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This research examines how cognitive scripts shape the evaluation of service encounters. Based on an updated conceptualization of

the script concept, script-based norms are theorized to be cognitively constructed from extant script knowledge to act as standards of

comparison that shape evaluations. Findings from a two-stage experiment confirm that experienced consumers draw heavily on script-

based norms to comparatively evaluate service transactions, and that these norms are consistent with the nature of script knowledge

both as conceptualized and as elicited prior to consumption. The findings offer to challenge and enrich current models of consumer

satisfaction and reactions to service experiences.

 
 
[to cite]:

Mark P. Healey (2008) ,"Nature and Function of Scripts in the Evaluation of Service Experiences", in NA - Advances in

Consumer Research Volume 35, eds. Angela Y. Lee and Dilip Soman, Duluth, MN : Association for Consumer Research, Pages:

966-966.

 
[url]:

http://www.acrwebsite.org/volumes/13410/volumes/v35/NA-35

 
[copyright notice]:

This work is copyrighted by The Association for Consumer Research. For permission to copy or use this work in whole or in

part, please contact the Copyright Clearance Center at http://www.copyright.com/.

http://www.acrwebsite.org/volumes/13410/volumes/v35/NA-35
http://www.copyright.com/


966 / WORKING PAPERS

Oliver, Richard L. (1993), “Cognitive, Affective, and Attribute Bases of the Satisfaction Response,” Journal of Consumer Research,
20 (3), 418-430.

Rogers, Everett M. and David G. Cartano (1962), “Methods of Measuring Opinion Leadership,” Public Opinion Quarterly, 26 (3),
435–441.

Spreng, Richard A., Scott B. MacKenzie, and Richard W. Olshavsky (1996), “A Reexamination of the Determinants of Customer
Satisfaction,” Journal of Marketing, 60 (3), 15-32.

Steenkamp, Jan-Benedict E M, Frenkel ter Hofstede, and Michel Wedel (1999), “A Cross-National Investigation into the Individual
and National Cultural Antecedents of Consumer Innovations,” Journal of Marketing, 63 (2), 55–69.

Tanner, John F., Jr. (1996), “Buyer Perceptions of the Purchase Process and its Effect on Customer Satisfaction,” Industrial Market-
ing Management, 25 (2), 125-133.

Wallace, David W., Joan L. Giese, and Jean L. Johnson (2004), “Customer Retailer Loyalty in the Context of Multiple Channel
Strategies,” Journal of Retailing, 80 (4), 249-263.

Zhang, Shi and Gavan J. Fitzsimons (1999), “Choice-Process Satisfaction: The Influence of Attribute Alignability and Option
Limitation,” Organizational Behavior and Human Decision Processes, 77 (3), 192-124.

Nature and Function of Scripts in the Evaluation of Service Experiences
Mark P. Healey, University of Leeds, Leeds, UK

Abstract
This research examines how cognitive scripts shape the evaluation of service encounters. Based on an updated conceptualization of

the script concept, script-based norms are theorized to be cognitively constructed from extant script knowledge to act as standards of
comparison that shape evaluations. Findings from a two-stage experiment confirm that experienced consumers draw heavily on script-
based norms to comparatively evaluate service transactions, and that these norms are consistent with the nature of script knowledge both
as conceptualized and as elicited prior to consumption. The findings offer to challenge and enrich current models of consumer satisfaction
and reactions to service experiences.

The Effect of Promotion Framing on the Evaluation of Price Bundling
Nai-Chi Yeh, National Chengchi University, Taiwan
Lien-Ti Bei, National Chengchi University, Taiwan

Different promotional frames affect consumer price perceptions and internal reference prices (IRP) differently (Urbany, Bearden,
and Weilbaker 1988; Lichtenstein, Burton, and Karson 1991). Similarly, when products are bundled, consumers are sensitive to the
framing of price information (Yadav and Monroe 1993; Janiszewski and Cunha 2004). Whether the bundle consists of similar or different
products, previous research has shown that consumer perceptions of products are influenced by different promotional frames (Sinha and
Smith 2000; Janiszewski and Cunha 2004).

Although many studies have investigated how consumers perceive and evaluate bundle offers under various price frames, no research
has targeted how the IRP shifts and mental accounts vary under price discount frames. Thus, the first purpose of this research is to examine
consumer IRP under different promotional frames. Promotional frames may also affect the components of the bundle differently, a topic
that has also been neglected in the research literature. Thus, the second purpose of this study is to elucidate the effects of promotional frames
on the IRP of the focal versus tie-in products. The third purpose of the study is to observe the variation in IRP when bundles of similar
or different products affect consumer perceptions.

In this article, three different types of popular promotional frames are used: “buy one, get one free,” “buy one and get the second for
only $1 (equals to 3 cents in US dollars),” and “buy two, get 50% off.” The bundles have similar monetary values and are analyzed and
discussed based on mental accounting theory (Thaler, 1985), in order to explain how consumers perceive these three frames. First, in the
“buy one, get one free” situation, consumers open two “mental accounts”: one is coded with a gain in the focal product’s value, and the
other is coded with the extra gain of the free product. It is not likely that the free product will be used to correct value of focal one for the
consumer (Campbell and Diamond, 1990). Thus, IRP increases to match the advertised selling price in this situation.

The second frame, “buy one and get the second for only $1,” may also make consumers open two mental accounts, one maintaining
a gain via receiving value for the focal product and the other holding a gain by virtue of paying a nominal amount of money. However,
the tie-in product is so cheap that consumers may regard this product as essentially free. Therefore, when consumers regard the second
product as a free gift, the IRP also rise as a result of the advertised selling price.

Finally, the third promotion, namely, “buy two, get 50% off” inherently implies a purchase precondition to purchase two units to
receive the reduced price (Sinha and Smith, 2000). Although consumers may also receive a gain of value for the focal product of this
purchase, the precondition of purchasing a second product to reduce the price also reduces the consumer’s perceived gain. Thus, consumers
are likely to open one mental account, wherein they code one gain in the focal product’s value with a small loss of payment for the tie-
in product. Consequently, the advertised selling price is probably split to decrease the IRP.

Two studies were conducted using 3 (promotional frames) between-subjects experimental design. In study 1, 146 undergraduate
students were randomly assigned to one of three conditions. We simulated shopping situations experimentally, and then let the consumers
use real money (NT$100) to purchase scarves (priced at NT$99), which as also served as their “thank you” for participation in a study


