 

affects consumers' perception, evaluation, and purchase intention, has not been 

well documented in the current literature. 

According to the practical as well as the theoretical background described 

above, the current thesis attempts to fill in the research gap in price promotion 

studies to meet the marketers' demand for knowledge on how consumers respond 

to price promotion. The findings of the present study can direct price promotion 

design and implementation in the current market. Therefore, the current thesis 

research has both theoretical and practical significance. 

1.2 Research Questions and Objectives 

The present thesis emphasizes on the role of anticipated regret in the 

consumer decision-making process when confronted with price discount 

promotions. Specifically, the key research questions addressed in the present 

thesis include the following: 1) How do characteristics of price discount 

promotions influence consumers' response? 2) Aside from perceived value under 

price promotion conditions, does anticipated regret provide significantly 

incremental information for predicting consumer purchase intention? 3) What are 

the antecedents and consequences o^^ticipated regret under price discount 
• / 

promotion settings? 4) What are tlie boundary conditions for the effects of 
» 

anticipated regret on consumer与，purchase intention under price promotion 

settings? 

* 

V • 
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‘ Accordingly, the overall objective of this thesis is to identify and test 

empirically how price discount promotion affects consumers' behavioral response 

by considering the effects of anticipated regret on consumers' purchase intention. 

Specifically, the objectives of the present thesis include the following: 1) to 

identify the effects of the three important characteristics of price discount 

promotions (i.e., promotion framing, promotion depth, and promotion frequency) 

on consumers' decision-making process; 2) to derive a whole model that 

incorporates cognitive, affective，and behavioral stage of consumers' response to 

price promotion by considering both consumers' attitude and anticipated regret as 

well as hypotheses based on the literature review and logical deduction from 

well-established theories; 3) to test empirically the whole model using 

experimental survey data and the Structural Equation Modeling (SEM) technique; 

and 4) to identify and test empirically the moderators and mediators in the 

relationship among price discount promotion dimensions, perceived value, 

anticipated regret, and purchase intention. 

1.3 Structure of the Thesis 

The present thesis comprises eight parts. Chapter 1 provides the 
> 

, introducti^ and discussion on the practical and theoretic^ backgrounds as well 

as the research questions and objectives. Chapter 2 presents the literature review, 

which aims at comprehensively reviewing current relevant theories and research. 

Specifically, this part documents the studies on the effect of price discount 

promotio(on consumers' cognitive, affective, and behavioral response. Chapter 3 

• . 
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aims at discussing the central concept of anticipated regret with respect to its 

.definitions, measurements, antecedents, consequences, and boundary conditions. 

Chapter 4 investigates how price discount framing affects consumers' 

behavioral responses. It compares the effects of the dollar-off based discount 

promotion with the effects of percentage-off based price-discount promotion on 

consumers' behavioral response. The boundary conditions for the main effects of 

the two kinds of promotion are also examined. 

Chapter 5 examines the effects of price discount depths on consumers' 

behavioral responses. The present study develops an integrative model based on 

the means-end model, the theory of planned behavior (TPB), and the regret 

minimization theory to account for how consumers respond to price discount 

promotion depths. The moderating effect of consumers' gender is also identified 

in this chapter. 

Chapter 6 presents the effects of price discount frequency on consumers' 
» 4 

* AR and purchase intention. This chapter proposes price discount promotion 

frequency as one antecedent variable of consumers' anticipated regret and 

validates the proposition using experimental design. This chapter also identifies 

the moderating effect of consumers' gender. 

Chapter 7 further investigates the cognitive-affective-behavioral link 

between consumers' response process and price discount promotions to validate 

the important role of anticipated regret further. This chapter also identifies the 

moderating effect of the sequence of asking questions on consumers' anticipated 
-

regret on the relationship between anticipated regret and consumers' purchase 

intention. 
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Chapter 8 concludes the overall findings of the present thesis, discusses 

the theoretical and practical implications, and proposes future research directions 

to overcome the limitations and continue the research on price discount 

promotions, perceived value, consumers' attitude, and anticipated regret. 

#•我 
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CHAPTER 2: LITERATURE REVIEW 

. The issues on price discount promotion and its effect on consumers' price 

perceptions and purchase intentions in the retail industry have been widely 

researched (Kalwani and Yim, 1992; Raju and Hastak, 1983; Shoemaker, 1979). 

Under the cognitive-affective-behavioural response framework, we divide the 

consumers' decision-making process when confronting price discount promotions 

into three steps: consumers' perceptions and evaluations, affective response, and 

purchase intention and behaviour. We document the current literature on the 

� effects of price discount promotions on consumers into three parts as discussed in 

the following section. 

2.1 The Effects of Price Discount Promotion on Consumers' Perceptions 

and Judgments 
i 

Perceived discount (PD) is defined as the encoded discount through the 

process of subjective interpretation and assignment of meaning to objective price 

discounts to describe and explain consumers' perceptions of price promotions 

(Monroe, 1984; Olson and Jacoby, 1977; Zeithaml, 1984). In the process of price 

discount promotion perception, researchers found evidence for the discounting of 

discount. Blair and Landon (1981) found that reference price claims were 

consistently discounted by about 25 percent. Mobley, Bearden a^d Teel (1988) 

found that 25 percent and 50 percent discount claims elicited 21 percent and 45 

percent perceived price reductions, respectively. Discounting of discounts occurs 

when consumers doubt.the credibility of the advertised savings and reduce it to a 

0 
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• . 

level that seems more reasonable (Urbany, Bearden and Weilbaker, 1988; Gupta 

and Cooper, 1992). Gupta and Cooper (1992) investigated consumers' response to 

price discount promotions with different promotion depths and found that the 

following: 1 )consumers discount the price discounts, i.e., consumers' perceptions 

of discounts (PD) are typically less than the advertised discounts (AD), and the 

discounting of discounts increases with the increase in AD; 2) discounting of 

discounts is higher for store brands than for name brands; and 3) there exist the 
i 

promotion threshold and saturation points, confirming consumers' S-shaped 

response to promotions (Grewal, Marmorstein and Sharma, 1996). 

Delia Bitta, Monroe, and McGiimis (1981) found that consumers' 

perceptions of savings for price discounts do not differ significantly among 30 

percent, 40 percent, and 50 percent discounts; however, there are significant 

differences between the 10 percent and the 30 percent, 40 percent, and 50 percent, 

and between the 20 percent and the 50 percent discount levels. The authors also 

argued that if the price discount is too large, consumers may perceive that the 

offer is not realistic. Kalwani and Yim (1992) confirmed that a concave 

relationship exists between the expected price and the depth of price discounts. 

For price discounts with a moderate promotion depth, previous research has not 

found significant differences in the effectiveness of different promotional tools 

(Hardesty and Bearden, 2003; Nunes and Park, 2003). 

A number of studies have also examined the effects of price discount 
9 

framing on consumers' perceptions of price-discount promotion, e.g., price 

perception, quality perception, and deal perception. The framing effect refers to 

consumers' response to different descriptions of the same decision question 

(Frisch, 1993). Framing of decision problems can affect consumers' judgments 
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and preferences (Kahneman and Tversky, 1979). Accordingly, Krishna, Briesch， 

Lehmann, and Yuan (2002) defined price promotion framing as "how the offer is .’: 

communicated to the consumers - is the offered price given along with a reference 

price, is the reference price plausible, is a price deail communicated in dollar or 

percentage terms". 

Some researchers have revealed that framing price promotion in different 

forms affects consumers' perceptions of price and quality. Folkes and Wheat 

(1995) suggested that framing price discounts in different forms significantly 

affects consumers' price perception. Furthermore, consumers' price perception 

affects their quality perception. Consumers tend to equate higher prices with 

higher quality and relatively low prices with inferior quality (Rao and Monroe, 

1988; Olson, 1977). 

Researchers have also investigated consumers' evaluation and judgement 

of the deal. Chen, Monroe and Lou (1998) found that, for high-price products 

consumers perceive a more significant price reduction when the deal is framed in 

dollars form than when framed in percentage form, while for low-price products 

consumers perceive a more significant price reduction when the deal is framed in 

percentage form more positively than when framed in dollars form. Krishna, 

Briesch, Lehmann, and Yuan (2002) examined the effect of price promotion 
» . . . 

framing on perceived sayihfes through a meta-analysis of the extensive related 

literature, and found the following: 1) the percentage-based deal has a more 

positive effect on perceived savings than amount-based deal and 2) presenting a 

regular price as an external reference price enhances the offer value of large 

plausible deals and implausible deals rather than the offer value of small plausible 

� deals. Callow and Lerman (2003) examined consumer's evaluation of price 
么' . > 
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discounts in foreign currencies and found that currency denomination 
• « 

significantly affects consumer's attitudinal reaction to price discounts. Hu, Parsa, 

and Khan (2006) investigated how price discount presentation framing and price 

discount depth interact to affect consumers' value perception and purchase 

intention, and found that for high-end service, price discounts framed in dollar 

format produce higher consumer perceived value and higher purchase intention, 

whereas for low-end service, price discounts framed in percentage format produce 

higher consumer perceived value and higher purchase intention. 

For joint price discount promotion, Sheng, Parker, and Nakamoto (2007) 

examined the effects of joint price discounts on consumer evaluations of the 

discounted products and found that joint price discounts affect consumer 

evaluations of the discounted bundled products, leading to a higher perceived 

regular price and lower perceived quality. The effect is moderated by the 

complementarity of the bundled products in a way that under the condition of 
I 

high complementariness of bundled products, the negative effects of bundled 

price discount on the discounted products are attenuated. 
« 

2.2 The Effects of Price Discount Promotion on Consumers' Affective 

Responses 

Although previous studies have given much research attention to price 

discount promotion, only a few of them have investigated consumers' affective 

reaction to price discount promotions. Among the very few most relevant 

literature, Moore and Olshavsky (1989) examined consumers' response to price 

discounts of small, moderate, and large levels (i.e., 5 percent off，30 percent off, 

and 75 percent off, respectively). They found that the desirability of a discounted 

* . 
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unfamiliar brand does not continue to increase as the size of the price discount 

increases. There is a quadratic relationship between the size of a price discount 

and the proportion of choices for unfamiliar brands. Grewal, Marmorstein, and » 

Sharma (1996) proposed a U-inverted function to account for consumers' 

reactions to price discounts with multi-level promotion depths. According to this 

function, at a moderate level of price discount depth, consumers are expected to 

process information more elaborately or thoughtfully, thus decreasing the 

potential for miscomprehension and skepticism as well as resulting in a similar 

evaluation of equivalent price discounts and premiums. 

Barone and Roy (2010) examined how the exclusivity of price discount 

promotion influences consumers' response. They found that exclusive price 

promotion is favored over inclusive price promotion for consumers adopting 

^ independent self-construal and male consumers with a history of purchasing from 

the marketer providing the offer. They also found that the effect of price 

promotion exclusivity, which affects consumers' response, is mediated by the 

ability of the price promotion offer to make consumers engage in 

self-enhancement. 

<r 

2.3 The Effects of Price Discount Promotions on Consumers' Behavioural 

Intentions 
The major purpose of price discount promotion is to induce consumers' 

immediate behavioral reactions to the products or services under promotion. » 

Hence, the effects of price discount promotions on consumers' behavioral 

intentions have also received much research attention. Palazon and 

, Delgado-Ballester (2009) compared the relative effectiveness of price discount 

•m. 
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promotion versus premium promotion and found that price discount promotion is 

more effective than premium promotion when the promotional benefit level is 

high, whereas the reverse occurs for price discount promotion when the 

promotional benefit level is low. For joint price discount promotions, Harlam et al. 

(1995) found that price discounts presented in 'together" format produce higher 

purchase intention than those that are presented in “separate” format. 

Some researchers have examined the effects of price discount depth on 

consumer purchase intention. Delia Bitta and Monroe (1980) suggested that a 

price reduction of about 15 percent is required to attract consumers to purchase an 

item. Gupta and Cooper (1992) defined promotion threshold as the minimum 

value of price promotion required to change consumers' purchase intentions. A 

promotion threshold is related to the psychological process of discrimination, 

where a consumer will not react to a stimulus unless the perceived change is 

above a just noticeable difference (Luce and Edwards, 1958). Eastlack and Rao 

(1986) demonstrated that a minimum level of advertising is required before 

advertising can make any significant effect on sales. Gupta and Cooper (1992) 

also investigated the existence of a discount threshold level and found that 

consumers do not change their intentions to buy the main product under study 

unless the advertised discount meets or exceeds the 20 percent deal. Harlam, 

Krishna, Lehman, and Mela (1995) also confirmed that a 20 percent price 

.reductions has a significant effect on consumers' purchase intentions. 

In contrast to many related studies, which mainly focus on how people 

will behave if they can obtain price discount promotion, Chen, Tsai and Chuang 

^ (2010) investigated consumers' emotional and behavioral response to missing a 

price promotion. The authors found that when consumers attribute missing the 
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p^ice promotion to the seller's actions, they produce greater perceived price 

unfairness, which induces anger and regret rather than disappointment, and in turn 
% 

lead consumers to a higher level of complaint and spread negative word of mouth. 

2.4 Contextual Variables as Moderators 

Some studies have sought the boundary conditions for the effects of price 
I 

‘ discount promotions on consumers' reactions (i.e., perception, evaluation, and 

• ^purchase intention). They examined Ae moderating effects of brand 

characteristics, retailer policy, exclusivity of price-discount promotion, and 

consumer budget constraints on consumers' response to price discount 

promotions. Gupta and Cooper (1992) suggested brand name and store image as 

important contextual variables affecting consumer^* responses to price discount 

promotion. Karande and Kumar (1995) studied the effect of brand characteristics 

and retailer policies on consumers' response to retail price promotions using 

scanner data and found that brand characteristics (i.e., high price vs. low price) 

and retailer policies (e.g., promotion frequency, promotion framing, type of 

feature activity, etc.) significantly affect the promotional price elasticity and 

promotional cross-price elasticity across brands. 

To ietemiine the boundary conditions of discount in consumers' 

perception process of price discount promotion, Biswas and Blair (1991) 

suggested that reference price claims of discount stores are discounted more than 

those of non-discount stores. Lichtenstein and Bearden (1989) proposed that the 

consistency and distinctiveness of price promotions are important contextual 

variables in the formation of consumers' internal price standards. Specifically, 

they suggested that consumers' internal price standards, perceived value of the 

« 
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deal, and source credibility perceptions are likely to be higher when they 

, encoun|(gf an advertisement from a store that does not consistently make reference 
f 

price claims and is highly distinctive in its price promotion activities. • 
t- , 

� .Researchers have also identified the contextual variables moderating the ‘ 

� relationship between price perception and quality perception. Olson (1977) 

suggested that the effects of price-quality inference are moderated by other 

‘ informational cues available to consumers under the behavioral situation. These 

contextual informational cues include brand name, store image, brand familiarity, 

and so on. Delia Bitta, Monroe, and McGinnis (1981) found that brand name is an 

important moderating variable that helps control or stabilize the quality 

perceptions on a branded product even when its price is reduced. Kumar and 
« 

Pereira (1995) examined the short-term sales response to price promotions using 

retail grocery stores' scanner data, with a focus on the effects of price promotion 

frequency and the consecutive scheduling of price promotions. The authors found 
* 

that price promotion frequency could positively or negatively affect short-term 

sales response, depending on the extent of consecutive scheduling. 
‘ . . ‘ ‘ 

Some researchers have investigated the boundary conditions for the effects 

of price discount presentation forms on consumers' behavioral response. Scheer, 

Shehryar, and Wood (2010) investigated the effect of budget constraints o n � 

� consumers' response to price discount presefitation formats, that is, dollar-based 
« • 

versus percentage-based formats. The authors found that budget constraint 

moderates the relationship between price discount presentation formats and 

evaluation of the price discounts promotion. 
r 

r 

\ 

2.5 Comments on the Current Literature 
. '» 一 
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Price-discount promotion has received extensive research attention. 
* 

However, knowledge on the effects of price discount promotion on consumers is 

still fragmented and suggestive of the need for further investigations and 

integration. The research gaps are as follows: 

First, most of the current studies emphasize how people would respond 

(i.e., perception, evaluation, behavioral intention, etc.) to a price discount. 

However, only a few have dealt with the consequences of consumers missing a 

price discount. Put it in another way, there is a lack of research on the two 

- possible thinking ways (i.e., "what if I get a price discount" and “what if I miss a 

price discount") in examining consumers' purchase decision-m啦ng process 

when confronting price discount promotions. 

Second, although many researchers have investigated the effects of price 

discount presentation forms on consumers' behavioral responses, few of them 
w 

examined the potential moderators (e.g., the degree of calculation, difficulty of 

price-discount, price of product under promotion, etc.) that may affect consumers' 

behavioral response to tbe price discount promotion. 

Third, although Barone and Roy (2010) researched the moderating effects 

of consumers* self-constmal, consumer gender, and consumer-purchasing 

experience in examining the effects of price promotion exclusivity, few of them 

investigated how consumers' personal characteristics affect the effectiveness of 

' 'price discount promotions in general. 
t 

Last but not the least, current relevant studies have investigated one or two 
f 

of the three phases of consumers' responses to price discount promotions: 

However, there is a need to integrate the three phases (i.e., perception, evaluation, 

/ behavioral intention) into a whole study to determine the overall mechanism 
“ . . . . > - ‘ 

：； 
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underlying how price discount promotion affects consumers' purchase 

decision-making process. 

The major theoretical contribution of this thesis is to fill the research gaps 

listed above in order to gain a cumulative knowledge on how customers respond 

to price discount promotions. The current study also provides guidance for 

marketing practitioners in the design and implementation of their price discount 

promotion. 

c 

礴 

/ 

� 
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CHAPTER 3: ANTICIPATED REGRET IN CONSUMER STUDIES 

Since anticipated regret (AR) is the focal concept under examination in 

this thesis, an in-depth discussion of this concept is therefore required before any 

further investigation takes place. Among the pioneering works regarding 

anticipated regret in consumer decision making, Janis and Mann (1977) argued 

that the anticipation of regret makes people consider more deliberately the 

alternative options before making a final decision, thus making people's decision 

making more rational. According to Bell (1982), decision makers may be affected 

� by knowing the relevant outcome of an alternative to their act. Knowing that an 

alternative exists, they will try to avoid regret. Therefore, Bell proposed expected 

utility theory to be incorporated with anticipated regret to describe decision 

makers' behaviors better. Looms and Sugden (1982) suggested the capacity to 

anticipate -feelings of regret and rejoicing to be an important factor affecting 

people's choice. The proposed regret theory explains why people behave in 

violation of rationality. Other researchers have also demonstrated anticipated 

regret to play a role in human decision-making process (Zeelenberg, 1999; 

Zeelenberg, Beattie, Plight, and Vries, 1996; Hoelzl and Loewenstein, 2005)' 

Inman, Dyer, and Jia (1997) simultaneously considered anticipated regret and 

realized regret, and proposed a piecewise-linear model for measuring regret to 

develop the generalized utility model for describing and predicting consumers' 

decision-making process. The current chapter discusses the definitions, 

measurements, antecedents, and consequences of anticipated regret based on the 

current literature. 
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3.1 Definitions and Measurements of Anticipated Regret 
• . ‘ ‘ 

Researchers have defined and measured anticipated regret from various 

perspectives. The current thesis uses some of the most popular studies conducted. 

Zeelenberg (1999) defined anticipated regret as that 'Sve experience when 

realizing or imagining that our present situation would have been better, had we 

decided differently." Zeelenberg and Pieters (2004) measured anticipated regret 

by asking subjects to indicate how much regret they would feel in a certain 

situation using a 9-point scale anchored by "l=not at all, and 9=very much." 

Abraham and Sheeran (2003) defined anticipated regret as the "beliefs about 

whether or not feelings of regret or upset will follow from inaction," and -

measured it using two items, that is, "If I did not exercise at least six times in the 

next two weeks, I would feel regret" and “If I did not exercise at least six times in 

the next two weeks, I would feel upset" with an 11-point scale anchored by 

"l=definitely yes, and 1 l=definitely no.” Cooke, Sniehotta, and SchUz (2006) 

defined anticipated regret as "perceiving that one will feel regret at not 

‘ performing a behavior" and borrowed measurement scales from Abraham and 

Sheeran (2003). McConnell et al. (2000) defined anticipated regret as "the painful 

sensation of recognizing that ‘what is, compares unfavorably with ‘what might 
» 

have been，，, and measured it using a single item "whether it would induce feelings 

of regret" with a 5-point scale anchored by "Ifvery much inhibits regret, and 

5=high regret." Wong and Kwong (2007) defined anticipated regret as "regret that 

one anticipates experiencing in the future" and measured it by asking subjects to 

indicate their levels of regret if they lost some money or missed a chance to gain 

some money with an 11-point scale anchored by "no regret" (-5) and "very much 
» 

一 
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regret，，(+5). Conner, Sandberg, McMillan, and Higgins (2006) measured 

- anticipated regret using the mean of five semantic differentials, namely, "If I 

had...，I would ...” (definitely not regret it/definitely regret it，not be really 

worried/be really worried, be very happy/be very sad, be very proud of myself/be 

very ashamed of myself，not be sorry/be sorry) with a 5-point scale, where higher 

scores indicate more regret. Nordgren, van der Plight, and van Harreveld (2007) 

measured anticipated regret by asking subjects to rate a single item “how much 

regret you would feel if . . . .” on a 9-point scale anchored by “l=No regret， 

9=Extreme regret." 

3.2 Antecedents of Anticipated Regret 

Crawford, McConnell, Lewis and Sherman (2001) found that people do 
a 

not spontaneously anticipate tiie regret that they may experience in an influence 

situation, and that people anticipate greater regret for negative outcomes that 
‘ t 

would be experienced after reacting against rather than complying with the 

influence attempt when they are explicitly asked to anticipate the regret. 

Zeelenberg (1999) proposed feedback to be the central issue in regret 

theory, and suggested that a decision-maker cannot compare "what is” with “what 
» 

would have been" if there is no explicit feedback on forgone outcomes. 

Zeelenberg and Pieters (2004) suggested that anticipated feedback of forgone 

options induces anticipated regret. In their research, they demonstrated that 

people anticipate more regret when imagining that their neighbors have won in 
» 

.the Dutch Postcode lottery than in a regular state lottery, since the former has a 
/ 

specific feedback structure—payoffs are determined by postal code rather than by 

chance. This prediction was also confirmed by Hoelzl and Loewenstein (2005)， 
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who also proposed another antecedent of anticipated regret, i.e. social takeover, a 

‘ n e w concept defined as "the expectation that another person might take over 

one's position". Hoelzl and Loewenstein (2005) suggested that anticipated 
A. 

feedback and social takeover affect anticipated regret in a similar way. 

Moreover, personal responsibility may affect anticipated regret. Some 

researchers have suggested that being responsible for decision outcomes results in 

either stronger regret or rejoicing (Hoelzl and Loewenstein, 2005; Kahneman and 

Tversky, 1982; Thaler, 1980). Thus, if people are aware of their responsibility for 

certain outcomes of the decisions they make, they will anticipate regret for 

alternative options and make more deliberate considerations before making final 

decisions. The underlying reasons for stronger regret based on responsibility may 
» 

be due to the concern not only about the outcomes of the decision but also about 

maintaining and protecting a positive self-image (Larrick, 1993). Therefore, 

highlighting decision makers' responsibility may likewise underpin the feeling of 

anticipated regret. 

- McConnell et al. (2000) proposed the uncertainty of outcomes as one 

antecedent of anticipated regret. They suggested that anticipated regret could only 

exist in situations where outcomes of decisions are unknown. 

Jams and Man (1977) and Zeelanberg (1999) identified five conditions 

under which anticipated regret plays a role: (1) the most preferred alternative is 

not necessarily superior to another alternative; (2) the negative consequences that 

might ensue from the decision could start to materialize immediately after the 

decision is made; (3) significant persons in the decision maker's social network 

• view the decision as important and will expect him/her to adhere to it; (4) new 

information about potential gains and losses can be obtained; and ($) significant 
X. 
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persons in the decision maker's social network interested in this particular 

decision are not impatient about his/her current state of indecision and expect 

him/her to delay action until he/she has evaluated the alternatives more carefully. 

Although these conditions are not empirically tested well (Zeelenberg 1999), they 

can provide us with insights when identifying the antecedents anticipated regret 

and when finding contextual variables moderating the relationship between 

anticipated regret and behavioral intentions. 

3.3 Consequents of Anticipated Regret 

Many researchers have found evidence demonstrating anticipated regret to 

be an important indicator of behavioral intentions, such as condom use intentions 

(Richard, Pligt and Vries, 1996; Pligt, Zeelenberg, Dijk, Vries, and Richard, 

‘ 1997)，driving violation intentions (Parker, Reason, Manstead and Stradling, 

1995), lottery playing intentions (Zeelenberg and Pieters 2004; Li, Zhou, Sun, 

Rao, Zheng and Liang, 2010), adolescents' smoking behavioral intentions 

(McMillan and Higgins, 2006), insurance purchase intentions (Boninger, Gleicher, 

Hetts, Armor and Moore, 1994), selling intentions (Miller and Taylor, 1995), and 

exercise intentions (Abraham and Sheeran, 2004). 

Sheeran et al. (1999) proposed that anticipated regret binds people to their . 

intentions by associating inaction with aversive affect. Thus, it not only increases 

people's behavioral intentions but also strengthens the consistency between 

participants' intentions and their behaviors. Wong and Kwong (2007) indicated 

that anticipated regret increases people's escalation of commitment. 

Hoelzl and Loewenstein (2005) investigated the effects of anticipated ; 

regret and social takeover in the counterfactual thinking framework. They 
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categorized social counterfactuals into two groups, i.e. social and Mon-social 

; c o u n t e r f a c t u a l s , and argued that both anticipated regret and social takeover 

“ increase people's tendency to stick to an investment. 

Anticipated regret also affects people's risk-taking behaviors. Some ‘ * 

researchers have proposed and empirically proven anticipated regret to lead to 

relatively risk-seeking behavior (Larrick .and Boles, 1995; Ritov, 1996; 

Zeelenberg, Beattie, van der Plight, and de Vries, 1996; Hoelzl and Loewenstein, 

‘ 2005). However, other researchers have made different claims. Kardes (1994) 

suggested that anticipated regret leads to risk-averse behavior. Nordgren, van der ‘ 

Plight, and van Harreveld (2007) found that anticipated regret increases perceived 

risk when they make decisions on potentially hazardous behaviors. Zeelenberg 

(1999) found that anticipated regret could result in risk-avoiding as well as 

risk-seeking tendencies. Hence, the relationship between anticipated regret and 

decision maker's risk tendencies has not yet been determined and still requires 

further investigation. 

3.4 Anticipated Regret under Price Promotions 

Some researchers have examined how anticipated regret is affected by 

different marketing strategies. McConnell et al. (2000) investigated the effects of 

price guarantee on prefactuals, anticipated regret, upward thinking versus 

downward thinking, and satisfaction. They found that price guarantees reduces 

upward prefactual thinkingWd reduces ant^ipated regret. They also found that 

price guarantees increases long-term satisfaction and happiness even when they 

are not exercised. 
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Simonson (1992) found that when consumers are confronted with a 

chance to buy a product that is currently under price discount promotion and 

know that the sale price for the product will be different in the future, they prefer 

to buy the currently available item on sale rather than wait for a better sale. 

Moreover, they also prefer a higher-priced, well-known brand over a less 

expensive, lesser-known brand to avoid the anticipated regret. 

3.5 Conclusive Discussion of the Concept of Anticipated Regret 

As discussed above, the concept of anticipated regret has received 

extensive research attention and efforts. Consistent with Zeelenberg (1999), we 

define anticipated regret (AR) as a t ^ e of emotion rather than as a type of belief 

(e.g., Abraham and Sheeran, 2003). We also adopt the definition "the feelings we 

� experience when realizing or imagining that our present situation would have 

been better, had we'decided differently" given by Zeelenberg (1999). We list the 

antecedents and consequents of anticipated regret discussed above in Tables 3.1 

and 3.2. 

Table 3.1 Antecedents of Anticipate Regret 
Antecedents � • Reference 

Anticipated feedback on"“Zeelenberg (1999) ； Zeelenberg and Pieters ( 2 0 0 4 ) ; ~ 
Forgone outcomes Hoelzl and Loewenstein (2005) 
Social takeover Hoelzl and Loewenstein (2005) 
Personal responsibility Hoelzl and Loewenstein (2005) 
Uncertainty of outcomes McConnell et al. (2000) 
Price guarantee McConnell et al. 2000 

Based on the findings of the previous studies, anticipated regret is an 
» 

important concept in human decision-making process in that people are regret 
‘ i 

averse and want to maintain a stable self-image. Current studies on anticipated 

regret mainly appear in the fields of psychology and sociology，and only a few are 
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relevant to marketing issues. Anticipated regret is an important concept in 

consumers' decision-making process; thus, there is obviously a need to put up 

efforts and resources to identify how anticipated regret affects consumer 

behaviors. 

Table 3.2 Consequents of Anticipate Regret ‘ 
Consequents Reference 

Condom use intentions Richard, Pligt and Vries, 1995; Pligt, Zeelenberg, 
Dijk, Vries, and Richard, 1997; Empelen, Kok, 
Jansen and Hoebe, 2001 

Driving violation Parker, Manstead and Stradling, 1995 
intentions 
Lottery playing Sheeran and Orbell, 1999; Zeelenberg and Pieters 
intentions 2004; Li, Zhou, Sun, Rao, Zheng and Liang, 2010 
Adolescents' smoking McMillan and Higgins, 2006 
behavioral intentions 
Insurance purchase Boninger, Gleicher, Hetts, Armor and Moore, 1994 
intentions 
Selling intentions Miller and Taylor, 1995 . 
Exercise intentions Abraham and Sheeran, 2004 
Intentions-behaviors Sheeran and Orbell, 1999 

V 

relationship 
Escalation of Wong and Kwong, 2007 
commitment 
Tendency to stick to an Hoelzl and Loewenstein, 2005 
investment �‘‘ /• 
Risk-seeking behavior Larrick ^ d Boles, 1995; Ritov, 1996; Zeelenberg, 

Beattie, van der Plight, and de Vries, 1996; Hoelzl 一 
and Loewenstein, 2005; Zeelenberg 1999 ^ 

Risk-averse behavior Kardes, 1994; Zeelenberg, 1999 
Perceived risk Nordgren，van der Plight and van Harreveld, 2007 

Under the circumstance of price discount promotions, consumers are 

given short-term incentives to decide on their demands and purchase intentions. 

However, due to the temporary characteristic of sales promotions, price discount 

promotions also make consumers vulnerable to experiencing negative emotions of 
4 

regret if they do not take the purchase chance and find later that the price discount 
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has been reduced or withdrawn by marketers. Therefore, anticipated regret should 

be an important factor in consumers' confrontation of price discount promotions. 

In the price discount promotion situation, the major regret that consumers may 

anticipate when they decide whether or not to buy an item comes from the 

possibility<of thinking "if I do not buy now, then I lose something." Investigating 

how anticipated regret plays a role in consumers' purchase decision-making 

process under price discount promotions is one important research issue 

addressed in the present thesis. 

4 
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CHAPTER 4: THE FRAMING EFFECT OF PRICE DISCOUNT 

PROMOTIONS ON CONSUMER BEHAVIORAL INTENTION 

\ Discount presentation form, promotion depth, and promotion frequency 

are the three most important characteristics of price discount promotion. This 

chapter addresses how price discount presentation form affects consumer's 

behavioral response. 

4.1 Introduction 

While shopping in a department store, one may see different discount 

information such as "Original Price of 180 yuan, save 45 yuan if you buy 

immediately" and "Original price of 180 yuan, save a 25 percent of the original 

price if you buy immediately." Seeing such information leads one to ask, which 

price discount information will stimulate consumers' purchase intentions more? Is 

there any difference in processing these two types of price discount promotions in 

the brain? These two options remind us of a very famous piece of Chinese history. 

During the Qing Dynasty, in a general，s letter to the Emperor, Mr. Zeng Guofan 

•changed the content from "repeatedly fought and lost" to ' to face repeated war 

after being repeatedly defeated" to mean the same information. He changed the 

order of the words, suddenly turning a defeated and awkward image into one that 
% 

is epic, persevering, and determinedly heroic. As such, using different versions to 

mean the same information can make the information receivers have different 

, cognitions, which in turn leads information receivers to form different attitudes 

and behavioral intentions. This is the famous framing effect. 
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In the market, there are normally two ways to present the price discount: 

one is based on dollars (e县，45 yuan off), and the other is based on percentage 

(e.g., 25 percent off). In the framing effect, how do different price discount 

presentations influence the process of consumers' cognitions? How do consumers 

職 deal with the price discount information with different price discount 
I. �-

fr~ 

presentations? Which price discount presentation is more effective in product 

promotion? What is the mechanism of the effect of the price discount presentation 

on consumer purchase intention? These are the issues we will address in this 

empirical study. � 

First, we review and summarize the related acade^c studies on price 

promotion. Second, we introduce the corresponding hypotheses on the effects of 

price discount presentations on consumers' response and test these hypotheses 

using two experiments. Finally, we summarize all the research findings. 

4.2 Literature Review of Price Discount Presentations 

Price discount is one of the most common types of consumer sales 

promotion. However, previous studies have found that consumers often discount 

price discounts (Gupta and Cooper, 1992). Therefore, to enhance the promotional 

effectiveness of price discount promotions and make the price discount promotion 

play a more effective role in consumers' value perception and purchase intention, 

studying the factors affecting the price-discount promotion in depth is necessary. 

Krishna et al. (2002) made a quantitative analysis on the factors affecting 

the relationship between price discount presentations and consumer-perceived 

savings using a meta-analysis. The authors found that there are three categories of 

the affecting factors: price discount characteristics, situational factors, and price 
f 

tti 
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presentation forms. The effect of the characteristics of price discounts on 

consumer perceived savings is as follows. The variation range of the price 

discount has a negative effect on consumers' perceived saving, that is, the more 

the variation range changes, the less the consumers' perceived saving is. The 
» . 

effects of situational factors on consumers' perceived savings include the 

following: consumers generate more percdved savings when confronting price 

discount promotion on products with a national brand than that with a private • 

brand; compared with that on durable goods，the same price discounts on 

packaged goods produce higher consumers' perceived saving; compared with that 

in department stores and exclusive stores, the price discount promotion in 

discount stofes generates lower consumers' perceived savings. The effects of 

price presentations on consumers' perceived savings include the following: 

presenting the briginal price (before the discounted price) as the reference price , -

leads to higher consumers' perceived savings; the non-tensile claim leads to . . 
« 

higher consumers' perceived savings than the minimum tensile claim; small and 

reasonable price discounts produce higher consumers’ perceived savings; 

consistent low-price discount produces higher consumers' perceived savings; and 

more distinctive deals lead to higher consumers' perceived savings. 
» * -

Aside from the factors influencing the effectiveness of price discount 
� • 

promotion，the price discount depth is another important factor considered in the 
- * . 

present study. Delia Bitta and Monroe (1980) found that only the discounts that 
、 I. 

# 

go beyond 15 percent can attract consolers',attention; when price discounts are. 

between 30 and 50 percent, consumers' perceived savings have no significant •. - ‘ 

change. To explain this phenomenon, Gupta and Cooper (1992) suggested that the 
• < 

main reason is the consumers' discounting of discounts; that is, the price discount 
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that consumers perceive is lower than that claimed by the marketers. This 

J" discounting increases as the claimed price discount increases. Gupta and Cooper 

‘ (1992) also found that there are certain corresponding threshold values and 

saturation points that consumers respond to the promotion depth of the price 

discount. When price discount is below the threshold value and above the 

discount saturation point, consumers' purchase intention does not significantly 

change while the price discount varies. Therefore, consumers respond to price -

discount promotions with different discount depths in an S-curve manner. 

The research results above are of help to predict the effects of price 
.» 

discount promotions. However, they fail to provide a good explanation on why 

consumers underestimate price discounts. Some researchers have discussed the 

process through which consumers perceive price discounts from the information 
processing perspective and attempted to explain the reasons for consumers to 

, -
discount the price discounts. Consumers' perceptions on sales promotion are 

determined by the degree of difficulty for consumers to calculate the promotion 

scheme and the accuracy of the calculation of the final purchase price. The 

� inaccuracies in the consumers' calculations often result in their underestimation 

of the price discounts (Kim and Kramer, 2006; Estelami, 2003; Morwitz etc., 

1998). Therefore, studies on how marketers design the price discount promotion 

schemes and by which means marketers can increase the consumers' perceived 

* value towards sales promotion are of significance. Kim and Kramer (2006) found 

• that, for percentage-based price-discount promotion, the novelty of price discount 

promotion presentations positively influences consumers' perceived savings and 

purchase intentions; that is，the more novel the price discount promotion 

presentations are, the more accurately can consumers calculate the price discounts, 

‘，.. . ‘ 
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resulting in higher consumers' perceived savings and purchase intentions. 

Another study by Kim and Kramer (2006) found that the higher the consumer « 

need for cognition is, the deeper the degree of processing the percentage-based 

price discount information, which leads to the higher accuracy of the calculation, 
* 1 

which in turn results in higher purchase intentions. 

Most of the existing literature on price discount promotions mainly 

focuses on investigating percentage-based price discounts. However, studies on 
p 

dollar-based deals and the comparison between percentage-based price-discount 

promotion and dollar-based price-discount promotion are very few. Under the 

information processing framework, the existing studies agree that inaccurate 

calculation is the main cause leading to consumers' discounting of discounts for 

percentage-based price discount promotions. Moreover, studies have introduced 

two important variables, namely, the novelty of price discount presentations and 

the consumers' need for cognition, which influence the degree of consumers’ 

price discount information processing and the accuracy of calculation as well as 

provide guidance for marketers to enhance the effectiveness of price-discount 

promotions. However, these existing relevant studies did not consider the ease of 

calculation of the price discount itself and the effects of the price level of the 

promotional products on the cggnition of price discount. To fill the research gaps 

of the existing related literature, under the theoretical framework of information 
» 

processing, this chapter considers two factors, that is, the ease of calculation of 

price discounts itself and the price level of promotional items, and examine the 

influences of the dollar-based versus percentage-based price-discount promotions 

on consumers' perceptions，evaluations, and purchase intention. 
* � 

I 叙 
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4 3 Development of Research Hypotheses 

As mentioned earlier, under the framework of information processing, the 

current study assumes that the price discount presentation has an effect on the 

ease of price discount information processing, thus influencing the cognition of 

consumers' perceived savings and final purchasing price and eventually 

consumers' perceived value and purchasing intentions. According to Thaler 

(1985), consumers' perceived value consists of two parts, namely, acquisition and 

transaction value. As Thaler (1985) defined, acquisition value is the utility of the 

good received compared to the outlay, while transaction value is the perceived 

merits of the "deal". Acquisition value is determined by the consumers' 

• comparison between the benefits carried by the obtained products and the paid 

cost; thus, it is directly influenced by the final purchasing price. Transaction value 

is determined by the comparison between the paid cost and the reference point; 

thus, it is directly influenced by the perceived savings. Accordingly, the current 

research on this chapter is based on the following framework: when the product 

quality is controlled at a certain level, consumers' purchase intentions depend on 

their perceived value, including both acquisition value and transaction value as 

determined by the consumers' perceived price, which in turn is determined by the 

degree of calculation difficulty of the price discount. 

4. 3.1 Price Discount Presentation Forms 

Estelami (2003) demonstrated that among the four operation modes that 

consumers use for dealing with price inforaiation, the sequence of calculation 

difficulty from low to high is addition, subtraction, multiplication, and division; 
i 

and the sequence of calculation accuracy from low to high is division, 
0 
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multiplication, subtraction, and addition. As mentioned before, researchers 

indicated that the inaccuracies in the consumers' calculations often result in their 

underestimation of the price discounts (Kim and Kramer, 2006; Estelami, 2003; 

Morwitz etc., 1998).Given that consumers use multiplication calculation when 

dealing with the percentage-based discount and subtraction to deal with the 
dollar-based discount information, percentage-based deals are easier to be • � • � 

calculated and are thus more likely preferred by consumers (Estelami, 2003). 

Therefore, we argue here that consumers can acquire higher perceived savings 

and higher perceived acquisition values from dollar-based price-discount 

promotion, thus generating higher purchase intentions. Hence, we propose the 

following hypotheses: 

Hi： Consumers generate higher purchase intentions when the price 

discount promotion is framed in dollars than when it is framed in percentage. 

H2a： Consumers obtain higher perceived transaction value when the price 

discount promotion is framed in dollars than when it is framed in percentage. 

Hib： Consumers obtain higher perceived acquisition value when the price 
» 

discount promotion is framed in dollars than when it is framed in percentage. 

4. 3. 2 Price Discount Presentations, Perceived Value and Purchase 

Intentions 

Dodds, Monroe, and Grewal (1991) found that consumers' perception of 

the price would have an indirect effect on their purchase intensions through the 

mediating effect of perceived value. Grewal, Monroe, and Krishnan (1998) 

further divided consumers' perceived value into perceived acquisition value and 

perceived transaction value (Thaler, 1985), studied the influence of the 
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price-comparison advertisement on consumers' perceived acquisition value, 

. perceived transaction value, and purchase intentions. They also validated that 

consumers' price perception influences their purchase intentions through the 

mediating effects of perceived acquisition value and perceived transaction value. 

Therefore, we deduce that, under price discount promotions, the effect of price 

discount presentation forms on purchase intentions is realized through the 

mediating effects of perceived transaction value and perceived acquisition value. 

Thus, we propose the following hypotheses: ' 

Hsa： Consumers' perceived acquisition value positively affects their 

purchase intention. 

H3b： Consumers' perceived transaction value positively affects their 

purchase intention. 

Hsc： Consumers' perceived transaction value and acquisition value are the 

two mediators between price discount presentation forms and consumers' 

等 purchase intention. 

4. 3. 3 The Degree of Difficulty in Price Discount Calculation 
I 

Estelami (2003) found that conducting price discount calculation when the 

labeling price ends with an even number than with an odd number is easier and 

more accurate. Accordingly, we derive that calculating the percentage-based price 

deals if the price discount ends with an oven number is easier and more accurate. 

‘ Hence, the difference between percentage-based price discount promotion and 

dollar-based price discount promotion in influencing consumers' perceived value 
V 

and purchase intentions will become smaller. Specifically, when the price 

discount is very easy to calculate, the difference between the influence of the 
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percentage-based deals and that of the dollar-based deals on consumers' 

perceptions and behavioral responses will completely disappear. Thus, we 

propose the following research hypotheses: 

H4a： The effects that the price discount presentation forms on consumers' 

perceived transaction value are influenced by the moderating effects of the degree 

of price discount calculation difficulty. 

H4b： The effects that the price discount presentation forms .on consumers' 

perceived acquisition value are influenced by the moderating effects of the degree 

of price discount calculation difficulty. 

H4c： The effects that the price discount presentation forms on consumers' 

purchase intentions are^nfluenced by the moderating effects of the degree of price 

discount calculation difficulty. 

In the above hypotheses, specifically with regard to the price discount that 

is difficult to calculate (e.g., 25 percent off), the dollar-based price discount 

promotion will lead consumers to generate higher perceived transaction value, 

higher perceived acquisition value, and higher purchase intentions than the 

percentage-based price discount form. As for the price discount that is easy to 

calculate (e.g., 50 percent off), the differences that these two price-discount 

presentation forms on consumers' perceived transaction value, perceived 

acquisition value, and purchase intentions will disappear. 

4. 3. 4 Price Level of the Promotional Products 

The discussion above shows that the percentage-based price discounts and 

the dollar-based price discounts affect consumers' perceived acquisition value and 
> 

perceived transaction value by influencing the accuracy of the price discount -

0 
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calculations (Kim and Kramer, 2006; Estelami, 2003; Morwitz et al, 1998)，and 

later affecting consumers' purchase intentions. The difficulty of the calculation 

leads consumers to discount the price discounts when dealing with the calculation 

of the percentage-based price discounts, wWch in turn leads to that consumers' 

perceived acquisition value and perceived transaction value are lower than that 

when dealing with the dollar-based price discounts. There is an implied premise 

that the final perceived savings consumers feel towards the price discount is based 

on dollars rather than percentage. Therefore, the discounting towards 

percentage-based price discounts and the original price of the promotional 

� products are necessarily positive correlated. The higher the original price of the 

promotional products are, the larger the discounting towards the percentage-based 

deals, which in turn leads to the lower consumers' perceived value elicited by the 

percentage-based deals compared to that elicited by the dollar-based deals. 

Therefore, we derive that the influencing difference of price discount presentation 

forms towards consumers' perceived value is affected by the moderating effects 

of the promotional products' price level. As with the high-priced promotional 
V 

products, the perceived value elicited by the percentage-based deals is lower than 

that elicited by the dollar-based deals. As to the low-priced promotional products, 

the difference of the perceived value between these two price discount 
* 

presentations forms will become smaller, or even become insignificant. Thus, we 

propose the following research hypotheses: 

Hsa： The effect of price discount presentation forms on consumers， 

perceived transaction value is influenced by the moderating effects of the price 

level of promotional products. 
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Hsb： The effect of price discount presentation forms on consumers' 

perceived acquisition value is influenced by the moderating effects of the price 

level of promotional products. 

Hsc： The effect of price discount presentation forms on consumers' 

purchase intentions is influenced by the moderating effects of the price level of 

， promotional products. 

Specifically, for high-priced promotional products, the dollar-based price 

discount presentation forms will elicit higher perceived transaction value, higher 

perceived acquisition value, and higher purchase intentions than the 

percentage-based price discount presentation forms. As for low-priced 

promotional products, the differences between these two price discount 

presentation forms with regard to consumers' perceived transaction value, 

perceived acquisition value and the purchase intentions will disappear. 

To synthesize the hypotheses proposed earlier in this chapter, the 

theoretical model of this paper is illustrated in Figure4.1. 

I , 
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The main purpose of this study is to validate all the hypotheses made (i.e.， 

Hi, H2a�H2b> H3a�Hsb�H3C�Hab�lUh> and H4c)by experimentally manipulating 

the price discount presentation forms (percentage-based vs. dollar-based) and the 

degrees of difficulty in calculating the price discounts (difficult to calcuMe and 

easy to calculate) and investigating the changes in perceived value and purchase 

intentions. 
II 

4. 4. 1 Research Methodology and Experimental Design 

This experiment used the two by two factorial design: 2 (price discount 

presentations forms: percentage-based and dollar-based) x�2 [degree of 

calculation difficulty of price discounts: difficult (25 percent) and easy (50 

percent)], obtaining a total of four experimental groups. The subjects were 145 

undergraduate students of a business school of a major university in Hong Kong, 

who were enrolled in the course of marketing management. The participants were 
f 

randomly assigned to one of the four experimental groups. They were asked to 

read a specific experimental scenario and then answer the questions based on the 

experimental scenario. The scenarios used in the experiment are as follows. 

, Imagine that you are buying a coat at a department store. You find a coat 

that meets your quality requirement (including materials, style, etc.). The price 

tag of this coat indicates the following: Original price RMB476, now 25% off 

[nowRMBlWof]. 

Imagine that you are buying a coat at a department store. You find a coat 

that meets your quality requirement (including materials, style, etc.). The price 

» 
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‘• tag of this coat indicates the following: Original price RMB476, now 50% off 

[now RMB238 o f f ] . 

The main reason for selecting the coat at the same price level as our 

experimental stimulus is that undergraduates in Hong Kong are more familiar 
ijfc . . 

with these products, and they have enough shopping experience. Considering that 

the price and the quality satisfaction will also affect the consumers' purchase 

intentions, the experimental scenarios specifically control the consumer 

satisfaction for the quality at a certain level. The manipulation check proved to be 

successful in controlling the quality satisfaction: experimental groups of different 

discount forms showed no significant difference in quality satisfaction 

(percentage-based discount group Mi = 4.79; dollar-based discount group M2 = 

4.82, p> 0.10); experimental groups of different degrees of calculation difficulty 

also showed no significant difference in quality satisfaction (difficult calculation 

group Ml = 4.87; easy calculation group M2 = 4.75, p> 0.10). 

Measures of the dependent variables involve the following: to measure the 

purchase intentions using the item "I would consider buying this coat," to measure 

perceived acquisition value using the item" for this price-offer, this coat is of a 

good value for money," to measure perceived transaction value using the item 

"people who purchase this coat using this price-offer would save a lot of money," to 

measure quality satisfaction using the item ”I feel satisfied with the quality of this 

coat." Subjects were asked to rate these measures on the 7-point Likeit-scale based 

on their true feelings, where "l=Strongly Disagree and 7=Strongly Agree." 



51 

4. 4. 2 Analysis of Variance towards Main Effects of Price Discount 

Framing 

‘ We first analyzed the effects of the price discount presentation forms on 

consumers' perceived value and their purchase intentions. We chose two groups 

with a 25 percent price discount rate for our analysis, comparing both of the 

effects that the percentage-based price discount and the dollar-based discount 

form on the perceived value and the purchase intentions. ANOVA analysis was 

conducted, considering perceived acquisition value, perceived transaction value, 

and purchase intentions as the three dependent variables and discount presentation 

form as the independent variable. The results shown in Table 4.1 indicate that 

price discount presentation forms significantly affect all the three dependent 

variables. 

Table 4.1 Results of ANOVA Analysis towards the Main Effects of Price 
Discount Presentation Forms 

Dependent � • Type III Sum Mean „ 仏 
Variable Source o f ^ e s , ^f gguare ^ ^^^ 

Discount 11.53 1 11.53 6.89 .01 
Purchase Framing 
Intentions ^^^^ 110.53 66 1.68 

Perceived piscount 19.06 1 19.06 13.50 .00 
Acquisition Framing 
Value Error 93.18 66 1.41 

Perceived ？isco^nt 21.24 1 21.24 8.88 .00 
Transaction Frammg 
Value Error 157.88 66 2.39 

According to the statistical analysis results, the differences in consumers' 

perceived value and purchase intentions are significantly different across the 

different price discount presentation forms. Specifically: 
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As for the purchase intentions, the dollar-based presentation form (Mi = 

6.03) generated higher purchase intentions than the percentage-based presentation 

form (M2 = 5.21) (P<0.05), thus confirming hypothesis Hi. 

As for the perceived transaction value, the dollar-based presentation form 

(Ml = 4.77) generated higher perceived transaction value than the 

percentage-based form (M2 = 3.65) (P<0.01), thus confirming hypothesis Hia-

As for the perceived acquisition value, the dollar-based presentation form 

(Ml = 5.29) generated higher perceived acquisition value than the 

percentage-based presentation form (M2 = 4.24) (P<0.01), thus confirming 

hypothesis H2b. 

4. 4. 3 Regression Analysis of Mediation 

To further investigate the effects of price discount presentation forms on 

the perceived transaction value, and to examine the mediating effects of perceived 

value (including perceived acquisition value and perceived transaction value) in 

the relationship between price discount presentation forms and consumers' 

purchase intentions, according to Baron and Kenny (1986)'s procedure, we 

transformed the classified variable "price discount presentation forms" into the 

dummy variables, where “0” represents the percentage-based discount form, and 

“1” represents the dollar-based discount form, and then we conducted the 

following regression analyses. 

First, separate regression analyses were run by setting the perceived 

acquisition value and the perceived transaction value as the dependent variables, \ 

and the dummy variable of price discount presentation form as the independent 

variable. Second, regression analysis was run by taking purchase intentions as the 
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dependent variable and taking price discount presentation forms as the 

independent variables. Finally, regression analysis was run by taking purchase 

intentions as the dependent variable, and taking price discount presentation forms, 

perceived acquisition value and perceived transaction value as the independent 

variables. All the regression results are shown in Table 4.2. 

Table 4.2 Testing the Mediating Effects of Perceived Value 
Unstandardized Standardized 

Dependent ^ . , Coefficients Coefficients . D-value 
Variable Model ^ Std. Beta 

Error 
Perceived (Constant) 4.24 .20 20.79 .000 
Acquisition Value 1 f . 
(/?^=0.17) Discount Presentations 1.06 .29 .41 3.67 .000 

Perceived (Constant) 3.65 .27 13.75 .000 
Transaction Value 1 

0.12) Discount Presentations 1.12 .38 .34 2.98 .004 

(Constant) 5.21 .22 23.46 .000 

1 
Purchase Intentions Discount Presentations .82 .31 .31 2.62 .011 (I^ = 0.09 for … � ” ， “ ^ f\nn 
model 1; 0.50 (Constant) 2.21 .46 4.78 .000 
for model 2) Discount Presentations .03 .26 .01 .11 .914 

2 Perceived Acquisition Value .51 .13 .49 4.06 .000 
Perceived Transaction Value £3 JIO -27 2.34 .023 

The results shown in Table 4.2 indicated that the price discount 

presentation forms positively affected the perceived acquisition value {R =0.17, 

Fi,66=13.50, p < 0.001), perceived transaction value = 0.12, Fi.66=8.88, p< 

0.01), and purchase intentions {R^ = 0.09, Fi.66 =6.898, p < 0.05). The variance 

explained of purchase intentions increases significantly after including the 

perceived acquisition value and perceived transaction value in the regression 

model 2 � b ^ = 0.40,^2.64 =25.73，p < 0.01). Both perceived acquisitiofTvalue and 

r • 

t 
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perceived transaction value positively affected purchasing intentions. The effect 
* 

of perceived acquisition value on the purchase intentions (p= 49, t=4.06, p<.001) 

nearly doubles the effect of perceived transaction value on purchase intentions 

(P=.27, t=2.34, p<.05). Furthermore, as we expected, the price discount 
> 

presentation forms have no significant effect on purchase intentions after 
• 參 4 

including perceived transaction value and perceived acquisition value in the 

regression analysis as independent variables (p=.01, t=. l l , p>.10). 

To conclude results of the regression analyses above�we found: (1) " 

perceived acquisition value positively affects consumers' purchase intentions; the 

hypothesis Hsawas confirmed; (2) perceived transaction value positively affects 

consumers' purchase intentions, the hypothesis H3b is confirmed; (3) perceived 

acquisition value and perceived transaction value are the full mediators in the " 

effects of price discount presentation forms affecting consumers' purchase 

intentions, which confirmed the hypothesis H3c; and (4) the effect of perceived 

acquisition value on consumers' purchase intentions is stronger than that of 

perceived transaction value on consumers' purchase intentions, indicating that 

consumers make their purchase decisions by not only considering the perceived � 
• ‘ . 

i 

savings obtained from the price discount. Nevertheless, the effect of perceived 

acquisition value determined by the final price after price discount has a stronger 

influence on consumers' decision making. 
• * • 

4. 4. 4 Analyzing the Moderating Effects of the Degree of Price Discount 
V • -

Calculation Difficulty 
* 

Previous analyses on the two experimental groups at the 25 percent 
• I 

discount level compared and analyzed the main effects of the price discount ‘ 



‘ 55 

» 

framing on consumers' purchase intentions and their underlying mechanisms. The 

following analyses, including the four experimental groups, identify the 

moderators affecting the effects of price discount framing on consumers' 

perceived value and purchase intentions to verify hypotheses H4a, H4b, and R^c. 

Taking perceived acquisition value, perceived transaction value, and 

purchase intentions as the dependent variables and price discount presentation 

forms as the independent variable, the results of the variance analyses indicate the 

interaction effect between price discount presentation forms and the calculation 
i • 

difficulty of the discount in affecting the three dependent variables above: for 

affecting purchase intentions (Fi.i4i=6.17, p<0.05); for affecting perceived 

acquisition value (Fi,i4i=11.38, p<0.01); and for perceived transaction value 

(FI,I4O=10.39, P<0.01). Based on the degree of discount calculation difficulty, we 

further divided the samples into the difficult calculation group and the easy 

calculation group, and analyzed the effects of price discount presentation forms 

on purcKitee intentions, perceived acquisition value, and perceived transaction 

-value within each group. The results of the statistical analysis show the following: 

(1) As regards consumers' purchase intentions, in the difficult calculation 

‘ group, the price discount presentation forms have a significant effect on 

丨 consumers' purchase intentions. Specifically, consumers' purchase intentions 

(Mi=6.03) under the dollar-based deals are higher than those under the 

percentage-based deals (M2=5.21), with the difference reaching the statistically 
I 

significant level (Fi,66=6.89, p<0.05). However, in the easy calculation group, the 

price-discount forms have no significant effect on consumers' purchase intentions. 

Consumers' purchase intentions (Mi=5.43) under the dollar-based deals are the 
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same as those under the percentage-based deals (M2=5.60), with the difference 

not reaching the statistically significant level (Fi,75=0.45，p>0.10). 

(2) As regards consumers' perceived acquisition value, in the difficult 

calculation group, the price discount presentation forms significantly affect the 

perceived acquisition value. Specifically, consumers generate higher perceived 

acquisition value in the dollar-based deals (Mi=5.29) than that in the 

percentage-based deals (M2=4.24), with the difference reaching the statistically 

significant level (Fi,66=13.50, pO.OOl). However, in the easy calculation group, 

the price discount presentation forms have no significant effects on the perceived 

acquisition value. Specifically, consumers generate almost the same perceived 

acquisition value across the dollar-based deals (Mi=4.73) and percentage-based 

deals (M2=4.95), with the difference not reaching the statistically significant level 

(Fi.75=0.78, P>0.10). 

(3) As regards perceived transaction value, in the difficult calculation 

group, the price discount presentation forms have significant effects on the 

perceived transaction value. Specifically, consumers generate higher perceived 

transaction value under the dollar-based deals (Mi=4.77) than that under the 

percentage-based deals (M2=3.65), with the difference reaching the statistically 

significant level (Fi,66=8.88，p<0.001). However, in the easy calculation group, 

price discount presentation forms have no significant effects on the perceived 

transaction value. Specifically, consumers generate almost the same perceived 

transaction value across the dollar-based deals (Mi=4.33) and percentage-based 

deals (M2=4.75), with the difference not reaching the statistically significant level 

(Fi.75=1.96, P>0.10). 
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The results of the statistical analyses show that the effects of price 

, discount presentation forms on consumers' perceived acquisition value, perceived ‘ 

transaction value, and purchase intentions are affected by the moderating effect of 

the degree of discount calculation difficulty. When dealing with the difficult 

calculation price discount, consumers generate higher perceived acquisition value, 

higher perceived transaction value, and higher purchase intentions under 

dollar-based deals than under percentage-based deals. When dealing with the easy 

calculation price discount, consumers' perceive that acquisition value, perceived 

transaction value, and purchase intentions are almost the same under dollar-based 

deals and percentage-based deals. These results confirm the research hypotheses 

H4a, H4b, and H4c-

4.5 Study 2 

The main purpose of this experiment is to manipulate experimentally the 

price level of the promotional items (low-priced vs. high-priced) and the price 

discount presentation forms (percentage-based discount vs. dollar-based discount) 

to investigate the effects of these two variables on perceived acquisition value, 

perceived transaction value, and purchase intentions to test hypotheses Hsa, Hsb, 

and Hsc-

4. 5.1 Research Methodology and Experimental Design 

This experiment employed the two by two factorial design: 2 (price 

discount presentations forms: percentage-based and dollar-based) x 2 (price of the 

promotional items: high-priced and low-priced). To save the sample size, a 
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between-subj ects design was adopted for the price discount presentation forms, 

whereas a within-subjects design was adopted for the price level of promotional 

items. The experiment subjects were 54 undergraduate students of a business 

school of a major university in Beijing, who were enrolled in the course of 

marketing management. The participants were randomly assigned to the 

percentage-based group and the dollar-based group, with 27 subjects in each 

group. The participants experienced two specific experimental scenarios (high 

priced and low priced) and were asked to answer questions on the questionnaires 

after reading each scenario based on their feelings, respectively. As the 

experiment adopted a within-subjects design for the price level of promotional 

items, participants would be affected by the order of putting the scenarios in the 

questionnaire, confounding the experiment results. In this experiment, there were 

two (i.e., 2! =2) experimental orders. Having taken this factor into account, we 

adopted the counterbalancing design. Specifically, in the percentage-based group 

and the dollar-based group, respectively, the participants were further divided into 

two smaller groins. Each small group received only one of the experimental 

orders as the stimuli, as shown in Table 4.3. 

Table 4.3 Counterbalancing of Scenario Orders in Study 2 
Experimental Sequence 

Sequence 1 Sequence2 Total 
(High-^Low) (Low^High) 

Price Discount Percentage-based 14 13 27 
Framing ‘ Dollar-based 14 13 27 

Total ^ ^ 54 

The experimental scenarios used in the current study are illustrated below. 

To manipulate the price discount presentation forms and the price levels, the 

� followings scenarios were employed, where the contents in the square brackets 

are the forms of the corresponding dollar-based discounts. 
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• M 

< For the high-priced group: 

Imagine that you are buying a coat at a department store. You find a coat 

that meets your quality requirement (including materials, style, etc.). The price 

tag of this coat indicates the following: Original price RMB476, now 25% off 

[Originalprice RMB 476, now RMB 119 o f f ] . 

For the low-priced group: 

Imagine that you are buying a coat at a department store. You find a coat 

that meets your quality requirement (including materials, style, etc.). The price 

tag of this coat indicates the following: Original price RMB76, now 25% off 

[Original price RMB 76, now RMB 19 o f f ] . , 

The main reason for selecting the coat as our experimental stimulus is that 

undergraduates are familiar with the products under this category, and they have 

enough shopping experience. Similar to the first experiment, the measures of the 

dependent variables also include the following: purchase intention was measured 

using the item "I would consider buying tl\j^coat," perceived acquisition value was 

measured using the item "For this price-offer, this coat is good value for money," 

perceived transaction value was measured using the item "People who purchase 

this coat using this price offer would save a lot of money," and quality satisfaction 

was measured using the item "I feel satisfied with the quality of this coat." With 

regard to all the measurement items, subjects were asked to assign scores using 

the 7-point Likert scale based on their true feelings after reading the scenario, 

where "1" means "strongly disagree" and "7" represents "strongly agree." Based on 

, the first experiment, to check the manipulation of the price level, we added an 

. t item testing how consumers feel about the price, that is, “I feel the original price 
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of this coat is” using the 7-point Likert scale, where “1” represents “very low" and 

“7” represents "very high.’， 

f 
4. 5. 2 Manipulatiop Check 

Considering that consumers' satisfaction in price and quality may affect 

their purchase intentions, the current experiment especially controlled the 

consumers' satisfaction in quality at a satisfactory level in the experimental 

scenarios. The manipulation check shows the successful control over quality 

satisfaction. There was no significant difference across different price discount 

forms as regards quality satisfaction (percentage-based discount group Mi = 4.70; 

dollar-based discount group M2 = 4.46，p> 0.10). The results of the manipulation 

check over the perceived price levels show the perceived price level for the 

high-priced group Mi = 4.50 and the perceived price level for the low-priced 

group M2 = 2.56, with the mean difference reaching the statistically significant 

level (p <.001). Therefore, the manipulation check results indicate that the 

experimental manipulations for participants' perceived price levels towards 

promotional items are successful. 

4. 5. 3 Examine the Interaction Effects between Price Discount 

Presentation Forms and Price levels of Promotional Products 
� 

To verify the moderating effects of the price level of price discount 
t 

presentation forms on perceived value, we conducted variance analyses on the 

interaction effects with focus on two variables, i.e., price discount presentation 

forms and price levels of the promotional products, by taking the discount 

presentation forms and the price levels of promotional products as the two 
* 
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independent variables and perceived acquisition value, perceived transaction 

value, and purchase intentions as the three dependent variables. As the price level 

manipulation adopted a within-group design, we used the ANOVA with repeated 

measures. The ANOVA results show that the interaction effects of price discount 
/ 

presentation forms and price levels of the promotional products on the three 

dependent variables reached statistically significant levels: for purchase intentions 

(Fi ,52=4 .01 ,p=0.05); for perceived acquisition value (FI,52=4.93, p<.05) ; and for 

perceived transaction value (Fi,52=3.10, pc.lO). Comparing further the effects of 

price discount presentation forms on consumers' purchase intentions, perceived 

transaction value, and perceived acquisition value under the context of a 

high-priced situation and a low-priced situation, the statistical analyses results 
« 

obtained are as follows: 

(1) Under the high-priced condition, consumers' purchase intentions are 

higher for dollar-based deals (Mi = 5.30) than those for percentage-based deals 

(M2 = 4.41), with the difference reaching the statistically significant level 

(Fi,52=4.70, p<0.05). However, under the low-priced condition, price discount 

presentation forms have no significant effects on consumers' purchase intentions. 

Consumers' purchase intentions for the dollar-based deals (M] = 5.04) are slightly 

lower than those for the percentage-based deals (M2= 5.44), with the difference 

not reaching the statistically significant level (Fi,52=0.56, p� .10) . 

(2) Under the high-priced condition, perceived acquisition value is higher 

for dollar-based deals (Mi = 5.07) than that for percentage-based deals (M2 = 

4.30)，with the difference reaching the statistically significant level (Fi,52=4.03， 

p=.05). However, under the low-priced condition, the price discount presentation 

forms do not have a significant effect on perceived acquisition value. Perceived 

I 
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acquisition value for dollar-based deals (Mi = 5.07) is lower than that for 

percentage-based deals (M2= 5.48), with the difference not reaching the 

statistically significant level (Fi’52=0.65，p>.10). 

(3) Under the high-priced condition, perceived transaction value is higher 

for dollar-based deals (Mi = 4.33) than that for percentage-based deals (M2 = 

3.82), with the difference not reaching the statistically significant level (Fi,52=1.55， 

p>.10). Under the low-priced condition, perceived transaction value for 

dollar-based deals (Mi = 3.82) is lower than that for percentage-based deals (M2= 

4.33), with the difference not reaching the statistically significant level as well 

(FI.52=.84, P � . 1 0 ) . 

The statistical analysis results show that the effects of price discount 

presentation forms on the perceived acquisition value, perceived transaction value, 

and purchase intentions are indeed influenced by the moderating effects of the 

price level of promotional products. When the promotional products are 

high-priced items, the dollar-based price discounts produce higher perceived 

acquisition value and higher purchase intentions than do percentage-based price 

discounts. However, when the promotional products are low-priced items, there is 

no significant difference between the dollar-based price discounts and the 

percentage-based price discounts with regard to the generated perceived 

acquisition value and purchase intentions. Accordingly, these results confirm the 

research hypotheses Hsb and Hsc. 

As for the perceived transaction value, the interaction effect of discount 

presentation forms and price level of promotional products on the perceived 

transaction value is significant, verifying hypothesis Hsa in that the effect of price 

discount presentation forms on consumers' perceived transaction value is 
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moderated by the price level of the promotional products. We further identified 

the effects of price discount presentation forms on the perceived transaction value 

under the high-priced situation and the low-priced situation, respectively. 

Although we found that the dollar-based discount forms generated higher 

perceived transaction value than the percentage-based discount forms under the 

high-priced situation, the difference did not reach the statistically significant level. 

The reason may be due to the small number of experimental subjects or the 

adoption of the within-group design for the price levels, leading consumers to 

receive the disordered internal reference price (IRP). Future research can make 

some improvements on the experiments in terms of these respects, thus providing 

stronger empirical support for hypothesis Hsa-

As the stimuli for manipulating the high price used in this experiment is 

the same as in the first study, both experiments used the coats with the same 

original price of RMB476. Moreover, both experiments made the same control 

over the quality level, enabling us to make the comparison analysis between the 

two related experimental results directly. The comparison analysis results show 

that the conclusions for both the Hong Kong undergraduates and the Beijing 

undergraduates are the same: for the coat whose original price is RMB476, the 

dollar-based price-discount form "now RMBl 19 off，generates higher perceived 

‘ value and higher purchase intentions than the percentage-based price-discount 

form "now 25 percent off." This comparison result indicates that the experimental 

research results claimed in this chapter show good external validation. 

The analysis results also indicate another trend: "dollar-based deals have 

better sales promotion effects than percentage-based discount in promoting 

high-priced items," However, another trend "percentage-based deals have better 
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sales promotion effects than dollar-based discount in promoting low-priced items" 

is also worthy of our attention, although its effect did not reach the statistically 

significant level. Especially this trend may be manifested when the price level of 

the promotional item is sufficiently low. Whether this trend is only a random error 

without statistical significance or reflects the specific effects and trends can be 

further verified or denied by future relevant examinations. 

4.6 Conclusion and Discussion 

This chapter examined the effects of dollar-based versus percentage-based 

price-discount form on consumers* purchase intentions and their underlying 

mechanisms. It also discussed two boundary conditions for these effects: the 

degree of price discount calculation difficulty and the price level of the 

promotional products. The research results suggest that in general, the 

dollar-based price discount generates higher purchase intentions and perceived 

value than the percentage-based price discount. However, this relationship is 

affected by the moderating effects of the degree of price discount calculation 

difficulty and the price level of promotional products. Especially for 

eas^-to-calculate price discounts or low-priced promotional products, the 

differenb^ between the two discount presentation forms in affecting the sales 
��� 

promotional effectiveness will disappear. The perceived value is the fiill mediator 

in the effects of price discount presentation forms on consumers' purchase 

intentions. That is, consumers will base their decisions on purchase intentions and 

behaviors on their own cognitions of the perceived transaction value and the 

perceived acquisition value elicited by the price discounts. These research 

findings can fill the research gap in the current research literature. 
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The research findings in this chapter can guide marketers in designing 

price discount promotion schemes. In facilitating consumers，information 

processing for the price discount information that is difficult to calculate 

(including the original prices and the discount levels that are relatively difficult to 

calculate), using the dollar-based price discount forms can produce highA-

consumers' perceived value and purchase intentions, thus generating better 

promotional effects and more sales. For the price discount promotion of 

high-priced products, the dollar-based price discount forms can produce better 

sales promotional effectiveness than do the percentage-based price discount forms. 

The adage "simplicity is the gold" is the insightful inspiration that this chapter's 

conclusion can give marketers. When designing sales promotion sdiemes, 

marketers should follow the principle and facilitate consumers' cognition and 

information processing in the promotional information rather than make the 

schemes too complex that consumers find handling the promotional information 

difficult. 

Under the information processing framework, this chapter focused on the 

effects of the different calculation algorithms used in processing price discount 

information on the accuracy of consumers' information processing. The present 

study derived the related research hypotheses and verified them through 

experiments. 

As regards consumers' daily purchase behaviors, the purchase 
H 

environment (e.g., is there a time limit on the sales promotion), the novelty of 

price discount framing and other relevant factors affect the depth of consumers' 

processing of the price discount promotion information, thus influencing the 

accuracy of the price discount information processing as well as the relative 
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promotional effectiveness of different price discount forms. Taking the consumers 

in the practical purchase' environment as the research subjects, future research can 

further investigate the relative promotional effectiveness of the different price 

discount presentation forms by comprehensively considering the price discount 

presentation forms, the difficulty of price discount calculation, the novelty of the 

price discount framing, and the purchase environment. Such research efforts as 

those exerted in the present study can provide a more theoretical guidance for 

directing marketing practitioners in designing better price discount promotion 

schemes for consumers. 

V 
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CHAPTER 5: PRICE DISCOUNT DEPTH AND IT'S EFFECT ON 
V • 

CONSUMER RESPONSES . 

There is a stream of models that accounts for how consumers respond to 

price discount promotions. These models mainly focus on the central role of 

consumers' perceived value in their response to price discount promotions, thus 

providing a good basis for us to build an integrated model to explain and predict 

how consumers respond to price discounts promotions. Our research on the 

effects of price discount framing in the previous chapter is under the framework 

of these models. In the present chapter, we review the relevant representative 
» 

models and develop an integrated model that considers both perceived value and 

anticipated regret. 

f 

» 

5.1 Theoretical Models Depicting Consumers' Response to Price Discounts 

As price discount promotions directly reduce the final price consumers 

have to pay for the promotional product as well as affect consumers' quality 

perception of the promotional product, models that establish a relationship among 

price, quality, perceived value, purchase intention, and post-purchase behaviors 

are relevant in building a theoretical model that accounts for consumers' response 

to price discount promotions. 

In their pioneering work, Monroe and Krishnan (1985) investigated the 

relationships among objective price, perception of price, perceived quality, 

perceived sacrifice, perceived value, and willingness to pay. They proposed that 
t 

perception of price rather than objective price positively affects consumers’ 

perceived quality and perceived sacrifice through the mediator of price perception. 

They also posited that perceived quality positively affects perceived value, 



I 

68 

whereas perceived sacrifice negatively affects perceived value. Consumers' 
� 

‘一 - . 

willingness to buy a product is directly determined by their perceived value of the 

product. Their model is presented in Figure 5.1. 

Perceived •‘ • 
Quality 

( O b j e c U ^ ^ Perception Perceived ^ Willingness 
Price ) ^ of Price Value : . to'Buy 

i k 
Perceived 

X 

Sacrifice 

Figure 5.1 Price-value Model Proposed by Monroe and Krishnan (1985) 

Based on the model proposed by Monroe'and Krishnan (1985)，Zeithaml 

(1988) defined the concepts of price, quality, and value from the consumers' 
‘ � 

perspective and proposed a model that relates these concepts from the means-end 

perspective, as shown in Figure 5.2. The means-end perspective holds that 

consumer knowledge is hierarchically organized and spans different levels of 
• . ‘ 

abstraction (Kerin, Jain and Howard, 1992). Levels of abstraction refer to the 

extent of inclusion of possible meanings about an object. For example, consumers 

may notice the price discounts (the lower level of abstraction) and then infer the 

perceived quality and perceived value (the higher level of abstraction). Price 

discounts are considered the “means” through which consumers are able to 

achieve a desired "end," such as a higher perceived value. 
V 

Dodds, Monroe, and Grewal (1991) extended the basic conceptualization 

of the price-product evaluation relationship by including the extrinsic attributes 

of products in a retail store, that is, brand name and store name. The authors 
• « 

4 
- 夕 

empirically tested the effects of these extrinsic cues on perceptions of quality, 

value, and consumers' willingness to buy. They also built a product evaluation . 
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model, as shown in Figure 5.3. They argued that price, brand name, and store 

name are three extrinsic attributes that influence consumers* perceptions of 

product quality and value. In turn, these extrinsic attributes influence willingness 

to buy in retail store settings. Their findings confirmed and extended the 

means-end model proposed by Zeithaml (1988). 

广 ^ 一 ‘ 
Extrinsic f High-level \ Intxiosic 
Attributes Abstractions J Attributes 

I , 
Objective PcrcHves Pcrcdved 
Price • Monetary * Sacrifice 

I Pnce I 
/ Lowor-levd attnbutes 

^ " v , Pecqrtions oflower-levd 
Perceive 1 I .. ^ 

attnbutes 
‘ Nonmonetary 

^ I J C“^ Higher-level attnbutes 

� I 
冬 Figure 5.2 Means-end Model Proposed by Zeithaml (1988) 

f Brand Perception 
X ^ ^ ^ N a m e o f Brand 

Perception | + 

一 Percaved 
+ Quality + 

^ ^ 
Perception Pcrcdved Willingness 

Price J V^e J ^ toBuy ^ 
+ Percaved . 

，Sacrifice 
V J 

Figure 5 3 Product Evaluation Model Proposed by Dodds et al. (1991) 
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Kerin, Jain, and Howard (1992) examined the effect of store shopping 

experience on consumer price, quality, and value perceptio.ns in retail settings. 

They also developed a model, as shown in Figure 5.4, by employing the 

means-end model proposed by Zeithaml (1988). The authors conducted a field . 

study to test the model and found that perceived store shopping experience is 

relatively more important than merchandise price or quality perceptions in 

explaining consumers' value perceptions of a retail store. Their findings 

confirmed the existence of non-product-related intrinsic attributes (e.g., 

consumers' perceived store shopping experience), which may affect perceived 

value (e.g., consumers，perceptions of store value). 

* 

广Merchandise price ^ 
( Perceptions j 

^ ‘ 0 . 3 1 ( 8 . 7 3 ) 广 Store value 
/ ShDpping \ , n ‘. � 

( Expmcnc. i 口 饥 钟 咖 ) 

[ >0^(2.12) 
0 . 7 2 ( 1 7 ^ ^ ^ ^ 

广 Merchandise Quality 
( Perceptions j . 

Figure 5.4 Model Developed by Kerin, Jain, and Howard (1992) 

Based on the product evaluation model proposed by Dodds, Monroe, and 

Grewal (1991), Grewal, Krishnan, Baker, and Borin (1998) developed and 

empirically tested a conceptual model of the effects of store name, brand names, 
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and price discounts on consumers' evaluation process and purchase intentions, as 

shown in Figure 5.5. The authors found the following results: store name affects 

perceived store image; brand name affects perceived brand quality and 

consumers' internal reference price (IRP); price discounts affect IRP and 

perceived value; perceived brand quality directly affects perceived value and 

indirectly affects perceived value through the mediator of IRP; and consum6rs' 

perceived value and perceived store image directly affect their purchase intentions. 
參 

They also found that high-knowledge consumers are mainly influenced by brand 

name, whereas low-knowledge consumers are more influenced by price discount 

promotions. 

Price Internal 
Discount ^ Reference price 

Brand Perceived Brand ^ Perceived Purchase 
Name ‘ Quality ^ Value • Intent 

Store Perceived Store ^ — 
Name • Image 

Figure 5.5 Theoretical Model Proposed by Grewal, Krishnan, et al. (1998) 

Grewal, Monroe, and Krishnan (1998) extended the prior price-value 

models within the context of price comparison advertising by examining the 

effects of advertised selling price and reference price on consumers' IRPs, 

perceived quality, acquisition value, transaction value, and purchase and search 

intentions. The authors developed and empirically confirmed a model as shown in 
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Figure 5.6. The buyers' IRPs are influenced by both advertised selling and 

reference prices as well as the buyers，perception of the product's quality. The 

effect of advertised selling price on buyers* acquisition value is mediated by their 

perceptions of transaction value. The effect of perceived transaction value on 

buyers' behavioral intentions is mediated by their acquisition value perceptions. 

~ ‘""“ Percdved Willingness P ere caved + 
i • Acquisition ^ To Buy 

l — - ~ \Wue \ 

Advertised - j \ 
Sdlmg ： P 饥抓功 \ Search 
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， \ j lnt™i 版 ‘ 
± ^ Reference 

： Price 
Advertised ^ ^ 
Reference 

Prirp 

Figure 5.6 Model Suggested by Grewal, Monroe and Krishnan (1998) 

Based on the previous means-end models, Campo and Yagtie (2007) built 

a model to explain the effects of price discounts on tourists' satisfaction and 

loyalty, as shown in Figure 5.7. They empirically tested this model and found that 

price discount negatively affects perceived price, whereas the latter positively 

affects perceived quality, which in turn positively affects tourists' satisfaction and 

loyalty. 
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Figure 5.7 Model Suggested by Campo and Yagiie (2007) 

5.2 Development of a Joint Model Depicting Consumers' Response to Price 

Discounts 

Based on previous means-end models that account for how extrinsic and 

intrinsic cues affect consumers' perceptions, evaluations, purchase intentions, and 

other behavioral responses under marketing settings, we can develop an 

integrative model to account for how consumers respond to price-discount 

promotions. In this ch叩ter, we focus on the effects of price discount depth. 

Without any specific notification, the term "price discount" and “perceived 

discount" in the following contents of this chapter denote "price discount depth" 

^ and "perceived price discount depth" respectively. 

Jacoby and Olson (1977) described the response process of consumers to 

price as an S-O-R process, where S stands for stimulus variables denoting the true 

price and other input variables, O stands for organismic variables denote the 

information processing of consumers, and R stands for response variables 
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denoting consumers' behavioral response. Been and Martin Santana�1999) 
/ 

“ suggested that the best way to appraise how individuals respond to advertising or 

sales promotions is under the Cognition-Affection-Conation framework. 

In the present study, we view price discount promotions as stimuli. Thus, 

we propose that they directly affect consumers' perceptions of price and quality, 

which in turn affect perceived value and purchase intentions. Following this logic, 

before building up the integrative model, we need to derive hypotheses on the 

relationships among price discounts, price perceptions, quality perceptions, 

perceived value, and purchase intentions from the literature review findings and 

some well-known theories. 

( 

5. 2. 1 The Effects of Price Discounts on Consumers' Perceptions 

According to Olson and Jacoby (1977)，external stimuli do not directly 

affect behavior but only exert indirect effects. Stimuli must be perceived first and 

then interpreted before they affect human decision processes and behavior. 
% 

Researchers define perceived discount as the discount encoded through the 

process of subjective interpretation and assignment of meaning to objective price 

discounts. Perceived discount, when manifested, describes and explains 

consumers' response to price promotions (Monroe 1984; Olson and Jacoby, 1977; 

Zeithaml, 1984). Therefore, price discounts should be perceived first before they 

can influence consumers' behavioral response. The phenomenon of discounting 

of discounts, which means perceiving that discounts are lower than advertised, 

plays an important role in the process of how consumers perceive price discounts 

(e.g., Mobley, Bearden and Teel, 1988; Urbany, Bearden and Weilbaker, 1988; 

Gupta and Cooper, 1992). Gupta and Cooper (1992) claimed that the discounting 
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of discounts increases with the increase in advertised discounts. Consistent with 

these findings, we propose hypothesis Hi： 

Hi： Price discount affects perceived discounts in a convex curvilinear way. 

Price discounts directly reduce the final price that consumers have to pay 

for a product or service. Jacoby and Olson (1977) distinguished between objective 

price (i.e., the actual price of a product) and perceived price (i.e., the price 

consumers encode in their minds). Zeithaml (1988) defined perceived price as 

what is given up or sacrificed to obtain a product. Following this logic, 

consumers' perceived price will be affected by perceived discounts. Specifically, 

when consumers perceive more price discounts, they will perceive the price of the 

product or service to be lower. Campo and YagUe (2007) also found that price 

discounts negatively affect perceived price. Dodds, Monroe, and Grewal (1991) 

suggested that perceived price positively affects what they call perceived sacrifice. 

Moreover, the concept of perceived sacrifice rather than perceived price directly 

comes into the consumers' evaluation process because perceived value is 

conceptualized as the tradeoff between perceived quality and perceived sacrifice. 

To simplify the question，we are concerned about the direct relationship between 

perceived discount and perceived sacrifice with the missing mediating effect of 

perceived price. We also argue that consumers' perceived price discount directly 

reduces perceived price and perceived sacrifice. Accordingly, we propose 

hypothesis H2: 

H2： Consumers' perceived price discounts negatively affect the perceived 

sacrifice. 

According to the means-end model proposed by Zeithaml (1988)，we can 

take price discount promotion as an extrinsic cue that consumers employ to form 
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a higher level of abstraction, that is, perceived quality. According to the review by 

Zeithaml (1988), perceived quality can be defined as the consumers' judgment of 

a product's overall excellence or superiority. Therefore, perceived price discounts 

can affect consumers' perceived quality. People may perceive that only the goods 

that are difficult to sell implement price discount promotions and that the reason 

for their poor selling status is due to their poor quality. Grewal, Krishnan, Baker, 

and Bonn (1998) also hypothesized that price discounts negatively affect 

perceived quality; nevertheless this was not confirmed in their empirical lest. In 

the present thesis, we hold that perceived price discounts negatively affect 

perceived quality, and we test this finding empirically. Hence, we propose 

'Jiypothesis H3： 

H3： Consumers' perceived price discounts negatively affect perceived 

quality. 

5. 2. 2 The Effects of Consumers，Perceptions of Price and Quality on 

Perceived Value 

Zeithaml (1988) defined perceived value as "the consumer's overall 

assessment of the utility of a product based on perceptions of what is received and 

what is given." Perceived value can be enhanced either by increasing benefits or 

by reducing costs or perceived sacrifice (Dodds et al., 1991). We take perceived 

quality as one indicator of benefits and perceived sacrifice as one indicator of cost. 

Thus, we can deduce that perceived value will increase as perceived quality 

increases, whereas it will decrease as perceived sacrifice increases. The findings 

of previous researchers have confirmed this conjecture (e.g., Monroe and 
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Krishnan, 1985; Zeithaml, 1988; Dodds，Monroe and Grewal, 1991; Kerin, Jain, 

and Howard, 1992). 

Under the context of price discount promotions, we argue that consumers' 

perceived discounts affect their perceived value of the product under promotion 

through the mediating effects of perceived quality and perceived sacrifice; that is, 

perceived quality positively affects perceived value, whereas perceived sacrifice 

negatively affects perceived value. Thaler (1985) suggested that perceived value 

incorporates transaction value (i.e., utility derived from the net benefits compared 

with sacrifice) and acquisition value (i.e., utility derived from the transaction after 

comparing the sacrifice relative to some reference points). Acquisition value can 

� be captured by perceived quality and perceived sacrifice; however, transaction 

value is still not accounted for in it. Price discount promotion can provide 

transaction value because it provides consumers with the opportunity of relative 

savings considering the original price as the reference price. The higher the 

perceived price discount, the higher the perceived relative savings will be; hence, 

the more perceived value will be produced. Therefore, we predict that perceived 

price discounts directly affect perceived value after controlling for the mediating 

effects of perceived sacrifice and perceived quality. Therefore, we propose 

hypotheses H4, H5, and H6: 

H4： Consumers' perceived quality positively affects perceived value. 

H5： Consumers' perceived sacrifice negatively affects perceived value. 

H6： Consumers perceived discount positively affects perceived value after 

controlling for the mediating effects of perceived quality and perceived sacrifice. 

5. 2. 3 Effects of Consumers，Perceived Value on Purchase Intentions 
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Purchase intention describes the readiness of consumers to purchase a 

product or service. Under the Cognition-Affection-Conation framework (Beeri 

and Martin Santana, 1999)，consumers base their purchase decisions on their 

cognitive and affective evaluation of the item under consideration. Consumers are 

more likely to purchase the item if they value it. The positive effects of perceived 

value on purchase intention (or willingness to buy) have been widely examined 

and confirmed by previous researchers (e.g., Monroe and Krishnan, 1985; Dodds, 

Monroe and Grewal, 1991; Grewal, Krishnan, Baker and Borin, 1998; Grewal, 

Monroe and Krishnan, 1998). In the present thesis, we argue that consumers are 

more likely to purchase the product or service under promotion if they have more 

perceived value under the price discount节romotions. Thus, H? reads as follows: 

H7： Consumers' perceived value positively affects purchase intention. 

5. 2. 4 The Role of Anticipated Regret 

Human behaviors are generally directed by the pursuit of their goals. As 

the well-known basic hedonic metaphor claims, people are motivated to approach 

pleasure and to avoid pain. Higgins (1997, 1998) extended the hedonic principle 

by allowing for distinct self regulatory systems with respect to fundamentally 

different human needs, and proposed the regulatory focus theory, which posits the 

existence of distinct regulatory systems that are concerned with acquiring either 

nurturance or security through goal attainment. According to the regulatory focus 

theory, individuals’ self-regulation in relation to their hopes and aspirations 

satisfies nurturance needs where the goal is accomplishment and the regulatory 

focus is promotion，and individuals' self-regulation in relation to their duties and 

obligations satisfies security needs where the goal is safety and the regulatory 
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focus is prevention. Zeelenberg, Beattie, Van der Pligt, and De Vries (1996) also 

argued that human tendencies to avoid negative post-decisional feelings or 

emotions such as regret, disappointment, and self recrimination, along with the 

effort to strive for positive feelings and emotions such as rejoicing, elation and 

pride are assumed to be important determinants of individual decision making. 

Taking regret regulation as one of the human self regulation systems with 

prevention focus, researchers proposed the theory of regret regulation, which 

holds that consumers are regret averse and they actively try to minimize any 

potential for future regret (Zeelenberg and Pieters, 2006; Pieters and Zeelenberg, 

2007). Therefore, human decisions and behaviors should be affected by 

anticipated regret through the so-called regret-minimizing regulation system. 

Following the logic above, when consumers confront price discount 

promotions and make purchase decisions, their self-regulation systems should 

drive them to approach pleasure and avoid pain by maximizing the overall 

perceived value stemming from the price discount promotions. Similarly, their 

self-regulation systems should protect them by minimizing any possible negative 

consequence, including possible negative emotions stemming from missing the 

price discount promotions. One of the most salient negative consequences from 

the price discount promotion is the consumers' anticipated regret; that is, 

consumers may expect how regretful they will be in the future if they do not 

purchase the item under the price discount promotions and find that they have 

missed a good chance of purchase. This conjecture is consistent with Pieters and 

Zeelenberg's (2007) argument that "regret can stem from decisions to act (buy the 

item under price discounts) and from decisions not to act (not buy the item under 

price discounts)." Simonson (1992) suggested that anticipated regret affects 
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consumers* purchase behaviors under the price promotion setting. Therefore, we 

propose that consumers' purchase behaviors will be jointly guided by both the 

perceived value stemming from grasping the price discounts and the anticipated 

regret stemming from missing the good purchase chance. Derived from the theory 
» 

of regret regulation, consumers are regret averse, and they try to minimize the 

anticipated regret of not purchasing under the price discount promotions when 

doing purchase decisions. Therefore, the anticipated regret of not purchasing the 

item under price discount promotions strengthens their purchasing intention. 

Hence, we propose hypotheses Hg： 

Hg： Consumers' anticipated regret positively affects purchase intention. 

According to the suggestion by Pieters and Zeelenberg (2007)，anticipated 

regret is experienced when decisions are difficult and important and when the 

decision maker expects to leam the outcomes of both the chosen and rejected 

options quickly. One major characteristic of price discount promotions and other 

sales promotions is the temporality, which means that decision makers can 

quickly get to know the outcomes of both grasping and missing the current price 

discount promotions. As the perceived price discount increases, the possible net 

benefits stemming from grasping the chance and the possible emotional losses 

stemming from missing the chance should both increase, thus increasing the 

overall importance and difficulty of consumers' making decisions regarding 

whether to grasp this purchase chance or not. Thus, we propose the following 

hypothesis H9： 

H9： Consumers' perceived price discount positively affects anticipated 

regret. 
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Under the context of price discount promotion, anticipated regret is 

essentially a cognitive emotion that consumers may experience if they decided not 

to purchase the item under promotion. Therefore, according to the 

Cognitive-Affective-Behavioral framework, anticipated regret can be considered 

an indicator representing consumers' affective reaction stemming from their 

cognitive information processing of the price discount promotion. As the most 
z � 

/ 

important concept in depicting consumers' evaluation of price discount promotion， 
鲁 

perceived value directly determines the consequence of the alternative decision 

(i.e., not to purchase the item under the price discount promotion). In turn, 

perceived value influences the magnitude of the possible negative emotion 

triggered by missing an opportunity. Therefore, as perceived value increases, the 

negative consequence of not purchasing will increase. This in turn leads to a 

larger magnitude of the cognitive negative emotion (i.e., anticipated negative 

emotion after the decision), which includes anticipated regret. Hence, we argue 

that perceived value positively affects consumers' anticipated regret. 

Consequently, we propose hypothesis Hio： 

Hio： Consumers' perceived value positively affects their anticipated regret. 

. ‘ 
5. 2. 5 The Joint Model Including both Perceived Value and Anticipated 

Regret 

As indicated in the literature review, there is still a need for empirical 

studies describing the overall process of consumers' response to external 

marketing stimulus such as price discounts. To obtain the whole picture of how 

consumers respond to price discount promotion based on the research efforts of 
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previous relevant theoretical models (especially the means-end models) and the 
r * 

discussion above，we can develop an integrative model that integrates the 

hypotheses derived from the issues above, relating together the concepts of price 

discounts, perceived price discounts, sacrifice, quality, value, anticipated regret, 

and purchase intentions. In this regard, we propose the integrated model, as 

presented in Figure 4.8. 

(Perceived \ 

Depth of Price ^ 广 Pcrceivwl ^ ^ F t x c e W t d ^ ^ ^ L ^ Purchase^ 
Discount ~ ~ P r i c e Discomxt J V Vahio J V Intention J 

\ Quality J I H e X 

/ Anticipated 

^ Regret J 

Figure 5.8 The Integrated Model Proposed in This Thesis 

5.3 Examination of the Overall Fitness of the Integrated Model 

We developed an integrated theoretical model and related hypotheses to 

account for how consumers respond to price discount promotions. In this section, 

we continue to test empirically the hypotheses and integrated model using 

experimental survey data and various multivariate statistical analyses. Specifically, 

this section aims to (1) examine the relationship between the depth of price 

discounts and the perceived price discounts to test hypothesis Hi empirically; (2) 

examine the relationships among the concepts concerned in the integrated model 

to test hypotheses Hr-Hio empirically; and (3) examine the role of anticipated 

regret in consumers' behavioral response to price discount promotion by 
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empirically testing the overall fit of the proposed integrated model using the 

multivariate statistical analysis technique of SEM. 

5. 3. 1 Research Design and Procedure 

This study used an experimental survey to collect data on consumers' 

behavioral response to price discount promotion. Price discount promotion on 

clothing was selected as the stimulus because such promotions are commonly 

found in clothing retail and are familiar to most people. Participants were asked to 
V 

read the following scenario describing a clothing purchase experience. 

"Imagine that: you are shopping in a department store. You find out a 

coat that you very much like with regards to the materials, the design and the 

brand The price tag indicates that the listing price of this coat is RMB 480. The 

on-site seller tells you that this coat is under price discounts promotion recently, 

and you can save [20%off/40%off/ 60%off/80%offl if you purchase it just now. 

The on-site seller also tells you that the price discounts promotion of this coat 

may be withdrawn in several days.“ 

Participants were students from one major university in mainland China, 

including both MBA students and undergraduate students. They were randomly 

assigned to one of the four conditions (i.e., 20 percent off, 40 percent off, 60 

percent off, and 80 percent off) and asked to tick their answers that describe their 

behavioral response based on their true feelings after reading the scenario. They 
拿 

were also informed that the research was for an academic research project and the 

‘ data would be kept confidential and used limitedly for academic research. 
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Considering that the participants were from mainland China, the translated 

Chinese version of the questionnaire developed through back-translation was 

provided to the participants to facilitate the understanding and answering of the 

questionnaire. 

5. 3. 2 Measures 

All measurement items were borrowed and revised from the works of 

previous researchers (e.g., Dodds et al., 1991; Grewal et al. 1998; Abraham and 

Sheeran 2003; Coulter and Coulter 2007). Perceived price discount was measured 

indirectly using the item "The price discount provided to promote this coat is very 

high” using a 7-point Likert scale, where "strongly disagree: 1” and "strongly 

agree=7." Perceived sacrifice was measured using two items using a 7-point 

Likert scale, that is, "If I purchase this coat under the indicated price discount, I 

will not be able to purchase some other products I would like to purchase now" 

and "If I purchase this coat under the indicated price discount, I will have to 

reduce the amount of money I will spend on other things for awhile.’，Similarly, 

"very disagree=r，and "very agree=7，，，with the higher value indicating a higher 

perceived sacrifice. Perceived quality was measured using a single item, “This 

coat is very much likely" using a 7-point Likert scale, where “Of very much poor 

quality=l" and ‘‘Of very much good quality=7". Perceived value was measured 

by two items using a 7-point Likert scales, that is, "This coat is:” where ‘‘Very 

poor value for money=r’ and "Very good value for money=7，，, and "At the 

* discounted price shown this coat is," where "Very uneconomical=r' and "Very 

" economical:?.，’ Purchase intention was measured by a single item using a 7-point 

Likert scale, that is, “I intend to purchase this coat," where "Strongly disagree=r. 
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and "Strongly agree=7.，，Anticipated Regret was measured by two items using a 

7-point Likert scale, that is, “If I didn't purchase this coat under the price discount 

promotion at this time, I would feel regret” and “If I didn't purchase this coat 

under the price discount promotion at this time, I would feel upset," where 

"Strongly (iisagree=l" and "Strongly agree=7." Participants were also asked to 

indicate their demographic characteristics, such as their gender, age, and revenue. 

^nm-

5. 3. 3 Testing the Proposed Hypotheses 

A total of 300 questionnaires were randomly assigned to the subjects; 274 

were answered and returned to us. The distribution of the respondents who 

answered and returned the questionnaires is shown in Table 5.1. 

Table 5.1 The Distribution of Respondents 
Category Count Percentage (%) 

20% off ^ 24.5 
Stimulus 40% off 79 28.8 
exposed to 60% off 57 20.8 

80% off 71 25.9 

Male 154 56.2 
Gender Female 110 40.1 

Missing 10 3.6 

20-29 143 52.2 
30-39 64 23.4 

Age 40-49 13 4.7 
Missing 54 19.7 

Below RMB3000 113 41.2 
RMB3001-6000 51 18.6 

Monthly RMB6001-9000 20 7.3 
revenue RMB9001-12000 8 2.9 

Above RMB12000 22 8.0 
Missing \ 59 21.5 
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Before testing the causal relationships among the concepts, we examined 

whether these concepts are well measured by their respective measurement items. 

Following the procedures suggested by Churchill (1979), we assessed the 

reliability and validity using Cronbach，s alpha and exploratory factor analysis 

(EFA). 

We checked the reliability of the relevant constructs measured with 

multi-item scales in the present study. The values of the alpha coefficients are 

0.76 for perceived sacrifice, 0.76 for perceived value, and 0.85 for anticipated 

regret. Cronbach's a for all the constructs are above the hurdle value of 0.7，as 

suggested by previous researchers, indicating that the measurement items have 

good reliability. 

We then examined the validity of the measurement items by conducting 

EFA. The results produced six factors consistent with the six constructs under 

examination, accounting for 89.48 percent of the variance. We listed the 

varimax-rotated component matrix by suppressing the factor loadings below 0.5， 

as shown in Table 5.2. 

Table 5.2 The Rotated Component Matrix of EFA Analysis 
Measurement Component 
Items 1 2 3 4 5 6 

PQ .99 t 
PSl .86 
PS2 .91 
PVl .83 
PV2 .82 
ARl .85 
AR2 .93 
PI .67 
PD ：95 

Extraction method: Principal Component Analysis 
Rotation method: Varimax with Kaiser Normalization 
Rotation converged in 6 iterations. ’ 
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In Table 5.2, all items measuring AR converged in component 1 ； all items 

measuring perceived value converged in component 2; all items measuring 

perceived sacrifice converged in component 3; and items measuring perceived 

price discount, perceived quality, and purchase intention converged in component 

4，component 5, and component 6，respectively. The EFA results indicate good 

convergence and discriminant validity for the overall measurement model. The 

EFA results, together with the reliability testing results, show that the 

measurement items exhibited both high reliability and high validity. Therefore, 

we took the average of the measurement items as the indicator of the constructs 

measured with multiple items in the statistical analyses. 

5.3.3.1 Investigating Consumers，Perception of Price Discount 

To test hypothesis Hi, we conducted a one way ANOVA by taking 

perceived price discounts as the dependent variable and depth of price discounts 

as the independent variable. The Levene's test of equality of error variances 

indicated the homogeneity across the four groups met the requirement by 

conducting ANOVA analysis (F3.270=1-93, p-value > .10). The results of the 

ANOVA indicate that there is a significant difference in perceived price discounts 

across the four depths of price discounts (F3,270=13.64, p-value < .001). The mean 

values and mean-difference values are shown in Table 5.3. 

Table 5.3 The Means and Mean-differences of Perceived Price Discounts 
Means Mean-Differences 

20% off 20%off versus 40% off -.98 (p-value<.001) 
40% off 4.43 40%off versus 60% off -.68 (p-value<.001) 
60% off 5.11 60%off versus 80% off .15 (p-value>. 10) 
80% off ^ ； 
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If we reject hypothesis Hi and conjecture that the relationship between 

depth of price discounts and perccived price discounts is linear, then the mean 

difference across the intervals, that is, “20 percent off versus 40 percent off," "40 

percent off versus 60 percent off," and “60 percent off versus 80 percent off," 

should be equal. However, the results shown in Table 5.3 reject this conjecture. 

The relationship between depth of price discounts and perceived price discounts is 

further mapped in Figure 5.9, where we can also intuitively observe the nonlinear 

relationship. These results confirm hypothesis Hi 

Perceived price discounts 

6 

丨 Z . 

3 ‘ 一 
20% off 40% off 60% off 80% off 

Figure 5.9 Consumers' Perceptions of Price Discounts 

5.3.3.2 Testing the Hypotheses Regarding Consumers' Response Process 

To test hypotheses H2-H10, a series of regression analyses were conducted 

using the mean scores of multi-item scales as the measures for the related 

multi-item constructs. To test hypothesis H2, perceived sacrifice is taken as the 

dependent variable and perceived price discount is taken as the independent 

variable. Results of the regression analysis, as shown in Table 5.4, reveal that 

perceived price discount negatively affects perceived sacrifice (t= -1.79， 

p-value<. 10). This confirms hypothesis H2. 

/ 

( . 
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Table 5.4 The Effects of Perceived Price Discount on Perceived Sacrifice 
Unstandardized Standardized 

Model Coefficients Coefficients t p-value 
B Std.Error Beta 

(Constant) 4.44 .29 15.17 .00 

1 Perceived Price ” -.11 -1.79 .07 
Discount 

Note: r 2 =.11’ F,.268 =3.22, p < . l 

Taking perceived quality as the dependent variable and perceived price 

discounts as the independent variable, results of the regression analysis, as shown 

in Table 5.5, indicate that perceived price discounts do not directly affect 

perceived quality (t= -.13, p-value >.10). Thus, H3 is not confirmed. We further 

conducted ANOVA analysis of perceived quality on the depth of price discounts 

and found that perceived quality is contingent on the depth of price discounts 

(F3,269=4.48, p-value<.01). Therefore, we conjectured that consumers use the 

extrinsic cues (i.e., depth of price discounts) rather than the intrinsic cues (i.e., 

perceived price discounts) to infer the quality of the products or services under 

price discount promotions. 

Table 5.5 The Effects of Perceived Price Discount on Perceived Quality 
Unstandardized Standardized 

Model Coefficients Coefficients t p-value 
B Std.Error Beta 

(Constant) 22 21.27 M 
1 Perceived Price ：⑴ 05 -.01 -.13 .90 

Discount 
Note: r 2 =.01, F i ,27 i=.02，p>.10 

To examine the effects of perceived sacrifice and perceived quality on 
/ 

perceived value, we conducted a multiple regression analysis by taking perceived 

value as the dependent variable, and perceived sacrifice and perceived quality as 
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the independent variables simultaneously entering the regression equation. The 

results, as shown in Table 5.6, reveal that perceived quality positively affects 

perceived value (t=3.29, p-value<.01), thus confirming hypothesis H4. Moreover, 

perceived sacrifice negatively affects perceived value (t= -4.41, p-value<.001), 

thus confirming hypothesis H5. Therefore, hypotheses H4 and H5 are empirically 

confirmed. 

Table 5.6 The Effects of Perceived Quality and Perceived Sacrifice on 
Perceived Value 

Unstandardized Standardized 
Model Coefficients Coefficients t p-value 

B Std.Error B ^ 
(Constant) 4^2 30 iT^ ^ 
Percewed .04 -.26 -4.41 .00 

1 Sacrifice 
Perceived 19 06 .19 3.29 .00 
Quality 

I ^ T E : R 2 = . 3 1 , F2.264 = 1 3 . 8 1 , P < . 0 0 1 . 

Table 5.7 Direct Effects of Perceived Price Discount on Perceived Value 
Unstandardized Standardized 

Model Coefficients Coefficients t p-value 
B Std.Error B ^ 

(Constant) Jm 34 ^ H 
Perceived Price .04 .39 7.19 .00 
Discount 

1 Perce^ed .04 -.21 -3.95 .00 
Sacnnce 
Perceived 05 .20 3.64 .00 
Quality 

T^TE: R ^ = . 2 4 , F3,263 � 2 8 . 2 2 ’ P < . 0 0 1 

To test hypothesis He, regression analysis was run by taking perceived 

value as the dependent variable and perceived sacrifice, perceived quality, and 

perceived price discount as the independent variables in the simultaneous 

regression. No multicollinearity among the independent variables was found (VIF 
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values for all independent variables were far less than the critical value, i.e.，10). 

The results, as shown in Table 5.7，reveal that perceived price discount positively 

affects perceived value (t=7.19, p-value<.001) after controlling for the effects of 

perceived sacrifice and perceived quality on perceived value. This confirms 

hypothesis He. 

To investigate the effects of perceived value and anticipated regret on 

perceived value, we ran a hierarchical multiple regression analysis. Perceived 

value entered the regression in the first block, whereas anticipated regret entered 

the regression in the second block. The col linearity statistics indicates that the 

regression meets the assumption and that no collinearity exists among the 

independent variables (no VIF for any independent variable in both the two 

models exceeded the critical value, i.e., 10). The regression results, as shown in 

Table 5.8，reveals that perceived value positively affects purchase intention 

(t=8.19, p-value<.001), which confirms hypothesis H?, and that anticipated regret 

positively affects purchase intention (t=9.04, p-value<.001), which confirms 

hypothesis Hs. Therefore, hypotheses H? and Hs are empirically confirmed. 

Table 5.8 The Effects of Perceived Value and Anticipated Regret on 
Purchase Intention 

Unstandardized Standardized 
Model Coefficients Coefficients t p-value 

B Std.Error B ^ 
~ j ( C o n s t a n t ) F I s 29 432 m 

(R^=.38) Perceived 75 .06 .61 12.60 .00 
Value 

(Constant) .86 .26 3.35 .00 
2 Perceived 49 06 .40 8.19 .00 

(R2=.53)Y，. f d ‘ 
^ticipated 42 .05 .44 9.04 .00 
Regret 

f 
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Considering that one major objective of this thesis is to introduce 

anticipated regret as a central construct other than perceived value in the 

integrated model to account for how consumers respond to price discount 

promotion, to further identify the additional contribution of anticipated regret in 

predicting purchase intention is required. The results in the Table 5.8 show that 38 

percent variance of purchase intention is captured by taking perceived value as 

the independent variable only (R^=.38, Fi. 262=158.74, p-value<.001), whereas 53 

percent variance of purchase intention is captured by taking both perceived value 

and anticipated regret as the independent variables (R^=.53, F2.261=144.65, 

p-value <.001). The change in effect size is statistically significant (AR^=.15, Fi’ 

261 =81.68, p-value<.001). Therefore，anticipated regret provides valuable 

additional information to predict consumers' purchase intention under price 

discount promotion settings better. 

To investigate whether perceived price discount affects anticipated regret’ 

we conducted regression analysis by taking anticipated regret as the dependent 

variable and perceived price discount as the independent variable. The regression 

analysis results, as shown in Table 5.9, reveal that perceived price discounts 

positively affect anticipated regret (t=5.22, p-value <.001)，confirming hypothesis 

H9. 

Table 5.9 Effects of Perceived Price Discount on Anticipated Regret 
Unstandardized Standardized 

Model Coefficients Coefficients t p-value 
B Std.Error B ^ 

(Constant) 2^4 27 ^ ^ 
1 Perceived Price .06 .31 5.22 .00 

Discount 
Note: R2 = . 0 9 , F,.265 = 2 7 . 2 2 , P < . 0 0 1 . 
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To identify the effects of perceived value on anticipated regret, we 

conducted regression analysis by taking anticipated regret as the dependent 

variable and perceived value as the independent variable. The regression results, 

as shown in Table 5.10, reveal that perceived value positively affects anticipated 

regret (t=9.02, p<.001), confirming hypothesis Hio. 

Table 5.10 Effects of Perceived Value on Anticipated Regret 
Unstandardized Standardized 

Model Coefficients Coefficients t p-value 
B Std.Error Beta 

(Constant) ！92 ！33 2J5 m 
1 Perceived ^ 川 n no 

, .62 .07 .49 9.02 .00 Value 
Note: =.24, Fi, 262 =81.37, p<.001. 

Table 5.11 The Results of Hypotheses Testing 
p 础 Regression Hypotheses 

Coefficients Testing 

Perceived Price Discount->Perceived Sacrifice -.11* ^^ Marginally 
Confirmed 

Perceived Price Discount->Perceived Quality -.01 H3 Not Confirmed 
Perceived QualityPerceived Value .19*** H4 Confirmed 

^ Perceived Sacrificed Perceived Value -.26*** H5 Confirmed 
Perceived Price Discount->Perceived Value .39*** H6 Confirmed 
Perceived Value->Purchase Intention .40*** H7 Confirmed 
Anticipated RegretPurchase Intention .44*** H8 Confirmed 
Perceived Price Discount—Anticipated Regret .31*** H9 Confirmed 
Perceived Value Anticipated Regret .49* * * H10 Confirmed 

Note: * denoted p <.10; ** denoted p<.05;…denoted p<.01 

We examined the hypotheses on how consumers respond to price discount 
V 

» 

promotion in a piecemeal manner through a series of regression analyses as 

discussed above. We documented the results of the hypotheses testing in Table 

5.11, which indicates that hypotheses H2 and H4-H10 are confirmed, whereas 

hypothesis H3 is not. However, to account for the whole process of consumers' 
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behavioral response to price discount promotion, we still need to examine the 

overall fit of the integrated model developed previously by simultaneously 

considering all relevant constructs. 

5. 3. 4 Examining the Overall Fit of the Integrated Model 

To examine further the overall fitness of the integrated model (Figure 5.8) 

developed in the present thesis under the means-end framework, we investigated 

how these related concepts affect consumers' purchase decision making 

completely. According to the sample domain theory and the classical true score 

theory, concepts are measured by some sample items with measurement errors. 

Therefore, we also need to consider the measurement errors. The statistical 

technique of SEM was used to conduct this analysis. 

SEM is a statistical methodology that takes a hypothesis-testing approach 

to the multivariate analysis of a structural theory (represented by a series of 

‘regression equations) b c ^ n g on some phenomenon (Byrne, 1998). As a general 

approach of multivariate analysis used to study complex relationships among 

variables, SEM extends standard statistical techniques, such as regression, factor 

analysis, and ANOVA’ by simultaneously testing the causal relationships among 

latent variables while freeing the measurement error estimation based on 

analyzing the variance-covariance matrix. In sum, SEM integrates the techniques 

of confirmatory factor analysis (CFA) and path analysis. SEM analysis usually 
« 

incorporates two steps: measurement model testing and structural model testing. 

5.3.4.1 Measurement Model Testing 
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To examine the measurement model, we conducted CFA using Lisrel 8.71. 

The result of the measurement model is shown in Figure 5.10. The fit indices of 

the measurement model, as presented in Table 5.12, indicate that the 

measurement model fits the data well (A^/df<3, RMSEA<.08; GFI>.95, 

AGFI>.90, CFI>.95). 

• ' - - , < 

o.M ,�PD :r 

0.12-I- ； . PSl ‘ ^ ^ ^ ^ ^ ^ 

0.65 ^ ^ ^ 一 

。 ― • 二 ： ^ ^ ^ … 曹 

. “ no, —J.-00̂ 0.74/ 
。 . 以 J R ^ t i � . “ \ l i / 

‘‘ 丨一• 0 . 7 8 0 . 6 9 

丨 。.们 ^ ^ ^ 

..,1 ‘ j - J: 

Chi-S<iu«t«=37 .91, if =15, P-value-0.00091, BH5EA=0.075 

Figure 5.10 The Measurement Model for The Integrated Model 

Table S.12 Fit Indices of the Measurement Model for the Integrated Model 
^ tif RMSEA GFI AGFI CFI 

(Minimum Fit (Degree of (Root Mean (Goodness of (Adjusted (Comparative 
Function Freedom) Square Error of Fit Index) Goodness of Fit Fit Index) ， 

Chi-Squarc) Approximation) Index) 

38.15 15 .08 .97 .91 .98 

To investigate the reliability and validity of the measures, we calculated 

the construct reliability coefficients (CR) and the variance extracted (VE) for each 

construct according to the formula suggested by Hair et al. (1998). Table 5.13 

I 
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lists the coefficients together with the standardized factor loadings of all 

measurement items on the related constructs they intend to measure. From the 

table, the standard factor loadings for most of the items, except for the second 

item PS2 measuring perceived sacrifice, exceed .70. All CR coefficients are 

greater than .60，the hurdle value suggested by Bagozzi and Yi (1988). All V坎 

coefficients are greater than .50, the hurdle value suggested by Hair et al. (1998). 

These results reveal that the measurement model has good reliability and 

• convergent validity. 

Table S.13 Reliability and Convergent Validity Check 

Standardized CR VE 
Constructs Items . ^ , (Construct (Variance 

factor loadings R.^ability) Extracted) 
Perceived Price p ^ .98 .95 .95 
Discount 

PSl 94 
Perceived Sacrifice pS， .78 .65 

Perceived Quality PQ .95 .91 • .91 

PVl 80 
Perceived Value ' .75 .61 

Anticipated Regret ^ ^ •冗 .85 .74 

Purchase Intention ？\ .91 M .94 

To further examine the discriminant validity of the measurement model, 

we documented the squared correlation coefficients among all the constructs from 

the SEM results presented in Table 5.14，used averages of squared multiple 

correlations for items and the related factors replaced the diagonal numbers in the 

table. Based on the table，no squared correlation coefficients between any two 

• 

t • 
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constructs are greater than the coefficients in the grids on the diagonal line, 

'indicating that the measurement model has good discriminant validity. 

In conclusion, the measurement model exhibits good model fit, good 
I 

reliability, and good validity. Therefore, we can continue to run the structural 

model to test the overall fit of the integrated model derived previously. 

Table S.14 Squared Correlation Coefficients among Constructs 
Perceived Price Perceived Perceived Perceived Anticipated Purchase 
Discount Sacrifice Quality Value Regret Intention 

Perceived 
Price Discount ‘ 
Perceived 
Sacrifice .02 .65* 
Perceived __ 
Quality .00 力！ . 9�* 

= V E D 2 2 . 0 8 . 0 4 . 6 1 * “ . 

. R S " ' . 1 0 - 0 3 . 0 3 . 3 8 . 7 4 * 

Purchase 
Intention .！。 . � ^ .94* 

Note: * Average of squared multiple correlations for items and the related factor 

{ • 

" x ^ y 5.3.4.2 Structural Model Testing 

After examining the measurement model, we then analyzed the overall full 

model. Followed the analysis procedure used by Kerin, Jain, and Howard (1992), 

we firstly tested the overall fit of the proposed model (i.e., the integrated model as 

depicted in Figure 5.8) to the data, and then compared the integrated model with 

- the alternative model that constrained the effects of anticipated regret in order to 

validate the importance of anticipated regret in describing and explaining 

consumers' behavioral response to price discount promotions. 

By inputting the covariance matrix, the full integrated model, which 

includes both the measurement model and the structural model, was run using the 

Lisrel 8.71 software. Fit indices of the produced full model, as shown in the 
r 

. / 
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following table 5.15, indicated good fit of the full model to the data (X2/df<3， 

RMSEA<.08; GFI>.95，AGFI>.90, CFI>.95). Using the path coefficients 

produced in the integrated model, we obtained the fitted structural model as 

shown in Figure 5.11. 
•s� 

We then tested the alternative model that does not consider consumers' 

anticipatedcegret in their behavioral response by running the Lisrel program. Fit 
• 

indices of the produced alternative model are listed in Table 5.15. All the fit 

indices indicated the poor fit of the alternative integrative model to the data 

(^/df>3, RMSEA>.10; GFI<.90, AGFK.QO, CFI<.90). To further compare the 

alternative model with the proposed integrated model, the chi square difference 

• test was conducted, and the results produced indicated that the difference between 

the alternative model and the proposed integrated model was statistically 

significant (AA^ = 123.70，Adf = 2，p-value<.001). ‘ 

Table 5.15 Fit Indices of Full Integrated Model and the Alternative Model 

Model X2 df RMSEA GFI AGFI CFI 

The Proposed Joint Model 44.59 21 .06 .97 .93 .98 

The Alternative Model 168.29 23 .14 .89 .79 .87 

— / Perceived \ 
Sacrifice 

(Anticipated 

Regret J 

Note: Menoted p <.10; ** denoted p<.05;…denoted jX.Ol. 
Figure 5.11 The Fitted Integrated Model 
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According tq, the results of model comparison, the integrated model, 

which includes both perceived value and anticipated regret, provides a better 

, explanation of consumers' behavioral response to price discount promotion than 

the alternative model that did not consider the effects of anticipated regret. Hence, 

anticipated regret plays an important role in understanding how consumers 
- % 

respond to price discount promotions. Based on the path coefficients of the fitted 
, � 

_ integrated model as shown in Figure 5.11, we can calculate the effect size of 

anticipated regret on purchase intention. The total effect size of perceived value 

on purchase intention is the sum of the direct effect (.51) and the indirect effect 

(.60*.37), that is, .73. Thus, the total effect of anticipated regret on purchase 

intention is .37. Based on the fitted integrated model, the effects of perceived 

price discount on anticipated regret disappear (P=.05, p>.10), indicating that 
r 

« ‘ 

perceived price discount exerts indirect rather than direct effects on anticipated 

regret, through the mediator of perceived value. This further proves that 

anticipated regret (affective response) and perceived price discount (cognitive 

response) belong to different response stages, and that perceived value plays a 

central role between consumers' cognitive response and affective response. 

5.4 Further Investigation of the Gender Difference 

‘ Bakewell and Mitchell (2006) suggested that male consumers are different 

• from female consumer in decision-making traits. Relative to female consumes, 

male consumers make quick and careless decisions more commonly (Campbell, 

1997), and are more independent, confident, externally motivated, competitive, 

and more willing to take risks (Areni and Kiecker, 1993; Prince, 1993). Barone 
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and Roy (2010) found evidence to support the existence of gender difference in 

consumers' response to sales promotion. ‘ 

Based on the insights provided by current literature, we assume here that 
r 

male consumers are less careful and more risk-seeking than female consumers. 

Less carefulness makes male consumers less likely to consider anticipated regret 
«• 

than females, while risk-seeking makes male consumers less likely to be regulated 

" by regret or anticipated regret. Therefore, we suggest that, female consumers will 

generate more anticipated regret than male consumers, and that anticipated regret 
• 

• will affect female consumers' purchase intention more than males. Based on these 

viewpoints, we propose hypotheses Hii and H12： 
« 

, Hii： Under the same price discount promotion, female consumers generate 

more anticipate^ regret than male consumers. 

Hi2： The effects of anticipated regret on purchase intention are more 

evident for female consumers than for male consumers. 

To test hypothesis Hn, we conducted ANOVA analysis by taking 

anticipated regret as the dependent variable and consumers' gender as the ‘ 

independent variable. The main effect of consumers' gender on anticipated regret 
\ 

丨is shown in Table 5.16. Specifically, female consumers generate more anticipated 

regret (Mi=4.0Q than do male consumers (M2=3.67)，with the difference reaching 
I 

acceptable statistical significance (Fi,255=3.67, p-value<.10). Results of the chi 

square test of consumers' gender distribution and scenario stimuli distribution 

(i.e., 20 percent off, 40 percent off, 60 percent off, and 80 percent off) indicate 

that there is no distribution difference of scenario stimuli between the male group 
» I 

and the female group (x^=4.94, df=3, p-value>.10). Therefore, the mean 

difference in anticipated regret between the male group and the female group 
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should be attributed to the gender difference rather than the stimuli difference. 

Thus, hypothesis Hn is confirmed. 

Table 5.16 The Effect of Consumers，Gender on Anticipated Regret 
Source' Type m Sum ^^ Mean p sig 

of Squares Square “ 
Gender 9.54 1 9.54 3.67 .06 
Error � 6 6 3 . 2 7 255 ^ 

To validate hypothesis H12, we used hierarchical multiple regression 

analysis as suggested by Barron and Kenny (1986) to test the moderating effects 

of gender in two steps. In the first step, we split the data into two groups based on 
4 

gender and performed regression analyses by taking purchase intention as the 

� dependent variable and anticipated regret as the independent variable for the two 

groups, respectively. In the second step, we tested the statistical significance of 

the regression coefficient difference for the two groups obtained from the first 

step. 

The results of regression analyses for the two groups divided based on the 

respondents' gender (as shown in the following Table 5.17) reveal that anticipated 

regret positively affects purchase intention for both the male group (Fi,i48= 142.78, 

.p-value<.001, R^=.33) and the female group (FI.IO5=103.22, p-value<.001, R^=.50). 

The standardized regression coefficient for the female group (i.e., .70) is greater 

than that for the male group (i.e., .57). ‘ 

Table 5.17 The Regression Results for Male and Female Groups 
Unstandardized Standardized 

Groups - Coefficients Coefficients t p-value 
B Std. Error Beta , 

M d e ( C o n s t a n t ) I s i 25 I T l ? ！00 
Group Anticipated Regret .54 .06 .57 8.53 .00 

Fjemale (Constant) 1.88 .31 6.11 .00 
Group Anticipated Regret .71 ^ .70 10.16 ^ 
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To further test whether the difference in standardized regression ’ 

coefficient between female group and male group was statistically significant, we 

encoded the categorical variable on gender information into the dummy variable 

where male denoted by zero and female denoted by 1. We then created an 

interaction variable by multiplying the dummy variable on gender infoijiiation 
1 

with anticipated regret. Finally we performed the regression analysis by , 

simultaneously including anticipated regret, the dummy variable, and the 

interaction as independent variables, and purchase intention as the dependent 

variable. The results as shown in Table 5.18 reveal that the interaction between 
« 

anticipated regret and gender (i.e., Anticipated Regret x Gender) positively affect • / 

purchase intention (t=1.87, p<.10). Therefore, the statistical significance of the 

‘ 一 , 

regression coefficient difference between the male group and the female group is 

acceptable. 

• Combining the results of the two-step analyses, we conclude that the 

effects of anticipated regret on purchase intention are contingent on consumers' 

gender. Specifically, anticipated regret positively affects purchase intention for 

both male consumers and female consumers; however, this effect is greater for 

female consumers than for male consumers. Thus, the hypothesis Hi2 is 

empirically confirmed here. 

Table 5.18 The Moderating Effects of Consumers’ Gender 
t. Unstandardized Standardized 

Model Coefficients Coefficients t p-value 
B Std.Error Beta 

(Constant) l i l I s u l l 
Anticipated Regret .54 .06 .56 8.68 .00 

1 Gender -.93 .40 -.30 -2.33 .02 
• Anticipated Regret .10 .26 1.87 .06 

X Gender _； 

Note:R^=41. F3,253 =57.80, p <.001 
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5.5 Conclusive Discussion of This Chapter 

In this chapter, the major objective is to investigate how price discount 
» 

depth affects consumers' behavioral response towards the price discount 
» 

, promotions. Based on previous studies, especially the means-end framework, we 

developed related hypotheses to account for consumers' behavioral response to 

price discount promotion. We further investigated the role of anticipated regret in 

consumers' response to price discount promotion and developed an integrated 

model by including the role of anticipated regret, in order to account for the 

overall process of consumers' behavioral response to price discount promotions. 

The results of the empirical study confirm all the hypotheses except that ， 

on the effect of perceived price discount on perceived quality. The results prove 

that anticipated regret provides valuable additional information for better 

predicting consumers' purchase intention, indicating that the proposed integrated 
t 

model provides good model fit to the data. The difference of consumers' gender 
s “ 

in affecting the role of anticipated regret was also investigated in this chapter. The 
« 

results of gender difference analyses indicate that, compared to male consumers, 
•A 

female consumers generate more anticipated regret and are more vulnerable to the, 

effects of anticipated regret on purchase intention. ^ 

The research findings of the current chapter can shed light on marketers' 

designing price discount promotion schemes. When designing price discount 

promotion schemes, to make the promotion more effective in inducing 

consumers' purchase intention, marketers should not only pay attention to what 

they could deliver to consumers through implementing price discount promotions 
� 

and how these promotions might be attractive for consumers, but also emphasize 

the role of anticipated regret by intriguing consumers to think how much they 
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might miss if they did not purchase the products or services under promotion. The 

latter tactic may especially be effective for attracting female consumers to 
t 

purchase in retailing. According to the findings of the current chapter, marketers 

should also notice that price discount promotion depths affect consumers' 

response in a convex curvilinear way, therefore, price discount depth should not 

be designed too large. 

The study of this chapter in testing the overall fit of the integrated model 

also suffered from the limitation of consumers' attitude towards the purchase not . 

being included in the model. The major reason is that participants might not be 

able to differentiate too many interconnected concepts in one study, which can 

lead to poor discriminant validity in the measurement model and difficulty in the 

full model testing. According to our conjecture, consumers' affective response 

towards price discount promotion has two dimensions, where the affective 

response under “if purchase, then feel" dimension is represented by consumers' 

attitude, while the affective response under "if not purchase, then feel" dimension 

is represented by consumers' anticipated regret. This deficiency will be overcome 

in the next two chapters, which consider consumers' attitudes and anticipated 
I 

regret jointly to obtain a full picture of consumers' affective responses towards 

price discount promotions. 

产 
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CHAPTER 6: THE EFFECT OF PRICE DISCOUNT FREQUENCY ON 

CONSUMER BEHAVIORAL INTENTION 

We investigated the effects of two important characteristics of price 

discount promotion, i.e., promotion framing and promotion depth on consumers' 

behavioral response. We also introduced anticipated regret as rm important 

concept in depicting consumers' behavioral response to price discount promotion. 
> 

In this chapter, we examine the effects of another important characteristic of price 

discount promotion (i.e., promotion frequency) on consumers' behavioral 

response. 

Price discount promotions are more frequently provided for some brands 

than for others. Unlike in the previous work that mainly investigated how 

promotion frequency influences consumers' cognitive response (e.g., perceived 
* 

value) under the price value framework, we determine how promotion frequency 

affects consumers' affective response and the ensuing behavioral response. 

Moreover, as we examined in the previous chapter, both the consumers，attitude 

reflecting how pleasure is derived from the perceived value of the price discount 

and the consumers' anticipated regret when they are unable to purchase the item 

under the price discount promotion are important in explaining and predicting 

consumers' affective response to price discount. Therefore, in the current study, • 

‘ we investigate how promotion frequency simultaneously affects consumers' 

attitudinal response and anticipated regret. 
4 * 

6.1 Developing Hypotheses regarding the Effects of Promotion Frequency 
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We derive the relevant hypotheses on the effects of promotion frequency 

on consumers' behavioral response. These hypotheses are investigated using 

empirical testing as described in the latter part of this chapter. According to the 

TPB (Ajzen, 1991), behavioral intentions are determined by attitudes, whereas 
\ 

attitudes represent the overall evaluation of the behavior. Ajzen (1991) indicated 

that the theory could be extended to achieve more accurate predictions of 

intentions and behavior. As discussed above, we extend the TPB model by 
n 

including both consumers' attitudinal response and their response of anticipated 

regret in the current study. 

6. 1. 1 The Effect of Promotion Frequency on Consumers' Attitude 

In the context of price discount promotion, the effects of promotion 

frequency on perceived value have been widely discussed and confirmed. 

Compared with the less frequent price discount promotion, frequent price 

discount promotion decreases the consumers' IRP (Lattin and Bucklin, 1989) and 

lowers their perceived quality of the item under promotion (Yoo, Donthu and Lee, 

2000)，which in turn leads to lower consumers' perceived value according to our 

proposition on the effects of price and quality perception on perceived value in 

the previous chapter. Higher perceived value leads to consumers' more favorable 

attitude towards purchasing the item under the price discount promotion. Thus, 

we predict that a higher promotion frequency leads to a more favorable 

consumers' attitude towards the item under promotion than low promotion 

frequency. We propose hypothesis Hi： 
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Hi： Compared to high-frequency price discount promotion, low-frequency 

price discount promotion leads consumers to generate more favorable attitudes. 

6. 1. 2 The Effert of Promotion Frequency on Consumers' Anticipated 

Regret 

According to the adaptation level theory (Helson, 1964)，under frequently 

implemented price discount promotions, consumers may be adapted to the price 

discount promotion, not pay much attention to the promotion, and think that it 

does not matter whether purchase the promotional item currently since there are 

many opportunities to revise the wrong decisions by purchasing the promotional 

item under future price discount promotions. Therefore, compared to high 

promotion frequency, low promotion frequency will make the price discount 

promotions more salient and the decisions more irreversible in consumers' 

information processing, and hence will lead to more anticipated regret of not 

purchasing (Pieters and Zeelenberg, 2007). Thus, we predict that higher 

promotion frequency leads to higher consumers' anticipated regret, and propose 

the following hypothesis H2： 

H2： Compared to high-frequency price discount promotion, low-frequency 

price discount promotion leads consumers to generate.more anticipated regret. 

6. 1. 3 The Effects of Consumers' Affective Response on Purchase 

Intention 科 

According to the TPB model, attitudes are important antecedent of 

behavioral intentions in a way that, more favorable attitudes lead to higher 办 

purchase intention. Therefore, we predict that consumers' attitudes towards the 
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‘ item under price discount promotion positively affect consumers' purchase 

intention, and propose the following hypothesis H3： 

H3： Consumers' attitudes positively affect their purchase intention. 

Regarding the relationship between consumers' anticipated regret and 

purchase intention, we have discussed and found that consumers' anticipated 

regret positively affects their purchase intention. In current study, we include this � 

hypothesis under empirical testing as well for obtaining the external 

generalizability of the hypothesized relationship. Hence, we put the following 

hypothesis H4： 

H4： Consumers' anticipated regret positively affects their purchase 

intention under the settings of price discount promotion. 

>> . 

6. 1. 4 The Effect of Promotion Frequency on Consumers' Purchase 

Intention 

As discussed above, under the context of price discount promotion, 

compared to lower promotion frequency, higher promotion frequency will lead to 

more favorable consumers' attitudes towards purchasing the item under 

promotion ai^ more anticipated regret, which will both in turn lead to higher 
a 

purchase intention. Given this, we predict that consumer's purchase intention will 

be higher when dealing with price discount promotion with lower promotion 

frequency rather than with higher promotion frequency. In addition, under the 

cognitive-affective-behavioral framework, we also predict that the effect of price 

promotion frequency on consumers' purchase intention is mediated by the 

consumers' attitude towards the item under promotion and their anticipated regret. 

Thus, we propose hypotheses H5 and He. 

會 t 
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Hs： Under the context of price discount promotion, consumers' purchase 
. 4 

intention is higher for low-frequency promotion than for high-frequency 

promotion. 

He： Under the context of price discount promotion, the effect of promotion 

frequency on consumers' purchase intention is mediated by consumers' attitudes 

• and their anticipated regret. 

We further integrate these hypotheses derived above in an integrative 

model, as shown in Figure 6.1. 

(At t i tudes \ 

j Promotion Purchase \ 
(Frequency I ^ H Intention j 

^ ^ ^ / Anticipated \ 
^ Regret , 

Figure 6.1 The Effect of Promotion Frequency qd Consumers' Response 
i 

6.2 Research design and data collection 

With the aim of validating the theoretical model proposed and hypotheses . 

derived as above, an empirical study was designed and conducted. In specific, 
t 

scenario experimental design was the research method employed in the study. 

.This approach is useful in determining the effect of certain stimulus (e.g., price 

discount promotion scenario in this study) on the dependent variable (e.g., 

consumers' attitudes, consumers' anticipated regret, and consumers' purchase 

intention, in this study) while keeping the influence from other extraneous 

‘ • 
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variables to a minimum (Kerlinger, 1986). As the promotion frequency is the 

focus of this study, its level should be manipulated and identified in the scenario. 

‘ ‘ 1 
% 

p 6.2. 1 Experimental Scenario < 

. To manipulate the levels of promotion frequency, two scenarios were 

designed. Scenario 1 aims to create a price discount promotion context of high » 
I 

promotion frequency; while the Scenario 2 aims to create a price discount 

promotion context of low promotion frequency. To make the two groups 

comparable, the only difference between the two scenarios is the level of 
/ • > 

promotion frequency by keeping all other details the same. This manipulation will 

be checked in the later part. The details of the scenarios are as following. 

"Imagine that: you are shopping in a department store. You find out a -

coat that you very much like with regards to the materials, the design and the 

‘ brand. The price tag indicates that the listing price of this coat is RMB 480. The ‘ 

on-site seller tells you that this coat is under price discounts promotion recently, � 
» . 

and you can save 50% off if you purchase it just now. The on-site seller also tells 

you that there are ten days to go (or one day) before the deadline of the price 

discount promotion of this coat. You find that this coat brand very rarely [very 

frequently] conducts a'price discount promotion. ” 

• The terms “very rarely" in one scenario and "very frequently" in another 

scenario (as indicated in the bracket) attempt to create "low promotion frequency 

,；condition" and "high promotion frequency condition” respectively. The two 

scenarios were incorporated in formatted questionnaires respectively. Except for 
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the difference in scenarios, the other parts and the questions were all the same in 

each questionnaire. The reasons for taking the coat with price discount of 50% off 
« 

as the stimulus in the scenarios are as follows: (1) price discount promotions are 

very popular in the clothing industry; (2) the sample consists of university 

students presumed to be most familiar with the price discount promotion for coats; * 

and (3) 50 percent off is large enough to stimulate consumers' response and easy 

enough to calculate so that there will be no significant difference between 

dollar-off and cents-off discount framing. 

6. 2. 2 Measures 

All measurement items were borrowed and revised from previous 

researchers’ work (e.g., Zeelenberg and Pieters, 2004; Conner, Sandberg, 

McMillan, and Higgins, 2006). Purchase intention was measured by using a 

single item "How likely I would purchase this coat” with 7-pomts Likert scale 

anchored by "Very unlikely=l，Very likely=7". Anticipated regret was measured « 

by using a single item “If I didn't purchase this coat under price discount 

promotion this time, I would feel regret" with 7-points Likert scale anchored by 
« 

"Strongly disagree=l, Strongly agree=7". Consumers ‘ attitudes were measured by 
钃 

using a single item "For me, to purchase this coat is" with three 7-pomts Likert * 

scale, anchored by "Hannful=l, Beneficial=7", "Unpleasant=l, Pleasant=7", and 

"Bad=l, Good=7" respectively (Cronbach a=,91). To check whether the 

manipulation of promotion frequency was sticcessflil, one item "The frequency of 

price discount promotion for this coat brand is，，with 7-points Likert scale 

anchored by "Very low=l, Very high=7" was included in the questionnaire. 

I 
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Participants' personal data, including their gender, age and shopping experience 

of branded clothing in department stores were also collected. 

6. 2. 3 Participants 

A total of 117 undergraduate students from the business school of one 

major university in mainland china, who were enrolled in the course of marketing 

principle, participated in this experiment. They were randomly assigned into one 

of the two treatments (i.e., low-promotion frequency, and high-promotion 

frequency). Before answering the questions, they were told that the data would be 

used for academic purpose only, that there are no true or false answers, and that 

they should fill in the questionnaires based on their own feelings after reading the 

‘ scenario. The distribution of participants is presented in Table 6.1. 

Table 6.1 The Distribution of Participants 
Category Count Percentage (%) 

Stimulus High frequency 58 49.60 
exposed to Low frequency 59 50.40 

Male 51 43.60 
Gender Female 62 53.00 

Missing 4 3.40 

eu • Nearly no 30 25.60 
|hDppmg Occasionally 70 59.80 
Experience Very often 17 14.50 

6.3 Data Analysis and Results 

We first conducted a manipulation check to see whether the experimental 

manipulation of promotion frequency was successful or not. Once the 

manipulation check indicated successful experimental treatments, we further 

tested the hypotheses developed above. 
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6. 3. 1 Manipulation Check 

We predict that the participants in a “high-frequency，’ condition should 

perceive higher promotion frequency than those in the "low-promotion « 

frequency” after reading the scenario for successful manipulation. Thus, we 

performed an ANOVA analysis by taking experimental treatment as the 

independent variable and perceived frequency as the dependent variable. The 

results confirmed our prediction. Participants in the “high frequency" treatment 

perceived higher promotion frequency (Mi=5.16) than those in the 

"low-frequency" treatment (M2=3.36). The difference was statistically significant 

(Fi,113=41.74, p-value<.001). Therefore, the manipulation of promotion frequency 

- in the experimental study was successful. 

6. 3. 2 Testing the Effect of Promotion Frequency on Consumers' 

Attitudes 

Consumers' attitude towards the purchasing behavior was measured with 

multiple items. The results of the reliability check (Cronbach's alpha=.91, which 

is greater than the hurdle value of .70) indicate that the measures showed good 

reliability. Therefore, we were able to use the average score of the three-item 

scores for measuring consumers' attitude. Taking the consumers' attitude as the 

dependent variable and the frequency treatment as the independent variable, we 
< 

performed the ANOVA using the SPSS 11.5 software. The results obtained are 

shown in Table 6.2. The result of Levene's test (Fi.io9=1.14, p-value>. 10) 

indicates that the error variance of the dependent variable is equal across the two 

. treatment groups, meeting the assumption required by the ANOVA analysis. 

� 
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Table 6.2 The Effect of Promotion Frequency on Consumers’ Attitude 
c Type III Sum , , Mean „ Source df F Sig of Squares Square 色 

Treatment 6.97 1 6.97 5.42 .02 
Error 140.03 109 

The result of the ANOVA analysis indicates that the participants in the 

"high-frequency" treatment group showed less favorable consumers' attitude 

(Ml =4.70) than those in the "low-frequency" treatment group (M2=5.20), and that 

the difference between the two treatment groups was statistically significant 

(F 1,109=5.42, p-value<.05). Therefore, consumers generate more favorable attitude 

towards purchasing behavior when confronting low-frequency price discount 

promotion than when confronting high-frequency promotion. Hypothesis Hi is 

hence confirmed. 

6. 3. 3 Testing the Effect of Promotion Frequency on Anticipated Regret 

To investigate the effect of promotion frequency on consumers' 

anticipated regret, we conducted an ANOVA analysis by taking the experimental 

treatment of promotion frequency as the independent variable and anticipated 

regret as the dependent variable. The result of Levene's test (Fi’n5=3.00, 

p-value>.05) indic^lf^ that the error variance of anticipated regret is equal across 

the two treatment groups, meeting the assumption required by conducting the 

ANOVA analysis. The main effect of the promotion frequency on anticipated 

regret is shown as in Table 6.3. 

Table 6.3 T|ie Effect of Promotion Frequency on Anticipated Regret 
Source Type ffl Sum ^^ Mean ^ sig 

of Squares Square 
Treatment 24.86 1 24.86 9.45 .00 
Error 302.59 115 ^ 
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The result of the ANOVA analysis indicates that the participants in the 

"high-frequency" treatment group showed less anticipated regret (Mi=3.60) than 

those in the "low-frequency" treatment group (M2=4.53), and that the difference 

in anticipated regret between the two treatment groups was statistically significant 

(Fi,115=9.45, p-value<.01). Therefore, consumers generate more anticipated regret 

when confronting low-frequency price discount promotion than when confronting 

high-frequency promotion. Thus, hypothesis H2 is confirmed. 

6. 3. 4 Testing the Effects of Consumers' Affective Response towards 

Purchase Intention 

To test the effects of consumers' affective response (i.e., consumers' 

attitude towards the purchase behavior and consumers' anticipated regret) on their 

purchase intention, we conducted multiple regression analyses by taking purchase 

intention as the dependent variable and consumers' attitude and anticipated regret 

as the independent variables. No multicollinearity was found according to the 

statistics (i.e., for all independent variables, VIF<10, Tolerance >.10), suggesting 

that the regression analysis meets the statistical requirements. Results of the 

multiple regression analyses are shown in Table 6.4. 

In Table 6.4，consumers' attitude positively affects their purchase 

intention (i.e., standardized regression coefficient is equal to .63，t=2.89, 

p-value<.01), confirming hypothesis H3. Consumers' anticipated regret positively 

affects their purchase intention (i.e., standardized regression coefficient is equal 

to .22, t=8.05, p-value<.001), thus confirming hypothesis H4. Consumers' attitude 

and anticipated regret jointly explain 62 percent of the variance of their purchase 

intention. Consumers' attitude outperformed anticipated regret in predicting 
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consumers' purchase intention according to the comparison of related 

standardized regression coefficients. The reason may be due to the fact that we 

first asked the participants to indicate their purchase intention before asking for 

their anticipated regret, different from the sequence of the study in the previous 

chapter. The sequence effects of asking consumers' anticipated regret will be 

further discussed in the next chapter. 

Table 6.4 The Regression Analysis Results for Predicting Purchase Intention 
Unstandardized Standardized 

Model Coefficients Coefficients t p-value 
B Std.Error Beta 

(Constant) ^ A5 -1.46 ？15 
1 Anticipated Regret .23 .08 .22 2.89 .01 

Consumers' Attitude .93 J 2 .63 8.05 ^ 
Note: r 2 =.62, F2.108=89.09, pc.OOl. 

/ 

6. 3. 5 Testing the Effect of Promotion Frequency on Purchase Intention 

To test the main effect of price discount promotion frequency on 

consumers' purchase intention, we conducted an ANOVA analysis by taking 

promotion frequency treatment as the independent variable and the consumers' 

purchase intention as the dependent variable. The result of Levene's test indicates 

that there was inequality in the error variances of purchase intention across the 

two groups (Fi,115=5.44, p-value<.05). Therefore, the corrected model was used 

for further analysis. The result of the ANOVA analysis is shown in Table 6.5. 

Table 6.5 The Effect of Promotion Frequency on Purchase Intention 

Source TyP^mSum ^f F Sig 
of Squares Square 

Treatment 35.20 1 35.20 12.44 .00 
Error 325.38 115 ^ 
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The results indicate that participants in the "high-frequency" treatment 

group showed less purchase intention (Mi =4.28) than those in the 

"low-frequency" treatment group (M2=5.37), and that the difference between the 

two treatment groups in purchase intention was statistically significant 

(Fi,115=12.44, p-value<.01). Therefore, consumers produce higher purchase 

intention when confronting low-frequency price discount promotion than when 

confronting high-frequency promotion. Thus, hypothesis Hs is confirmed. 

To further investigate the possible mediating effects of consumers' 

attitude and anticipated regret between promotion frequency and consumers' 

purchase intention, the procedure suggested by Baron and Kenny (1986) were 

borrowed here. We first transformed the dichotomous variable of promotion 

frequency treatment into continuous dummy variable in a way that higher value 

means less promotion frequency. We then conducted a hierarchical multiple 

regression analysis by entering the dummy variable in the first block and 

consumers' attitude and their anticipated regret in the second block. No 

multicollinearity was found among the independent variables (e.g., no VIF for 

any independent variable in the two regression models exceeded the critical value, 

i.e., 10). Results of the regression analysis are shown in Table 6.6. 

The regression results, as shown in Table 6.6，reveal that promotion 

frequency negatively affects consumers' purchase intention (t=2.88, p-value<.01, 

keeping in mind that the higher the value of the dummy variable is, the lesser the 

promotion frequency). However, this effect disappeared when consumers' attitude 

and anticipated regret were included in the regression analysis (t=1.30, p>.10). 

Together with the regression analysis on the effects of consumers' attitude and 

anticipated regret on purchase intention, we conclude that the effect of promotion 
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frequency on consumers' purchase intention is fully mediated by consumers' 

attitude towards purchase behavior and their anticipated regret. These results 

confirm hypothesis H .̂ 

Table 6.6 Hierarchical Regression Analysis of Purchase Intention 
Unstandardized Standardized 

Model Coefficients Coefficients t p-value 
B Std.Error Beta 

1 (Constant) 4^43 23 JOO 
(R^=.06) Promotion Frequency .91 .32 .27 2.88 .01 

(Constant) -.67 .45 -1.51 .13 
2 Promotion Frequency .27 .21 .08 1.30 .20 

(R'=.62) Consumers' Attitude .92 .12 .62 7.96 .00 
Anticipated Regret .72 M .21 2.67 m 

/ 

6.4 Further Examining the Effect of Consumers’ Gender 

As we have collected the data regarding consumers' gender in the current 

study, we can further test the effects of consumers' gender using the same 

procedure as discussed in Chapter 5. Results of the chi square test of consumers' 

gender distribution and scenario stimuli distribution (i.e., high-promotion 
I 

frequency and low-promotion frequency) indicate that there is no distribution 

difference in scenario stimuli between the male group and the female group 

(义2= 01’ df=l, p-value>.10). Therefore, the mean difference in anticipated regret 

between the male group and the female group comes from the gender difference 

rather than from the stimuli difference. Results of the ANOVA analysis, as shown 

in Table 6.7, indicate that consumers' gender affects their anticipated regret. 

Specifically, the female consumers generate more anticipated regret (Mi =4.37) 

than do the male consumers (M2=3.73), with the difference reaching a statistical 
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significance (Fi,ni=4.19, p-value<.05). Therefore, hypothesis Hn in Chapter 5 is 

further confirmed. 

Table 6.7 Further Testing the Effect of Gender on Anticipated Regret 
e Type i n Sum Mean ^ Source ^^^ df ^ F Sig of Squares Square 

Gender 11.66 1 11.66 4.19 .04 
Error 308.63 111 ^ 

To further validate the moderating effects of consumers' gender in the 

relationship between anticipated regret and purchase intention, we followed the 

same procedure as that in the previous chapter. The obtained results are shown in 

Table 6.8. 

Table 6.8 Further Testing the Moderating Effects of Consumers，Gender 
Unstandardized Standardized 

Model Coefficients Coefficients t p-value 
B Std.Error Beta 

(Constant) 238 •‘A3 m 
Anticipated Regret .64 .11 .60 6.09 .00 

1 Gender -1.04 .67 ‘ -.29 -1.55 .12 
Anticipated Regret � ? 15 24 1.14 .26 
X Gender 

Note: r2 =.44, F3.109 =30.03, p<.001 

The results of the regression analyses for the two groups (as shown in 

Table 6.8) reveal that, anticipated regret positively affects purchase intention 

(P=.60, t=6.09, p-value<.001, R^=.44). However, the results shown in Table 6.8 

also reveal that the interaction between anticipated regret and gender has no effect 

on purchase intention (1=1.14’ p>.10). Therefore, hypothesis H12 in previous 
t 

chapters is not confirmed here. One possible reason for this result is that we asked 

the respondents to indicate their purchase intention before answering their 
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anticipated regret in this study, while asked respondents to rate their anticipated 

regret before indicating their purchase intention in Chapters. We will further 

, investigate this possible sequence effect in Chapter?. 

6.5 Conclusive Discussion 

In this chapter, we investigated how promotion frequency affects 

consumers' response to price discount promotion. Specifically, we focused on the 

effects of promotion frequency on consumers' affective and behavioral response 

towards price discount promotion. We also developed relevant hypotheses 

together with an integrated model, which includes both consumers' attitude and 

their anticipated regret, to reflect consumers' affective response. To validate the 

proposed hypotheses, a scenario experiment was conducted by taking 

undergraduates as subjects. The manipulation check indicates that the experiment 

was manipulated successfully. A series of ANOVA analyses and regression 

analyses confirmed all the hypotheses. 

The findings of the current study show profound theoretical significance. 

They further validate our argument that anticipated regret is an important 

cognitive emotion that plays a role in consumers' affective response towards price 

discount promotion. The findings also extend the traditional TPB model by 

including anticipated regret in the model, corresponding with the suggestion by 

Ajzen(1991). 

The findings of the current study also have meaningful practical relevance 

in guiding marketing practitioners when designing price discount promotion 

. schemes. According to our research findings, promotion frequency negatively 
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affects consumers' purchase intention under the context of price discount 

promotions. Therefore, to make the price discount promotion more effective in 

affecting consumers' purchase behavior, markers should avoid frequently 

conducting price discount promotions. 

The current research has several limitations. First，consumers' cognitive 

response towards price discount promotion frequency was not included in the , 

research. Second, promotion frequency may interact with promotion depth in 

affecting consumers' behavioral response under price discount promotion settings, 

which was not examined in this study. Third, the effects of price discount 

promotion frequency on consumers' purchase intention may be contingent on 

some exogenous variables (e.g., price, brand, product category, etc.). Such 

information was also not considered in the current study. For instance, if the 

product under promotion is of well-known brand, high promotion frequency may 

lead to higher perceived value, thus leads to more favorable consumers' attitudes 

and purchase intentions. Hence, it is worth putting research efforts to further 

identify the boundary conditions for the findings of current chapter. Towards 

these directions, the current research can be further extended to obtain more 

cumulative knowledge about the effects of promotion frequency on consumers' 

purchase intention under the context of price discount promotions. 
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CHAPTER 7: PRICE DISCOUNT PROMOTION AND THE COGNITIVE -

AFFECTIVE - BEHAVIORAL RELATIONSHIP 

Under the framework of a cognitive-affective-behavioral response, we 

hypothesize that perceived value plays a role in the cognitive stage, whereas 

anticipated regret plays a role in the affective stage to explain consumers' 

behavioral response to price discount promotions. Accordingly, we hypothesize 

that consumers' anticipated regret is affected by perceived value. However, the 

alternative conjecture that consumers' anticipated regret is affected by perceived 

value has not yet been tested. Therefore, eliminating the alternative conjecture to 

further validate the integrated model proposed in the previous chapters is required. 

This issue undergoes further empirical testing in this chapter. In addition, 

anticipated regret may not automatically be included in consumers' 

decision-making process (Crawford, McConnell, Lewis and Sherman, 2001).. 

Therefore, anticipated regret plays an important role in some decision-making 

contexts while plays a trivial or minimal role under other decision-making 

contexts. In this chapter, we also discuss the boundary conditions of,anticipated 

regret affecting consumers' decision making under the price discount promotfbn 

settings. 

7.1 The Relationship between Perceived Value and Anticipated Regret 

In our previous study, we considered perceived value as reflecting the 

cognitive part and anticipated regret as reflecting the affective part of the 

consumers' behavioral response process. Therefore, we hypothesize that 
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perceived value increases anticipated regret. This hypothesis is confirmed by our 

data. -

However, there is still another possible relationship between perceived 

value and anticipated regret, i.e., anticipated regret may positively affect 

perceived value. Consumers' perceived value is subjective and contingent on 

some reference points, such as the possible outcome of alternative choice (Boles 

md Messick,1995; Hoelzl and Loewenstein, 2005). Under the context of price 

discount promotion, anticipated regret is essentially a cognitive emotion that 

consumers may experience if they decide not to purchase the item under 

promotion. Therefore, anticipated regret can be considered as an indicator 

representing the perceived emotional sacrifice of the alternative decision (i.e., not 

to purchase the item under the price discount promotion), which may in turn 

increase the relative value of purchasing the item by decreasing the value of the 

alternative decision. 

According to the discussion above, we conjecture that there exists 
t 

reciprocal relationship between perceived value and anticipated regret, i.e., 

perceived value increases anticipated regret, whereas anticipated regret in turn 

increases perceived value as well. We conducted another study using the similar 
/ 

scenario experiments but extending the product categories to notebook computers 

and shampoos. Consumers' behavioral response including perceived discount, 

perceived value, consumers' attitude, anticipated regret, and purchase intention 

were measured. The constructs including perceived discount, perceived value, 

consumers' attitude, anticipated regret, and purchase intention were all measured 

using the same scales used earlier in the present thesis. Deviating from the study 

design in Chapter 5, we asked the participants to indicate their purchase intention 
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before answering other questions including anticipated regret, as we intended to 

test the sequence effect of the questions later. A total of 434 responses, including 

both MBA students and undergraduate students, were considered for the statistical 

analysis. The distribution of the respondents is shown in Table 7.1. 

； Table 7.1 The Distribution of Respondents 
Category Count Percentage (。/。） 

Product Clothing., % WlA 
Category Notebook computer 251 57.83 

Shampoo 路 93 21.43. 

� Male 260 59.90 
Gender Female 166 38.20 

Missing 8 1.80 

一 Very few 65 15.00 
Shopping Occasionally 283 65.20 
Experience Frequently 76 17.50 

Missing \0 2.30 

The results of the reliability check indicate that perceived value 

(Cronbach's a=.78), anticipated regret (Cronbach's a=.85), and consumers' 
� 

attitude (Cronbach's a= 88) were all measured well. We further used the SEM 

technique to compare the competing models with the base model, which does not 

include the reciprocal relationship between perceived value and anticipated regret. 

To conduct these analyses, we followed the same analytical procedure used in 
4 、 

‘ Chapter 5. 

7.1 .1 Measurement Model Testing 

We first conducted CFA analysis to examine the measurement model. The 

fitted measurement model is illustrated in Figure 7.1. The fit indices of the 

measurement model are listed in Table 7.2. All fit indices indicate that the .、， 
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measurement model provides a good fit to the data (^/df<3, RMSEA<=.06; 

GFI>.95, AGFI>.90, CFI>.95). 
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' Figure 7.1 The Measurement Model 

Table 7.2 Fit Indices of the Measurement Model 

X^ df RMSEA GFI AGFI CFI 

49.43 19 .06 .98 .94 .99 

To examine further the reliability and construct validity of the measures, 

we calculated the construct reliability coefficients (CR) and the variance extracted 
a 

(VE) for each construct. We then listed the coefficients together with the 

standardized factor loadings of all measurement items on the respective constructs 

� they intend to measure, as shown in Table 7.3. All standardized factor loadings 
. « 
coefficients are greater than .70; all CR coefficients are greater than .60, which is 

. 广 - ' � 
the hurdle value suggested by Bagozzi and Yi (1988); and all VE coefficients are 

« 
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greater than .50，which is the hurdle value suggested by Hair et al. (1998). These 

results reveal that the measurement model exhibits good reliability and 

convergent validity. 

Table 7.3 Reliability and Convergent Validity Check 

Constructs Items 丨 = ； ^ = 二 

b Reliability) Extracted) 
Perceived Price Discount PD .97 .95 .95 

PVl 
Perceived Value p^^ j ] .76 .62 

Anticipated Regret ^ .84 .72 

ATI .76 
Consumers' attitude AT2 .88 .88 .71 

AT3 .89 

• Purchase Intention H M .95 

To investigate the discriminant validity of the measurement model, Table 

7.4 presents the squared correlation coefficients among all the constructs resulting 

from the SEM results report. The averages of the squared multiple correlations for 

the items and the related factors replace the diagonal numbers in the table. Based 

on the table, no squared correlation coefficients between any two constructs are 

greater than the coefficients in the grids on the diagonal line, proving that the 

measurement model shows good discriminant validity. 

According to the results of the measurement model testing, the 

measurement model exhibits good model fit to the data, good reliability, and good 

validity. Therefore, we can further analyze the structural relationship by miming 

the fall model. 

\ 
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. Table 7.4 Squared correlation coefficients among constructs 
Perceived Price Perceived Anticipated Consumers, Purchase 

Discount Value � Regret Attitude Intention 
Perceived Price 
Discount 
Perceived 
Value -23 .62* 
二p a t e d .05 .32 .73* 

= r ， 06 .48 .20 .71* 
Purchase 
Intention ；jZ 

Note: • Average of squared multiple correlations for items and the related factor. 

7 .1 .2 Structural Model Testing 

We tested the base model (i.e. the model proposed and confirmed in 

Chapter 5) with the difference that consumers' perceived quality and perceived 

sacrifice are not included in the base model, as we focused on the relationship 

between perceived value and anticipated regret. By inputting the dada and 

running Lisrel 8.71，we obtained the base model presented in Figure 7.2. 

( C o n s u m e r s ' � 

广 Peiceived Price、45»>»» ̂ f PerceivBd、 T Purchase \ 卜 

\^Discouiit^y/ Value ^^ntentior^ ''' 

Anticipated 

\^^RBgret J 

Note: » denoted p <.10; ** denoted p<.05; •••denoted p<.01 

Figure 7.2 The Base Model 

The model fit indices in Table 7.5 indicate that the model provides ^ 

marginally acceptable fit to the data (RMSEA<.10; GFI>.95, AGFI>.90, 

CFI>.95). The standardized path coefficients listed in Figure 7.2 further confirm 



128 

that price discount affects consumers' purchase intention through the three stages: 

cognitive information processing as reflected in price discount perception and 

evaluation, affective response as reflected in attitude formation and anticipating 

regret, and behavioral reaction as reflected in behavioral intention. 

Table 7.5 Fit Indices of the Structural Model 

Model X^ df RMSEA GFI AGFI CFI 

B肪e Model “""“Ta ^ ~ J s ^ 

Alternative Model 108.35 23 .09 .95 .90 .97 

Next, we tested the alternative structural model by including the reciprocal 

relationship between perceived value and anticipated regret, and obtained the 

alternative structural model as shown in Figure 7.3. The model fit indices are 

presented in Table 7.5. 

/ ConsTimers'N 

( P e r c e i v e d \ 一广 Perceived � P u r c h a s e \ 

Price D i s c o u i W Value ^Intention J 

Anticip<ited\/33+H<* 

Regret / 

Note: • denoted p <.10; ** denoted p<.05; »**denoted p<.01 
Figure 7.3 The Alternative Model 

The chi-square difference test indicates that the alternative model does not 

provide a better model fit to the data ( A d V 8 2 , Adf=l , p-value>.10). Therefore, 

the more parsimonious model shown in Figure 7.2 is preferred and selected as the 

model we suggested here. The path coefficient of anticipated regret affecting 

perceived value does not reach the statistical significance (p= 13, t=1.00, p>.10) 

in the alternative model. Thus, our hypothesis on the reciprocal relationship 
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between perceived value and anticipated regret under price discount promotion 

settings is rejected. Hence, regarding the relationship between perceived value 

and anticipated regret, we suggest that consumers' perceived value affects their 

anticipated regret in consumers' behavioral response process in price discount 

promotion. 

7.2 The Sequence Effect 

As shown in previous chapters, the moderating effect of gender in the 

relationship between anticipated regret and purchase intention under price 

discount promotion settings exist under some conditions, but disappear under 

other conditions. One important factor contributing to this effect is the sequence 

of questions in the questionnaire. We call the sequence effect. 

We argue that if the respondents are asked about their anticipated regret 

before indicating their purchase intention, the question regarding anticipated 
t 

regret itself will likely prime respondents with a mindset of anticipating regret 

when making a purchase decision, and hence enlarge the effects of anticipated 

regret. Therefore, the effect of anticipated regret on purchase intention should be 

larger for the "anticipated regret question first" condition than for the "purchase 

intention question first" condition. 

To validate our conjecture, we jointly analyze the dataset of 434 

respondents collected in this chapter and the dataset of 274 respondents we 

mentioned in Chapter 5. The major difference is that we asked the respondents to 

indicate their purchase intention before rating their anticipated regret in the 

dataset collected in the current chapter, whereas we asked the respondents to rate 

their anticipated regret before indicating their purchase intention in the dataset 
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collected in Chapters. As we focus on the role of anticipated regret, we did not 

include the consumers' attitude in the analysis. The statistical technique of 

multi-group SEM analysis was conducted to test the sequence effect. The model 

indices shown in Table 7.6 demonstrate that the measurement model fits the data 

well (RMSEA<.08; GFI>.95, CFI>.95). 

We further investigated the structural models. As we did not include the 

consumer's attitude in the model, we freed the path between the perceived value 

and purchase intention to reflect the effects of affective factors other than 

anticipated regret in the model. The fit indices of the full structural model, as 

shown in Table 7.6，indicate that the full structural model fits the data well 

(RMSEA<.08; GFI>.95, CFI>.95). Furthermore, in identifying the effect size of 

anticipated regret on purchase intention across the two groups, as depicted in 
f 

Figure 7.4 and 7.5, we found that the standardized path coefficient for the 

"anticipated regret question first’，group (P=.38, t=6.82, p-value<.001) is greater 

than that for the "anticipated regret question later” group (P=. 15, t=2.83, 

p-value<.05). 

(Ant ic扭 ted \ 

r V Regret 

f Pmchase \ 
Intentbn J 

Note: * denoted p <10; ** denoted p<.05; ***denoted p<.01 V 
Figure 7.4 The Model Asking Anticipated Regret Before Purchase Intention 
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(Anticipated \ 

Regret 

^ P e r c e i v e d � 5 1 — ^ Perceived \ [ \ 

\ P r i c e D i s c o u n t ^ V Value ) Intention J 

Note: _ denoted p <.10; ** denotc l̂ p<.05;傘幸孝denoted pc.Ol 
Figure 7.5 The Model Asking Purchase Intention Before Anticipated Regret 

To test whether the difference in the regression coefficients of anticipated 

regret affecting purchase intention across the two conditions reaches the 

statistically significant level, we constrained the path coefficients across the two 

groups be the same, applied the constrained model, and obtained the model fit 

indices as shown in Table 7.6. The results of the chi-square difference test results 

proves that the difference in the standardized path coefficients of anticipated 

regret affecting purchase behavior across the two groups reaches statistical 

significance (AD^=7.89, Adf^ l , p-value<.01). 
« 

Table 7.6 Fit Indices of the Measurement Model of Sequence Effect 

Model X2 df RMSEA GFI CFI 

Measurement Model ^ Tl M ^ 

FuU Structural Model 65.11 20 .08 .98 .98 
Constrained Structural Model 73.00 21 .08 .98 .98 

To compare the effect size of anticipated regret on purchase intention, we 

further split the data into two groups according to the question sequence, and 

applied the regression analyses for the two groups, respectively. The results show 

that anticipated regret positively affects purchase intention both in the 

"anticipated regret question first” condition (Fi,265=183.43, p-value<.001, r V 4 1 ) 

and in the "anticipated regret question later" condition (Fi,424=101.08， 
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Moreover, more variance of purchase intentionis explained by anticipated regret 

in the former condition than in the latter condition. 

Thus, we demonstrate here that the sequence effect does exist. If we ask 

the respondents to rate their anticipated regret before indicating their purchase 

intention, their purchase decision will be more affected by anticipated regret than 

if we reverse the question-asking sequence. 

7.3 Conclusive Discussion 

In this chapter, we further validated the cognitive-affective-behavioral 

stages of consumers' response to price discount promotion by extending our 

research settings to other product categories, such as notebook computer and 

shampoo, therefore enhancing the external generalizability of our proposed model 

regarding consumers' response to price discount promotion. We also investigated 

the relationship between perceived value and anticipated regret. By comparing the 

model that includes the one-way effect of perceived value affecting anticipated 

regret and the model that includes the reciprocal effects between perceived value 

and anticipated regret, we found that the former provides better model fit to the 

data than the model with the reciprocal relationship. This research finding 

provides us with a more profound understanding of consumers' response process 

to price discount promotion. 

Finally, we investigated the boundary condition for the effect of 

anticipated regret on purchase intention. Through model comparison, we found 

, that the sequence of question asking moderates the effect of anticipated regret on 

purchase intention. Specifically, anticipated regret influences purchase intention 
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more when respondents are asked to rate their anticipated regret before indicating 

their purchase intention than when they are asked in a reverse sequence. 

The research findings of the current chapter have managerial implications 

for marketers to implement price discount promotion schemes. In implementation 

of price discount promotion schemes, marketers can obviously ask consumers to 

think more details about how much regret they might experience if they missed 

the current good purchase opportunity before persuade consumers to purchase the 

products or services that under promotion. 

The research in current chapter also suffered from some limitations. For 

instance, the sequence effect needs further investigation by stricter experimental 

control to eliminate the possible confounding factors aside from the sequence 

effect in affecting the relationship between anticipated regret and purchase 

intention, such as the difference in price discount promotion depth, and the 

difference in product categories. 

• • 
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CHAPTER 8: GENERAL CONCLUSION AND DISCUSSION 

In this chapter, we briefly conclude the research findings from the 

investigations in the previous chapters. We then discuss their theoretical and 

practical marketing implications, and finally pre^nt the research limitations of 

the present thesis and define the future research direction. 

8.1 General Conclusion 

This thesis centered on investigating how price discount promotion affects 

consumers' purchase decision making. We have investigated the important 

characteristics of price discount promotion, i.e., promotion framing, promotion 

depth, and promotion frequency with focus on their influences on consumers' 

behavioral response in Chapter 4，Chapter 5, and Chapter 6，respectively. We 

have further investigated the relationship between perceived value and anticipated 

regret, and the sequence effect in moderating the relationship between anticipated 

regret and purchase intention in Chapter?. Consumers' gender difference was also 

investigated in Chapter 5 and Chapter 6. 

Regarding the effects of price discount framing on consumers' purchase 

decision making, we proposed a model under the price-value framework and 

empirically tested the model using two experimental studies. We arrived at the 

following results: 1) price discount framing exerts influences on consumers' 

purchase intention through the mediating effects of consumers' perceived value; 2) 

all other things remaining the same, dollar-off price discount leads consumers to 

generate higher perceived value purchase intention than percentage-off price 
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discount; 3) the effects of price discount framing on consumers' perceived value 
« 

are moderated by the degree of calculation of price discounts in a way that if the 

price discount is easy to calculate then dollar-off price discount framing produces 

higher consumers' perceived value. However, the effect of price discount framing 

i on consumers' perceived value disappears if the price discount is very easy to 

calculate; 4) the effects of price discount framing on consumers' perceived value 
I 

are moderated by the price level of the promotional products in a way that.the 

dollar-off price discount promotion leads to higher consumers' perceived value 

than the percentage-off price discount promotion for high-priced promotional 

products, whereas the effect of price discount framing on consumers' perceived 

value disappears for low-priced promotional products. 

Regarding the influences of price discount promotion depth on consumers' 

purchase decision-making process, we proposed an integrated model that extends 

the well-known price-value model by including consumers' anticipated regret in 

the model under the means-end framework. According to the study results, we 

found that: 1) due to the discounting of discounts, consumers perceive price 

discounts in a curvilinear way, where the marginal increase of consumers' 

perceived price discount decreases as the price discount depth increases; 2) 

consumers' perception of price discount negatively affects their perceived 

sacrifice; 3) consumers' perceived price discount has no effect on perceived 

quality；' 4) consumers' perceived price discount positively affects their perceived 

value, and this effect exists even after controlling for the effects of perceived 

sacrifice and perceived quality; 5) consumers' perceived discount positively 

affects their anticipated regret. However, this effect is fully mediated by the 

effects of perceived sacrifice, perceived quality and perceived value; 6) 
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consumers' perceived sacrifice negatively affects their perceived value; 7) 

consumers' perceived quality positively affects their perceived value; 8) 

consumers' perceived value positively affects their purchase intention; 9) 

consumers' perceived value positively affects their anticipated regret; 10) 

consumers' anticipated regret positively affects their purchase intention; 11) 

consumers' purchase intention is better predicted by including consumers' 

anticipated regret as the predictor; and 12) to describe the overall process of 

consumers' response to price discount promotions, the integrated model that 

includes the role of anticipated regret provides a good model fit. 

In terms of the influences of price discount promotion frequency on 

consumers' purchase decision-making process, we proposed an extended TPB 

model that includes anticipated regret as another key construct in describing 

consumers' affective response to price discount promotions. We found that: 1) 

consumers generate a more favorable attitude towards price discount promotion 

with low-promotion frequency than that with high-promotion frequency; 2) 

1 consumers generate more anticipated regret towards the price discount promotion 

with low-promotion frequency than that with high-promotion frequency; 3) 

consumers' purchase intention is higher when the price discount promotion 

frequency is low than when it is high; 4) consumers' attitude towards the 

purchasing behavior positively affects their purchase intention; 5) consumers' 

anticipated regret positively affects their purchase intention; 6) the effects of price 

discount promotion frequency on consumers' purchase intention are fully 

mediated by the effects of attitude towards purchasing behavior and anticipated 

regret. 
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� Regarding the factors that affect the role of anticipated regret in explaining ‘ 

and predicting consumers' behavioral response to price discount promotions, we 

examined the consumers' gender and the sequence effect of asking questions, and 

further investigated the relationship between perceived value and anticipated 

regret. According to the study results, we found that: 1) under the same price 

discount promotion, female consumers generate more anticipated regret than do 
； 

males; the effect of anticipated regret on consumers' purchase intention is 

generally larger for female consumers than for male consumers, although the 

difference is not statistically significant when subjects are asked about their 

purchase intention before their anticipated regret; 3) the effect of anticipated 

regret on consumers' purchase intention is moderated by the sequence of question 

asking. Specifically, the effect of anticipated regret on purchase intention is larger 

when the subjects are asked the question on anticipated regret before the question 

on purchase intention than when they are asked the questions in reverse; and 4) 

consumers' perceived value is the antecedent rather than the consequence of 

anticipated regret in affecting purchase intention, as the integrated model 

including the former relationship provides a better model fit. , 

8.2 Theoretical and Practical Implications 

The research findings of the present thesis have potentially important 

theoretical significance in explaining and predicting consumers' purchase 

decision making under price discount promotions, and providing insightful 

guidance to marketing practitioners in designing price discount promotion 

schemes. 

» 
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8. 2. 1 Theoretical Contribution 

The research findings of the current thesis make several cumulative 

theoretical contributions to academic research on price discount promotions. First, 
» ‘ , 

this thesis investigates and empirically validates the critical role of anticipated 

regret in explaining and predicting consumers' response to price discount 
/ 

promotions, filling the research gap in the current literature on price discount 
泰 

promotions. Specifically, under the m^ans-end framework (Zeithaml, 1988)， 

based on the regret regulation theory (Zeelenberg and Pieters, 2006; Pieters and 

Zeelenberg, 2007), this thesis investigates.the entire process of consumers' 

cognitive, affective and behavioral response towards price discount promotion, 

and proposes an integrated model, which includes the role of anticipated regret in 
4 

describing the consumers，affective response towards the price discount 

promotion. Both the price-value model, including the derived models (e.gJ^ 

Monroe and Krishnan, 1985; Zeithaml 1988; Dodds et al.,1991; Kerin et al., 1992; 

Grewal, et al., 1998)，and the theory of planned behavior (Ajzen, 1991) do not 

consider how consumers' motivation activated by the avoidance goal (e.g., to 

avoid future possible negative emotion including regret) plays a role in explaining 

and predicting consumers' response towards price promotions. Hence, the 

proposed integrated model, including the role of anticipated regret in this thesis, ‘ 

fills the research gap to, understand the overall mechanism underlying consumers' 

response to price discount promotions. 

Second, the research findings on the effects of price discount promotion “ 

framing fills the research gap in the stream of discount framing research literature. 

Although the effects of price discount framing on consumers' perceived value and 
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purchase receive much research attention (e.g., Delia Bitta and Monroe, 1980; 

Gupta and Cooper, \992; Krishna et al. 2002; Estelami, 2003;Kim and Kramer, 

2006), the effects of discount calculation difficulty price level of promotional 
• • 

product in affecting consumers' response to percentage-off versus dollar-off 
� -

‘ discount framing have not yet been examined. The research findings of the 

present thesis suggest that dollar-off discount usually generates higher consumers' 

perceived value and purchase intention. However, this effect is moderated by the 

discount calculation difficulty and the price level of the promotional product . . 

These findings help to understand how consumers respond to different price 

discount framing forms. 
�� Third, the research findings on the effects of price discount frequency 

•, » 

enrich the literature regarding consumers' response to price discount frequency. 

The research findings suggest that, compared to the frequent price discount ‘ 

promotion J ^ e q u e n t price discount ppomotion leads consumers to generate more 

anticipate!^ regret and higher purchase intention. Current literature (e.g., Lattin 

and Bucklin, 1989; Yoo, Donthu and Lee, 2000) extensively discusses the role of 

price discount frequency in affecting consumers' cognitive response (e.g., 

perceived quality, perceived price, consumers' internal reference point, and 

perceived value) and behavioral response (e.g., purchase intention), but few of 

them investigate the effects of price discount promotion frequency on consumers' 

affective response (e.g., consumers' attitude). Moreover, no current research was 

found to investigate the effects of price discount promotion frequency on 

consumers' anticipated regret. The research findings of this thesis can fill this 
( 

, research gap. 
» 

- % * 

4 * 
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Fourth, the research finding on the sequence effect offers both theoretical 

. and methodological significances. The finding of this thesis suggests that the 

effect of consumers' anticipated regret on their purchase intention is contingent 

on the questions-asking sequence in the questionnaire. Theoretically, this finding 

identifies the question-asking sequence as one antecedent of anticipated regret, 

‘ which fills the research gap with response to the call raised by Zeelenberg (1999). 

Methodologically, the finding of this thesis further confirms that the research 

findings can be influenced by the listing sequence of questions in the 

questionnaire, making the researchers aware of the sequence effect in designing 

research schemes. 

Fifth, the research finding on gender difference enriches the literature on 

gender studies. The finding of this thesis further confirms that, gender difference 

does exist in consumers' decision making process. Although the issue has been 

expounded in previous research (e.g., Areni and Kiecker, 1993; Prince, 1993; 

Campbell, 1997; Barone and Roy, 2010), few of the studies discussed how gender 

affects consumers' anticipated regret. The relevant finding of this thesis can help 

better understand gender difference in responding to price discount promotions. 

Last but not the least, the present research findings on the relationship 

between coi^sumers' perceived value and their anticipated regret enrich the 

� literature regarding consumers' perceived value. Although marketing managers 

are interested in what influences consumers' perceptions of value, researchers 

rarely have investigated or measured the concept of perceived value (Dodds, 

Monroe and Grewal 1991). One reason for this deficiency is that value is an 

abstract concept that is highly interrelated and frequently confused with the 

concepts of quality, benefits, and price (Zeithaml 1988; Dodds, Monroe and 
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Grewal 1991). By taking consumers' perceived value as a measure for 

consumers' overall cognitive response to price discount promotions, and by 

taking consumers' attitude and anticipated regret as measures for consumers' 

affective response to price discount promotions, we validated the 

cognitive—affective-behavioral link in consumers' response to price discount 

promotions. We also revealed that perceived value is the antecedent of 

consumers' attitude and anticipated regret. This difference between perceived 

value and related concepts can provide reference for future relevant studies. 

8. 2. 2 Practical Marketing Implications 

The research findings of this thesis can provide insightful guidance to 

marketing managers in designing price discount schemes more effectively. First, 

the findings on the role of anticipated regret in predicting consumers' purchase 

intention indicate that, consumers' purchase intentions can be better explained 

and predicted when anticipated regret is considered. Accordingly, consumers' 

purchase intention can be induced by markers either through communicating to 

them how attractive the price discount promotion is or through letting them 

realize how regretful they will be if they miss the price discount promotion 

Second, the research findings of present thesis regarding the moderators in 

affecting the effects of price discount framing on consumers' response indicate 

that, marketers should design the price discount promotion in an easy-to-calculate 

manner, especially when promoting high-priced products, in order to produce 

higher perceived value and higher purchase intention. 

Third, the findings of present thesis indicate that, price promotion 

frequency not only affects consumers' attitudes towards the purchasing behavior 
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but also the affects consumers' anticipated regret. Therefore, markers should 

avoid to frequently conducting price discount promotion as possible as they can. 

Fourth, the finding of present thesis on sequence effect implies that, 

directly asking consumers to anticipate their future regret if missing the current ‘ 

purchase opportunity under price discount promotion before persuading them to 

purchase the products or services under promotion is a good tactic for inducing 

higher consumers' purchase intentions. 

Fifth, the findings of this thesis on the gender difference indicated that, 

female consumers are generally more affected by anticipated regret, whereas male 

consumers are generally more affected by their attitudes towards the purchasing 

behavior. Hence, the effectiveness of price discount promotion can be enhanced if 

marketers design different marketing communication messages for the female and 

male consumers respectively. Specifically, marketers can emphasize more on how 

much regret consumers might experience if they missed a good purchase 

opportunity the price discount promotions provide if the targeted consumers are 

mainly comprised of females, while emphasize more on how much consumers 

may save if they grasp the purchase opportunity the current price discount 

> promotions provide if the targeted consumers are mainly comprised of males. 

8.3 Research Limitations and Future Research Directions 

The current thesis suffers from several research limitations. First, when 

testing the integrated model in Chapter 5, convenience sampling was used to 

collect data. The distribution of respondents covered population with varying ages 

and different revenue levels; nevertheless, the generalizability of the fitted model 

still needs further examination. Second, we separately studied how promotion 
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depth, promotion frequency and promotion framing affect consumers' response; 

however, we did not investigate their interaction effects in affecting consumers' 

response. Third, although we validated that anticipated regret plays a critical role 

in consumers' response to price discount promotions, we did not examine the 

effects of potential antecedents and moderators other than promotion depth, 

promotion frequency, sequence of asking anticipated regret, and consumers' 

gender. To overcome these research limitations of present thesis, future research 

efforts on how consumers respond to price discount promotions are encouraged 

towards the following directions. 

First, we recommend testing the integrated model, which includes 

consumers' anticipated regret by collecting data from other populations and under 

the price discount promotion settings, to other product categories. This should be 

done to examine the external generalizability and possible moderators of the 

proposed integrated model. 

Second, we suggest investigating the interaction effects of promotion 

depth and promotion frequency on affecting consumers' perceived value, attitudes, 

and purchase intentions to provide a more cumulative knowledge of the role of 

anticipated regret and consumers' overall response process to price discount 

promotions. 

Third, further investigating the factors affecting the role of anticipated 

regret in consumers' response to price discount promotions is also encouraged, 

following the direction suggested by the five conditions of anticipated regret 

(Janis and Man, 1977; Zeelenberg, 1999). For instance, temporality is one 

important characteristic of price discounts promotions; therefore, when customers 

‘ step into the store and find out about the product under price discount promotion, 
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they may not notice the deadline of the promotion, whether or not to saliently 

notify customers of the information regarding the deadline of the price discount 

promotion (i.e., deadline notification) may be a possible antecedent of consumers' 

anticipated regret. For another example, the price level of promotional products 

may also be an antecedent of consumers' anticipated regret, because the high 

price of the promotional products increases the importance of the purchase 

decision, leading consumers to generate more anticipated regret. 

Fourth, Higgins (1998) proposed a regulatory focus to describe how 

people approach pleasure and avoid pain. People may center on the acquisition of 

positive goals, such as advancement, achievement, and growth, as described in the 

terra "promotion focus，，. People may also center on preserving an absence of 

unwanted occurrence, such as safety, security and protection, as described in the 

term “prevention focus”. Regulatory focus can be manipulated by priming 

procedure, and can influence counterfactual thinking (Roese, Hur and Pennington 

1999). Therefore, future research efforts are encouraged to further investigate the 

relationship between consumers' anticipated regret and their regulatory focus, in 

order to bridge a link between the literature regarding anticipated regret and the 

literature regarding the regulatory focus. 

Finally, further identifying the cross-cultural difference in anticipated 

regret under price discount promotions is also worth of delving efforts into. 

Human behaviors are unconsciously shaped by the culture to which they are 

exposed. Many researchers have investigated and confirmed the cross-cultural 

difference in consumer behaviors. When focusing on the dimension of culture 

"individualism-collectivism", we can conjecture that consumers exposed to the 

individualism culture are less likely affected by others in making decisions than 
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those exposed to the collectivism culture. Zeelenberg (1999) proposed that the 

patience of the significant individuals in the decision makers' social network who 

are interested in this particular decision is an important source for decision 

makers to anticipate regret in making decisions. Therefore, we can predict that 

consumers exposed to the collectivism culture are more likely to be affected by 

the significant persons in their social network and hence generate more 

anticipated regret than those exposed to the individualism culture. To reveal the 

truth about this conjecture, future empirical examinations are encouraged in the 

field. 

V 
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APPENDICES 

Appendix A: Thesis Title and Abstract in Chinese 

論 翅 目 ： 

價格折扣促銷對消費者_的影響 

論文摘要： 

本文主要硏究價格折扣促銷如何影響消費者購買決策過程，並聚焦于消費者 

預期後悔在其中的作用。詳細而言，本文硏究價格折扣促銷的三個重要特徵 

(也就是，折扣形式、促銷幅度和促銷頻率）如何影響消費者行爲反應。本 

文首先對價格促銷影響消費者反應的相關文獻進行回顧，深入討論預期後悔 

的槪念，並隨後針對折扣形式、促銷幅度和促銷頻率對消費者反應的影響逐 

個進行實證檢驗。 

然後，本文針對祈扣形式如何影_消費者反應進行深入研究，提出了一個價 

格-價値模型用以解釋價格折扣形式對消費者購買意願的影響。兩個實驗的 

結果表明，價格折扣形式通過消費者感知價値的完全仲介作用影響消費者購 

買意願。金額基礎的價格折扣形式比百分比基礎的價格折扣形式產生更高的 

感知價値和購買意願，但是，這一關係受到折扣計算難度和被促銷品價格水 

準的調節作用影響。 

隨後，本文硏究價格折扣幅度對消費者行爲反應的影響。基於“手段-結果” 

這一•，本文引入預期後悔延伸既有的價格-價値模型，並提出一個解釋支 

撐消費者對價格折扣促銷行爲反應內在機制的整合模型。基於問卷調硏資料 

進行分析’結果顯示本文所提出的整合模型擬合數據較好，並且’當預期後 

悔納入模型後，消費者購買意願得到更好的解釋和預測。 

接下來，本文硏究價格折扣促銷頻率對消費者行爲反應的影響，並聚焦于消 

費者情感反應階段，提出一個同時考慮消費者態度和預期後悔的模型。實驗 

硏究分析結果顯示，價格折扣促銷頻率負向影響消費者預期後悔和購買意 

願，消費者態度和預期後悔是促銷頻率影響消費者購買意願的完全仲介變 

數。 

本文同時也針對那些影響預期後悔對購買意願作用的前導變數、調節變數和 

仲介變數進行硏究。關於性別差異的硏究發現，面臨價格折扣促銷時，女性 

消費者比男性消費者產生更高的預期後悔。關於順序效應的硏究結果表明， 

與先讓消費者做購買決定再讓他們預期如果不買未來將感受到的後悔相 

比，如果在消費者做出購買決定之前讓他們預期如果不買未來將感受到的後 

悔，預期後悔對購買意願的影響將更大。關於感知價値與預期後悔之間關係 

的研究結果表明’預期後悔是感知價値影響購買意願的仲介變數。 
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本文的硏究發現對於理解價格折扣促銷如何影響消費者反應具有深刻的理 
論意義’同時對於指導行銷者更有效地設計其價格折扣促銷活動具有深邃的 
時間意義。本文最後討論了硏究局限和未來硏究方向。 

i 

Z 
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Appendix B: Questionnaires in Study 1 of Chapter 4 

A study on consumers，response to sales promotion 

The purpose of this sludy is to undcretand how consumers react to sales promotions. All data arc for 

acadcmic purposes only and would be kept strictly confidential. There are three independent scenarios 

followed by respective questions. Please note that (here arc no right or wrong answers. Wc are only 

interested in how you truly feci. Thanks for your cooperation I 

Your psrticubirs: 

Your gender: ( ) Male; ( ) Female. 

Your age: . 

Your major . 

You are (year 1/ year 2/ year 3/ year 4/ post-grad) student 

You are (Local HKSAR student/ From mainland China / From other countries) 
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) 

Scenario I 

Imagine that you arc going to buy a coal al a department store. You find a coat thai meets your quality 
requirement (Including materials, style, etc.). The price tag of this coat Indicales: Original price RMB476. 
now 25S of t V 

股想如下情景：你到一家百貨商店購買一fl̂套•你發現一你的品質（包括面料與 
式樣等）要求•這格牌上頋示：歴很476元，：!5J卩購買脊25% • 

PlesM answer tbe foDowiag qoestionx based ob your fMUngs after the aceiurio experience. 
後真實的想答如下問題： 

1. I would consider buying this coat: 

Strongly disagree 1 2 3 4 5 6 7 Strongly agree 

2. 1 definrtely will buy this coat: 

Strongly disagree 1 2 3 4 5 6 7 Strongly agree 

3. I think the price-offer for this coat is inexpensive: 

Strongly disagree 1 2 3 4 5 6 7 Strongly agree 

4. I think the price-oCfcr for this coat is acccptabic: 

Strongly disagree 1 2 3 4 5 6 7 Strongly agree 

5. For this price-offcr, this coat is good value for the money: 

StrongJy disagree 1 2 3 4 5 6 7 Strongly agree 

6. People who purchase this coat using ihis price-offcr would save a lot of money: 

Strongly disagree 1 2 3 4 5 6 7 Strongly agree 

7. Overall, the price-offer for this coat appears to be a baigain (特fl): 

Strongly disagree 1 2 3 4 5 6 7 Strongly agree 

8. Overall, the price-oflfer for this coat is: 

Very poor value 1 2 3 4 5 6 7 Very good value 

9. F believe that this coat will be regularly sold at the original price: � 

Strongly disagree 1 2 3 4 5 6 7 Strongly agree 

10.1 believe that the original price is the regular price for this coat: 

Strongly disagree 1 2 3 4 5 6 7 Strongly agree 

11.1 feel satisfied with the quality of this coal: 

- Strongly disagree 1 2 3 4 5 6 7 Strongly agree 

12.1 feel tbe original price of this coat is: 

‘ Very low 1 2 3 4 5 6 7 Very high 

a 
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Scenario I 

• Imagine that you are going to buy a coat at a department store. You find a coal that meets your quality 
requirement (including materials, style, etc.). The price tag of this coat indicates. Original price RMB476. 
now 50% off. 

股想ilTF情ft :你到一家百贷商店供買一套•你發現一IW*??̂你的品質（包括面料與 、 
式樣等）要求•进飲外套的價格牌上取示：原價476元•立即購買省50% • 

Please aniwer the foDowing qnestioiia based on your feelings after the sccnmHo experience. 
m̂ imnejKttft後真實的想法回答如下問埋： 

I • ] would consider buying this coat: 

Strongly disagree 1 2 3 4 5 6 7 Strongly agree 

2. I definitely will buy this coat: 

Strongly disagree 1 2 3 4 5 6 7 Strongly agree 

3. I think the price-offer for this coat is inexpensive: 

Strongly disagree 1 2 3 4 5 6 7 Strongly agree 

4. 1 think the price-offer for this coat u acceptable: 

Strongly disagree 1 2 3 4 5 6 7 Strongly agree 

5. For this price-offer, this coat is good value for the money: 

Strongly disagree 1 2 3 4 5 6 7 Strongly agree 

6. People who purchase this coat using this pricc-offer would save a lot of money: 

Strongly disagree 1 2 3 4 5 6 7 Strongly agree 
7. Overall, the price-offer for this coat appears to be a bargain (特價)： 

Strongly disagree 1 2 3 4 5 6 7 Strongly agree 

8. Overall, the price-offer for this coat is: 

Very poor vaJue 1 2 3 4 5 6 7 Very good value 

9. I believe thai this coat will be regularly sold at the origmaJ price: 

� Strongly disagree 1 2 3 4 5 6 7 Strongly agree 

10.1 believe that the originaJ price is the regular price for this coat: 

Strongly disagree 1 2 3 4 5 6 7 Strongly agree 

11.1 feel satisfied with the quality of this coat: 

Strongly disagree 1 2 3 4 5 6 7 Strongly agree 

12.1 feel the original pricc of this coat is: 

Very low 1 2 3 4 5 6 7 Very high 
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SccBario 3 

Imagine that you are going to buy a coat al a department store. You find a coat that meets your qimJity 
requirement (including maierials, style, etc.). The price tag of this coat indicates: Original price RMB476 
nowRMBll9off. . 

： •你發現一»：^«^?^的品赏面料與 
式樣等)要求’這»：外僙格牌上«示：原價476元.立即購H省丨丨9元. 

following quct ioM based on yonr feeling, . f ter the sce»ark> experience. 

1. I would consider buying this coat: 

Strong!y disagree 1 2 3 4 5 6 7 StiongJy agree 
2. I definitely will buy this coat: 

Stipngl； disagree 1 2 3 4 5 6 7 Stmngly agree 
3. 1 think the price-offer for this coat is inexpensive: 

, Strongly disagree 1 2 3 4 5 6 7 Strongly agree 

4- I think the price-offer for this coat is acceptable: 

Strongly disagree 1 2 3 4 5 6 7 Strongly agree 
5. For this price-offer, this cort is good value for the money: . 

Strongly disagree 1 2 , 3 4 5 6 7 S “ g l y agree 

6. People who purchase this coat using this pricc-offer would save a lot of money: 

Strongly dlMgrce 1 2 3 4 " 5 6 7 Strongly agree 
7. Overall, the price-offer for this coat appears to be a bargain (特價)： 

Strongly disagree 1 2 3 4 5 6 7 Stmngly agree 
8. Overall, the price-ofTer for this coal is: 

Very poor value > 2 3 4 5 6 7 Very good value 
9. I believe that this coat will be regularly sold ai the origins] price: 

Strongly disagree 1 2 3 4 5 6 7 Strongly agree 

10.1 believe that the original price is the regular price for this coat: 

Strongly disagree 1 2 3 4 5 6 7 Strongly agree 

11,丨 fee丨 satisfied with the quality of this coat; 

Strongly disagree 1 2 3 4 5 6 7 Strongly agree 

12.1 feel the original price of this coat Is： 

财 low ' 2 3 4 5 6 7 Very high 

« 
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Scenario 4 

ImBgine that you are going to buy a coat at a department store. You find a coat that meets your quality 
requirement (Including materials, style, etc.). The pricc tag of this coal indicates: Original price RMB476, 
now RMB238 off. 

設想如下情景：‘你到一家百貨®店購買牛外套•你發現一lit外套符合你的品赏（包括面料與 
式樣等）要求•道̂的價格牌上願示：照價476元•立即購買省238元• 

Please •newer the foUowiag questions based on your feelings after the scenario experience. 
請 後 真 * 法 回 答 如 下 問 s •• 

1 • I would consider buying this coat: 

Strongly disagree 1 2 3 4 5 6 7 Strongly agree 

2. I definitely will buy this coat: 

Strongly disagree 1 2 3 4 5 6 7 Strongly agree 

3. I think the price-offer for this coat is inexpensive: 

Strongly disagree 1 2 3 4 5 , 6 7 Strongly agree 

4. I think the price-offer for this coat is acceptable: 

Strongly disagree 1 2 3 4 5 6 7 Strongly agree 
1 

5. For this pricc-offer, this coat is good value for the money: 

Strongly disagree 1 2 3 4 5 6 7 Strongly agree 

6. People who purchase this coat using this pricc-offcr would save a lot of money: 

Strongly disagree 1 2 3 4 5 6 7 Strongly agree 

7. Overall, the pricc-ofTcr for this coat appears to be a baigain (特價)： 

Strongly disagree 1 2 3 4 5 6 7 Strongly agree 

8. Overall, the price-offer for this coal is: 

Very poor value \ 2 3 4 5 6 7 Very good value 

9. I believe that this coat will be regularly sold at the original pricc: 

Strongly disagree I 2 3 4 5 6 7 Strongly agree 

10.1 believe that the original pricc is the regular pricc for this coat: 

I Strongly disagree 1 2 3 4 S 6 7 Strongly agree 

1L 1 feel satisfied with the quality of tiiis coat: 

Strongly disagree 1 2 3 4 5 6 7 Strongly agree 

12.1 feci the original price of this coat is: 

Very low 1 2 3 4 5 6 7 Very high 

i 

\ • 

I 

f 
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Appendix C: Questionnaire in Study 2 of Chapter 4 

% 

A study on consumers' response to sales promotion 

The purpose of this study is to underetand how consumers react to sales promotions. All data are for 

academic purposes only and would be kept stricUy confidential. There are three independent scenarios 

followed by respective questions. Please note thai there are no right or wrong answer. We are only 

interested in how you truly feel. Thanks for your cooperation! 

鲁 

Yo«r particolara: 
< 

Your gender: ( )Malc; ( ) Female. 

Your age: . 

Your major: • 

You are (year 1/ year 2/ year 3/ year 4/ post-grad) student 

You are (Local HKSAR student/ From mainland China / From other countries) 
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Sceimriol 

I 

Imagine thai you are going to buy » coai ai a department slort You find a coal that meets your quality 
Tcquircincnt (including maicrials, style, elc.). The price tag of this coat indkati»: Original pricc KMB76. 
iiow 25% off. 丨. 

設ffi如下情设：你到一家百«两店播H—件•̂套.你»現一款外套符台你的品̂? t ififfi而科典 
式樣等）• »求• SliJ：外套的«格牌上《示：肪價76元•立JP購贸进2i% • 

Plane a u w e r the followinf questions based on your feelings aflerthe scenario experience. 
KttŜ î ffJKttR後真*的思法回答如下問《 ： 

1. 1 would consider buying this coat: 

Strongly disagree I 2 3 4 5 6 7 Strongly agree 

2. I dcflniJdy will buy this coat: 

Strongly disagree I 2 3 4 5 6 7 Slronjily agree 

I think (he price-offcr for this coal is incKpensive: 

Strongly disagree I 2 3 4 5 6 7 Slrongly dgree 

4. I think the paice-ofTcr for this coal is acccplablc: 

Sirongly disagree 1 2 3 4 5 6 7 Strongly agree 

5. For Ihis pricc-oflfcr, this coal is good value for the money: 

Strongly disagree I 2 3 4 5 6 7 Strongly a^cc 

6. People who purehiie this coat using (his price-olTcr would save a lot of money: 

Strongly disagree I 2 3 4 5 6 7 Strongly agree 

7. Overall, the price-offcr for this coal appears to be a ba/]gain (特fH>: 

Sirongly disagree I 2 3 4 5 6 7 Strongly agree 

8. Overall, the price-ofTrr for this coal is: 

Very poor value I 2 3 4 5 6 7 Vcn gwxl vuluu 

9. i belkve lhai Ihb coal will be regularly Mild al the original pricc: 

Strongly distgree I 2 3 5 6 7 Sirongly agree 

10.1 believe that the original pricc is the regular price for this cout: 

Strongly disagree I 2 3 4 5 6 7 Strongly agree 

11 I feeJ Mtisficd with the quality oflhis coal: 

Strongly disagree 1 2 3 4 5 6 7 Strongly aijrec 

12.1 feel the original price of this coat is: 

Very tow 1 2 3 4 5 6 7 Very high 
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Sccn»ri92 

Imagine that you arc going to buy a coal at a department store. You ftnd a coat lhal meets your quality 
requirement (including materials, style, etc.). The price tag of this coat indicates: Original pricc RMB476. 
now 25% off. 

股想如下情景：你到一家百貨商店購H -imm •你费现一款外套符合你的品H (包括面料與 
式樣等)要求•這urn套的價格牌上JB示：肤(H 476元• tLfiP_買省25% • 

Please answer the following qnestioiu based on your feelings after the •cenario experience. 
請ffittf̂ CUIttM後真ir的想法回答如下問H ： 

» 
1. I would consider buying this coat: 

Strongly disagree 1 2 3 4 5 6 7 Strongly agree 

2. I definitely will buy this coat-

Strongly disagree I 2 3 4 5 6 7 Strongly agree 

3. 1 think the pricc-offcr for this coat is inexpensive: 

Strongly disagree I 2 3 4 5 6 7 Strongly agree 

4. I think the price-offer for this coat is acccptable: 

Strongly disagree 1 2 3 4 5 6 7 Strongly agree 

5. For this price-ofifer, this coat is good value for the money: 

Strongly disagree 1 2 3 4 5 6 7 Strongly agree 

6. People who purchase this coat using this pricc-offcr would save a lot of money; 

Strongly disagree 1 2 3 4 5 6 7 Strongly agree 

7. Overall, the price-offer for this coat appears lobe a bargain 

Strongly disagree 1 2 3 4 5 6 7 Strongly agree 

8. Overall, the price-offer for this coat is: 

Very poor value 丨 2 3 4 5 6 7 Very good value 

9. ！ believe that this coat will be regularly sold at the original pricc: 

Strongly disagree 1 2 3 4 5 6 7 Strongly agree 

10.1 believe that the original price is the regular pricc for this coat: 

Strongly disagree 1 2 3 4 5 6 7 Strongly agree 

n . I feci satisfied with the quality of this coat: 

Strongly disagree 1 2 3 4 5 6 7 Strongly agree 

12.1 feel the original price of this coat is: 

Vcfy low 1 2 3 4 5 6 7 Very high 
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SccMrio 3 

Imagine thai you are going to buy a coal « a department store. You find a coat that meets your quality 
requirement (including materials, style, etc.). The price tag of this coal indicates; Original price RMB 476 
now RMB 丨 19 off. 

股想如下情景：你到一家百貨商店購買一件外套•你發現一urn套符合你的品赏（包括面料與 
式樣等）要求，飲外套的價格牌上頒示：原ffl476元，立即購買省丨丨9元. 

Please answer the foUowing qnest tou based oa your feeling* after the s c e u r i o experience. 
SB鄉fâ ffiw**後真實棚法回aw問題： 

1. 1 would consider buying this coat: 

Strongly disagree 1 2 3 4 5 6 7 Strongly agrre 

2 . 丨 definitely will buy this coat: 

Strongly disagree 1 2 3 4 5 6 7 Strongly agree 

3. I think the price-ofiFer for this coat is inexpensive: 

Strongly disagree 1 2 3 4 5 6 7 Strongly agree 

4 I think the price-offer for this coal U acceptabic: 

Strongly disagree 1 2 3 4 5 6 7 Strongly agree 

5. For this price-offer, this coat Is good value for the money: 

Strongly disagree 1 2 3 4 5 6 7 Strongly agree 

6. People who purchase this coat using this price-offer would save a lot of money: 

Strongly disagree 1 2 3 4 5 6 7 Strongly agree 

7. Overall, the price-offer for this coat appears to be a bargain (特flf): 

Strongly disagree 1 2 3 4 5 6 7 Strongly agree 

8. Overall, the price-offer for this coat U: 

Very poor value 1 2 3 4 5 6 7 Very good value 

9. I believe that this coat will be regularly sold at the original price: 

Strongly disagree 1 2 3 4 5 6 7 Strongly agree 

10.1 believe that the originmJ price is the regular price for this coat: 

Strongly disagree I . 2 3 4 5 6 7 Strongly agree 

11.1 feel satisfied with the quality of this coat: 

Strongly diMgrec 1 2 3 4 5 6 7 Strongly agree 

12.1 feci the original price of this coat is: 

Very low 1 2 3 4 5 6 7 Very high 
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S^^rM 

I m i ^ thai you are going to buy a coal at a department store. You find a coat that meets your quality 
requirement (including materially style, etc.). The price tag of this coat indicates: Origina) price RMB 76. 
now RMB 19 off. 

RSMD下情景：你到一家百貨商店購買一fM套.你發現一JUĉ符合你的品K (包括ffi料與 
式«等）要求.道款外套的價格示：服價76元.立即晴買省19元. 

P I m m aniwer the folkmimg qoMttoiu based on your f e d i i i ^ after the uenario experience, 
m u m m r t n ( 後 真 飾 雜 回 ： 

1. I would ctmsider buying ^ coat: 

Strongly disagree 1 2 3 4 5 6 7 Strongly agree 

2. 1 definitely will buy this coat: 

Strongly disagree 1 2 3 4 5 6 7 Strongly agree 

3- I think the price-offer for thu coat is inexpensive: 

Stronjily disagree 1 2 3 4 5 6 7 Strongly agree 

4. I think the price-offer for this coat is acceptable: 

S&ongly dliagre© 1 2 3 4 5 6 7 Strongly agree 

5. For this price-offer, this cost is good value for the money: 

Strongly dUagreo 1 2 3 4 5 6 7 Strongly agree 

6. People who putchase this coat using this price-offiBr would save a lot of money: 

Strongly disagree 1 2 3 4 5 6 7 Strongly agree 

7. Overall, the price-offer for this coat appears to be • bargain (WflO: 

Strongly disagree 1 2 3 4 5 6 7 Strongly agree 

8. Overall, the price-ofier for this coat is: 

Vwy poor v«lue 1 2 3 4 5 6 7 Very good value 

9. I believe that diU coat wUl be regularly soldo! the original price: 

Strongly dJ*tgree 1 2 3 4 5 6 7 Strongly agree 

10.1 believe that the original price is the regular (Kice for thii coat: 

Strongly disagree 1 2 3 4 5 6 7 Strongly agree 

11.1 feel utisfied with the quality of this coat: 

Strongly disagroe 1 2 3 4 5 6 7 Strongly agree 

12.1 feel the original price of this coat is: 

Vwylow 1 2 3 4 5 6 7 Very high 
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Appendix D: Questionnaire in the Study of Chapter 5 

--一f*̂-’, •.•：« ； ..• -， - “ - ••、• 
- ？ • • r ‘ r ：•；••-.了 .：：••、： • • : . . 办 ” . •• ，.• t 

‘ � . .r-

I 

Scnwrko) 

‘�»ttot yoo Mr ibopptag to • dq»rtme« Vou flnd 喊 一 cMi yo« v«y WHJCti laJ whh regatdi to ihc mitowK Uk! toign •nd 
ihi bnwd. The pricc lodioKî，the lirting pik* rfilih OMi It RMbI+縱.！！* oiMiie xUw lauyti this coa b uwlCT pri« dhcoufui 

‘ n o w . Tbe oMiteKllairfsoieUî  dm the price diwoumipromoOonorrtM 
coaa cn> be witMrmn in cevend dayt. 

Raimw* •• itJi - 家 百 • fij者中了一• • i i a t k ^ 的 费 地 扣 式 • iHJwtufca：軎歡的.wwt*上 
SB 示 480 元• JJWMMB 人 fl 、 s u x n - B i R j & j i E i m m m m • 现在買«可以« 2os ‘《導 » ® 人 «闷 

： j . jiSffflBiu 後.可 外jfitTf折 了. 
... 

产rttw amww MtowiMg ̂ MstiMi buwl om ymir aftrr tiM Mcaario rx»cri*«cc<ncue lick your aniwcr) 
imMtMEMnHHUI飾(臞句Sim絲)： 

I I ihink Ihc diiGouiuod price of thh oov is inexpensive: 
Vo> Dbifm: I 2 3 4 5 6 7 Va> A^oc 

2. The divnumadprkx of this coat b: 

VttyUtMCcepttbk 1 2 3 4 3 6 7 Voy AcccplaMe 
3. 1hbcnaiUv«i>rwic«i likely: 

Of«fyinudipoor<|ui*tr I 2 J 劣 5 6 7 Or very mudi good <ju»Ihy 
Jf I purehwe t^ COM uiKter ihc kidicucd prioc di»cwnt I will not be aMe u purchase «wmc other products I would like lo puichasc mm： 

‘VoylXaree 1 2 3 4 5 6 7 Vny Agm 
3. in pur«hMC ttiU M mdcr «ie tedicUMi prioc dlicouiiL I mil have u> redwcc ihe imount of money I «nll spend on othct (iir auhilc-

:�-•• VcfyDififnx I 2 3 < 5 6 7 VoyApoc 
6. ThboMtij： 

Vwy poor for mooe>' I 2 J 4 5 6 7 Very good vtlue tbr monc) 
7. M rtw dtfcouMBd prke Aown this cmi it： 

Vtoy UMConorakll I 2 3 » J 6 7 V«> Ei-onomical 
<. I liilnkpurduninctUscoMUayoodbax： 

Sreajly IMsacm 1 2 > 4 3 6 7 Smmgly Agree 
V. Fof me, lo purdaae Urn coat ts: 

； HinnfuJ 1 2 3 4 3 6 7 ncncTicisl 
UnptcMant 1 2 3 4 9 6 7 Pleasant 

: Bad I 2 J 4 5 6 7 (iood 

； Inviluabte 1 2 3 4 3 6 7 Valuable 
！ DnJoyftil 1 2 J 4 5 6 7 Joyful 

�0. If I dldnl purdiftK (hit tott umlcr the prlcc dbcoum promotioo m Alt time, I uouM fed regret 
X. I 2 J 4 S 6 7 Strongly Âcc 

‘ 11. Ifldido.tpwchawllihcMCumJertbeprieedJscouwpfoinolionHlWitijncJwooJdfeelopict； 
Smaisiy 01j««rM 1 2 3 4 5 6 7 Strongly Apw 

• 2. I iniend 10 purdumr ihif coaf 
Smsntlv DUa|f« I 2 J < 3 6 7 Sti«nfU> Âec 

13. I plan Ui purchtte Ihb coat: 
Strongly DiM̂ret I 2 J < 3 6 7 S 咖象 ly Agree 

14. I willtrxtopmhHethbcaai 
SttoofJyOlMgree I 2 J 4 3 6 7 Slron̂ Âcnx 

扁 1 Tbe priccdiKDUMprofktHi to pnimoicilito coal bvcf)-high • 
Sa«t»l>. Di«®rec 1 2 3 4 5 6 7 >. /V̂ er 

, *«ir GcfliWi: Ofalc DHcraale VowAi* C20-» •JO-M Q1&-49 [30 59 
YoofM«Hh») Ro«mie: 口 Bclot ¥3000 DYMm-eOW) I lYOOOl SWO QV900卜 12000�JWxm" y 13001 

% 
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..1'- ‘ 
Rct«uiH«2 H,. • 

•价 in • deronmm YP« findo«.«>«thttyoa'v«ymydi liUwitl, to ihe mtienuh. the 如 id 

ihc brand -nwprkxtte tt«che lbita» pricc nrih« c«i is RMB 揪 7bo«̂ 1krtc1b>«. thm chh. cox i�under price div:o«nti 
pr«nH«tion -«eni»y. mAŷKMrn ••vcWfT ifjrou p u ^ on^^ltr aboW vo<i tto iht pnct account，promote ol this 
««irayhewillMinwnin•cvo.ldî  ŷ ：̂ •； .’•‘:'.； ‘ 

‘售人員.這awiHWfi正？dfc行打折eift, a如®现?£贾《可丨v.资4os •現ic供托人/imp.̂  
, iSMDmjuit ： 1丨》;«外«1： 7̂ 折了. 

- ’. -f 

Ito ••yMrforii.Ki .Hrr tW kmaH. «<p«nmcHPte«*c tkk y^r 
mMMumm^imsttBtnDTmi ( M 旬 〉： 

I. I think the diKuunted price orOib cm is inMpensivc. 
Ve»yDh«tirc 1 2 3 ^ 5 6 7 VeryAcrec 

1 The di«oimi«l price of (his aw Is: 
VerylluccopttMc I 2 3 3 6 7 VcryA<x«pubk 

1 Thtt com ii vwy much likdy: 
、 f)fy«y much poor 1 2 3 4 5 6 7 Of very much good suiia, 

(丨 npurduieAbcMiundcrtheimlicttodpriadiKouaUwainaibctblctopordwKiomeoOicTt̂ KJuailwouldlilttoparduivcriow 
VciyDis«r« « 2 3 4 $ 6 7 VeryAsicc 

S. in puTduK ifaltcoHmderltK Mdiclcd price ahwunt I wJII l«ve to rcdoc (he amooot of money I will h>c<hI on olhcr ihiop for «whUc: 
VoyDlagrw 1 2 3 4 5 6 7 VferyA•吹 

.；,...A This cool Ir , 
ff.i". W poor v«»«c for money 1 2 3 4 3 6 7 V«, pood v.luc for mono-

• 7. Al (he dtacountod price liwwnlhis COM tK 
•\\Vay Uneconomtod " 2 3 4 5 6 7 Very E^oaomlc.l 

* I tblnk pumhniine ito coat is • good buy: 
Jkronit) DUa»»w' I J J 4 5 6 7 Smmgly Agree '； 

V. l or roe, lo purchue diit cox ir 
Hannftil > 2 i 4 5 6 7 lUocfkî  

llnptOBM 1 2 3 4 5 6 7 Plewuiit , 
J 2 .1 4 J 6 7 Good 

invaluable I 2 J 4 5 6 7 Valuabk 

1 2 3 ^ 3 6 7 JoylUI 
,0. in didn'i purdttx this cm uivter the priw db«oum pranwiion «thb lime. I wo«ld foci tcgta： 

StnmgtyDiMgit* " 2 3 4 5 6 7 Stronsb Aptc 
”I f i CO* under the prietdbcowipromuioBiJ thb timtlwouW red upjtt： 

！ttKMiftyDifagree J 2 3 < 5 6 7 Sm»glyA«/cc . 

12- I IniendiopureiiaMthitoaM. 
SiionglyDhagree 1 2 3 4 3 6 7 Stron»|yA»nx 

13 丨 pianutpttrdmxtbifooM： 

iilrQagl> DifiVt* 1 2 3 4 5 6 7 S(ro.«ly Agree 
U. 1 wtlltiyMpurdnsfltiatoiMH 

JSiwtgl, Dli-ew 1 2 3 ^ 5 6 7 MtWflyAitTcc 
.15. n»c price dheow* provided to pniino»cthl<c««b very • 

,SwnglyDtajtw » 2 3 4 3 6 7 Smrngty Agree 
O w e O F c n m k Yo«rA«c: [j20-29 • » 39 Q W H S 050-69 

Vour Months Rcvco»e: • Mow Y3000 •yaOOlHJOOO QVeOOl̂  DYSOOl-lZOOO OAbô  ¥12001 k-

• . J, • 
.• . % I 
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ScvnarioJI 

Imftftnc ikMt: ><HJ Arc chopping in • JcfMuimcm More, You fmd utJi • coat thai yoti vtiy much like with rcpjirdi te Ukt maictialv the and 
Uie braiMt The pricc tMg indictUo that ihc Hsling pnce ol this cuat iv RMB 4K0. The oo-̂  seller tclU you Ihm ihts coai iHkkr priwc (liwounK 
prfMivyion tcccnilx. urn) you c«n bOSofTifyou purvĥsu: iijuJ rmw The ovKsilc seller •ho iclls you thAi the pricc Jiscoums profnoitoii ol ii“> 
coal ina> be withdnwn in several diys. 

»JMo下供* ！SK-ViriitnTmn • s t 菊 外 《 • »现丨&©：外食^̂ ««和八«)̂ 11；很样歡 . mu-^i 
激〒、丨丑數外ft的tt«R幼元•�1場》»人目》折». i i l l ) : 外 e S i S i E f t J t L f j 打 折 促 斯 . 现 明 財 ^ ^ 人 曰 

！!••所 sr _ i8w5iinw« •可�ys 軟外赶现不 rm 了. 

Plrow SBSwer tbc foUowtitt qurvtiofu based om your fretiogt »ftfr ikt ftccnario exprr̂Dce<PlcMe tki your •niwvO 
通 窗 的 a 法 s a 答 如 下 的 答 实 ） ： 

1. 1 rhmi Ihc divowmlod pckx of ihb coai is incxpcn\ivc: 

Vco Disagra: 1 2 3 4 5 6 7 Vcn Agirec 

2. The 出sammal pricc ofrhw coal tt: 
Very Unac«pUhJc 1 2 3 - 1 5 6 7 Vcn AcccfHablc 

3 \ht% coiK h vcT> muth lilicly � 

Of vtrj mochpoof qualii) 1 3 J 4 3 6 7 Of ven much goad quail：) 

( If I purcliBic ihw cofti uiHkr Ihc tmlicaccO peicc JiscoonL I w ill uui be «b>c to purchase suine other _KoUuct�I wuulj like to purchase now： 

Oiupoc I 2 3 4 5 6 7 Vci> Agree 

5 If I purchase ihb coal untW Ihc indicnicd pricr dwcounu I w. ill havr it, retJucc Ihc wnouni of mooc> I will spend im ulhcr (hin̂s for jwUWc 

Very Difiigrcc 1 2 3 4 5 6 7 Vct> Agree 
6 niis. cool »; 

， Vco poor value for mono 1 2 3 4 5 6 7 Vco fWHxl、ahu* fm immr> 

7. Al Ihc diwoumcd price show ihis coai w: 

Voy UoooonomicAl I 2 3 4 5 h 7 Vcn rxonomicd 
R I lUinl pua-having this coai b i good buy: 

Smingl-v Dhurcc > 2 3 4 5 6 7 Suongl) Ajucc 

y. I Of mc, u> purch«M thj» coat b. 
lUrroful 1 2 3 ^ 5 6 7 Ucncficiat 

L'npltasani I 2 4 5 6 7 PlciLtant 
Bod J 2 J 4 5 6 7 GcH>d 

ln»rahiat>Jc 1 2 3 4 5 6 7 Valuable 
UîJoyftil 1 2 3 4 5 6 7 Joyful 

• 10 If 1 diJn't puTchJttc IhK coaf under the pricc discount proiiioikMi oi this (imc, I wouW fori�cjsna: 
Slroo扑 Oiugrve 1 2 3 4 5 6 7 Siron^K Agree 

11 If J dldn�pcirdiuft.* Ihb ctMrt imdcr the pricc discount pronHRiaii m Uib lime. I wuuk) feel upset: 
Stwmgl) Dhttgrcc 1 2 3 4 5 6 7 Sinx»̂> Agree 

12 I micnU lo pttrduisc thhcon： 
Slron^ylHtt料 1 2 3 4 5 6 7 SlTonpl> Agree 

13 I phn Uf purdwsc this co«i: 
Slroftfh Dtsnrcc 1 2 3 4 5 6 7 Scmrtt̂ly Agree 

N. I will uy to purduue ciwi 
Siroiigly Dbn^roc 彳 2 3 4 5 6 7 Slronpi) Aprcc 

IV IV pfioc drwouM jMovUW 10 piXMnok thu cool is \cf> liî i 
Sironjly Disagfcc 1 2 3 4 5 6 7 SiroftRlv Aiirrc 

Your rMfwifr： flMtk Ocmiie Your Age LPO-29 DJO-SS n4CM9 G50-沾 
Yuur Manhly Rcvcnoc: • bolm V3000 OYaOOl 6000 •YOOOl-'KKK) 霞-JZOOO [jAbove ¥12001 
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ScraarM 

饥如仰adepartmcni «犹 You find ou. uco« thai you v«> much like wi丨h to |丨《 .naicri.lv,山c 抓d 
^ Ik 岭 t h i a the namg p,icr of this cut « RMB m> Ihc 阶 site seller icIIn vckj that (hiv ...Klcr pricc <l,«ou..u 

湘 nxcniy. you l«i save you ju« n.m Uc on-sllc seller «!«> Udls >‘,u .ha, U.C pr.cc J丨、卿pr,咖… 
nwj he wishdmuii in wvcml days .. 

—»«如下fs»: is9f , se中丁一 丨1•̂卜 15. • 位rw i 
»斤欢外费的残480 nl-項W供t§人Hilh诉恋.viU).外£:i5i5正idt行打fffffiw . mo-mmm > «丨sm 
糊您‘aKwmwa . 外弃就不打折了 - , 

彻 Wlowtag qv̂ on. b,itH on ,o»r ftcUng. ,ft«- ibr 術"•rio e>perirnr,<Ptc«.« lick 
情，後 如 FinjM (講幻的s：案 >: 

I I ihinl. the litVinmlcd price of lliU coat i« inexpensive: 

Vct> Hi«pr« I 2 J 4 5 6 7 Very Artcc 

2. 1 III- iliMXKmicd pricc of this ccal is: 

Very Vn^ccpuMc > 2 3 ^ 5 6 7 Very Acccpuhic 

3. Thb coat is very much likely! 

Ofvoy 瞭 ' 2 1 - 1 5 6 7 Of much ,,kk) ..uolay 

» Ifl ihli under ihc IndicictJ prior discoonu I «.lt mM be oblc .o pûhasc oihcr products I lik. >.. 
Wf> D,s«|{rcc I 2 3 4 S 6 7 Vc�Af.rvc 

5 If I 阿ch仪 ihb unJcr ihc M.caM pricc dî rouni. I will have («. rciucc .l.c ._ni of.mmc, I » ltl v=nd 训 山iî j�for .while 
Very Disagree 1 2 3 4 5 6 7 Apcc 

^ Thb coal is： 
VciyiKK̂ v̂ luvformcmc, ' 2 3 5 6 7 Von p-nxJ v.luc fo, nmno 

•• f "<• Al the discoumetl prk-c shown this coal is: 

Very Uneconomic! 1 2 1 ( 5 6 7 Vcn l ^ m ^ M u A 

8. I ihink purctci&iit|' (his com it» ̂ ood bu》,： 

»l«.jtl> Dl«grtc 1 2 3 4 5 6 7 Stronplv Aen:c 
9 I'of nic, to purdiasc ihb coaf b: 

" — I > 2 J ^ 5 6 7 llcncflcml 
linpt««ni 1 2 3 4 5 6 7 

丨 < •! 5 6 7 (KhhI 

In%»lu«b«c I 2 ' 1 5 6 7 
Unioyftil 1 2 3 4 5 6 7 J«”r,,| 

10. in d p u r c h a s e IhK cvm under ihc pricc di»co«inl proim.».w >1 thb lime. I u.mild feel rvyM： 

Suo,ishDbmffce 1 2 3 4 5 6 7 Stn«,ply Agree 
II in didn t fMiichase (hit coal under the prkc distoum pionwiion ai this ilmc. I would f«l upset 

Siro..gl,Di«prcc 1 2 3 4 5 6 7 SffoopI) Ap^cc 

12 1 iiiiend lu purchiuc this cooi: 

.S«mogl> ' 3 3 4 5 6 7 <ftnH»Kl.�Ajircc 
n. I pfcm Ui'purchase this coat: 

S<rooglvni«p« I 2 ; 4 5 6 7 SucMipb Ajjicc 

1 I uilt try purchax Uib coal 

Smmglv > 2 3 4 5 6 7 .Sir,.n5l> A^rcc 

Tin' Pficc (lUciHint proviJed ip pnnŵc this i> »cn l"v‘l‘ . 
Sitonjt»yO.«pr<w » 2 3 4 5 6 7 Stron̂ ls Ag.cc 

Y<r‘ir Oikkrr LJM«le ClcmaJc Ymr 八gc ĈO-1'9 00 39 �MDHy (J50-.Sy 
YiwMonlhiN Rexenw: Q Bclw yrWOO C^3001-(i00t> 1 Y«.t>01 W W ：)¥900| 12000 CA'^ovr YlC'COl 

f 
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Appendix E: Questionnaire in the Study of Chapter 6 

Scinxrio 1 
狄 thnx: yoD are in a dcpaitmcfii More. find ou a coal thai you very nmdi like uiUi tc^iiis ii> the nuiîTwlv, ibc 

design ar>a Ibc bmmi. The pricc Ug tndicales Ch4J Ihc listing pricc ofthHcuiUli RMB 4R0. The on-satc seller icJK vuu iliai ihr̂  uwrt “ under 
pricc divroums pfomoiion rccmxiy. widytMj can save 50% ofT if you purchaic ii jus niw. The orv-Mic ！vdkr aliio tclU you Uiaj 0>crc wr loi 

(0 go hcHirc Ihc dctidlinf of llie prioc Uivcouni promoiion of Ihii cool You find Ihii this coju bnmd�cry rwrlv cwwiucts a pncc 
diicxruni proinoliim. 

RfflftTFWR : it百ttfffifSM伤.2：石屮：T —作外 g ’ 3现iA欲外frfllW地WitttJJJlT.fH . .y.-'̂ '̂lftyCRrirj 
丨如/r:i4Sr外ft們480 元• 代 Kti Î iffffi , iSft外g«fti!iiEflr_»rit�W®m WHIT ly/r 't̂ pf.nil Ifn 50% 

丨明计f拆s • a軟外祈時wswRft i«；；；.卜天丨-mia欽外sa不打祈r • ^f.ti 
品麻«行打桁促供• 

PIm« (hi followiii quMiioin biucd on your fertincs tbc scenario iipriitn((<PI«mic Ikk your inswer) 
wwttfWMttt憤景an實的想法0答如下WH ( 案 > ： 

I. I low )lUly I would [Hirchtic cuac 
\ay Unlikely I 2 3 4 J 6 7 Vco l.il.cl) 

- If I didn'l purchase Ihli com uixicr pricc Jlscuunl (uiiiiuKion ihis lime. I would l«l regret 
SlronjlY Diwgrvc 1 2 3 < 5 h 7 Slnwgh Ajirrt 

3. For me, U> purchsuc ilii» cpiU is: 

Harmful 1 2 3 4 5 6 7 Bcncficul 
Unplcasonl I 2 3 - 1 ) 6 7 Pfcasaiu 

»i«J I 2 ? I ? 6 7 CxKkl 
4 Iltc tfcijiicnc) vl pricc diwounl prinnolion far Ihi�cvvii h-jinl is: 

Low I 2 3 4 5 b 7 Vcn llijih 
5. Tlw: lime Icfi for dwcoum promolion oflhis cuul is a)>uajAiii: 

SjTonpl，1 2 3 4 3 6 7 Strangl) 
(i Hiis Mxnxio niuitily iningucs mc to conndcr how much I would »vc in purchase Uiit coal bi Uiis iimc: 

Sin响 Diwpcc I 2 3 4 J 6 7 SuxHigly Agirc 

T .lhi» Kcnork) msinly iiuriijuci mc to coosiJcr I would tnks a good purdwic opponunliy If I didn't punluM Oil、co«i at lim imx. ’ 
Sirongly ni^agrcc 1 2 3 4 5 6 7 Strongly Agfvc 

Voor brrMler: LJMale L>cmnJe lour Ajjc; L ."-JO D«>. W r>»0. 4S 1,50 W , 

i.oui. i-stH'i iwiCC »if showing binndcc dull, ut iJf,Mrlu«-iilnl slon-s in:[.物Ko rilirtosiu.aj l_J ,,mj..„l 

Tliiiikv for rour aji.tver! 

> 
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Sccnariu 2 
, lm»*i«e that: ypu mc shnfipini： In • dqwnmeni ai.rc V«u fJwJ ou! • cnat Out ̂  va\ much like wiili retaribi •(, .he innicriaK. the 

hikI Ihc hnuid Htc price lag Indicutcs that »hc liaiiiK jwtce of this cmh U RMB 4*0. m- iw-w«c seller tells > wi thai ihit ctat U miUei ' 
； •麵 prmnrtuw recenll)', ujkI you can save JOS. oll'll yoo purchMC ll Just row. Tlie <mi-m1c teller mIm> i.IK you ihti ihcrc trc ten 

10 ee before the dciuninc of (lie prJce dixctnjnl pnwmiimn «>f this coaL You flwl that itiLs creu hnuiU \cr> fiw)ucjrtly iividiKti t> jvicc 
<li>couiu fwomaiion. 

G： sawn 下情�: &30—家百 iwiŝ iwi 物 . 中 丫 一 件外�. »?121»外《_ 地 歡 • . 

丨I 明丨《«丨与人0卿5{!«|»{1&,；5»外1!>7丨丨则剛？1边好；丨̂):̂ 十̂天以後î l»；外n‘就不mfn•,s丨:mrt.pml̂ l•KW1啡辦̂!v:K刊 
iJi«取 KfliWillanir丨 ‘ 

rir»« KiMWTr tht (all*«rjiic quntlont baMd oa vtMir heHnxt nfttr Ihc fccnario t>prrkiicc<neatc tick your nn̂ Vfrr) 

‘rtK據尔《«»情景後a實的想法EH答如下WM (M^jS^ink) •• 

I. Mow likely I wuld pufchKw thb* com： . 

Very Unlikely I 2 3 4 5 6 7 Vay lJid> 
2- If I dldn'i jnirdwv: Ihls cuai intde prit* ilinc<%uiil ptvKiuMioii Uil» time. I vhuM feel rtpjci； , 

Slronul) (Jisagn* I 2 J 4 $ f, 7 Wongiy A{ircc 
> i- nw. 10 purcteM： thisctou is： 

‘ Mwinftil » 2 3 -1 5 <1 7 UcncHcial 
Uii(>»eajaiU 1 2 3 4 5 6 7 l.lcnsam 

t 2 J 4 5 6 7 (iood 
4. The rrctiumcy ofpncc tl'iKtnini promotion fo» Utl.v brand i«: 

� Vtffy Uu 1 2 3 4 5 6 7 Vcr> lli(J< ’ 
�. The liinc (crt for dlwoutu pninioilon of ihK eoal h ahiimtun 

Slnrtngly Disagree I 2 J 4 i 6 7 SuunglyAprw 
(>.• Thw Kcnwio mainly inMinua mc to conskla how mudi I wouM save if I pure»i«sc iM:. owl m thk litiic： 

Slmnply I. 2 1 A .1 6 , 7 Suonpl.v Apw 
7. Iliiv joniario main»>'Intrifiuca mc lo conikicr I xvoulJ (nix* a g<M><l purchase opportwity in ilWn'l ixirchnsv this cwl at this tim«: 

SmBiFb'⑶ wgiw I 2 3 4 5 6 7 StrofijJ) Agtrc 

t 

Vour Owukir: GMafc ĈonaJc VimtAgc. DM-SS CJM 39 ；>«0 
J. twir p*î ri«»f<- o.' -iKiiH'iiiK brwiikitl cinvh ul ocfkiruwnul stdrcs U; [Jiraib�i, L IHrc.îuxi.M ； .K",i;i="‘i 
！' .• Vi '；,' I . 
靜....丨.....-. 

Tlianks for your wifiwrr! � 
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