The Effect of Value Orientations, Price Perceptions on

on-going Search Behaviors

Values are reported to influence consumers’ con-
sumption behavior indirectly through consumers’ at-
titudes (Shim & Eastlick 1998). Koreans exposed to a
complex urban life are more likely to develop an in-
dividualism, whereas the value of collectivism is
highly regarded in asian countries(Triandis 1989).
Additionally, materialism is another important appa-
rel consumption-related value that affects consumers’
attitudes and subsequent behaviors. One particular
apparel consumption-related attitude that may be af-
fected by such values is price perception. Price pos-
sesses two distinct roles: positive, in which the price
of an object serves as an indicator of prestige and
quality, and negative, in which the price of an object
is viewed as a monetary sacrifice on the part of the
consumer. Price perception has a significant impact
on consumption behavior (Lichtenstein et al. 1993).
The behavioral responses of all consumers may not
have been accurately portrayed because previous
studies have generally examined search behavior that
is related to a specific consumption need. However,
some search activity is recreational or occurs without
consumption-need recognition (e.g., browsing) (Bloch
et al. 1986).

The objectives of this research were (1) to examine
the impact of values (i.e., materialism, individualism,
and collectivism) on different aspects of consumers’
price perceptions, (2) to assess the influence of ante-
cedent variables on consumers’ ongoing search
behavior, Questionnaires were then distributed to a
convenience sample of 217 undergraduate students at
universities in Korea during two consecutive semes-
ters, at 2003. 50% of the sample came from mid-
dle-class families. A principal components factor
analysis using varimax rotation and multiple re-
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gressions analysis were used to investigate the rela-
tionships among value, price attitude, on-going
search behavior. Results showed that collectivism
and materialism were significant in predicting the at-
titude toward the value consciousness aspect of
price(r2=.47,F-value=30.66“*).Materialism was sig-
nificant in predicting the attitude toward the prestige
sensitivity aspect of price(r2=.45,F—value=55.59m).
In contrast, there is no effect of the individualism on
consumers’ price perception cues. Materialistic con-
sumers were more likely to have a favorable attitude
toward price in terms of prestige sensitivity(B
=.45,t—value=7.46m)and less emphasis on value con-
sciousness(3=.20,t-value=3.27").

In addition, collectivist consumers had a favorable
attitude toward the value consciousness aspect of
price(3=.38, t—value=6.27m) but did not have influ-
ence on the prestige sensitivity aspect of price. Since
collectivists place more emphasis on group cohesion
rather than individual achievement In addition, due to
the fact that our sample mainly came from mud-
dle-class families, these participants may not have
large disposable incomes. From the results of analyz-
ing the effects of antecedent variables on consumer
on going search behavior, The paths to ongoing
search behavior from prestige sensitivity([3=.28,t-val-
ue=4.77***) and value consciousness(B=.41,t-value=
6,94y were both positive(r’=.51,F-value=36.96).
Value conscious had more siginificant effects on
on-going search behavior. These results suggest that
the apparel firms need to be cautious when develop-
ing communication strategies. In considering the re-
sults of the study one should recognize the inherent
limitations associated with generalizing these find-
ings beyond the sample.
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