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The Effects of Price Promotion Framing through Semantic

Cues on Consumers’ Perceptions and Purchase Intentions
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Department of International Trade, Feng Chia University
"The Graduate Institute of Business Administration, Feng Chia University
100, Wenhwa Rd., Taichung, Taiwan

ABSTRACT

The purpose of this research is to examine the relative influence of different promotional price
formats through semantic cues on consumers’ internal reference prices, perceived savings, and
purchase intentions within the context of online and offline shopping. A 3 x 2 factorial design
experiment involving three types of semantic cues (dollars off, sale-price, and percentage-off) and
two shopping situations (online and offline) was conducted. The results indicate that consumers’
internal reference prices, perceived savings, and purchase intentions are affected by promotional
framings. However, these influences do not differ between online and offline shopping. ~Sale-price
and percentage-off exert larger influences on internal reference price than dollars-off. In general,

dollars-off has more influence on perceived savings and purchase intentions than sale-price and
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dollars-off in both shopping situations.

Key Words: semantic cues, internal reference price, perceived savings, purchase intention, online

shopping
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