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TABLE 4-9

CORRELATIONS AMONG THE DEPENDENT VARIABLES 
CONSISTENCY STUDY: NONSTUDENTS

Discount 
I Expectancy 

Variables

Average
Percent

Minimum
Percent

Maximum I 
Percent I

Average
Percent

1

Minimum
Percent

.725* 1

Maximum
Percent

.600* .379* 1

Consumer
Perception
Variables

Perception 
of Savings

Value of 
the Deal

Attitude 
toward the 

Deal

Search
Intentions

Shopping
Intentions

Perception 
of Savings

1

Value of 
the Deal

.742* 1

Attitude 
toward the 
Deal

.615* .761* 1

Search
Intentions

-.330* -.354* -.095 1

Shopping
Intentions

.703* .711" .765* -.083 1

indicates significance at .01

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.



Reproduced 
with 

perm
ission 

of the 
copyright 

ow
ner. 

Further 
reproduction 

prohibited 
w

ithout perm
ission.

TABLE 4-10

THE EFFECTS OF TENSILE PRICE CLAIM AND CONSISTENCY OF RETAILER DISCOUNTING 
BEHAVIOR ON DISCOUNT EXPECTANCIES AND CONSUMER PERCEPTIONS FOR NONSTUDENTS

MANOVA UNIVARIATE F-values

Source Wilks’
lambda

F-values
(sign.)

df Minimum
Percent
Discount

Average
Percent
Discount

Maximum j
Percent
Discount

Main Effects

Consistency (C) .985 .548
(.651)

1 .268
(.605)
nz=.002

.000
(.999)
nz=.000

1.03
(.312)
nz=.005

Discount Level (D) .504 15.14
(.000)

2 6.68
(.002)
nz=.106

13.21
(.000)
nz=.190

53.26
(.000) I
nz=.482 |

Interactions

C x D .969 .594
(.735)

2 .695
(.501)
nz=.011

.326
(.723)
nz=.005

.239 I
(.788)
nz=.002

Residual
1 ^ S B = g ^ B = S S S S S S = a a ^ S B g
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MANOVA UNIVARIATE F-values

SOURCE Wilks’
lambda

F-value
(sign.)

df Perception 
of Savings

Value of 
the Deal

Attitude 
toward the 
Deal

Search
Intention

Shopping
Intentions

Main Effects

Consistency (C) .99 .168
(.974)

1 .1498
(.700)
n2=.001

.03
(.861)
n2=.000

.069
(.794)
n2=.000

.00009
(.993)
n2=.000

.018
(.893)
n2=.000

Discount Level (D) .595 5.63
(.000)

2 26.06
(.000)
n2=.338

6.44
(.002)
n2=.114

2.42
(.094)
n2=.045

4.16
(.018)
n2=.076

5.12
(.008)
n2:=.087

Interactions

C x D .93 .75
(.674)

2 .702
(.498)
n2=.009

.1099
(.896)
n2=.002

.175
(.840)
nz=.003

.1695
(.844)
n2=.003

1.44 
(.242) 
n2 ==.026

Residual 99

105
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CONTRASTS FOR DISCOUNT EXPECTANCIES OF DISCOUNT LEVELS 
CONSISTENCY STUDY: NONSTUDENTS
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Instead, the pattern of the means appears to support hypothesis 1b. 1-8 which 

indicate that the exaggerated tensile price claim should result in the (a) highest 

discount expectations, (b) highest price perceptions, (c) lowest search 

intentions, and (d) highest shopping intentions. Specifically, the mean values 

for the maximum and average percentage discounts were highest for the 

exaggerated tensile price claim followed by high-plausible and low-plausible 

claims (See TABLE 4-11). The means for the minimum percentage discount 

were significantly different between the low-plausible and high-plausible tensile 

price claims (t= .2.42; p< .02), but they were not significantly different 

between the high-plausible and exaggerated tensile price claims (t= 1.17; p< 

.25). The mean for the minimum percentage discount was also significantly 

lower for the low-plausible compared to the exaggerated tensile price claim 

(t= 3.64; p< .000). As illustrated in TABLE 4-11, while the means for 

minimum percentage discount are not significantly different between the high- 

plausible and exaggerated levels of tensile price claims, they do follow the 

pattern proposed in hypothesis 1b with the exaggerated tensile price claim 

having the greatest effect followed by the high-plausible tensile price claim and 

the low-plausible tensile price claim.

The pattern of the means for the price perception variables indicates proper 

directionality across the three tensile price conditions (see FIGURE 4-4 and 

TABLE 4-11). Additionally, except for attitude toward the deal, the 

exaggerated and high-plausible tensile prices resulted in significantly higher

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
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TABLE 4-11

CONSISTENCY STUDY: NONSTUDENTS 
MEANS AND UNIVARIATE CONTRASTS AMONG DISCOUNT LEVELS FOR DEPENDENT VARIABLES

Dependent Variables
Discount Level Mean T-value for Contrasts

Low
Plausible

High
Plausible

Exaggerated Exaggerated vs 
Low Plausible

Low Plausible vs 
High Plausible

High Plausible vs 
Exaggerated

Maximum Percentage 22.85 40.64 65.13 10.349 4.327 5.920
Discount (.000) (.000) (.000)

Average Percentage 13.10 22.37 28.25 5.176 3.125 1.971
Discount (.000) (.002) (.051)

Minimum Percentage 5.71 11.29 14.00 3.644 2.421 1.169
Discount (.000) (.017) (.245)

Perception of Savings 9.07 13.43 14.98 6.985 5.151 1.823
(.000) (.000) (.071)

Perception of Value of 14.98 17.03 18.26 3.522 2.214 1.307
the Deal (.001) (.029) (.194)

Attitude toward the 10.59 11.91 13.18 2.385 1.233 1.119
Deal (.019) (.220) (.266)

Intentions to Search 18.26 16.35 16.62 -1.958 -2.251 .317
(.053) (.026) (.752)

Shopping Intentions 11.33 14.05 14.10 2.665 2.589 .043 I
(.009) (.011) (.966) |
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Gower for search intentions) means than the low-plausible condition. Again, 

based on these findings and the explanation provided by Licata, Biswas and 

Krishnan (1996), strong support was found for H1b.1-6 and H1b.8.

As stated previously, hypothesis 2 dealt with the consistency of the 

discounting behavior by the retailer. As shown in TABLE 4-10, the results 

indicate that there were no main effects of consistency on discount 

expectancies (Wilks’ lambda = .985; F = .548; p = .651) and consumer 

perceptions (Wilks’ lambda = .99; F = .168; p = .974). Thus, hypothesis 2a 

was not supported.

Hypotheses 2b and 2c proposed interactions between the consistency 

of discounting behavior and the discount level in the advertisement based on 

alternative theories of how varying tensile price claims are likely to effect 

consumers’ price perceptions. No interaction effects were found for the 

discount expectancies (Wilks' lambda = .969; F = .594; p = .735) or the 

consumer perception variables (Wilks’ lambda = .93; F = .75; p = .674).

Thus neither hypotheses 2b nor 2c was supported.

Again, additional analysis was conducted to determine if the main effect 

of consistency or the proposed interaction effects may be found by weeding 

out respondents who did not perceive the manipulation of consistency as 

intended. Thus, using the third manipulation check question, all respondents 

who did not accurately report the number of times the merchant advertised 

winter coats on sale in the previous eight weeks were eliminated from the

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
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analysis. Both MANOVAs were re-run to examine if the level of consistency 

had any effect on consumer perception variables and discount expectancies. 

The results still indicated that the level of consistency had no significant effect 

on either discount expectancies or consumer perceptions (Wilks’ lambda = 

.97; F= .84; p< .48; and Wilks’ lambda = .97; F= .4.2; p< .81, respectively). 

Likewise, no interaction effects were found for either discount expectancies or 

consumer perception variables (Wilks’ lambda = .94; F = .91; p = .49; and, 

Wilks’ lambda = .89; F=.89; p< .54, respectively).

Sale-rationale Experiments 

Experiment 1 (Student Samolel

Study Design and Procedure. This study utilized a 3 (levels of tensile 

price claims - low-plausible, high-plausible, and exaggerated) X 3(types of 

sale-rationale - product, merchant, no sale-rationale) between group 

experimental design. The levels of tensile price claims used in the sale- 

rationale experiments were determined by pretesting and were the same as in 

the consistency studies: low-plausible = Save up to 20%; high-plausible = 

Save up to 50%; and exaggerated = Save up to 80%.

The types of sale-rationale were manipulated within the advertisements 

seen by the respondents. These rationales were determined through 

pretesting. Specifically, one group of respondents was exposed to the 

merchant oriented sale-rationale "Grand Opening Week! It’s an Open House 

Sale. Stop by and visit our new store and SAVE!". A second group of

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
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respondents was exposed to the product oriented sale-rationale 'Introductory 

Sale! introducing our new merchandise at a Savings to Youl". A final group 

was given an advertisement without a sale-rationale.

The experiment was conducted in a manner similar to the consistency 

study. The cover story, the appropriate advertisement, and a questionnaire 

were provided to students attending marketing classes at Louisiana State 

University. The respondents were asked to carefully read the instructions and 

other materials and then answer all questions on the questionnaire. The 

students were given extra credit points for their participation in this experiment.

Sample. The sample consisted of 225 students enrolled in marketing 

classes at Louisiana State University. Of the total respondents, 131 were male 

and 94 were female. Approximately 92% of the respondents (206) were in the 

18-24 age group and approximately 6% of the respondents (14) were in the 

25-34 age group. The remaining respondents (5) were in the 35-44 age 

group. No student respondent was over 44 years of age.

The income of the majority of the respondents (57%) was under 

$30,000 as would be expected from a student sample. The income 

breakdown was as follows: Under $10,000 = 70 respondents; $10,000- 

$19,999 = 41 respondents; $20,000-$29,999 = 17 respondents; $30,000- 

$39,000 = 12 respondents; $40,000-$49,999 = 8 respondents; $50,000- 

$59,999 = 14 respondents; and, over $60,000 = 63 respondents.

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.



113

Distribution of the participants across the experimental cells is 

presented in TABLE 4-12. As indicated in TABLE 4-12, 26 respondents were 

given the product sale-rationale, low-plausible manipulation; 20 respondents 

were given the product sale-rationale, high-plausible manipulation; and, 27 

respondents were given the product sale-rationale, exaggerated manipulation; 

21 respondents were given the merchant sale-rationale, low-plausible 

manipulation; 21 respondents were given the merchant sale-rationale, high- 

plausible manipulation; and, 27 respondents were given the merchant sale- 

rationale, exaggerated manipulation; 23 respondents were given the no sale- 

rationale, low-plausible manipulation; 24 respondents were given the no sale- 

rationale, high-plausible manipulation; and, 23 respondents were given the no 

sale-rationale, exaggerated manipulation. (These numbers total 212. Because 

of missing data, some questionnaires were excluded from the study).

Manipulation Checks. A two item manipulation check measure was 

included in the questionnaire for the consistency manipulation. However, 

upon first administration, it was evident that the items were somewhat unclear 

to the respondents. Therefore, another measure was included in the 

subsequent questionnaires to check the manipulation of sale-rationale. The 

new item was a forced choice question in which the respondents were asked 

"What is the reason for the winter coat sale (check one): (a) New 

merchandise is being introduced, (b) The merchant is starting a new business, 

or, (c) No reason is offered in the ad.

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
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TABLE 4-12
BREAKDOWN OF THE SALE-RATIONALE STUDENT SAMPLE 

BY MANIPULATION RECEIVED

Manipulations
Product

Sale-Rationale
Merchant

Sale-Rationale
No

Sale-Rationale

Low-plausible 26 21 _  23

High-plausible 20 21 24

Exaggerated 27 27 23

In determining if the sale-rationale manipulation was perceived by the 

sample as intended, cross tabulation and chi-square analyses were performed. 

In cross tabulation the largest numbers were expected on the diagonal 

indicating that the majority of the respondents perceived the sale-rationale as 

intended. Likewise, the chi-square analysis was expected to indicate 

significant differences between the cells in the cross tabulation. As is evident 

in TABLE 4-13, it appears that the respondents did perceive the sale-rationales 

as intended with 85% of the respondents receiving the product sale-rationale 

responding correctly, 78% of the respondents receiving the merchant sale- 

rationale responding correctly, and 78% of the respondents receiving the no 

sale-rationale manipulation responding correctly. Also, the chi-square was 

significant (chi-square = 184.96; df = 4; p = .000). Therefore, the sale- 

rationale manipulation was perceived by the respondents as intended.

The level of tensile price claim was checked in the same manner as it 

was for the consistency studies. To assess if the level of tensile price claim 

was perceived by the respondents as proposed, the mean levels for the

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
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TABLE 4-13

CROSS TABULATION RESULTS OF SALE-RATIONALE MANIPULATION:
STUDENT SAMPLE

Sale-Rationale
Product
Sale-Rationale
Response

Merchant
Sale-Rationale

Response

No
Sale-Rationale

Response

Product Sale-Rationale 
Manipulation

52 2 7

Merchant Sale-Rationale 
Manipulation

2 40 9

No Sale-Rationale 
Manipulation

12 2 50

♦These numbers total to 17(3 respondents because of the exclusion of the first
few respondents who received the other manipulation check, 

sample’s responses to each of the two questions asked in the questionnaire 

("What is the highest flowesti percentage discount you would normally expect 

to see advertised for winter coats?") were examined. The mean for the lowest 

percentage discount expected was 12.44% which was slightly lower than the 

manipulation for the low-plausible tensile price claim which was 20%. The 

mean for the highest percentage discount expected was 47.71%, very close to 

the manipulation for the high-plausible tensile price claim at 50%. Finally, 

approximately 95.6% of the respondents had indicated that a 75% price 

reduction was the highest they would normally expect to see on winter coats. 

Based on this analysis, it was concluded that the manipulations for level of 

tensile price discount were perceived by the respondents as expected.

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.



Reliability Analysis. The reliability of each of the dependent variable 

scales used in this study was first examined. The results are summarized in 

the third column of TABLE 4-3. The dependent variable of perception of 

savings which consisted of three items had a coefficient alpha of .70. The 

dependent measure of value of the deal consisted of four items and had a 

coefficient alpha of .81. The dependent variable of attitude toward the deal 

consisted of three items with a coefficient alpha of .93. The dependent 

measure of intentions to search consisted of three items with a coefficient 

alpha of .83. Finally, the dependent variable of shopping intentions consisted 

of three items with a coefficient alpha of .89. Hence, all of the reliabilities were 

considered adequate.

Hypotheses Tests. The first two hypotheses (H1a and H1b) were the 

same as those in the consistency study dealing with alternative explanations of 

how tensile price claims are likely to effect consumers’ discount expectancies 

and price perception variables. H 1a. 1-8 and H 1b. 1-8 were examined by 

performing two separate MANOVAs and contrasts between treatment groups 

where applicable. The first MANOVA included the dependent variables relating 

to discount expectancies (expected maximum, average, and minimum 

percentage price reductions). Correlations among these variables are 

reported in TABLE 4-14. The second MANOVA included the dependent 

variables relating to consumer perceptions (perceptions of savings, 

perceptions of value of the deal, attitude toward the deal, search intentions,

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
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TABLE 4-14

CORRELATIONS AMONG THE DEPENDENT VARIABLES 
SALE-RATIONALE STUDY: STUDENTS

Discount
Expectancy
Variables

Average
Percent

Minimum
Percent

Maximum
Percent

Average
Percent

1

Minimum
Percent

.663* 1

Maximum
Percent

.735* .397* 1

Consumer
Perception
Variables

Perception 
of Savings

Value of 
the Deal

Attitude 
toward the 

Deal

Search
Intentions

Shopping
Intentions

Perception 
of Savings

1

Value of 
the Deal

.660* 1

Attitude 
toward the 
Deal

.500* .674* 1

Search
Intentions

-.260* -.224* -.140** 1

Shopping
Intentions

.445* .471* .557* -.094 1

indicates significance at .01
"indicates significance at .05

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
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and shopping intentions). Correlations among the consumer perception 

variables are aiso reported in TABLE 4-14.

As shown in TABLE 4-15, the results of the MANOVAs indicate that the 

main effects of discount levels on discount expectancies (Wilks' lambda =

.186; F = 93.62; p = .000) and consumer perceptions (Wilks' lambda = .665; 

F = 9.00; p = .000) are significant Contrasts were preformed to examine the 

nature of the main effects. As shown in TABLE 4-16 and FIGURES 4-5 and 4- 

6, the pattern of the means does not indicate the inverted U relationship as 

predicted by hypothesis 1a. Therefore, hypotheses 1a. 1-8 which indicate that 

the high-plausible claim should result in the (a) highest discount expectations, 

(b) highest price perceptions, (c) lowest search intentions, and (d) highest 

shopping intentions are not supported. Instead, the means appear to follow 

the pattern proposed by hypotheses 1b. 1-8 which state that the exaggerated 

tensile price claim should result in the (a) highest discount expectations, (b) 

highest price perceptions, (c) lowest search intentions, and (d) highest 

shopping intentions.

Specifically, consistent with Hypothesis 1b, the mean values for the 

maximum, average, and minimum percentage discounts were highest for the 

exaggerated tensile price claim followed by high-plausible and low-plausible 

claims and the differences were significant (see TABLE 4-16). As indicated in 

the left-hand section of TABLE 4-16, with the exception of attitude toward the 

deal, the mean values for the consumers' price perception variables were

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
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TABLE 4-15

THE EFFECTS OF TENSILE PRICE CLAIM AND SALE-RATIONALE OF RETAILER 
ADVERTISEMENTS ON DISCOUNT EXPECTANCIES AND CONSUMER PERCEPTIONS FOR STUDENTS

MANOVA UNIVARIATE F-values

Source Wilks’
lambda

F-values
(sign.)

df Minimum
Percent
Discount

Average
Percent
Discount

Maximum
Percent
Discount

Main Effects

Sale-rationale (S) .979 .755
(.606)

2 1.45
(.237)
n2=.019

1.41
(.247)
n2=.010

.712
(.492)
n2=.002

Discount Level (D) .186 93.62
(.000)

2 15.74 
(.000) 
n? = .092

93.98
(.000)
na=.467

464.88
(.000)
n2=.806

Interactions

S x D .926 1.39
(.167)

4 1.02 
(.398) 
n2 = .018

1.198
(.313)
n2=.014

2.57
(.039) 1 
n2=.013

| Residual 215

(table con’d.)
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MANOVA UNIVARIATE F-values

SOURCE Wilks’
lambda

F-value
(sign.)

df Perception 
of Savings

Value of 
the Deal

Attitude 
toward the 
Deal

Search
Intention

Shopping
Intentions

Main Effects

Sale-rationale (S) .922 1.65
(.089)

2 5.08
(.007)
n2=.037

6.12 
(.003) 
n2 = .053

3.85
(.023)
n2=.038

.87
(.421)
n2=.007

2.25
(.108)
nz=.022

Discount Level (D) .665 9.00
(.000)

2 33.83
(.000)
nz=.236

11.09
(.000)
n2=.090

.59
(.554)
nz=.005

8.07
(.000)
n2=.070

2.59
(.077)
nz==.022

Interactions

S x D .902 1.05
(.404)

4 1.044
(.389)
n2=.014

.876
(.479)
n2=.014

1.32
(.264)
nz=.024

1.197
(.313)
nz=.021

.624 
(.646) 
n2== .012

Residual 203

120
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TABLE 4-16

SALE-RATIONALE STUDY: STUDENTS 
MEANS AND UNIVARIATE CONTRASTS AMONG DISCOUNT LEVELS FOR DEPENDENT VARIABLES

Dependent Variables
Discount Level Mean T-value for Contrasts

Low
Plausible

High
Plausible

Exaggerated Exaggerated vs 
Low Plausible

Low Plausible vs 
High Plausible

High Plausible vs 
Exaggerated

Maximum Percentage 21.13 47.96 73.18 30.153 15.335 14.512
Discount (.000) (.000) (.000)

Average Percentage 12.19 23.31 34.94 13.646 6.559 6.904
Discount (.000) (.000) (.000)

Minimum Percentage 6.41 9.90 13.31 5.520 2.756 2.708
Discount (.000) (.006) (.007)

Perception of Savings 10.93 13.89 15.23 8.222 5.579 2.551
(.000) (.000) (.011)

Perception of Value of 17.49 19.28 20.40 4.614 2.800 1.747 I
the Deal (.000) (.006) (.082) |

Attitude toward the 13.49 14.07 14.01 .825 .912 -.088
Deal (.410) (.363) (.930)

Intentions to Search 17.85 16.51 15.26 -4.092 -2.096 -1.954
(.000) (.037) (.052)

Shopping Intentions 14.72 15.27 15.95 2.090 .930 1.139 I
(.038) (.353) (-256) |
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highest (lowest for search intentions) for the exaggerated tensile claims

followed by the high-plausible and low-plausible claims. In particular, the

exaggerated and high-plausible claims consistently resulted in higher

perceptions (lower search intentions) than the low plausible claim.

Additionally, the exaggerated tensile claim resulted in significantly higher

perceptions of savings, value of the deal and, lower intentions to search than

the high-plausible tensile claim. Based on these findings and in view of the

explanation offered by Licata, Biswas and Krishnan (1996), strong support was

found for the anchoring and adjustment framework and H1b.1-5 and H1b.7

and some support for H1b.8.

Hypothesis 3 dealt with the main effects of sale-rationale in

advertisement on discount expectations and consumers’ price perception

variables. Specifically, it stated that:

H3a:An advertisement with a sale-rationale aimed at reducing negative 
product attributions or enhancing positive merchant attributions 
compared with an advertisement with no sale-rationale will result in:

H3a.1 Higher expected maximum percentage price reduction;
H3a.2 Higher expected percentage price reduction;
H3a.3 Higher expected minimum percentage price reduction;
H3a.4 Higher perceptions of savings;
H3a.5 Higher perceptions of value of the deal;
H3a.6 Higher attitude toward the deal;
H3a.7 Lower search intentions; and
H3a.8 Higher shopping intentions.

Two MANOVAs were computed to determine if there were differences in 

discount expectancies and consumer perception variables based on the sale- 

rationale contained in the advertisement. As shown in TABLE 4-15, the results
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indicate that sale-rationale had no effect on discount expectancies (Wilks’ 

lambda = .979; F = .755; p = .606) but a marginal effect on price perception 

variables (Wilks’ lambda = .922; F = 1.65; p = .089). Univariate analyses of 

the consumer price perception variables indicate that sale-rationale had a 

significant effect on perception of savings (F= 5.08, p<.007), value of the deal 

(F=6.12, pc.003), and attitude toward the deal (F=3.85, p<.023), but no 

effect on search intentions (F=.87; p<.42) or shopping intentions (F=2.25; 

p<.108).

Contrasts were performed for the consumer perception variables to 

examine the nature of the main effect for sale-rationale. As shown in TABLE 

4-17 and FIGURE 4-7, the results indicate that for the variables perception of 

savings, value of the deal, attitude toward the deal, and shopping intentions, 

some significant differences existed between the sale-rationale manipulations; 

whereas, for search intentions, no differences were found between the sale- 

rationale conditions. It appears that the use of a merchant sale-rationale in the 

advertisement resulted in significantly higher perceptions of savings (t= 2.34, 

p< .02), value of the deal (t= 3.32, p< .00), and attitude toward the deal (t= 

higher perceptions of savings (t= 3.12, p<.00), value of the deal (t= 3.45, p< 

.00), attitude toward the deal (t= 2.13, p< .03) and intentions to shop at the 

merchant’s store (t= 1.67, p< .096) than the use of no-sale rationale. Based 

on these findings, H3a.4-6 and H3a.8 are partially supported.
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