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Consumers’ goal orientation has played a very important role in various aspects of consumer behavior. This research examines the

impact of affect (pleasure and arousal) on perceived service quality and satisfaction in different service contexts in which consumers’

major goal orientation is either task-fulfillment, pleasure-seeking, or arousal-seeking. Results from two studies show that

pleasure/arousal has a direct impact on satisfaction when it is the major consumption motive. Such an effect is mediated by perceived

service quality when pleasure/arousal is not the major consumption motive. Finally, pleasure/arousal has no impact on perceived

service quality and satisfaction when the major consumption motive is task-fulfillment.
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Extended Abstract
The role of affect in consumption experience has attracted substantial research interests in the last two decades (e.g., Erevells 1998;

Mano and Oliver 1993). A general finding from the literature is that affective responses are important consumption outcomes that relate
to satisfaction/dissatisfaction. However, in addition to being just a consumption outcome, affect can also serve as a primitive motive for
consumption as consumers purchase products (e.g., video games) and participate in leisure activities (e.g., theme parks) in order to
experience desired affect (e.g., Hirschman and Holbrook 1982; Holbrook and Hirschman 1982). When the consumption is driven by affect,
consumers usually anticipate that they will experience higher levels of some specific affect (e.g., pleasure, arousal) during the consumption
process. Such goal orientations often play very important roles in consumer behavior. For example, Garbarino and Johnson (2001) have
demonstrated that customers’ goal orientation can determine what information is used in satisfaction evaluation of a live theatre company.
Yet, little is known about how consumers’ goal orientation and affect derived form the service consumption experience together influence
quality and satisfaction evaluations in different service contexts.

Therefore, the objective of this research is to investigate the different impacts of affect (pleasure and arousal) on perceived service
quality and satisfaction in different service contexts in which consumers’ major goal orientation is either task-fulfillment, pleasure-
seeking, or arousal-seeking.

Hedonic services refer to those services that are consumed primarily for affective and sensory experiences (e.g., Hirschman and
Holbrook 1982). Hence, consumers’ major goal orientation in hedonic services is to experience desired affect. Such an affect-seeking goal
orientation can be further classified as primarily pleasure-seeking (e.g., fine dining), primarily arousal-seeking (e.g., nightclub), or both
(e.g., theme park). On the other hand, utilitarian services are those services that are consumed primarily for instrumental and functional
values, e.g., banking. Therefore, consumers’ major goal orientation in utilitarian service contexts is task-fulfillment.

Consumers’ perceived service quality usually results from the comparison of subjective standards with service performance
(Parasuraman, Zaiethaml and Berry 1988). However, satisfaction differs from perceived quality in that it is relative to situational
expectations and involves affective dimensions. As consumers’ major goal orientation in different service contexts determines their
expectation of different levels of affect, affect may have different impacts on perceived quality and satisfaction.

In utilitarian service contexts, quality evaluations are mainly based on the judgment of the functional utilities. Such judgment often
results in pleasant or unpleasant feelings. The valence of affect may influence perceived service quality through the usage of “how-do-
I-feel-it” heuristic (Pham 1998) and/or mood transfer (Bagozzi, Gopinath and Nyer 1999). Given that consumers do not anticipate pleasure
in utilitarian service contexts, pleasure may not impact satisfaction directly. Instead, such unanticipated pleasure is likely to influence
satisfaction through the mediation of perceived service quality. Similarly, consumers do not particularly pursue arousal in pleasure-
seeking hedonic services or pleasure in arousal-seeking hedonic services, such secondary affect may enhance the primary affect and
influence consumers’ service quality perception. Therefore, the effect of such secondary affect on satisfaction is expected to be mediated
by perceived service quality.

On the other hand, when consumers specifically anticipate strong feelings of pleasure in pleasure-seeking hedonic services and
arousal in arousal-seeking hedonic services, such primary affect will have a strong effect on satisfaction even after the effect of perceived
service quality is controlled. In other words, primary affect will have a direct effect on satisfaction.

We have conducted two empirical studies to text our hypotheses. In study 1, we examine the different impacts of affect on service
quality and satisfaction in a hedonic service context in which consumers’ major goal orientation is pleasure-seeking, and a utilitarian
service context in which the major goal orientation is task-fulfillment. In study 2, we examine such relationships in two different hedonic
service contexts in which the goal orientation is primarily arousal-seeking or pleasure-seeking.

In study 1, a pretest was conducted to identify the prototype pleasure-seeking hedonic service and utilitarian service. Participants from
a university in Hong Kong rated that karaoke and banking services were such services that they often patronized. Questionnaires with a
screening question asking participants whether they had patronized karaoke or banking (excluding online banking and ATM) services in
the last one month were given to undergraduate students in Hong Kong. Consistent with our hypotheses, results show that the effect of
pleasure on satisfaction was mediated by perceived service quality in the utilitarian service context in which the major goal orientation
is not pleasure-seeking. As expected, pleasure had a direct effect on satisfaction in the pleasure-seeking hedonic service context; the effect
of arousal on satisfaction was mediated by perceived service quality as arousal-seeking was not the major goal orientation.

Study 2 was designed to test our hypotheses in two different hedonic service contexts in which the major goal orientation is either
arousal-seeking or pleasure-seeking. Two pretests were conducted to identify and confirm such service contexts. In the first pretest,
participants from a U.S. university agreed that nightclubs and fine restaurants represented such service contexts. In the second pretest,
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participants who didn’t participate in the first pretest were asked to rate the extent of different feelings they wanted to experience the last
time they went to a nightclub or a fine restaurant. Results show that participants wanted to experience more arousal than pleasure at
nightclubs, whereas they wanted to experience more pleasure than arousal at fine restaurants. Questionnaires with a screening question
asking whether they had been to a nightclub or a fine restaurant in the last one month were given to undergraduate students in two U.S.
universities. Consistent with the findings of Study 1, the results showed that pleasure had a direct effect on satisfaction in the pleasure-
seeking hedonic service context. As hypothesized, arousal also had a direct effect on satisfaction in the arousal-seeking hedonic service
context.

This research adds to the literature of consumer goal orientation and service consumption experience. It further examines consumers’
pleasure-seeking and arousal-seeking goal orientation in different hedonic service contexts. This research also shows how goal orientation
determines the direct and indirect impact of affect (pleasure and arousal) on satisfaction. Based on the results of the two empirical studies,
we can conclude that the affect that consumers pursue most will have a strong and direct impact on satisfaction; whereas, the impact of
other desirable secondary affect on satisfaction will be mediated by perceived service quality.
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Multidimensional Price Comparison: The Moderating Role of Across Consumers and Across
Firms Price Comparison on Perceived Fairness, Regret, and Satisfaction

Felix Tang, The Chinese University of Hong Kong, China
Jianmin Jia, The Chinese University of Hong Kong, China

Extended Abstract
This study is part of a research project that examines the interaction of dimensions in a transaction space of reference price. Research

on reference price can be aligned into a congruent perspective by using Bolton, Warlop, and Alba’s (2003) four dimensional transaction
space, which postulates that consumers may consider the price of any point along the consumers (i.e., comparing between consumers),
products (i.e., comparing cost and profit), firms (i.e., comparing between competitors), and/or time (comparing across time) dimensions
in a four dimensional transaction space as a reference point. The results of such realignment exercise enlighten an insight, that sparse effort
has been expended to investigate, and clearly separate, both independent and joint influence of multidimensional price comparison on
consumer behavioral variables.

Of the four dimensions, the consumers and firms dimensions are particularly important because comparison across consumers is
related to the concept of fairness and comparison across firms is related to the concept of regret. While both concepts influence consumer
satisfaction, no study has investigated the joint influence of reference price across consumers and across firms on fairness and justice. This
investigation not only contributes to both research on reference price and satisfaction but also links the two streams of research together.
The relative importance of the two concepts on consumer satisfaction in different price comparison situations may be examined. An
equally interesting issue is whether the amount of influence on fairness and regret depends on the direction of price discrepancy; that is,
whether the impact is symmetry or asymmetric.

The purposes of this study are 1) to investigate the independent and joint effects of across consumers and across firms price
comparison on perceived fairness, regret, and consumer satisfaction, and 2) to examine the presence/absence of asymmetric effect of price
inequality on perceived fairness and regret in an experimental setting.

When consumers engage in price comparison, discrepancy in prices across consumers may leads to the issue of fairness (Feinberg,
Krishna, and Zhang 2002). Larger price discrepancy across consumers decreases perception of fairness, leading to lower satisfaction
(Bolton and Lemon 1999). Similarly, when consumers engage in price comparison, discrepancy in prices across firms may leads to the
issue of regret (Inman, Dyer, and Jia 1997). Larger price discrepancy across firms increases perception of regret, leading to lower
satisfaction (Taylor 1997). However, the joint impact of discrepancy in prices across consumers and across firms may not simply be
additive for two reasons.

First, Kahneman, Knetsch, and Thaler’s (1986) principle of dual entitlement suggests that a price increase is perceived to be fair if
the firm’s existing level of profit is the same. When discrepancy occurs across consumers, consumers may attribute the extra income the
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company generates as extra profit, this attribution is more applicable when comparing within firm than across firms because the cost of
offering the same product/service to different consumers should be very similar. Second, Tsiros and Mittal (2000) identified counterfactual
thinking as the underlying cognitive mechanism that stimulates regret. Possibility of counterfactual thinking is reduced when price
discrepancy is within firm than across firms.

Regarding asymmetric effect, the property of loss aversion in Kahneman and Tversky’s (1979) prospect theory implies that the impact
of a loss is larger than the impact of a gain of equal magnitude. The influence of disadvantageous price discrepancy, which is coded as
a “loss”, on consumer perception of fairness and regret is expected to be larger than advantageous price discrepancy, which is coded as
a “gain”.

Previous studies have examined the impact of perceived fairness (Bolton and Lemon 1999) and regret (Tsiros and Mittal 2000) on
satisfaction independently. This study examined their joint impact on satisfaction. It follows that:

H1: The impact of price inequality across consumers on fairness is diminished when such price comparison is also across firms.
H2: The impact of price inequality across consumers on regret is magnified when such price comparison is also across firms.
H3: The effect of disadvantageous price inequality on perceived fairness is larger than the effect of corresponding advantageous

price inequality.
H4: The effect of disadvantageous price inequality on regret is larger than the effect of corresponding advantageous price inequality.
H5: Perceived fairness has a positive influence on satisfaction, and regret has a negative influence on satisfaction.

One hundred and thirty-six undergraduate students in Hong Kong participated in the experiment. The manipulation was scenario-
based, in the context of choosing an internet service provider. Price equality (advantageous vs. disadvantageous vs. control) was
manipulated to be across consumers and/or across firms. Existing scales for perceived fairness, regret, and satisfaction were adopted and
measured. Manipulation checks and suspicion probe were measured. The manipulations were successful and all scale reliability was
satisfactory with alphas above 0.80. Data analysis with ANOVA, regression, and SEM yielded converging results supporting all five
hypotheses.

This study contributes to the reference price literature in four ways. Firstly, it extends Bolton and Lemon’s (1999) antecedents of
payment equity by proposing that consumers not only use their own normative expectation but also another consumer’s outcome as
reference points in judging fairness and satisfaction. Secondly, in response to Bolton et al.’s (2003) suggestion, this study investigated
the influence of prices paid by other consumers on fairness perception. Thirdly, the findings of asymmetric price effect add support to the
property of loss aversion in perceived fairness and regret. Fourthly, this study demonstrates that different dimensions of the transaction
space can interact with each other. The significant interaction effect between across consumers and across firms price comparison suggests
that simply looking at one dimension of the transaction space at a time may oversimplified the complexity of reference price research.
Future reference price research is encouraged to examine other multidimensional interactions.
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Impact on Online-store Loyalty from Store Image under Influences from Consumption
Values
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Extended Abstract
Fast development of electronic technology and low entry barrier precipitated a heated competition in the online business (Auger and

Gallaugher 1997; Klein 1998). More and more online shops are seeking new ways to stand out the competition to win over customers,
loyal ones in particular.

Extant researches focusing on off-line business found store image a key contributor to business performance (Nevin and Houston
1980; Samli 1989; etc.). Online store also bears image which is able to create a competitive advantage that is not easily duplicated by other
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retailers (Rosenbloom 1983). Store image is the complex of a consumer’s perceptions of the different attributes of the store, namely,
general attribute, appearance and service (Manolis et al. 1994). Good store image may lead to store loyalty (Lessig 1973; Sirgy and Samli
1989).

People buy out of various incentives, thus paying attention to different aspects of the store image, which is universal in everyday life.
Researches on consumption values suggest that the reason why consumers pay attention to different aspects of the product and make
different choices is the seeking of different consumption values (Sheth et al. 1991). The five values identified by Sheth et al. (1991) are
functional value, which derives from the perceived utility of the object in the choice situation; social value, attached to a product from
its association with social groups; emotional value, which relates to the affective or emotional response to the product; epistemic value,
obtaining to a product through curiosity, novelty or knowledge seeking; and conditional value, ascribed to an object through circumstance
of use.

818 eligible finished questionnaires were collected online by a professional research company. Demographic indicators of these
respondents are consistent with former studies of online-shoppers in China (Dong 2005; Cui 2004).

According to Sheth et al. (1991), although the basic five-dimension framework of consumption values is given, the items for the
values should be designed based on specific condition, and each dimension may consist of more than one factor. The multi-dimensional
value structure is proved in previous research (c.f., Long and Schiffman 2000; Pope 1998).

Following the guidelines suggested by Churchill (1979), we developed scales of consumption values on online-shopping. Each
consumption value scale was independently factor analyzed using SPSS. Seven factors for the consumption values were identified, the
uni-dimensional social value, epistemic value, and conditional value, along with two-dimensional functional value (functional and costs
advantages) and emotional value (gratification and safety). Tests indicate a good reliability of all the seven values (Cronbach α>0.80).

Hierarchical cluster analysis using Ward’s method with Squared Euclidean distance, based on the seven factors, grouped the
respondents into three, comprising of 230, 297 and 291 people respectively.

The results of ANOVA indicate that the three groups differ significantly in their evaluation about the consumption values (p<0.001).
The second group has the lowest evaluation about all the consumption values except functional advantage and safety. In contrast, the third
group exhibits the highest evaluation of all the other values, with the epistemic value lower than the first group. The first group has most
values ranked between that for Group 2 and Group 3, as well as the highest epistemic value and lowest functional advantage and safety.

A model was constructed to examine the difference of the impact on store loyalty from the three dimensions of online-store image—
general attribute, service and appearance, and the mediation of satisfaction and commitment in these three groups. We examined the model
using AMOS in three groups separately. Statistical results of the path coefficients of all the three models indicate that, the impact from
the three aspects of online store image on loyalty differ from one group to another. The mediation of satisfaction and commitment, and
the impact of the two mediators on loyalty are also different among the groups.

Group 1 demonstrates the highest level of store loyalty through satisfaction, but the lowest level of transition from satisfaction to
commitment, and from commitment to loyalty. Besides, consumers in Group 1 pay more attention to short-term oriented consumption
values, like conditional and epistemic value. Those two features lead to the fact that people in Group 1 turn out to be undecided consumers,
apt to switch from store to store. General attribute is the most important store image for Group 1. Enhancement in general attribute image,
like better overall sales performance, higher reputation, may help maintain the undecided consumers in Group 1.

Group 2 has the lowest level of transition from satisfaction to loyalty. And only general attribute image has direct positive influence
on their commitment. According to the path coefficients, they are least possibly to become loyal. Along with the lowest evaluation about
the consumption values, they are termed as non-frequent buyers. Enhancing general attribute is also important for encouraging more
purchase from the non-frequent buyers.

For all the three groups, satisfaction and commitment towards online stores will lead to store loyalty, and satisfaction will be changed
into commitment. However, path coefficients indicate that, consumers in Group 3 are the easiest to change from satisfaction into
commitment. Also, they have the highest level of loyalty through commitment, and relatively high level of loyalty from satisfaction. This
result, which is consistent with their high evaluation of the consumption values, indicates that Group 3 is composed of loyal customers.
In general, consumers in Group 3 are the most valuable to an online-store. For this group, service is the factor which has the greatest
influence on loyalty. Taking their evaluation of consumption values into account, service differentiation can further satisfy those
consumers. Customized service can meet the high appeal of the social value from this group.

Additionally, in all the three groups, general attribute image exhibits the highest contribution to loyalty, while appearance image
shows the lowest, if any.
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