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ABSTRACT

THE EFFECT OF ECONOMIC TRANSITION ON CONSUMER
BEHAVIOR:
THE INFLUENCE OF SOCIAL VALUES ON PRICE PERCEPTION
By

Eunyoung (Christine) Sung

This study, based on Generational Cohort Theamgstigated Germans price perception
by comparing the transitional (East) and long-sitagdharket (West) economies, and examined
the influence of social values on these price p#irees. The study investigated whether young
adult consumer behavior during the transitionalquehas converged between former East and
former West German consumers. Collective selfesstand social connectedness were
proposed as social values that differentially aff@ung German consumers’ price perceptions.

As Generational Cohort Theory (Inglehart, 1976,®0&plains, a significant national
event results in a new generational cohort. Tihidysapplies Generational Cohort Theory to the
cohorts from the former East and West Germanyetarged following German reunification.
The generation that has grown up over the apprdeiméwventy year-long transitional period is
now a significant consumer group. Although thengpgonsumer cohort in the Eastern region
grew up in the transitional economy, they have befmenced by their parents who exposed
them in their formative years to a set of valuesoamted with the former East Germany'’s
socialist economic system , while at the same beiag exposed to their Western counterparts.
This newly emerged cohort is now becoming a maimsamer group, along with their post-

reunification Western counterparts.



The findings of this study indicated that colleetself-esteem associated with social
connectedness operates differently for the East/éest German cohorts, in turn influencing
their price perceptions differently. In the Easteggion, Germans who have high collective-
self-esteem are less likely to prefer prestigiownts, instead valuing the functional aspects of
products. This finding does not mean that theynageely looking for low prices. Rather, they
consider the quality of a product in tandem with phice of that product, and consequently are
willing to pay a slightly higher price for a produtits quality is high.

At the same time, the results of this study indidaat young adult consumers in the
Eastern region tend to use coupons to take advawofegples. These findings imply that they
care about the quality and price of a product, estraned above, but that they are also trying to
be practical and focus on the functional aspectgaducts. On the other hand, West Germans
who have high collective self-esteem, but do natrslprice information with others.

This study made a significant contribution to tiberature regarding the Generational
Cohort Theory, social values, such as regionaksaconnectedness and regional collective self-
esteem, and price perception, specifically in gmeeaf (reunified) Germany. This study also
yielded implications for marketing, i.e. for deveilog marketing strategies in the transitional and

long-standing market economies, which are discusstte concluding chapter.
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CHAPTER |

INTRODUCTION

Since the end of World War Il and the subsequerd @¢ar, the economies in post-
socialist countries (e.g., Poland, Russia, Romdhe&former East Germany, Hungary,
Czechoslovakia) have been transitioning from pldrinemarket systems. There are three types
of economic systems: (a@-distributivestate socialist economies (e.g. planned econontyh
distribute goods primarily through plans constrddbg government officials, (b) market
systems, which function with buyers and sellergizing directly over prices, and (c)
transitional economies, in which the market sysgeadually takes the place of the state socialist
system (Walder, 1996). Prior to 1989, most coestim Eastern Europe used a socialist
economic model that emphasized government/stateotied monopolistic companies and
centrally-controlled production and distributiorsesms (Fischer & Gelb 1991). In the planned
economy, consumers were faced with (a) chronictabes of desirable products, (b) an
inefficient retail distribution system that ofteequired hours of time to buy necessities, and (c) a
thriving “second economy” (i.e. black market) tpadvided products unavailable in the official
system (Ericson 1982). After the collapse of tbgi& Union, former post-socialist countries
began to reform their political and economic systday turning away from the inefficient and
ineffective socialist command economies to demacraarket-based economies (Fischer &

Gelb 1991; Ericson 1982).



Historical Background: Post-socialism and Economidransition

Significant national events often provide an enwviment in which national economic
system changes take place, which in turn reshapeesmnomic elements, alter peoples’ value
structures, and create new generational cohorggefiart 1976, 2000). For example, Inglehart
proposed Generational Cohort Theory to explairethergence of generational cohorts as a
result of political or economic upheaval. The eatrstudy treats the changes of political and
economic systems in Eastern Europe, due to the@e@dld War and World War ll-era
socialism, as significant national events. Whystems of government changed after the Cold
War and World War Il, it is economic changes argrtiubsequent outcomes that lead to
changes in social values, especially for people e#perience changes during their youth
(McKenzie & Merrilees 2008; Inglehart 2000).

Among countries that transitioned from a planned toarket economy after 1990, the
former East Germany represents a unique contestutty the effects of an economic transition
on consumers. For the proposed study, the transtoon of the German political and economic
systems due to the German reunification is treasea significant national event. Following
World War I, Germany was divided into two nationgast and West Germany. Prior to the
1990 German reunification, West and East Germaweyabed under two different systems of
government and had separate economies. While tls¢ Wés a democracy with a market
economy, the East was under the control of the Jof@oviet Socialist Republic (USSR) and
operated under a planned economy that featureststat centrally controlled, monopolistic
companies (Fischer & Gelb, 1991). As the two gorental systems combined, the German
reunification also represented the gradual cowitetif the two economic systems of the former

East and West Germany into a united economic sysiemsingle market economy.



Just after the reunification, East Germany expeadmmass layoffs after West Germany
shut down or acquired formerly state-run indust(®siegel, 2010a), resulting in an
unemployment rate in the Eastern region of 25%0@11(Sinn, 1992). Immediately following
the German reunification, approximately 14,000 canms in the Eastern region closed or
became privatized within the proceeding five yearkis dramatic transition in the Eastern
region caused the loss of 4 million jobs in thisaaas the economic system transitioned from a
planned to market economy system (Herbst, 2009).

According to Spiegal (2010a), the gap in the steshdéliving between the East and the
West has narrowed since the German reunificatior.example, German national statistics
show that the unemployment rates in the Easteinmegere at 11.5% in August 2010 compared
to the Western region’s rate at 6.6%, but an ecangap still exists despite the infusion of
billions of Euros since the fall of the Berlin WéBpiegel, 2010a). Nevertheless, the
unemployment rate in the East has improved coraidiesince the reunification (Herbst, 2009).
Eastern German households possessed a net incdh6,800 ($13,870) after the fall of the
Berlin Wall, which was only 35 % of Western houdelsbnet income. In 2008, the net income
of Eastern German households was €19,500, whiclb@f#sof the Western households’ net
income (Spiegel, 2010aBy 2012, unemployment had significantly slowed #releconomic
gap in terms of income, purchasing power, and waresship decreased (Spiegel, 2010a). On
the twentieth anniversary of the German reunifargtBrandenburg’s governor, Matthias
Platzeck, suggested that diminishing gap betweetvib regions was a clear demonstration of
the Eastern Germandgétermination to expand their economy (Spiegel02p.1

However, one survey found that over 80% of Easti@es still felt that they were

second-class citizens (Spiegel, 2010b), becausé wittbe money spent in the Eastern region



has gone to social benefits such as welfare andldétiy downtown areas and historical districts
(Neubacher & Sauga, 2010) instead of contributinditect and tangible benefits to individuals.
Moreover, due to different levels of developmertiin the Eastern region of Germany,
economic and business success varies greatly (Heff39). Although developed cities in the
Eastern region such as Berlin, Dresden, Leipzid,Jmma have developed into areas
characterized by technologically advanced and preéreeurial cultures, many areas in the former
East Germany have suffered from depopulation aghl fates of unemployment (Herbst, 2009).
This demonstrates that economically prosperousiamdloped cities like Jena, Dresden, and
Berlin distinctly contrast with other rural and @wwetloped areas of the Eastern region of
Germany (Herbst, 2009). This has led some Ea&ermans to become nostalgic for life as it
existed before the fall of the Berlin, with 50% egjng that: “GDR [German Democratic
Republic] had more good sides than bad sides. Twere some problems, but life was good
there” and with 8% agreeing that "The GDR had {liermost part, good sides. Life there was
happier and better than in reunified Germany todeigrbst, 2009, p1). This represents another
aspect of the transitional process that Easterm&@es experienced and continue to experience
in the reunified environment.
Furthermore, based on recent interviews with thengoadult cohort, Sung et al. (2011d)

found that:

[Joe: West]After the reunification, politicians said it wouldke 10 years to be

the same in the Eastern and Western regions of @gynbut it will take 60 years

after that (reunification).

[Rosette: East]Yes (Rosette agreed with Joe).

[Rosette: East]For the same job, we get less salary than West &eyniWhen |

grew up...l realized that there is (still) progregschange. After the war, we did

not have money...The church destroyed...They did metrhaney to rebuild in

GDR. They did not care about Church...Now they haugem | think the whole
city is getting prettier now.



Additionally, the fact that most areas in the Easigde from metropolises like Leipzig,
Dresden and Jena, have experienced economic diepréss exacerbated feelings of economic
divergence (Neubacher & Sauga, 2010). Symptoroétiuis is the fact that none of the 100
largest industrial companies and none of the 1fe& service providers in Germany is
headquartered in the East, and the populationeifidtmer East Germany has decreased by
approximately 2 million people since 1990 (Neuba&h&auga, 2010).

Germans from the Eastern region have adapted tiwathgformation of the economic
system, changes in work life, and occupationalazeition and unemployment (Noack et al.,
2001). An empirical study on people’s perceptiohsociety during the transitional process
found that in former Soviet-bloc countries, the imofuential factor on these perceptions was
the availability of financial resources (Noack kbt 2001). Since the reunification, families that
have better financial resource availability haverbable to adapt more effectively to the new
environment (Noack et al., 2001). Thus, familiegviigher income or financial resource
availability are more likely to perceive opportuest in the reunification instead of threats, and
are better able to psychologically adapt to trasgitional environment (Noack et al., 2001).

Furthermore, while Purchasing Power Parities (RPE)e Western region was $1.6
trillion in 1997, PPP of the Eastern region was4btilion after the Reunification (“Economy of
Germany,” n.d.). Recently the gap between the RleRBased (Goebel et al., 2010). While
Eastern German households had a net income of @L($23,870) following the fall of the
Berlin Wall, it represented only 35 % of Westeruseholds’ net income (Spiegel, 2010a). In
2008, the net income of Eastern German househad<$49,500 and represented 53 % of

Western Germans’ household incomes (Spiegel, 2010a)



Therefore, because a gap in PPP and net inconts bgisveen the two regions, families’
financial resources after the German reunificatilso differ. East German families are more
likely to have experienced economic hardship thasMBerman families. This difference in
financial resources may affect young consumersggions of product prices in the transitional
environment in these two regions (e.g. former Bast West Germany). Thus, price perception

between these two regions is explored in the custenly.

Justification for the Current Study

The current study attempts to investigate whesberal values differ between young
adult East and West German consumers in the tr@malitenvironment, which was shaped by
the German reunification of the Eastern and Westgions. Furthermore, this study also
investigates whether these social values betweetwit regions influence consumer
perceptions, specifically price perception, resgltirom the financial resource availability
during the young consumers’ formative years dutiregtransitional period.

Therefore, the current study focuses on whethenga@aonsumers, who began their
consumer patin the market economy, but had different familyiabbackgrounds in their
youth, perceive price and value differently. Besmaprice perception is distinguished into two
dimensions—positive and negative perceptions—sansumers perceive high prices as a
standard of prestige and quality, while other comsts perceive high prices as economic
sacrifice and are concerned that prices are refeeof product quality (Erickson & Johansson,
1985; Lichtenstein, Netemeyer, & Burton, 1990; ligistein, Ridgway & Netemeyer, 1993;
Monroe & Krishnan, 1985). Because of their divarigbackgrounds, it is unclear whether

young consumers in the Eastern and Western regaves similar or divergent consumer



behaviors. Itis unknown how young former Eastard Western German consumers perceive
themselves, and whether they feel that the gapdmatithe two regions is diminishing. By
understanding the differences/similarities in ppesception drawn from young consumers’

social values due to an historical event (e.g.a@sid economic system changes), marketers can
gain insight into price-driven purchase motivatiomlecause price perceptions include
consumers’ perceptions of high and low prices, tyiesis brands, values and quality of

products, the sharing of discount price informatiamd coupon and sales proneness
(Lichtenstein et al., 1993), marketers could dramealth of information that would help them to

develop effective marketing strategies in post-alticontexts.

Purpose and Significance of Study

The financial situation is still unbalanced betwé®s Eastern and Western regions of
Germany. While there have been improvements ifcHst’'s economic situation since
reunification, the process of economic integratgbangoing. In order to better understand the
consumer milieu in this transitional environmemt,examination of the resulting social values of
the emerging generation of consumers must be peedrand how these social values affect
price perception must be understood. The curteysnvestigates the relationships between
consumer price perceptions, social connectednegspbople perceive themselves (e.g.
collective self-esteem), and place of origin (Egst vs. West) following the German
reunification.

Therefore, the purpose of the present study iswestigate the influence of social values

(e.g., social connectedness, collective self-esteenprice perception across regions (East,



West) and cohorts (20s) (see Figure 1 for the mepstudy model). Specifically, the proposed
study will:
1. Examine the relationship between sociahestedness and collective self-esteem;
2. Investigate the relationship between ctillecself-esteem and positive price
perceptions; and
3. Identify the relationship between colleetself-esteem and negative price

perceptions.

Results are expected to show to what degree comswghavior has converged or
diverged between the East and the West and willensakeral contributions to the literature.
First, this analysis will provide a deeper insigitb the price perceptions of German consumers.
According to previous studies (Lichtenstein et H993), price perception is divided into positive
(e.g. price/quality schema, prestige sensitivity] aegative (e.g. value & price consciousness,
sales proneness, coupon proneness, price mavegmesogptions. Scholars discovered that price
perception is contingent upon the culture undethys{icGowan & Sternquist, 1998; Moore,
Kennedy & Fairhurst, 2003; Sternquist, Byun, & JA004) and not all price dimensions are
relevant across cultures. For example, one andlysigl that Japanese consumers think in terms
of price relative to quality; thus, a high priceuates to high quality in Japanese consumers’
minds (McGowan & Sternquist, 1998). Another stémiynd that Korean consumers perceive
price mavenism as both a positive and negatives grézception, while price quality and prestige
sensitivity were perceived as positive price petiogp and value and price consciousnesses were
perceived as negative price perception (SterngBiatn, and Jin, 2004). Further, Chinese

consumers perceived value and price consciouss&gs, proneness, and price mavenism as



negative price perception, but did not hold posifvice perceptions (Sternquist, et al., 2004).
Therefore, cultural differences in consumer prieecpptions exist. One contribution that this
study makes to the literature is whether Germaiswmer price perception is consistent with, or
diverges from, the standard Western price perceptiodel.

Second, in order to determine whether young Gemrroasumers in the Eastern and
Western regions have different levels of socialnemtedness and how they perceive themselves
in each region, this study will investigate theseial values and whether these social values
influence price perception. As previously mentngifferences in the environments after
reunification, purchasing power parity, and levalsiet incomes and unemployment rates,
differentially influence Germans’ level of sociamnectedness in each region. Thus, the results
will increase understanding of how the unique do@tues of Germans living in the Eastern and
Western regions influence price perceptions. Sa@hles correspond to particular cohorts,
which are generated by a significant national evdihis study investigates how and to what
extent the German reunification has served asmaditve agent for the development of social
values of Germans living in the East asdhtegral to a more complete understanding & thi
consumer cohort. Furthermore, this understanditidpe/ further elucidated by an investigation
of the effect of the aforementioned social valuiegrize perception of the young adult cohorts
from the transitional and long-standing market ecoies.

Third, studying this consumer cohort will not otlg useful in the context of German
consumer behavior, but also in regards to econsetiings of other post-socialist countries (e.g.
Russia). An investigation of this new “market gextien” is important, because this group was
the first exposed to complex transitional environteenfluenced by (1) their parents “pre-

unification” behavior, and (2) their contemporarg$tern German counterparts from the



transitional market economy. The purpose of tiseaech, in part, is to determine whether there
is a unified young German adult cohort or whetlesidual differences exist as a result of
growing up in the Eastern and Western regions duhe economic transition. The result of this
comparison will be of interest to global retailared manufacturers who are concerned with
young adult consumer behavior corresponding to gmgtransitional markets. Thus, the results
will be helpful for marketers to utilize standaralibn, adaptation, or mixed price strategies that
target these transitional young consumer cohdrtese findings may also be extended across
the European Union by creating more efficient comsutargeting strategies in post-socialist
countries. Figure 1 is an illustration of the domsts included in the study.

The rest of the chapters are organized as foll@kspter 2 is a summary of the literature
relevant to consumers’ social values and consurpesstive and negative price perception for
socially visible consumption behavior, and hypo#sesf the proposed relationships as presented
in the conceptual model above. Chapter 3 contasimmary of the methodology of the study.
Chapter 4 includes the analysis and the resuliseo$tudy, and Chapter 5 contains a discussion

of the results and responses to the research gnssti
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Figure 1. Conceptual Model: Influence of Social Values oit®Perception
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CHAPTER I

LITERATURE REVIEW

This chapter is intended to summarize (a) how $eeilaes (e.g., social connectedness,
collective self-esteem) affect socially visible gegtions across regions and cohorts, and (2) how
these aforementioned values are related to consoahawior.

Modernization theorists argue that economic, caltand social changes work together
in a consistent pattern to alter society in predilg and consistent ways (Inglehart, 1976).
While some societal changes are predictable, llagletsserts that the relationship between the
formation of social values and a political and earait environment is more elaborate than this
because of the inherent complexity of human bemavidiis complexity involves a number of
unaccounted for factors.

The following subsections in the literature reviesntain an overview of psychological
and psychosocial human behavior theories relatéltetechange of social systems that influence
consumers’ attitudes and perceptions of shoppihg Jtudy will focus on young adult German
consumers mainly in their 20s and early 30s, whe liged the vast majority of their lives
during the transitional period. If the regionalidien has truly evaporated into history, their
consumer behavior should reflect that. The tréorsal process is complicated for this young
Eastern German cohort due to influences stemmaong their parents and their Western German
contemporaries. Comparing the young Eastern Geoolart to their Western German
contemporaries may elucidate a further level ofansthnding of societal change and the

repercussions of the transitional environment.
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Generational Cohort Theory

A cohort is any group of people with a specificrgltdlife experience that has taken place
over a defined period of time (Smola & Sutton 200@enerational Cohort Theory attempts to
explain the change in a society, its value strectand the emergence of new generational
cohorts as an outcome of significant national ev@miglehart, 1976, 2000). Significant national
events often cause the socioeconomic setting togehaThis, in turn, fundamentally alters the
formative environment for social values for the adlemerging during this time. Furthermore,
economic growth tends to have the most signifiediigict on these social values, as well as on
attitudes and lifestyles across cohorts (Abramsdngtehart, 1995).

There are two aspects of a society’s culture ducall values that are especially related to
economic growth: the presence of materialists aedralues imparted to children by society
(Inglehart, 1976). Economic development leads ttucal changes that make people more
skillful in obtaining material things and pursuidgmocracy, and if socioeconomic status (e.g.
education, income) is increasing, this may induegligtable cultural consequences, such as the
desire to acquire more material things. Thus, egoa growth, along with cultural and political
changes in the form of significant national evefdsilitates the change of social and cultural
traits (Inglehart, 1976, 2000).

Although the new environment may differ from thenfiative socioeconomic
environment that the parents’ generation experignite emerging cohort is also influenced by
the social values of the parents’ generation, theoemplicating the development of their
children’s social values by providing basic valtiest tend to remain dominant into adulthood
(Inglehart, 1976). Therefore, in the German caspecially in the Eastern region during the

transitional environment, young adult Germans eyl to have been influenced by their family
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experiences (e.g. parents), as well as by theteogporary Western counterparts which may
have complicated their social values.

Applying the Generational Cohort Theory to the cafseonsumers in a reunified
Germany will help to explain how the transitionrfr@ocialism to democracy, and from a
planned to a market-based economic system, hasdhiag social values of the young adult
cohort living in the East. Following the reunifia, this cohort grew up in a value system that
differed from their parents’ generation, who livaader the socialist system during their
formative years. Thus, this cohort’s basic valsiesuld reflect the transitional environment
experienced during their youth, as well as the gkarin the socioeconomic environment that
have led to the shift in values over the transitigryears.

In the ongoing transitional environment, individpakceptions of change and uncertainty
in society can influence other family members’ pgtoons of change and uncertainty in society,
interpersonal relations (e.g., closeness) and mygital adaptation to the new society (Kracke,
Oepkek, Wild, & Noack, 1998; Noack, Hofer, KracBeKlein-Allermann, 1995; Noack &
Kracke, 1997; Noack et al., 2001). For individu&snilies are the first social groups with whom
they interact and share information; family memlsensport each other and exert social pressure
upon each other (Moore, Wilkie, & Lutz, 2002). dddition, members of families influence each
other’s decision making, interaction style, anddtf/le choices (Sillars, 1995), as well as their
beliefs and attitudes toward society in generah(§€1983). For example, an older generation
may teach a younger generation to be skepticalerwersa, thus representing an inter-
generational influence (Brim, 1968; Ziegler & Chili69).

However, during the transitional period the West@arman youth cohort may have

influenced the Eastern German youth cohort becalige long-standing market economy that
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existed in the West prior to reunification. Somgue that the younger generation is more
individualistic and is more likely to prefer the& market economic system than their parents’
generation (Horowitz, 2010). The younger generaiticthe Eastern region has been exposed to a
greater variety of products and media informatiothie market economy than their parents in
the socialistic economic system of former East Gayn In the former GDR, like Russia, there
was no advertising to create “wants” or to projideduct information. While the older
generation in the Eastern region may believe tiet financial situation was better off under
socialism, the younger generation may believedpatocracy is a better system to solve the
problems that Eastern European countries face (Mtwr@010). What contributes to this

conflict is the fact that the parents’ generatioemgup under a socialist government and
command economy and continued to deal with thederadirectly until reunification, while

their children possess only a second-hand experiertb a socialist government. These
differential experiences result in a generatiorzgd getween adults and the younger cohort,
resulting in distinctive attitudes toward capitalisnd democracy (Horowitz, 2010). Compared
to the young adult generation living in the Welsg young adult generation in the East may hold
views and values that are more reflective of bbéihfluences from their parents and their

Western counterparts in the transitional economigrenment.
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Social Connectedness

Social connectedness is how close or secure otgviéh oneself or with others in one’s
social setting (Kohut, 1984; Lee & Robbins, 1998jrong connections with family, friends,
acquaintances, and other social groups are linkéigh levels of trust and emotional
involvement (Granovetter, 1973; 1982). Converssigjal disconnectedness is described as
mistrustful interpersonal ties and passive behailiee & Robbins, 1998).

Due to the structural and systemic social chafges, loss of state-generated jobs and
housing) the older generation experienced in Geynflarewald & Liudicke, 2006), Eastern
Germans’ social relationships (networks) were vidhke to change after reunification. In the
former GDR, these were vital and established nétsvtirat allowed Eastern Germans to
purchase merchandise and acquire material iterhsvéra not available in formal channels. In
general, these social networks were a more criticalponent of Eastern Germans'’ lives because
they allowed them to survive in the state-run ecoponvhereas Western Germans were able to
obtain merchandise and material goods through an oparket system. Consequently, these
system changes due to the reunification in thedEasegion have led to the loss of friendships
and acquaintances that were created during the comstperiod because these relationships
were derived from institutional settings which dis®d during the transition (Diewald &
Ludicke, 2006). In the reunification environmethig hew social network requires highly
differentiated role expectations compared to whas expected in the previous Eastern German
networks (Diewald & Ludicke, 2006)

Interviews revealed that parents in the East hagideelings of social connectedness
compared to the feelings present before the reatifin (Kopf & Wolf, 2007). In addition,

another study revealed that as family members damperience through their parents’

16



secondhand stories, the younger generation indseekh region of Germany had lower feelings
of social connectedness compared to those feghregent before the reunification (Sung &
Huddleston 2011c). This study also revealed tlastétn Germans in their 20s still sensed
socioeconomic differences between the Eastern agtéhh regions, even though they have
grown up in the unified environment (Sung & Hudties2011c). However, it is unknown how
regional social connectedness differs within eagional social group for the new generational
cohorts in each region. Parents’ feelings of $alistonnectedness derived from their social
milieu may influence feelings of social connectesintor East German youth.

Sung & Huddleston (2011c) also found evidence ggest that nonmonetary exchange
increased social connectedness during the plarsmwmy, but, as the transitional environment
made various products more widely available forchase, people relied less on their social
networks. For example, one interviewee explainaa social networks have changed following
reunification, but these experiences were basdti@mterviewee’s parents’ stories that he was
told:

Do you feel you catch yourself losing a sense pheotedness with society? If so, why do

you feel that way?

[Tobias: East]f it means that part of the society get less cotete| might say yes, but

only because my “older” family told me there wasrenconnectedness before the fall of

the Wall. If the question means | lost a connectiosociety then | can say yes.

One of problems in the East Germany was the plaesedomy. They didn’t produce

enough houses or many other things. They didndygpece enough materials. You (people)

needed to apply for it and waited for the long tifAeople started to trade each other, in
an illegal way. The government did not allow fi@élly, but I think they knew, because
of the secret party. Black market—it is a tradingrket. For example, if you wanted to
build a house, there was not enough wood or dgilebple satisfy with it, uh, some ways,
they obtain bath tubs—it was very rare at the tieyou can have a small house. They

did not produce things to build a house. For exanilyou have three bath tubs, like my
dad had, then you could trade two of them for woostone to build a house.
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[Interviewer] So you mean that before the reuntiiza, a network is very important to
get some stuff?

[Bryon: East] Yes. Having a network is very impaitta

[Interviewer] What is important after the reunifigan?

[Bryon: East] After the reunification, money is iorpant. My mom said once, “the

difference between before the reunification andrdfte reunification now...before (the

reunification) there was not enough (stuff) to beyen though we had money; but now
there is enough to buy many things, but we donelenough money. Just a big
difference is we had a connection (before the fezation), but the other one (after the
reunification) that we don’t have a connection (powhat is why people said it is loss of
connection. These days, the matter is money, motetbion.

Consumer Culture Theory hypothesizes that bartaritycand nonmonetary exchange
increases social relationships (Kopf & Wolf, 20@ny these relationships “encourage the
mutuality that builds a sense of caring and sharidgzinets 2002, p. 29). In a market system,
given that bartering is not essential in obtairgngrial goods, the need for social connections is
decreased (Kopf & Wolf, 2007). After the reuniticm, especially in the Eastern region, people
were encouraged to simply work harder in orderatm enore money. This, in turn, nurtures a
sense of individualism within the new capitalisttate. Now people saw themselves not as a
part of a larger community, but rather as individudefined by how much money they earn.
Economic status and access to resources causasduige (Abramson & Inglehart 1995; Fam
et al., 2008; McKenzie & Merrilees 2008), thus, thereasing importance of money caused a
social change that is a natural outcome of a mag@bomy. This change in the socioeconomic

environment while transitioning to a market econaswrhat young East German consumers

have faced as they mature.
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Collective Self-esteem

Self-esteem refers to one’s evaluation of one’s awrth based upon specific personal
characteristics (Leary & Baumeister 2000; RosenkE3§5, 1979; Gray-Little et al., 1997).
Because a person’s self-esteem develops from sotgaéctions, self-esteem can be used to
measure a person’s sense of social inclusion ongeig to a group (Leary et al. 2000).
Personal self-esteem is defined as the feelingsléfvorth one obtains from one’s personal
characteristic§Rosenberg, 1965, 1979; Gray-Little et al., 1997)levtollective self-esteem is
defined as the feelings of self-worth one derivesifone’s group membership (Luhtanen &
Crocker 1992). This kind of self-esteem affordsratividual a prescribed social identity
associated within a particular group.

Furthermore, Social Identity Theory explains tinet televance of social group
memberships contributes to an individual’s selfaapt and social behavior (Tajfel, 1982; Tajfel
& Turner, 1979, 1986; Turner, 1982). In addititme theory posits two distinguishable
characters of self-concept—personal identity arwiasgor collective) identity (Tajfel & Turner,
1979; Luhtanen & Crocker, 1992). Between the tgjpeats of the self-concept, the first,
personal identity, explains individuals’ attribu{esg. competence, talent, and sociability)
(Tajfel, 1982). The latter aspect of self-concepbetal identity (or collective identity)—
explains “an individual's self-concept, which dexsvfrom his knowledge of his membership in a
social group (or groups) together with the valug amotional significance attached to that
membership” (Tajfel, 1982, p.255). Many previougiges emphasize self-esteem measures that
focus on an individual's evaluation of personahitty, while few studies measure social

identities (or collective self-esteem) (LuhtanerC&cker, 1992). Luhtanen and Crocker (1992)
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found that collective self-esteem in relation tdiveeing is contingent upon race (Caucasian,
African, Asian college students in the U.S.)

In the current study, social identity is investegaand the term “collective self-esteem” is
used, which is the American terminology for sod&ntity. Thus, collective self-esteem
measures individual differences in the perspedaide ‘collective’, rather than individual
personal perspectives of self-esteem (Luhtanendkar, 1992). Collective self-esteem can be
evaluated through how a person evaluates one’pgod how others evaluate that group (Tajfel
& Turner, 1986). Thus, collective self-esteem barpositive or negative as a result of the
assessment of one’s social groups, rather thandividual’s attributes or achievement in these
groups (Tajfel & Turner, 1986). Thus, the functmfrcollective self-esteem between Eastern
and Western Germany could be different, since thegienal groups have different historical
backgrounds and because of the way that young Gerpexceive their regional social groups.
Collective self-esteem is identified by four dimems: a) membership esteem, b) public
collective self-esteem, c) private collective ssdteem, and d) importance to identity (Luhtanen
and Crocker, 1992).

Social connectedness and self-esteem have a go®tationship; that is, higher social
belongingness leads to higher self-esteem (Mat&80). Since identification with others is
related to self-esteem and encourages social atieng(Brown et al., 1986), peer affiliation or
social belonging is important for engendering atliee self-esteem. Thus, high-quality
interaction with others is related to high leveiself-esteem (Denissen et al., 2008). Since
collective self-esteem is related to the groupstiech a person belongs (Lee & Robbins, 1998),
individuals with high self-esteem may be more iafloed by people in their social groups than

are those with low self- esteem. In additionf-sesteem is treated as a barometer that can
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measure the degree to which people feel they betwagocial group, or their sense of social
inclusion (Leary & Baumeister, 2000). Moreoverc@cling to Social Identity Theory, a social
group is defined as a collection of individualsttharceive themselves as members in the same
social category (Tajfel & Turner, 1979). Accorditagthe theory, collective self-esteem (or
social identity) results from various group memhbgys such as race, gender, and occupation,
among other factors (Luhtanen & Crocker, 1992)thédigh Germany has been united since the
German reunification in 1990, in the current stuglgocial group is defined as a regional social
group such as hometown or community.

A person’s level of social belonging is positivedjated to self-esteem (Denissen et al.,
2008). In previous studies, a significant effeicsacial connectedness on self-esteem was
shown, such that individuals with high levels ohnectedness exhibited high levels of self-
esteem in social situations (Lee & Robbins, 19988). Lee and Robbins (1995) found that for
female college students in the U.S., high sociaheatedness was related to high social
identification. Thus, lower levels of social befpmgness may result in lower levels of self-
esteem (Leary & Baumeister, 2000).

Previous studies have found that after the reiatibo between the two regions, former
East Germans, especially older citizens, had Idaedmgs of social connectedness (Kopf &
Wolf, 2007). In interviewing elderly Eastern GemsaKopf and Wolf (2007) found that after
the reunification, for obtaining products or medésj bartering and gift-giving were no longer
important in the market system, thus the needdoiat networks/connections was lower,
compared to the pre-unification need for them. fAwyeears after the reunification, young
adults from the Eastern region also expressed arléeling of social connectedness. These

feelings of social connectedness were derived ftait secondhand experiences that their
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parents’ provided (Kopf & Wolf, 2007; Sung & Huddten, 2011c; Veenis, 1999). However,
higher connectedness has been traditionally regpantpost-socialist countries because of the
way that the system worked to accomplish dailynliMasks such as the ability to obtain
merchandise (Sung & Huddleston, 2011c).

For the new young generational cohort, the cusardy investigates how youth perceive
regional social connectedness in the East and \Aledtwhether this regional social
connectedness leads to its regional collectiveestfem for members. Thus, compared to the
Western region, social connectedness may stilligieeh in the Eastern region. Social
connectedness may also affect collective self-astas regional group members may have
strong perceptions of their regional group. Althlodhe Eastern region experienced a dramatic
change from the bartering culture in the plannezhemy to the new capitalistic culture in the
market economy, belonging to their regional sograuip may still result in higher collective
self-esteem compared to the Western region beaduke nature of social networks and the
purposes that they served prior to reunificatidhus, it is expected that the feeling of regional
social connectedness will lead to Eastern Gernfaigher regional collective self-esteem.

Based on these results, it is proposed:

Hypothesis 1aSocial connectedness is positively related teectille self-esteem.

Hypothesis 1bThe influence of social connectedness on collestfeesteem will be greater
for the Eastern cohort than the Western cohort.
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Positive and Negative Dimensions of Price Perceptis

Price is a key factor during the process of degdmmake a merchandise purchase
(Lichtenstein et al., 1993). Price is treatedragxrinsic cue for quality (Gerstner, 1985;
Huddleston & Good, 1998; Peterson & Wilson 198Bjice perception is the process a
consumer undertakes to assess the value of proolusésvices based on the price (Lichtenstein,
Bloch & Black, 1998; Lichtenstein et al., 1993; lhienstein et al., 1990).

Price perception is divided into positive and nagaprice dimensions: the former
includes prestige sensitivity and price/qualityestia and the latter includes price consciousness,
value consciousness, sales proneness, price mayems coupon proneness (Lichtenstein et al.,

1993).

Positive Dimensions of Price

The positive perception of price occurs when corexgmerceive that a high price is an
indicator of quality and prestige (Erickson & Jokson, 1985; Monroe & Krishnan, 1985;
Lichtenstein et al., 1990). Thus, consumers whaogiee price as a positive cue may increase
their number of purchases because of higher pridsing price as a signal for quality saves
time (Peterson & Wilson, 1985), where prestigiotend preference is more likely a socially

visible consumption behavior (McGowan & Sternqul€98).
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Prestige Sensitivity

Conspicuous consumption involves the purchase oflgand services in order to display
wealth and status (Veblen, 2005). It also indisdigh price as a cue for prestige (Chung &
Pysarchik, 1997; Yu, 1996). Consumers who equate frices with product quality are more
likely to be brand conscious and prestige sens{®pzoles & Kendall, 1986).

In the current study, the term prestige sensitiigtgefined as “a favorable perception of
the price cue based on feelings of prominence tatdssthat higher prices signal to other people
about the purchaser” (Lichtenstein et al, 19923%). Previous studies have found evidence to
suggest that Korean consumers were very prestiggtise (Yu 1996; Chung & Pysarchik,

1997; Sternquist et al., 2004) while Chinese coresarwere less prestige sensitive (Lowe &
Corkindale, 1998; Sternquist et al., 2004). Addiibanalyses have also found evidence to
suggest that Japanese and American consumerseatssved prestige sensitivity as positive
price perception (McGowan & Sternquist, 1998) dmat Polish consumers used price as a
positive cue to evaluate high quality and presfideore, Kennedy, & Fairhurst, 2003). In
general, prestige sensitivity is explained as \est@nsumption behavior in the social world.

In evaluating a product’'s quality and prestige, stoners perceive brand and packaging
as key pieces of non-price information and thestofa can affect the price-quality relationship
(Chang & Wildt, 1996). However, consumers tendige price as the main indicator of quality
when they are not familiar with products (McGowars&rnquist, 1998).

To understand Germany’s purchasing environmenegi@gnification, it is necessary to
understand the relationship between brand preferand price for young adult German
consumers. Prior to 1990, limited numbers of Ezmiman consumers had access to Western

brands, and then only through “Intershops” (Ardai®91). While the former West Germany’s
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market was open to a large host of brands, fornast Eermans’ experiences with Western
brands were more limited than their Western Geromamterparts. However, during the
transitional period, young adult German consumiegstbiose in their 20s) in the Eastern region
had open access to Western brands as a resud#t pfdagressive overhaul of the retail system and
supply chain in the Eastern region.

Following the reunification, the former East Germdaced a swift transformation of
their social systems, significant changes in octtapand work environment, and the threat of
increasing unemployment (Andress, 1996). Curreiitlg more likely that a family in the
former East Germany is under financial duress théamily in the former West Germany.
Because of this discrepancy in financial stabgityl the apparent economic uncertainty of the
ongoing transitional period, it is likely that foemEast German consumers would be more price
sensitive than their Western counterparts.

A previous study found that brand preference acemmaa by a high price was more
important for young adult Germans in the Westemiore compared to those in the Eastern
region (Sung, Huddleston & Uhrich, 2011a). For regke, Sung and Huddleston (2011b)
reported on brand preference for laptop computedsfaund that young adult consumers from
the Western region and young adult consumers frarEastern region owned different brands,
with the former owning more expensive (prestigiooignds (e.g. Apple). It was also reported
that young adult Germans in the Eastern region mmstmonly owned the brands Acer (20%),
Samsung (19%), Toshiba (15%), and Dell (15%), wkideng adult Germans in the Western
region most commonly owned Apple (26%), Samsund@d)l4Toshiba (8%), and Dell (8%)
(Sung & Huddleston, 2011b). This finding corroliegthe assertion that young adult German

consumers in the Eastern region are still pricesitigr in a similar way to their parents’ cohort.
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This may be explained by the economic disparityseduby the restructuring process and that
parity in socioeconomic status has not yet beeroraptished. Moreover, the following
interviews with young Germans demonstrate the wffees in prestigious brand preference
between the Eastern and Western region based daghdurable/expensive item they bought
(Sung & Huddleston, 2011d):

Interview #1:

What was it?
[Rosette: EastlEngagement ring
[Tobias: West]:Samsung LCD TV screen

Which factors (color, quality, brand, etc.) madesymrchase this product?

[Rosette: Eastlook pretty (design)! Then price range

[Tobias: West]Brand (Samsung) is the most important, then pric size of TV screen.
Samsung built the best screen in the world at tbeemt. | will not buy LG. (For me),
quality, not the price. For me quality is important

How important was the brand name of the productlyought?
[Rosette: East]Not important at all. | forgot
[Tobias: West]Brand is important. Any brands are important.

Interview #2:

What was it?
[Joe: East]Notebook (laptop)

Which factors (color, quality, brand, etc.) madeiymurchase this product?

[Joe: East]The most importance is performance of data (lap-tBpocessor..speed..
So functional factor?

[Joe: East]¥es. The second one is reliability which is corewttd brand name.

Which brand that you have?

[Joe: EastAcer

Are you willing to spend more money on better bs&nd

[Joe: East].... | definitely don’t buy APPLE (laptop) becauseme have to pay double,
but there is no other use of this, but there iggreat) function. | never do that (function
has to be better).

So you focus reliability or function, not only bchname itself?
[Joe: East]yes
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These interviews provide evidence that East Gesrteamd to engage in shopping with a
focus on function and quality rather than prestigibrand names compared to Western
Germans. Therefore, what motivates a German cossliving in the East may be how well a
product fits his or her particular need, rathenttdnether owning a certain brand will raise his or
her social status in a group.

Investigation of the relationship between self-esteand prestige brand preference (i.e
sensitivity) has concluded that consumers are cardewith how they portray themselves to
others around them, and express this concern thrihggproducts they purchase (Sirgy, 1982).
Self-concept theorists have espoused the notidretdmsumers buy products that match their
self-concept. This allows them to project an ide=t in interactions with individuals in their
social group (Dolich, 1969; Sirgy, 1982).

Furthermore, due to a scarcity of financial researa the Eastern region, prestige
sensitivity of consumers may diverge from the pgessensitivity of consumers in the Western
region. Sung and Huddleston (2011b) found thahtygears after the reunification, young
Germans preferred Samsung to other laptop braHdsaever, when analyzing the regions in
greater depth, young Germans living in the Wesdfiegpred a higher prestige brand such as Apple,
while those living in the East preferred Acer, whigas functional with affordable price (Sung
& Huddleston, 2011b).

Collective self-esteem is implicated in this prefese, insofar as it is likely to motivate
greater preference for prestigious brands in thetéve region compared to the Eastern region.
Thus, high collective self-esteem might affect atbgivisible consumption behavior, otherwise

known as prestige brand preference. Thus, thethgpes for this section are:
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Hypothesis 2a-1Collective self-esteem is negatively relatedrespge sensitivity for the
Eastern cohort.

Hypothesis 2a-2Collective self-esteem is positively related tespige sensitivity for the
Western cohort.

Hypothesis 2bThe influence of collective self-esteem on prestayesitivity will be greater for
the Western cohort than the Eastern cohort.

Price/quality Schema

Price/quality schema is defined as “the generalirdkf across product categories that
the level of the price cue is related positivelyhe quality level of the product” (Lichtenstein,
Ridgway & Netemeyer, 1993, p. 236). However, dejggnon the context, price cues can be
seen as surrogates of quality as well (Monroe &lman, 1985). This effect can be modified by
the presence of alternative consumer cues (ergctate packaging and well-known brand
names) (Chang & Wildt, 1996; Sternquist, Byun, &, J004).

In former command economies, price was not an aiain of quality, and thus
consumers had little experience in assessing thgeaeship between the two. Price did not
indicate quality because the state determined pitqatices (Bryson, 1984). Nine months after
the fall of the Berlin Wall, Johnson and Johnsa®9@) investigated several dimensions of
consumer behavior (e.g., price and quality issuretf)e former East and West Germany. Their
study results revealed that East Germans morelydalieved that price did not reflect the
quality of the product received (Johnson & Johnd@&9_3).

In generalthere is ample evidence suggesting a positiveioakstip between price and
guality evaluations. Some consumers evaluate psaestandard of product quality and thus

associate higher price with higher quality (Eriak€Johansson, 1985), while others associate
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high price with prestige (Chung & Pysarchik, 199proles & Kendall, 1986; Yu, 1996).
Equating high price with prestige is often manigelsby socially-visible consumption behavior
which might be affected by high collective selfezsn.

One study found that consumers who possess a higquality schema are inclined to
purchase products with a high price (LichtenstBioch & Black, 1988). Moreover, the results
of a cross-cultural study suggested that priceftyuperception was a marketing universal across
countries such as Japan and the U.S. (McGowan &@iest, 1998). Specifically, the study
reported that Japanese consumers believed thatithalways a reason when a price is
expensive, thus a high price product is also peeceas high quality. In addition, a European
study found that Polish and Russian consumersuses as an indicator for quality (Huddleston
& Good, 1998) and Polish consumers indicated thaeps a positive price perception to assess
high quality (Moore et al., 2003). Chinese constgnaéso responded in the same manner (Veek
& Burns, 1995). Therefore, since there is strovigence that price is a positive cue for high
quality, it is proposed that both Eastern and WadsBermans who have high regional collective
self-esteem may also perceive that price is acatdr of quality.

As mentioned in the prestige sensitivity sectioppk was the favorite brand for the
young adult German in a quantitative study (Sungwdleston, 2011b), while it was not for
those in the Eastern region. As discussed in téstige sensitivity section, a prestigious brand
with a high price does not automatically indicaighhquality in the Eastern region. Itis
expected that price/quality schema might be strofagehe young cohort in the Western region
than those in the Eastern region. Therefore,pbited that a relationship between price/quality
schema exists that is similar to the relationslgpeen collective self-esteem and prestige

sensitivity because price/quality schema is a platthe positive price perception domain.
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Hypothesis 3aCollective self-esteem is positively related ticg/quality schema.

Hypothesis 3bThe influence of collective self-esteem on pricaityjuschema will be greater
for the Western cohort than the Eastern cohort.

Negative Dimensions of Price

The negative perception of price pertains to thieude that high prices cause economic
sacrifice, where higher prices would lead to a éase in the number of purchases that
consumers make (Lichtenstein et al., 1990). Is $hudy, | will examine how these price

perception categories manifest in the German coasuealm.

Value Consciousness

Value consciousness is explained as “concern foe paid relative to quality received”
(Lichtenstein et al., 1993, p. 235)lonetary value is described as a tradeoff betwkemtoney
that consumers spend and the benefits they acituoegh thesexchanges (Sirohi, McLaughlin
& Wittink, 1998). As consumers attempt to maximilze value of products, and expect to
obtain high quality products at lower prices (Hatt@995), the perceived value becomes an
important element for consumer decision-making (@©h& Wildt, 1994; Lee, 1995).
Consumers become value-conscious in stores and pna#tact selections by leveraging
between price and value (McGowan & Sternquist, 1888man, 1996). Thus, value-oriented

consumers increase and shape the performanceadfatennels (Germeroth-Hodges, 1993).
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In previous studies (Dodds, Monroe & Grewal 199fev@l, Monroe & Krishnan,

1998), perceived value is linked to negative ppeeception where a higher price is perceived as
being related to lower product value. Higher peee value makes consumers more willing to
adopt new products (McGowan & Sternquist, 1998he Gtudy found Asian consumers are
expected to be value-driven, even in a better angnas they have more options between price
alternatives (Germeroth-Hodges, 1993). HowevelisRPaonsumers’ price perception as a
negative cue (expressed through dimensions suchl@s consciousness) was not well
developed (Moore et al., 2003). In contrast, Koreamsumers indicated that value
consciousness had the strongest relationship hétimégative price dimension (Sternquist et al.,
2004).

Based on different historical backgrounds and tthesitional environment that exists
between the Eastern and Western regions of Gerrnttaagffect of collective self-esteem on
value consciousness could be different for eaclortdiecause of the differences in the ways that
young Eastern and Western Germans perceive tlggona social groups and values. Because
value consciousness is described as the abilitépasumers’ to obtain their money’s worth
relative to product value and quality (Lichtensteiral., 1993), value consciousness is perceived
as a negative cue and the strongest negative diomef&ernquist et al., 2004). Therefore,
Eastern and Western regional collective self-estegght be negatively related to value
consciousness. Thus, based on previous studiesré@o@l., 2003; Sternquist et al., 2004), the
effect of collective self-esteem on value consam@ss could be stronger for the Western cohort
than the Eastern cohort consumers. Given this waokg information, the following hypotheses

related to collective self-esteem and value constiess are proposed:
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Hypothesis 4a Collective self-esteem is negatively relategdtue consciousness.

Hypothesis 4bThe influence of collective self-esteem on valus@ousness will be greater for
the Western cohort than the Eastern cohort.

Price Consciousness

As one of the negative price dimensions, price cousness indicates “the degree to
which a consumer focuses exclusively on payingposes” (Lichtenstein et al., 1990, p. 235).
According to Grunert and Scherhorn (1990), diffeesnin value systems across cultures can
cause differences in the perspectives of consueteor. In the current study, the two groups
of young German consumers grew up under differearket systems and their
behavior/attributes may be different as a resBihce collective self-esteem explains how
individuals view the social groups to which theydomg (Luhtanen & Crocker, 1992), consumer
attributes such as negative price perception towhoping behavior may be influenced by how
young Germans perceive their regional social grodpgss would determine whether young
Germans are concerned about their socially visbtgpping behavior demonstrated by the
products/brands they purchase with high or lowgsic

Concerns about paying low price for products/brazaisbe related to ones’
economic/financial condition. For example, presctudies explain that price consciousness
has been affected by consumer behavior, espeaiaie U.S. recession in the early 1990s
(Moore et al., 2003). Other studies explain thatdén consumers might be more price
conscious in an economic downturn, leading to ia®ee concerns about price and an
unfavorable attitude towards high prices and higbepconsciousness (Sternquist, Byun & Jin,
2004). Polish consumers also perceived price ¢onseess as a negative cue (Moore et al.,

2003).
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Germans’ concerns about paying a low price for petelbrands could be related to their
socio-economic status. In the former East Germgoyernmental and economic changes may
have drastically influenced a family’s financiahtts. Currently, the unemployment rate in the
Eastern region is nearly double the rate in themésrWest Germany (Spiegel, 2010a). For
example, marketers already recognize economicrdiffees between the two regions in
Germany. GfK reported that prices remain loweEastern Germany because of the perceived
price sensitivity in those areas, especially fadiocompared to the Western region (“GfK Group
Press,” 2012). Due to the discrepancy in finarstialbility between regions, it is likely that
German consumers living in the East would be maeesensitive than their Western
counterparts.

Thus, due to the ongoing reconstruction procesisdriastern region and the financial
discrepancy between the East and the West (Sp@Eda), consumption behavior in the
Eastern region may be more limited than in the Afestegion. The domestic GDP indicates this
discrepancy, i.e. 2,210 (billion euro) in the VWestregion vs. 288 (billion euro) in the Eastern
region in 2010 (“Statista,” 2012). Therefore, feirancial resources in the Eastern regioay
impact consumers’ price-value consciousness inyathaat departs from price-value
consciousness in the West.

According to Tajfel and Turner (1986), in ordertthance collective self-esteem,
members try to elevate their objective positiothieir social groups. However, the Eastern
cohort, who has shared transitional life experiesngghin the same region, will not try to
enhance their social identity (collective self-est¢ by paying a high price for brands in order to
fit within their regional social group since thdyase similar financial backgrounds. However,

by the same token, Eastern Germans may expredgigceacerns over paying a low price for
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merchandise. Therefore, regional collective seté@® will be positively related to price
consciousness in the Eastern region. In other weaisumers in the Eastern region focus on
budgeting their money instead of spending on higtegdrands for socially visible consumption
in their region.

However, since individuals living in the Westergim are more likely to prefer brands
compared to those living in the Eastern region, fdfesregional collective self-esteem may be
influenced by socially visible consumption, whicartslates into paying higher prices for certain
brands. Thus, Western regional collective seléast will have a negative association with price
consciousness.

Based on Sternquist et al. (2004), Korean consuraepecially during the economic
down turn, expressed increased concerns aboutgmmitdad an unfavorable attitude towards
high prices. Since economic distress makes consumere price-conscious, the effect of
regional collective self-esteem on price consciessmwill be stronger for the Eastern cohort

than the Western cohort. Therefore, the hypothiesehkis section are as follows:

Hypothesis 5a-1Collective self-esteem is positively related tieg consciousness for the
Eastern German cohort.

Hypothesis 5a-2Collective self-esteem is negatively relatedriogpconsciousness for the
Western German cohort.

Hypothesis 5bThe influence of collective self-esteem on pricescmusness will be greater
for the Eastern cohort than the Western cohort.
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Sales Proneness

Another behavior associated with negative pricegmion is sales proneness, which
indicates an increased propensity for purchasiodymts on sale because of their reduced price
(Lichtenstein et al., 1993). Therefore, when tebavior is present, consumers become
exceptionally responsive to sales promotions (Retca., 1988; Lichtenstein et al., 1990;
Schneider & Currim, 1991), indicating an increaséhie rate of purchase caused by sales
incentives. Research shows that sales price asiernts with comparative prices increased
consumer perceptions of value compared to advdrisees without sales promotions (Monroe
and Chapman, 1987). Therefore, sales pronenessmgly correlated with price consciousness
(Lichtenstein et al., 1993). Lichtenstein et 4B93) report that discounts from the regular
prices, or sales proneness, is related to incresesesitivity to price.

Different cultures have perceived sales pronenégsehtly. For example, sales
proneness of Polish consumers was not significameégative price perceptions, while sales
proneness was significant among Americans’ pricegions (Moore et al., 2003). The
reasoning provided for this finding was that thiesaoncept for Polish consumers might not be
as well developed in the transitional economy caiegbéo the well-established U.S. market-
based economy.

In the case of South Korean consumers, sales pessewmas perceived as bargain seeking
behavior (“Bargain Hunters”, 1997) and South Koreansumers reported stronger preference
for sales (Jin & Sternquist, 2003). However, sal@meness of these consumers was not
significant for negative price perceptions. Ptmthe Asian economic recession, pre-existing

laws in South Korea allowed the government to igdine number and duration of sales, which
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allowed consumers to know the time and duratiosatéds (Sternquist & Jin, 1998). Thus, it was
not necessary to shop for sales as this informatesmreadily available.

Since sales proneness is defined as an increaspdnsity to purchase products on sale
due to their reduced price (Lichtenstein et al93)9there might be differences between the two
regions of Germany related to sensitivity to pritleerefore, based on the deal proneness
concept (Lichtenstein et al., 1990), young Germartse Eastern region might have stronger
preference for sales because of their sensitigifyrice compared to those in the Western region.
Looking for a good deal could be perceived as atsosasumer behavior even if regional social
groups have high collective self-esteem in the &agtegion. For the Western region, sales
proneness could be perceived as being sensitiped® among the Western cohort. The
discussion in the previous section posited a negaéilationship between price sensitivity and
collective self-esteem. Thus, the direction betwealective self-esteem and sales proneness

for the Western German cohort should also be negati

Hypothesis 6a-1Collective self-esteem is positively relatedates proneness for the Eastern
cohort.

Hypothesis 6a-2Collective self-esteem is negatively relatedaies proneness for the Western
Cohort.

Hypothesis 6bThe influence of collective self-esteem on salesgress will be greater
for the Eastern cohort than the Western cohort.

Price Mavenism
Consumers deemed price mavens tend to gather anelisformation about shopping

tips and the best prices available (Lichtensteml.et1993). Market mavens are described as
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consumers who share shopping information with stiéeick & Price, 1987). These consumers
tend to be aware of new products and brands om#éuket, and they are frequent coupon users
(Feick & Price, 1987). The price maven is tragitity concerned about shareable low price
information, thus Lichtenstein et al. (1993) digtirshed price mavenism into the negative price
perception domain, but later studies suggest tisdimension could be a positive dimension.
For example, Sternquist et al. (2004) found thatedas perceived this dimension as both a
positive and negative price perception becausetb@ssumers actively share high price
information with others.

As the results of previous literature suggest, B#idrean consumers are not likely to
share discount price information with others evesugh they tend to engage in high levels of
word-of-mouth information sharing (Jin & Sternqui®05). Rather, South Korean consumers
tend to provide information about high prices iastef low price information, which are
perceived as both positive and negative price péiae (Jin & Sternquist, 2005). In addition,
Polish consumers perceived price mavenism as ntam&xe and weak compared to price
mavens in the U.S. (Moore et al., 2003).

Therefore, like South Korean consumers who hawesliinder the long-standing market
economy, Western Germans may not share price disaoiormation with others when they
have high collective self-esteem, instead prefgriinengage in conspicuous consumption when
interacting with others. Perhaps this behavioldte explained by Hoarding Theory and the
Self-Image Congruence Concept. Hoarding Theomsrsab emotional buying, resulting in these
consumers seeking to acquire a gratuitous numbgroolucts, because these consumers consider
not holding on to a product to be risky, insofao#fser consumers might buy the product before

they can (McKinnon, Smith, & Hunt, 1985). Therefp¥Western Germans might consider price
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mavenist behavior to be undesirable, because itldead to others acquiring products that they
might need in the future. In addition, the selage congruence concept refers to consumption
that is in line with how people see themselves i@0I1969; Sirgy, 1982; Sirgy et al., 1997).
Consumers with high self-image congruence try tggat an ideal self-image, seeking associate
products/brands and themselves in their socialggdDolich, 1969; Sirgy, 1982; Sirgy et al.,
1997). In the case of Western German consumershat® high self-image congruence,
attempts are made to hide the fact that discoymieds are paid, in order to maintain this
correlation between self-image and the abilitydechase expensive products, and consequently
to prevent devaluation of their image.

Before the German reunification, social relatiopstor networks were very important for
the older Germans in the Eastern region in ordebtain consumer products (Sung &
Huddleston, 2011a). Thus, price mavenism mighidsgtively related to collective self-esteem
for the older generation in the East. The sama applies for their children, as price mavenism
may have a positive relationship with collectivé-esteem for the young cohort in the Eastern
region, but the effect of collective self-esteenpoice mavenism may not be as strong as their
parents’ networks because social relationshipgeasimportant for the new generational cohort
after the reunification. Thus, East Germans whaehagh collective self-esteem may not share
discount price information with others within trenge region because of the decreased necessity
of the network. Furthermore, the effect of pricavenism might be stronger for the Western
region given the findings of previous literaturePolish and U.S. consumers that found that
price mavenism of Polish consumers was non-exteresid weaker than for U.S. consumers.
Therefore, the relationship may operate in diffedirections for the two regions and the effect

of collective self-esteem and price mavenism magthmnger for Western Germans.
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Hypothesis7a-1Collective self-esteem is positively related ticg mavenism for the Eastern
cohort.

Hypothesis7a-2Collective self-esteem is negatively relatedriogpmavenism for the Western
cohort.

Hypothesis 7bThe influence of collective self-esteem on priceensm will be greater for
the Western cohort than the Eastern cohort.

Coupon Proneness

It has been argued that price reduction offered bgupon may increase consumer
purchases (Lichtenstein et al., 1990; Cotton & Bal®ly8; Schindler, 1990). According to these
authors, coupon proneness plays a negative rakeiprice perception because sales increase
when a discount price is offered in conjunctionhnatcoupon compared to sales without
coupons. Therefore, increased sales in this coatexdue to increased sensitivity to price.
Coupon proneness is defined as “an increased pspen respond to a purchase offer because
the coupon form of the purchase offer positivelgets purchase evaluations” (Lichtenstein et
al., 1990, p.56).

Germans’ coupon usage has been called insignifa@npared to other European
countries (e.g. Belgium, Portugal, Greece, Fra8pajn), the U.S., and some Asian countries
(e.g. China, Hong Kong, South-Korea) (“Nielsenwi)11). However, as one of the sets of
price perception, coupon proneness is investigatedmpare differences between the Eastern
and Western regions of Germany in this study. Thizecause coupon proneness is related to
increased sensitivity to price (Lichtenstein et B990), so there might be differences between

the two regions.
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Based on previous research on price perceptionngriin@ total seven total price
perceptions coupon proneness was omitted for culssral research on Polish, U.S. (Moore et
al., 2003) and Asian consumers (Sternquist e2@04). The justification provided for this
omission in these studies was that coupon pronem@s$iot active enough for Polish and South
Korean consumers.

Although Germans’ coupon usage is not highly recoagh the current study still
investigates coupon proneness to demonstratecd gete perceptions. Since coupon proneness
is linked to market mavens who share shopping mé&tion with others through discussion
(Feick & Price, 1987), consumers who have accesstiiet mavens or who are coupon prone
tend to control their spending by using couponssédes advantages (Price et al., 1988).
Therefore, Eastern Germans may tend to budgeteékp&nditures in order to be able to
purchase certain quality items and may activelyamsgons. For the Western region, using
coupons could be perceived as being sensitiveite.pil herefore, the effect of collective self-
esteem on coupon proneness will be stronger foE#stern region than that of the Western
region.

HypothesisSa-lChioIIective self-esteem is positively relateddomon proneness for the Eastern
cohort.

Hypothesis8a-2Collective self-esteem is negatively relateddopon proneness for the
Western cohort.

Hypothesis 8bThe influence of collective self-esteem on coupongness will be greater for
the Eastern cohort than the Western cohort.
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CHAPTER IlI

METHODS

In Chapter 3, the study methodology is discusséd ifcludes the measurement, sample
and data collection procedure. In addition, thehméblogy of the preliminary study is

examined.

Construct Measures

Construct measures were adopted and modified frastireg scales as follows: there were
nine constructs in total, including social conndotess, collective self-esteem, positive price
perception (price/quality schema, prestige sensjijivand negative price perception (value
consciousness, price consciousness, sales pronpenessnavenism). A 7-point Likert scale
(1=strong disagree to 7=strongly agree) was usetet@sure all constructs. The survey
instrument is presented in Appendix D. In ordeassess measurement invariance in a cross-
cultural (e.g. national) study, three main compdserere checked, including calibration,
translation, and metric equivalence tests (Mull8f@5). Before the data collection, calibration
and translation equivalence tests were verifiedlib€ation equivalence is used to ensure that
units of measure are converted between culture#€M©995). According to Mullen (1995),
translation equivalence is used for making suredhastionnaire items are translated
appropriately. Thus, questionnaire items are tetthéir respective latent constructs after
translation. Typically, the back-translation methe used for the establishment of calibration

and translation equivalence (Mullen 1995).

41



Therefore, for the calibration and translation gglénce, English questionnaires were
translated into German. A total of four Germandgegte students in the U.S. and Germany who
are fluent in English translated, back-translagedi confirmed the meaning of the items. The
translation process was as follows: 1) the twoinalgGerman translators translated the English
version of the survey questions into the Germasiwgarin the U.S.; 2) then, another German
translator acted as a confirmer in Berlin and dewdblecked the original translators’ work and
made modifications; 3) the back-translator tramsldhe German version into English to ensure
that the meaning of questions was properly deliyef¢ then, all of the versions were discussed
among the translators, in order to compare ther@idenglish version, the translated version
from English to German, the modifications from tomfirmer, and the back-translator’s version
from German into English. All versions were congghto reach the closest meaning delivery
and results were double-checked. Based on theatmafneement of the four translators, two
guestions from the English version of the questmenwere adjusted slightly due to the
difficulty of the exact translation between Gernaemal English as follows: Question #30: “l am
able to relate to my peers in the region/city (@mletown).” For the translation of “relate to”
from English to German, there were three optionsotovey the meaning, including “identify”
(sich identifizieren), “build a relationship in agbessional way” (Beziehungen aufbauen), and
“get along with” (sich verstehen mit irgendjemanderoltimately, “get along with” was chosen
because the expression “relate to my peer” imphiesaction with a peer essential “to getting
along” with her or him. Question #45: “| feel goadout my hometown or the city/region to
which | belong” is translated as “I am proud of hgmetown” based upon an agreement

between the four translators. The scales are skeclin detail in the following sections.
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Study Background and Scale Adjustment Procedures

Interview—Stage One

Face to face, e-mail, and Internet video intergi@vere conducted in order to understand
the influence of the German reunification and gairunderstanding of this phenomenon on
young German consumers. Many researchers usenétied for gaining background

knowledge at the beginning of the research prog&ssrchill, 1979).

For the current study, a total of ten young Gersamging from at least 18 years old to
less than 35 years old participated in intervienvhe United States and Germany. Respondents
were asked about the German reunification situaimhthe effects on social connectedness,

price perception, and brand preference a year &éfier main study was conducted.

First, interview participants were asked abouirthersonal and family experiences and
how they felt about the social connectedness/gapdesm the Eastern and Western regions. In
addition, they were asked about their shopping mepees for durable/expensive products and

brand preference.

The respondents identified the influence of then@ reunification between the Eastern
and Western regions and how it affected them, églhetor young Germans in the Eastern
region compared to those in the Western regiore Hadstern German youth described social
connectedness through stories from their paremtghaough their experiences with their
contemporary Western German counterparts. Moreovest subjects provided information on

their electronic product shopping experiences dmlibdurable/expensive shopping items.
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Preliminary Study Test—Stage Two

Based on the interviews, a preliminary study waslcated a year before the main study
to identify whether there were statistical diffezea between the two regions in regards to social
connectedness, collective self-esteem and the pezeption constructs, which include prestige
sensitivity, price and value consciousnesses.

In order to empirically test the basic conceptuatel, data were collected from
university students in the Eastern and Westerrornsgof Germany in 2011. A sample size of
201 German college students was collected in Meguthh July 2011. A total of 168 responses
out of 201 were usable (East: 112 out of 124 andtW&6 out of 77). Based on the results of the
preliminary study, some revisions to the instrumeete made for the main study in order to

clarify questions and confirm that the constructd eoncepts were properly presented.

Face Validity for the Main Study—Stage Three

After obtaining the results of the preliminarydyuand interviews, the measurements
were modified, adjusted and added from the prevsbudies for each construct for the main
study in order to account for the effects of thgioeal gap and the German reunification
situation on the constructs (e.g. social conne@ssircollective self-esteem). For example, the
modifications to the social connectedness itenisatthe regional differences between the
Eastern and Western regions. Based on the prelmnesults, items were modified by the four
German translators and back-translators to impetargty and validity of scales before the main

study was undertaken. Each measure used inutg ist discussed below.
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Social Connectedness

Social connectedness reflects how close a perstsigth others in one’s social setting
(Kohut, 1984; Lee & Robbins, 1995). Ten items roeiag social connectedness out of a total of
20 items were adapted, adjusted, and modified fsmwious studies (Lee, Draper, & Lee, 2001;
Kohut, 1984) for the purposes of the current stullgr the preliminary study, the alpha value of
the selected items was 87. However, for the nmaidys these selected items were modified to
reflect regional influences. The modified itemsyaittd from Lee et al. (2001) were culled from
the original list of measures, in order to focussonial groups outside of the family and within
the greater society in reunified Germany. Focusimghis type of social group is salient because
it is easier to make the link between the generaibs connectedness to the regional social
connectedness/gap (East vs. West). For instameteaid of a question like “Sometimes | feel
myself losing a sense of connectedness with sqtibiy question was modified to “Sometimes |
feel myself losing a sense of connectedness wéltdmmunity in the region/city (or hometown)
in which | grew up”. Furthermore, there were sona@slation issues between German and
English. For example, instead of “I am able toteeta my peers”, this question was changed to
“I am able to get along with my peers in the redgegy (or hometown) in which | grew up” in
Germany. In general, the social connectedness magasat in the current study focuses on the
level of social connectedness of the Eastern anstéiferegions and the effects on German
youth growing up in each area. Thus, the measurewas modified and properly adapted to fit
the purpose of the current study.

Overall, the items for the current study were aedgtom the previous German

consumer interview study which found regional défeces (Sung & Huddleston, 2011c) and
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were based on the original social connectednedy gliee et al., 2001). These items are as
follows:

Table 1. Social Connectedness Iltems

| feel connected to the people (e.qg. friends, ingdat neighborhood, acquaintance, etc) in the
region/city (or hometown) in which | grew up.

| feel like an outsider in the region/city (or hamen) in which | grew up. (Reverse)

| am able to “get along with” my peers in the ragmty (or hometown) in which | grew up.

I think 1 fit in well in new situations.

Sometimes | feel myself losing a sense of conneetesiwith the community in the region/city
(or hometown) in which | grew up. (Reverse)

Even around people | know, | don't feel that | hgdlelong/belonged in the region/city (or
hometown) in which | grew up. (Reverse)

| see people as friendly and approachable in thi@mécity (or hometown) in which | grew up.
| feel distant from people in the region/city (@mhetown) in which | grew up. (Reverse)

| don't feel related to most people in the regiay/or hometown) in which | grew up.
(Reverse)

| don't feel | participate with anyone or any graaghe region/city (or hometown) in which |
grew up. (Reverse)

(1=strongly disagree to 7=strongly agree)

Collective Self-esteem

All 16 questions constituting the collective sefiteem measure were adapted from a
previous study (Luthanen & Crocker, 1992). Luthraaed Crocker’s (1992) scales were used
and modified in order to measure feelings of salftvthat a person derives from one’s group
membership (Eastern and Western regional group reeship) for a prescribed social identity.
The original collective self-esteem scale (Lutha&e@rocker, 1992) was composed of four

subscales—"membership,” “private,” “public,” anidéntify” collective self-esteem, with a
total of 16 items which were adjusted for the caristudy in order to distinguish the regional
collective self-esteem between the Eastern andéffestgions of Germany. The term “social

group” was modified to reflect regional connectio®®r example, instead of “The social groups
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| belong to are an important reflection of who I,athis question was adjusted to “My
hometown or the city/region to which | belong isiaportant reflection of who I am” in
Germany. In addition, instead of “I feel good abiy social groups to which | belong,” this
guestion was modified to “I am proud of my hometawrthe city/region to which | belong” in
Germany. The scale of the original items was nteylowith most alpha coefficient items over
.70. The alpha coefficient was .78 for the prehany study for collective self-esteem in
Germany. For the current study, all of these itanesmodified in order to reflect the regional
collective self-esteem between the East and West.

Table 2. Collective Self-Esteem ltems

Membership

I am a worthy member of my hometown or the citysago which | belong.

| feel I don’t have much to offer to my hometowntle city/region to which | belong. (Reverse)
| am a cooperative participant in my hometown er ¢hty/region to which | belong.

| often feel that I'm a useless member of my hometor the city/region to which | belong.
(Reverse)

Private

| often regret that | belong/having belonged tolmynetown’s community.

In general, I'm glad to be/have been a member@®ttmmunity in my hometown.

Overall, | often feel that my hometown or the aigglion of which | am a member is not a
worthwhile place to be. (Reverse)

I am proud of my hometown or the city/region to @l belong.

Public

Overall, my hometown or the city/region to whichdlong is considered good by others.

On average, most people consider my hometown asityy@egion to which | belong, to be of a
lower status than other cities/regions. (Reverse)

In general, others respect my hometown or thereigydn of which | am a member.

In general, others think that my hometown or thg/i@gion of which | am a member isn't a
worthwhile place to live. (Reverse)

Identity

Overall, my hometown or the city/region to whichdlong has very little to do with how | feel
about myself. (Reverse)

My hometown or the city/region to which | belongais important reflection of who I am.

My hometown or the city/region to which | belonguisimportant to my sense of what kind of a
person | am. (Reverse)

In general, belonging to my hometown or the cityi#a is an important part of my self-image.

(1=strongly disagree to 7=strongly agree)
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Price Perception

Price perception is the process of interpretingepand assigning value to products or
services based on the price (Lichtenstein et 88811990, 1993). Price perception is measured

in two ways: positive and negative dimensions.

Positive Price Perception

This dimension of price perception measures hovswoers perceive high price as an
indicator of quality and prestige (Erickson & Jokson, 1985; Lichtenstein et al., 1990; Monroe
& Krishnan, 1985). Two constructs comprise prieeception—prestige sensitivity and
price/quality schema. Nine item measures in Wtk derived and adjusted from existing
scales for prestige sensitivity (Lichtenstein et #993). The original scales were used for
grocery shopping, so they were adjusted for theqmes of the current study. The alpha
coefficient of prestige sensitivity originally useg Lichtenstein et al. (1993) was reported as .89
by Sternquist et al. (2004). In the preliminanydst of Germany, the alpha coefficient of
prestige sensitivity was .86. All nine items coming the prestige sensitivity measure whether a
customer perceives price as a positive cue, windicates feelings of prominence related to
conspicuous consumption.

In addition, price/quality schema measures whatbasumers perceive price as
consistent with the quality of the product. Fagdl consumers, price is a significant indicator of
quality (Peterson & Wilson, 1985) and these consartierefore tend to purchase expensive
products (Lichtenstein, Bloch & Black 1988). Sorohema, as well as their past experiences,

are important in helping them to make sound desss{®ao & Monroe, 1988). Four items in
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total were derived and adjusted from existing scllechtenstein, Ridgway & Netemeyer 1993)

and the alpha coefficient of this scale ranged fré@nto .85 (Sternquist et al., 2004).

Table 3. Positive Price Perception Items

Prestige (Brand) Sensitivity

People notice when | buy the most expensive brédoooduct.

Buying a high price brand makes me feel good abuself.

Buying the most expensive brand of a product makedeel classy.

| enjoy the prestige of buying a high price brand.

It says something to people when you buy the higteersion of a product.

Your friends will think you are cheap if you cortsistly buy the cheapest version of a product. |
| have purchased the most expensive brand of aiptquist because | knew other people would
notice.

| think others make judgments about me based up®kihds of products and brands | buy.
Even for a relatively inexpensive product, | ththkat buying the most expensive brand is
impressive.

Price/Quality Schema

Generally speaking, the higher the price of a pcods) the higher the quality of that product will
be.

The old saying “you get what you pay for” is gealty true.

The price of a product is a good indicator of isliy.

You always have to pay a bit more for the best.

(1=strongly disagree to 7=strongly agree)

Negative Price Perception

This dimension of price perception is indicativetlué perspective that high prices cause
economic sacrifice with the consequence that psiperceived as a negative cue (Lichtenstein et
al., 1990). Thus, high prices would cause conssméh this perspective to decrease the
number of purchases they make (Lichtenstein e1890). There are four constructs in total
derived from an existing scale—price consciousnessie consciousness, sales proneness and

price mavenism (Lichtenstein et al., 1993).
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Value consciousness measures a consumer’s cormehefprice paid for an item
relative to the quality of this iteifiLichtenstein et al., 1993). All seven items wedla@ed from
a previous studglichtenstein et al., 1993) and the alpha coefficadrthis scale ranged from .84
to .88 as reported by Sternquist et al. (2004)ly @rsmall adjustment was made to the original
scale (i.e. taking out the term “grocery shoppindf) the preliminary study of Germany, the
alpha coefficient of prestige sensitivity was .57.

Price consciousness measures the degree to whafsamer is concerned with paying
lower pricegLichtenstein et al., 1993). All five items wereagted from an existing scale and
the alpha coefficient of this scale was .84, aginaily reported by Sternquist et al. (2004), with
the aforementioned adjustment (e.g. taking outeéha “grocery shopping”). In the preliminary
study of Germany, the alpha coefficient of prestigasitivity was .82.

Sales proneness measures whether a customer’'saparchproducts on sale increases
because of reduced prices (Lichtenstein et al.319%his construct indicates a customer’s
response to sales promotions (Price et al., 1988ténstein et al., 1990; Schneider & Currim,
1991). All six items were adapted from an exissigle and the alpha coefficient of this scale
was .90 as reported by Sternquist et al. (2004).

Price mavenism measures how consumers tend torgatbenation regarding shopping
tips and how the best prices available affect gteabior of other consumers (Feick & Price,
1987). Six items in total were adapted from arstaxy scale to measure this dimension and the
alpha coefficient of this scale was .90, as rejpopye Sternquist et al. (2004).

Coupon proneness measures consumers’ “propensigpond to a purchase offer”
because of the availability of a coupon (Lichteims&t al., 1990, p.56). Five items in total were

adapted from an existing scale (Lichtenstein etl&93) to measure this dimension. Previous
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studies (Moore et al., 2003; Sternquist et al. A22@Xcluded this construct due to the lack of
coupon usage in targeted countries.

Table 4. Negative Price Perception ltems:

Value Consciousness

| am very concerned about low prices, but | am #geancerned about product quality.

| compare the prices of different brands to be $get the best value for the money.

When purchasing a product, | always try to maxintieequality | get for the money | spend.
When | buy products, | like to be sure that | arttigg my money’s worth.

I generally shop around for lower prices on produbtit they still must meet certain quality
requirements before | buy them.

When | shop, | usually compare the price informafior brands | normally buy.

| always check prices at the store to be sure thgebest value for the money | spend.

Price Consciousness

I am willing to go to extra effort to find loweripes.

| will shop at more than one store to take advante#gow prices.

The money saved by finding low prices is usuallytivéhe time and effort.

| would never shop at more than one store to fovdprices. (Reversed Score)
The time it takes to find low prices is usually mairth the effort. (Reversed Score)

Sales Proneness

If a product is on sale, | would buy it for thisas®n.

When | buy a brand that is on sale, | feel thatlgetting a good deal.

| have favorite brands, but most of the time | by brand that is on sale.

One should try to buy the brand that is on sale.

I am more likely to buy brands on sale.

Compared to most people, | am more likely to bugnls that are on special (sales).

Price Mavenism

People ask me for information about prices foretdht types of products.

I am considered somewhat of an expert when it cdm&sowing the prices of products.

For many types of products, | would be better it most people to tell someone where to
shop to get the best price.

I like helping people by providing them with prizdormation about many types of products.
My friends think of me as a good source of pridermation.

| enjoy telling people how much they might expecpay for different kinds of products.

Coupon Proneness

Redeeming coupons makes me feel good.

| enjoy clipping coupons out of the newspapers.

When | use coupons, | feel that | am getting a gbeal.

| enjoy using coupons, regardless of the amouavé $y doing so.
Beyond the money | save, redeeming coupons gives se@ase of joy.
(1=strongly disagree to 7=strongly agree)
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Data Collection of the Main Study

Data Collection Method

The online survey was conducted through a survdysitee Data were collected via 1)
German university contacts established from therpiary study conducted in 2009 and in
2011 and 2) consumers from an online market websateed'Crowdsourcing Internet
Marketplace’.

To obtain university participants, four German wmsities from the Eastern and Western
regions (e.g. Rostock, Jena, Passau, and Ingglstadt chosen because they include
populations of individuals belonging to the targge range for this study. The universities were
contacted to receive their permission to distridb&esurvey to students. German university
professors introduced the online links to the Gerstadents and explained the survey
procedure in German. Two incentives were provigeall German participants who completed
the survey. The first incentive was a 7 Euro Anmagift card to all survey participants and the
second incentive was a raffle opportunity thoughiawing conducted on July'42012 for two
100 Euro Amazon gift cards per university.

Secondly, the group of consumers from an onlineketarebsite Crowdsourcing
Internet Marketplace(e.g. Amazon Mechanical Turk) was chosen. Tlsllof website
provides access to a large group of consumersedatively low cost (Lohse, Bellman &
Johnson, 2000). In the online market websitvdsourcing Internet Marketplace,
participants can choose to participate in &hyman Intelligence Tasksind a monetary reward
was offered (“Amazon,” 2012). Survey participawtso agreed to participate in the online

market research website received a monetary reefeéd for the current study. To qualify to
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participate in this online market research websib®sumers had to be located in Germany,
which was identified by the Internet IP addresbug, only consumers who reside in Germany
could see the survey and participate. Participaete asked to provide their age, which was not
to exceed 35 years old before they were directéldetanain survey link. The monetary reward

was given to participants who met all qualificasand verified their tasks within 48 hours.

Sample Description

Subjects include young German consumers becaissedhort has been raised in a
milieu consisting of both a transitional economwgtern region) and a long-standing market
economy (Western region). The current study réeduyoung consumers ranging from at least
18 years old to 35 years old as of 2012, who stemt formative years in the transitional
economy compared to young consumers who spentftimative years in the long-standing
market economy. This age range was chosen becansemers may start to actively buy
products after 12 years of age. Previous researgests that, while children's consumer
behavior trajectory continues during adolesceng@ade 12 children have been fully exposed to
all aspects of their consumer behavior (Valenbor@aator, 2001). Valenborg & Cantor (2001)
conclude that “they are able to (1) feel wants rederences (as early as infancy and
toddlerhood); (2) search to fulfill them (as eaal/the preschool period); (3) make a choice and
a purchase (from the early elementary school pengdand (4) evaluate a product and its
alternatives (as early as the later elementarydgreriod)” (p. 69).

Since 22 years have passed since the German catioifi in 1990, children that were 12

years old during this time period are now 34-35yedd (Fall of Berlin Wall in 1989). Thus,
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the current study includes consumers who range &bleast 18 years old up to 35 years old as
of 2012.

Participants in the survey were asked to idenktigirtplace of birth and hometown in
order to determine which cohort (transitional: Bastmarket: West) to which they belonged.
These questions weas follows: “Where were you born (city and stateg)®/here did you live
(most of the time: city and state)”, “How many yg&ave you been in this region/city?”, and
“Where have you lived since you were 12 years olditie purpose of these questions was to
determine which participants were raised in thaétagegion of Germany, and which were
raised in the Western region of Germany. Respdsded to meet the following criteria: (a)
grew up in either the Eastern or Western regioB@imany and were able to distinguish
between the two regions, and 2) are a German ration

A total of 605 responses were completed. Of th&, ®esponses were usable (E=196,
W=246) after data cleaning (e.g. outliers, agethtion, German nationality, mean differences).
Table 5 shows the demographic characteristicseof#tmple in the Eastern and Western regions
of Germany. About 93.4% (East) and 86.9% (Westhefsample had or were currently
enrolled in a university. Of the sample, 93.4% (Easd 70.3% (West) were between 20 and 29
years old. The average annual income of the Bagple was reported between 19,000€ and
26,999€ and that of the West sample was reportereklea 27,000€ and 38,999€. Of the
participants in the sample, 42.9% were male antl9vere female for the Eastern region while
64.2% were male and 35.8% were female for the \Weségion.

According to Statistisches Bundesamt in Germarg/fakal German population consisted
of 81.8 million people (“Destatis.de,” 2011). @ese, there were 17.4 million people (21% of

81.7 million) between 18 and 35 years of age inrd20Q/ith a per capita income of 29,750 €,
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Statistisches Bundesamt indicates that Germangssiied as a middle class society
(“Destatis.de,” 2009) while the net income of East@erman households was 19,500€ in 2008
(Spiegel, 2010a). Compared to the annual inconteeoGerman population, the annual income
of the sample in the Eastern and Western regiosssiailar to the annual income of the
German population in each region.

According to Statistisches Bundesamt in Germanys @bpeople ranging from 20 to
under 30 years of age possessed an educationoceetfincluding 33% that possessed a German
“intermediate school leaving certificate” (iRealschulabschlusssimilar to a two-year
technical school in the U.S.) and 42% that posskeasmiversity or college entrance certificate
(“Destatis.de,” 2009). The average educationatekegf this population of young Germans is at
least the “intermediate school leaving certificat€ompared to the education level of the
German population, the sample of the current shadyhigher education level in both in the
Eastern and Western regions.

Statistisches Bundesamt also showed that 41,398%50f Germans are female and
40,112 (49.2 %) are male. Specifically, for yo@grmans 18 to 35 years of age, 50.76% are
male and 49.24% are female (“Destatis.de,” 20@)mpared to this distribution of gender in
this age range, the sample of the current studlyarEastern region was similar, but the sample
of the Western region had a slightly higher peragatof male participants. This can be
explained by the greater number of respondentstiken the online survey participants (m-
turk web-site)—a platform that draws more male sigeigeneral (Krantz & Dalal, 2000)—in the

Western region than those taken in the Easteromegi
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Table 5. Demographic Characteristics of the Sartiyiel42)

East N=| Percent (%) | West N=| Percent
(196) (246) (%)
Age 18- 20 19 9.6% 33 13.4%
21-24 107 54.6% 104 42.3%
25-29 57 29.2% 74 30.1%
30-35 13 6.6% 35 14.2%
100% 100%
Education | School-leaving certificate 13 6.6% 32 13%
Currently at a college or 156 79.6% 135 55%
university or similar
Bachelor’'s degree 10 5.1% 37 15%
Master’s degree or higher 17 8.7% 42 17%
100% 100%
Income Under 7500€ 48 24.5% 43 17.5%
7,500€ — 18,999€ 32 16.3% 34 13.8%
19,000€ — 26,999€ 15 7.7% 11 4.5%
27,000€ — 38,999€ 17 8.7% 23 9.3%
39,000€ — 49,999€ 20 10.2% 24 9.8%
50,000€ — 61,999€ 7 3.6% 22 8.9%
62,000€ — 76,999€ 4 2.0% 11 4.5%
Above 77,000€ 9 4.6% 21 8.5%
Don’t Know 44 22.4% 57 23.2%
100% 100%
Gender Female 84 42.9% 88 35.8%
Male 112 57.1% 158 64.2%
100% 100%
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CHAPTER IV

RESULTS

In this chapter, | will discuss the process byahithe hypotheses posited in Chapter 2
were tested. The equivalence tests of CFA (Coumafiony Factor Analysis) and SEM (Structural
Equation Modeling) are reported including the tglisy and validity of the measurement.

Finally, the findings of the current study are dissed.

4. 1. Confirmatory Factor Analysis (CFA)

The model was estimated using the two-step praeessnmended by Anderson and
Gerbing (1988). First, CFA was used to evaluaterétiability and validity of the measurement
to find an acceptable measurement model for theghwaps using the equivalence test. Then,
the modified measurement model was analyzed usitiggnalysis with latent constructs for the
suggested theory model test (Hatcher, 1994). LIS&B with the maximum likelihood
estimation was used.

The CFA test was conducted separately for the twapgs (Germans living in the Eastern
regionand Germans living in the Western region) to exantie initial result before the CFA

equality comparison test was conducted to imposéntvariance constraints. The initial results
of separate CFA tests without any purification adles were as follows: Chi-squa;s@z)(:
3615.97, df=2144, p<.001, IFI=.89, CFI=.89, RMSE®&-in the Eastern region and Chi-square

(xz): 3692.14, df=2144, p<.001, IFI=.92, CFI=.92, RMSED5) in the Western region. First,

through separate CFA tests for each region, seitera$ with factor loadings below .60 and

insignificant t-values were excluded to purify theasures (Anderson and Gerbing, 1998).
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After the separate CFA test for each group wasopestd and several items with factor loadings
below .60 were deleted, the equivalence test ®itwo groups was conducted simultaneously
with the constrained measurement model (e.g. cainstl factors) to test the same measurement
before comparing the study model between the twags (Anderson & Gerbing, 1988). After
the CFA measurement equivalence test for both nsgite final results, including retained

items and excluded items, are shown in Table 6/eldmong four sub-scales of collective self-
esteem, two sub scales were retained for the C§tAliat only one sub-scale—privately
perceived collective self-esteem—converged foffitted SEM model. Although the final CFA
equivalence test for these private collective ssteem items showed that one of these collective
self-esteem items was below .50 (.46 for the BEadt 42 for the West), it was retained in order

to maintain at least three items for an accept8Bl®l model to converge (Hair, Anderson,
Tatham, and Black, 1988). With these three itefrite@private collective self-esteem construct,
this sub-scale made a contribution to the ovetalctural model fit, the relationship between
social connectedness and collective self-esteensigagicant (p<.05) in the SEM model. In
addition, the rest of the constructs include asti¢faree items per construct for an acceptable

SEM model (Hair, Anderson, Tatham, and Black, 198&e Table 6). Overall, the CFA
equivalence measurement model fit is good (Chi-lsq(;[%): 2720.22, df=1486, p<.001,
IFI=.93, CFI=.93, RMSEA=.06). Although the resoftthey” test was significant{= 2720.22,

df=1486, p<.001), the rest of the fit indices irated good fits of the CFA equivalence model to

the data (IFI=.93, CFI=.93, RMSEA=.06). Moreowange of alternative tests is the “Normed

Chi-square” testx(z/df) (Hooper, Coughlan, & Mullen, 2008), whichless sensitive to sample

size. An acceptable value resulting frge%‘df could be less than or equal to 2 (Tabachnick &
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Fidell, 2007). The result of the “Normed Chi-squtast” (y2/df) for the CFA equivalence
model is less than 2. Therefore, it can be comadutiat this CFA equivalence model is
acceptable for the two group (East and West) aisalys

Just as calibration and translation equivalences werified in the method section, there
is also a metric equivalence test used to asseasumament invariance in multiple group
analysis (Mullen 1995). Metric equivalence has tmportant aspects—consistency of scoring
and equality of responses (Craig & Douglas 2000Hé&nu1995). For the Eastern and Western
regions, skewness and kurtosis of all variablesewsthin the acceptable range of +2. Both
German groups living in the East and in the Wespaaded 1 through 7 on the scales (7-point
Likert scale) of all variables. According to Heltal. (2008), scoring consistency can be also
checked by comparing reliabilities between multigieups or by examining factor loadings.
Scoring consistency can also be checked by exautbms that did not have significant loading
values and low loading coefficients (Anderson & Beg, 1988). Thus, reliability for each
construct was tested using Cronbach’s alpha. Alkaoh’s alpha above .70 is recommended
(Nunnally, 1978). All constructs in the two groujEast vs. West) were above .70 except the
construct labeled ‘privately perceived collectiedf-®steem, which was .65 in the Western
region group, but still acceptable (See Table 6wkl The comparison of reliabilities between
previous studies and the current study for pricqegyion is shown in Table 7.

Construct validity was measured by convergent asctichinant validity tests. Since

convergent validity was evaluated by showing thatdignificance of the lamda,{ loadings

(Anderson & Gerbing, 1988) values per each indicator to each respective latamgtruct

were significant (p<.05). Moreover, al} loadings coefficients were greater than .50 (Asder
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& Gerbing 1988) except one collective self-estetami Thus, most items in the current study
strongly support the theoretical constructs andatestnate convergent validity.

To verify discriminant validity, each item loading one latent construct should be
within the same latent construct as distinguismethfany other latent construct (Kline 2005).
All items belonging to the nine latent construceyavloaded and each item loaded on its

respective underlying latent construct, K9i (vithout cross loadings. In addition, in order t

verify discriminant validityy ~ indicates that the correlation Pl (between two constructs was

significantly different from 1 (Anderson, 1987).

Table 6 shows the final items that were both setbend dropped after separate CFA
tests and the equivalence test for the measureneetconducted, as well as Cronbach’s alpha
for each construct. These variables made a comiibto the overall structural model fit.

Therefore, the equivalence CFA test is explainedkiail in the following section.
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Table 6. Measurement Properties after constraiaetifs: Equivalence Test for the two groups

Chi-square )= 2720.22, df=1486, p<.001, IFI=.93, CFI=.93, RMSED6

East East West West
ltems Std. Cronbach’s Std. Cronbach’s
Loadings alpha Loadings alpha

Social Connectedness
SC1: | feel connected to the people 90 55
(e.g. friends, relatives, neighborhood,
acquaintance, etc) in the region/city
(or hometown) in which | grew up.

SC2_R: I feel like an outsider in the 71 69
region/city (or hometown) in which |
grew up. (Reversed Score)

SC5_R: Sometimes | feel myself 90 52
losing a sense of connectedness with
the community in the region/city (or
hometown) in which | grew up.

.843 .864
SC6_R: Even around people | know, | gq 60
don’t feel that | really belong/belongeq
in the region/city (or hometown) in
which | grew up. (Reversed Score)

SC7: | see people as friendly and 87 53
approachable in the region/city (or
hometown) in which | grew up.

SC8_R: | feel distant from people in 1.03 91
the region/city (or hometown) in
which | grew up. (Reversed Score)

SC9 R: I don't feel related to most 71 68
people in the region/city (or
hometown) in which | grew up.
(Reversed Score)
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Table 6. Cont’d

Chi-square)= 2720.22, df=1486, p<.001, IFI=.93, CFI=.93, RMSED6

Items

East
Std.
Loadings

East
Cronbach’s
alpha

West
Std.
Loadings

West
Cronbach’s
alpha

Excluded items:

SC3: | am able to “get along with”
(relate to) my peers in the region/city
(or hometown) in which | grew up.
SC4: | think I fit in well in new
situations.

SC10: | don't feel | participate with
anyone or any group in the region/city
(or hometown) in which | grew up.
(Note: These items were also deleted
in the preliminary study)

Collective Self-Esteem

CSEP1_R: | often regret that |
belong/having belonged to my
hometown’s community. (Reversed
Score)

CSEP2: In general, I'm glad to
be/have been a member of the
community in my hometown.

CSEP4: | feel good about my
hometown or the city/region to which
| belong.

Excluded items:
CSEM1: | am a worthy member of my
hometown or the city/region to which
belong.

CSEM2_R: | feel | don’t have much to
offer to my hometown or the
city/region to which I belong.
(Reversed Score)

.46

.88

.65

735

42

91

.66

.653
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Table 6. (Cont'd)

Chi-square)= 2720.22, df=1486, p<.001, IFI=.93, CFI=.93, RMSED6

Items

East
Std.
Loadings

East
Cronbach’s
alpha

West
Std.
Loadings

West
Cronbach’s
alpha

CSEM3: | am a cooperative
participant in my hometown or the
city/region to which | belong.
CSEM4: | often feel that I'm a useless
member of my hometown or the
city/region to which | belong.

CSEP3_R: Overall, | often feel that my
hometown or the city/region of which
am a member is not a worthwhile
place to be. (Reversed Score)

CSEPBL1: Overall, my hometown or
the city/region to which | belong is
considered good by others.
CSEPB2_R: On average, most peopl¢
consider my hometown or the
city/region to which I belong, to be of
a lower status than other
cities/regions. (Reversed Score)
CSEPB3: In general, others respect
my hometown or the city/region of
which | am a member.

CSEPB4_R: In general, others think
that my hometown or the city/region
of which I am a member isn’t a
worthwhile place to live. (Reversed
Score)

A} %

CSEID1_R: Overall, my hometown or
the city/region to which | belong has
very little to do with how | feel about
myself. (Reversed Score)

CSEID2: My hometown or the

63




Table 6. (Cont’d)

Chi-square)= 2720.22, df=1486, p<.001, IFI=.93, CFI=.93, RMSED6

Items

East
Std.
Loadings

East
Cronbach’s
alpha

West
Std.
Loadings

West
Cronbach’s
alpha

city/region to which I belong is an
important reflection of who | am.

CSEID3_R: My hometown or the
city/region to which | belong is
unimportant to my sense of what kind
of a person | am. (Reversed Score)
CSEID4: In general, belonging to my
hometown or the city/region is an
important part of my self-image.

Prestige Sensitivity
PSN2: Buying a high price brand
makes me feel good about myself.

PSN3: Buying the most expensive
brand of a product makes me feel
classy.

PSN4: | enjoy the prestige of buying
of a high priced brand.

PSN5: It says something to people
when you buy the high price version
of a product.

PSN7: Your friends will think you are
cheap if you consistently buy the
lowest price version of a product.

PSNO9: | have purchased the most
expensive brand of a product just
because | knew other people would
notice.

.79

.88

.84

.61

.62

.62

.869

.78

.85

.83

.60

.64

.62

.879
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Table 6. (Cont’d)

Chi-square)= 2720.22, df=1486, p<.001, IFI=.93, CFI=.93, RMSED6

Items

East
Std.
Loadings

East
Cronbach’s
alpha

West
Std.
Loadings

West
Cronbach’s
alpha

Excluded items:

PSN1: People notice when you buy the

most expensive brand of a product.

Price/Quality Schema
PQS1: Generally speaking, the higher
the price of a product is, the higher the
quality of that product will be.

D

PQS2: The old saying “you get what
you pay for” is generally true.

PQS3: The price of a product is a good

indicator of its quality.

Excluded items:
PQS4: You always have to pay a bit
more for the best.

Value Consciousness

V2: | compare the prices of different
brands to be sure | get the best value
for the money.

V5: | generally shop around for lower
prices on products, but they still must
meet certain quality requirements
before | buy them.

V7 : | always check prices at the store
to be sure | get the best value for the
money | spend.

.83

.56

73

.81

.69

.65

.756

17

.90

.62

.79

.70

.63

57

.786

A73
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Table 6. (Cont'd)

Chi-square)= 2720.22, df=1486, p<.001, IFI=.93, CFI=.93, RMSED6

Items

East
Std.
Loadings

East
Cronbach’s
alpha

West
Std.
Loadings

West
Cronbach’s
alpha

Excluded items:

V1: | am very concerned about low
prices, but I am equally concerned
about product quality.

V3: When purchasing a product, |

always try to maximize the quality |
get for the money | spend.

V4: When | buy products, | like to be
sure that | am getting my money’s
worth.

V6: When | shop, | usually compare
the price information for brands |
normally buy.

(Note: These items were also deleted
in the preliminary study)

Price Consciousness

PC1: I am willing to go to extra effort
(e.g. using coupons, comparing prices
online) to find lower prices.

PC2: | will shop at more than one
store to take advantage of low prices.

PC3: The money saved by finding low
prices is usually worth the time and
effort.

PC5_R: The time it takes to find low
prices is usually not worth the effort.
(Reversed Score)

Excluded items:

PC4_R: I would never shop at more

.79

.67

.90

.80

.836

73

.64

.86

73

.852
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Table 6. (Cont'd)

Chi-square)= 2720.22, df=1486, p<.001, IFI=.93, CFI=.93, RMSED6

East East West West
Items Std. Cronbach’s Std. Cronbach’s
Loadings alpha Loadings alpha
than one store to find low
prices.(Reversed Score)
(Note: This item was also deleted in
the preliminary study)
Sales Proneness
SAP3: | have favorite brands, but most
of the time | buy the brand that is on .67 .69
sale.
SAP4: One should try to buy the brand .78 .81
that is on sale.
.820 .827
SAPS5: | am more likely to buy brands .70 72
on sale.
SAP6: Compared to most people, lam .75 74
more likely to buy brands that are on
special (sales).
Excluded items:
SAP1: If a product is on sale, | would
buy it for this reason.
SAP2: When | buy a brand that is on
sale, | feel that | am getting a good
deal.
Price Mavenism
PML1: People ask me for information
about prices for different types of .78 .82
products.
PM2: | am considered somewhat of an .86 .90

expert when it comes to knowing the
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Table 6. (Cont'd)

Chi-square)= 2720.22, df=1486, p<.001, IFI=.93, CFI=.93, RMSED6

East East West West
ltems Std. Cronbach’s Std. Cronbach’s
Loadings alpha Loadings alpha
prices of products.
PM3: For many types of products, |
would be better able than most people
to tell someone where to shop to get .89 .89
the best price.
PM4: | like helping people by .908 .924
providing them with price information 75 74
about many types of products.
PM5: My friends think of me as a .92 .93
good source of price information.
PM6: | enjoy telling people how much| .73 73
they might expect to pay for different
kinds of products.
Coupon Proneness
COU1: Redeeming coupons makes me
feel good. 73 .63
COU2: | enjoy clipping coupons out
of the newspapers and magazines. 72 .62
COU3: When | use coupons, | feel that .845 .866
| am getting a good deal. 71 .63
COUA4: | enjoy using coupons,
regardless of the amount | save by .81 .83
doing so.
COUS5: Beyond the money | save, .80 .82

redeeming coupons gives me a sense

of joy.
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Table 7. Comparison of Reliabilities for Price Rgatton

Reliabilities (Cronbach’s alpha)

Lichtenstein

Moore et al. (2003)

Sternquist et al.

Current study

et al. (1993) (2004) (Germany)
U.S. Poland Korea China East West

Prestige .88 .78 91 .78 .87 .88
sensitivity
Price/quality .86 .84 .85 .69 .76 .79
schema
Value .86 .84 .84 .88 72 77
consciousness
Price 7830 for &5 50 87 82 84 85
consciousness i ts
Sales .82 .75 .83 .80 .82 .83
proneness
Price 91 .86 .93 .85 91 .92
mavenism
Coupon Omitted | Omitted | Omitted | Omitted | .85 .87
proneness construct| construct| construct| construct
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4. 2. CFA Equivalence Test for the Group Comparison

LISREL 8.8. with Maximum Likelihood Estimation wased to compare the
measurement model for the equivalence test foEdstern and Western groups. For the
equivalence test of the two groups, a group coraparanalysis was used simultaneously to

impose invariance constraints on the parametenatds (e.g. factor loading) across the Eastern
and Western models (See Table 6). The model demnatesa good fit (Chi-squaxé: 2720.22,
df=1486, p<.001, IFI=.93, CFI=.93, RMSEA=.06).

Moreover, measurement equivalence was conducteglvatal levels. There were no

S 2 . : .
significanty d|ﬁerencessz) between the unconstrained model and the consttairodels on

the factor loadings and the factor correlationsiciiare presented in Table 8. Therefore, factor
covariances were found to be equal across bothpgrioy constraining the to be equal. In

addition, the two groups have equal factor loadingewever, the most restrictive test—equal

error variances—across the groups was signifi(zapzt:(128.08,Adf=41, p<.001). Thus,

allowing errors to be non-invariant could improte fit of the models across the groups.

Overall, the equivalence tests at several levelaaceptable.
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Table 8. CFA Constrained at Several Levels: Chasg@Results and Goodness of Fit Indices for
the Measurement Model for the Equality of the twotgp comparison

2 2

Model X df Ay CFl  RMSEA
1. Two groups-Unconstrained 2720.22486 .00 93 .060
2. Two groupsp Constrained 2720.22 1486 .00 93 .060
3. Two groupskt Constrained 2720.22 1486 .00 93 .060
4. Two groupsh, AConstrained 2720.22 1486 .00 93 .060

5. TWo groupsh ., OsConstrained 2048.30 1527 128 087755081

. 2 . . :
Model ComparisonsAy ) between an unconstrained baseline model and reamest
models to be equal across the East and the Wagbgro

(Note: *** indicates p<.001)
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4.3. Analysis of the Structural Equation Model (SENV

4.3.A. SEM Equivalence Test for the Group Companso

LISREL 8.8. with Maximum Likelihood Estimation wased to compare the structural
model for the equivalence test for the Eastern\edtern groups. For tIf&®&EM equivalence
test of the two groups, a group comparison analyasused simultaneously to impose
invariance constraints (e.g. factors, factor logdjrpaths) on the parameter estimates across the
Eastern and Western models.

In interpreting the equivalence test for compariapalysis, variance constraints were imposed

. . 2 _—
on the parameter estimates for factors in ordéesty for significance and to evaluate an

equivalent structural model fit. When the restﬁl)zzotest is not significant, the structural model
is interpreted as a good fit for the equality coaist test, but this test is sensitive to sampte si
(Bentler & Bnonet, 1980; Joreskog & Sérbom, 1998)khough the result of the structural

equality test is significant for the two grour,zg:(3217.01, df=1503, p<.01), the model fit indices

show a satisfactory fit to the data in the equineéetest for the two groups (CFI=.91, IFI=.91,
RMSEA=.074) and “normed chi-square tesgz/df) is less than 2, which is acceptable

(Tabachnick & Fidell, 2007). In order to convetge current model and improve the model fit,
some error correlations and starting value adjustameLISREL were conducted in order to
converge the structural model for the equality. téstorder to correlate error terms, theoretical
justification is required (Joreskog & Long, 199For example, the constructs price
consciousness and value consciousness are thatlyettieated as negative price perceptions

(Lichtenstein et al., 2993) and a high correlatias found between these two in the preliminary
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study Thus, error correlations between these two ferciirrent structural model are
theoretically logical. Although these two consteuare distinct from one another, they both
belong to the domain “negative price perceptiohtie correlation of error terms within this
particular domain (negative price perception) iecd’domain specificity.” For this study, error
terms did not cross between different domains.

Error terms were correlated as follows: 1) betwienprice consciousness and value
consciousness constructs within the negative éceeption domain; and 2) between within-
factor error (Hooper et al., 2008). Therefore,dkierall model fit was improved. Based on the
result of imposing invariance constraints in ortbeestablish equality for the equivalence test of
the model comparison, the two groups have the saeasurement and structural models. Thus,
the values from the structural model can be conapaiidne equivalence test of the structural
invariance for the two groups is shown in Figur@n® 3, and in Table 9. Consequently, |
conclude that the structural model specified ferdtudy is a good fit, that the equality
constraints are acceptable, and that there arefaxt@s (social connectedness, collective self-
esteem, prestige sensitivity, price/quality schevafye consciousness, price consciousness,
sales proneness, price mavenism, coupon proneioessg Eastern and Western groups under

evaluation.
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Figure 2: Comparison of Path Coefficients (East Geany)
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Table 9. Results of Structural Equation Model Eation of the Eastern and Western regions of
Germany

East West
Path

Standardized| Hypothesized | Standardized| Hypothesized
Estimates direction Estimates direction

Social
Connectedness 97* .65* +
- Collective
Self-Esteem
Collective Self-
Esteen> -.20* -.14 +
Prestige
Sensitivity
Collective Self-
Esteen> .20* .00 +
Price/Quality
Schema
Collective Self-

Parameter| Esteem> Value -07 - 10 -
Estimates | Consciousness
Collective Self-

Esteem> Price 12 + -07 -
Consciousness
Collective Self-

Esteem> Sales -06 + -11 -
Proneness
Collective Self- .

Esteem> Price ~-09 + -18 -
Mavenism
Collective Self-
Esteen> A7 .02 -
Coupon
Proneness

Fit Indices XZZ 3217.01, df=1503, p<.01, IFI=.91, CFI=.91, RMSE®#*

Note: (1) Shaded areas indicate a signifiqgmiifference in the path coefficient comparison
between the East and the West.

(2) * indicates p<.05.

(3) + indicates a positive relationship between tweostructs while — indicates a negative
relationship.
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4.3.B. Comparison of Path Coefficients and Hypotie$ests

After the measurement invariance test for the exjaice across the East and West German
groups, a structural equivalence test was condwateass the two groups. Based on the
equivalence test between the two groups, pathicgafts were constrained to be equal for the
two group comparison (Anderson & Gerbing, 1988)heWthe baseline and constrained path

models are not significantly different, the modeirivariant across the two groups (Anderson &

Gerbing, 1988). Thus, in order to compare thengtireof the path coefﬁcients,x%difference

test was run by constraining each structural patietequal across the Eastern and Western
regions and then freeing each path one at a timdéfson and Gerbing, 1988). Results are
presented in Table 10. All path coefficients amasured in a common metric for all groups
(Joreskog & Sorbom, 2001). As proposed in Hypashes, the path coefficient shows that there
is a significant positive relationship between abconnectedness and collective self-esteem
(standardized estimates=.97, p<.05) in the Easégjion. The relationship for the Western
region was also significant and positive (standadiestimates=.65, p<.05). Thus, hypothesis

la was supported for both groups. In additioreheere statistically significant differences

between the path coefficiemisx(2 =146.93 Adf=1, p<.05). Therefore, hypothesis 1b was

supported, as the effect of social connectednessltattive self-esteem was stronger in the

Eastern region than those in the Western region.
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Table 10. Multiple Group Path Comparison: Resdit;@chifference Test

(Common metric completely standardized solution veaerted)

X2 df sz
Unconstrained baseline model 3266.73 1497
Equality Constrained Path
Sociab> Collective SE 3413.66 1498 146.93*
Collective SE>Prestige 3270.41 1498 3.68
Collective SE>Price/Quality 3266.73 1498 .00
Collective SE>Value 3268.32 1498 1.59
Collective SE>Price 3267.45 1498 72
Collective SE>Sales 3269.09 1498 2.36
Collective SE>Mavenism 3273.15 1498 6.42**
Collective SE>Coupon 3266.76 1498 .03

Model ComparisonsA(xz) between an unconstrained baseline model and redmest
models to be equal across the East and the Wagbgro

(Note: * indicates p<.05; ** indicates p<.01)

Hypothesis 1aSocial connectedness is positively related tcectille self-esteem. (Supported)

Hypothesis 1bThe influence of social connectedness on collestifeesteem will be greater
For the Eastern cohort than the Western cohortp(feuted)
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In testing Hypothesis 2a-1, collective self-esteeams significantly and negatively related
to prestige sensitivity for the Eastern regioni{dedized estimates=-.20, p<.05). Thus, as the
results indicate, the inverse relationship betwaslective self-esteem and prestige sensitivity
for the Eastern region was supported. In testiggdthesis 2a-2, there was a negative non-
significant relationship between collective selfeesn and prestige sensitivity for the Western
region (standardized estimates=-.14, p>.05). ToereH2a-2 was not supported. In addition,
the effect of collective self-esteem on prestigesgevity was stronger for the Western region
than in the Eastern region, but there was no 8tatily significanty2 difference between the
path coefficients between the unconstrained andtcained models across the two groups

(Ax2=3.68,Adf=1, p>.05). Thus, H2b was not supported.

Hypothesis 2a-1Collective self-esteem is negatively relatedrespge sensitivity for the
Eastern cohort. (Supported)

Hypothesis 2a-2Collective self-esteem is positively related tespige sensitivity for the
Western cohort. (Not supported)

Hypothesis 2bThe influence of collective self-esteem on prestgesitivity will be greater for
the Western cohort than the Eastern cohort. (Nppsuted)

As proposed in Hypothesis 3, collective self-esteem positively related to
price/quality schema in the Eastern region (statidad estimates= .20, p<.05), but this
relationship was not significant in the Westernoadstandardized estimates= .00, p>.05). The

effect of collective self-esteem on price/qualithema was not stronger for the Western region

than the Eastern region based onAh@Z test @XZ:O, Adf=1, p>.05). H3a was statistically
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supported for the Eastern region, but not for tresiétn region. In addition, as a result of;@l%e

difference test, H3b was not supported.

Hypothesis 3aCollective self-esteem is positively related ticg/quality schema. (Supported
for East, not Supported for West)

Hypothesis 3bThe influence of collective self-esteem on pricaigguschema will be greater
for the Western cohort than the Eastern cohort.t @pported)

In testing Hypothesis 4a, there was a negativesigmificant relationship between
collective self-esteem and value consciousnessafivegprice perception) in the Eastern region
(standardized estimates=-.07, p>.05), but thereanassitive non-significant relationship in the
Western region (standardized estimates=.10, p>.86wever, Hypothesis 4a was not
supported, since there were no statistically sigaift relationships. In addition, there is no
statistically significany? difference between the unconstrained and consttaitaels on the

equality constrained path between collective sgfiéem and value consciousness across the

groups (&X2=1.59,Adf=1, p>.05). Thus, hypothesis 4b was not supgorte

Hypothesis 4a Collective self-esteem is negatively relatesglae consciousness. (Not
supported)

Hypothesis 4bThe influence of collective self-esteem on valumsciousness will be greater for
the Western cohort than the Eastern cohort. @gported)
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In testing Hypothesis 5a-1 and 5a-2, there wass#ip® non-significant relationship
between collective self-esteem and price conscieassim the Eastern region (standardized
estimates=.12, p>.05), while this relationship wagative for the Western region (standardized
estimates=-.07, p>.05). However, Hypothesis Sadl5a-2 were not supported for either group,

since there were no statistically significant resuln addition, there was no statistically

significanty difference between the unconstrained and consttaimalels on the equality

constrained path between collective self-esteenpaiod consciousness across the groups

(AXZ:.72,Adf=1, p<.01). Thus, hypothesis 5b was not supgorte

Hypothesis 5a-1Collective self-esteem is positively related ticgp consciousness for the
Eastern German cohort. (Not supported)

Hypothesis 5a-2Collective self-esteem is negatively relatedriogpconsciousness for the
Western German cohort. (Not supported)

Hypothesis 5bThe influence of collective self-esteem on pricescmusness will be greater
for the Eastern cohort than the Western cohort.t@upported)

In testing Hypothesis 6a-1 and 6a-2, collectivé-ssieem was positively related to sales
proneness in the Eastern region (standardized &stss.08, p>.05), while a negative
relationship existed for the Western region (statidad estimates=-.11, p>.05). However,
Hypotheses 6a-1 and 6a-2 were not supported foeregroup because the relationship between

collective self-esteem and sales proneness wastatgdtically significant. In addition, there was

no statistically significang difference between the unconstrained and consttaireels on the
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equality constrained path between collective ssfiéem and sales proneness across the groups

(Ax2:2.36,Adf=1, p>.05). Thus, hypothesis 6b was not supgdorte

Hypothesis 6a-1Collective self-esteem is positively relatedates proneness for the Eastern
cohort. (Not supported)

Hypothesis 6a-2Collective self-esteem is negatively relatedaies proneness for the Western

Cohort. (Not supported)

Hypothesis 6bThe influence of collective self-esteem on salesgiess will be greater
for the Eastern cohort than the Western cohort.t@upported)

In testing Hypothesis 7a, there was a positive significantrelationship between
collective self-esteem and price mavenism in th&tdta region (standardized estimates=-.09,
p>.05) and there was a significant and negatiagioziship in the Western region (standardized

estimates=-.18, p<.05). Hypothesis 7a-1 was ngpaued for the Eastern region, but

Hypothesis 7a-2 was supported for the Western negio addition, thqzdifference comparison

indicates that freeing of the equality constrab@sveen collective self-esteem and price

mavenism significantly improved the model M8:6.42,Adf:1, p<.01). Thus, the Western

Germans indicated a significantly stronger relafop between collective self-esteem and price
mavenism than Eastern Germans, which supports Hgpist 7b. Interestingly, this path was the
only one that had a significant relationship withlective self-esteem among the price
perception paths for the Western region but thik pes not significant for the Eastern region.
Thus, the Eastern and Western regions demonstedigphificant difference between collective

self-esteem and price mavenism.
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Hypothesis7a-1Collective self-esteem is positively related ticgp mavenism for the Eastern
cohort. (Not supported)

Hypothesis7a-2Collective self-esteem is negatively relatedriogpmavenism for the Western
cohort. (Supported)

Hypothesis 7bThe influence of collective self-esteem on priceensm will be greater for
the Western cohort than the Eastern cohort. (Sujeplpr

In testing Hypothesis 8a-1, collective self-esteeams significantly and positively related
to coupon proneness in the Eastern region (staizéardstimates=.17, p>.05), but this
relationship was not significant for the Westergioe (standardized estimates=.02, p>.05).

Thus, Hypothesis 8a-1 was supported and HypotBas&swas not supported. In addition, there

was no statistically significant difference betwelea path coefficientaﬁﬁg2=.03,Adf=1, p>.05).

Thus, hypothesis 8b was not supported.

Hypothesis8a-1Collective self-esteem is positively relateddamon proneness for the Eastern
cohort. (Supported)

Hypothesis8a-2Collective self-esteem is negatively relateddopon proneness for the
Western cohort. (Not Supported)

Hypothesis 8bThe influence of collective self-esteem on coupongness will be greater for
the Eastern cohort than the Western cohort. (NgipStted)

In conclusion, hypotheses proposed at the beginofitige study were tested utilizing the
SEM equivalence test for multiple group analysisie key findings of these tests are in listed in
Table 11 below, and a summary of these testsAppendix A. In the next chapter, these results

will be discussed in greater detail.
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Table 11. Key Results of the Study

Eastern Region

Western region

Social connectedness is significantly related

collective self-esteem (.97).

tSocial connectedness is significantly related
collective self-esteem (.65).

The relationship between social connectedness a@lfettive self-esteem is stronger for the

Eastern region than the Western region.

Collective self-esteem is significantly and

inversely related to prestige sensitivity (-.20).

Collective self-esteem is significantly related
to price/quality schema (.20).

Collective self-esteem and price mavenism ¢
significantly and inversely related (-.18)

nre

The relations hip between collective self-esteeth@ite mavenism is stronger for the Weste

region than the Eastern region.

Collective self-esteem and coupon pronenes

are significantly related (.17).

5S
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CHAPTER 5

DISSCUSION AND CONCLUSION

This study, based on Generational Cohort Theomgstigated young adult Germans’
price perceptions by comparing the transitionak{rand long-standing market (West)
economies, and examined the influence of socialesabn these price perceptions. The goal of
the study was to investigate whether young aduisamer behavior during the transitional
period has converged between former East and foest German consumers. Collective self-
esteem and social connectedness were proposedialsvsdues that differentially affect young
German consumers’ price perceptions. Findings deitnated that higher regional social
connectedness leads to higher regional collectlfeesteem. Generation Cohort Theory, Social
Connectedness, Collective Self-Esteem, and Priceepon along with Hoarding Theory and
Self-Image Congruence Concept were used as thearslameworks to explain these
relationships.

The findings of the study support the proposed eptual model in explaining the two
German cohorts’ sets of social values and pricegmtions after the reunification. The
following section discusses the current study'slifigs in detail for each construntluding

social connectedness, collective self-esteem, @nd perception.

Effect of Social Connectedness on Collective Seltteem
The current study is the first academic effortrteeistigate and compare the generation of

young East and West German cohorts who are nowntiegdGermany’s adult consumer cohort
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twenty years after the German reunification. Yo@eman consumers in the Eastern and
Western regions were investigated because thefi@tion of East and West Germany
represented a significant national event, which phhenomenon, posited by Generational Cohort
Theory, that influences social values and behavidtsgs theory indicates that these events
engender new consumer cohorts, which possessdtenatntioned social values and behaviors.
Thus, the German Reunification will have influentlee social values and behaviors of
Germans, especially those in their formative yearsng this time. In the Eastern region, this
young generational cohort has grown up in the ntaa&enomy during the transitional period,
unlike their parents’ cohort who spent their forivatyears in the socialist system. This young
cohort, influenced by their parents, has emergdzetmme primary consumers, along with their
contemporary Western counterparts. The resultsi®fstudy found that both of these cohorts
have divergent social values and price perceptions.

| proposed that there is a positive relationship betwsocial connectedness and
collective self-esteem. Overall, the results shotiad social connectedness significantly
influenced collective self-esteem in both the Eamt West German social groups. Higher levels
of social connectedness in hometowns, cities,atestcontributed to higher levels of collective
self-esteem in the city/region. Therefore, thelifigs of these analyses are consistent with the
findings of previous studies, in which greaterifeg$ of belonging led to higher self-esteem
(Denissen et al., 2008; Marcia, 1980). Specifycdlie current findings suggest that the higher
the regional social connectedness is, the higleerapional collective self-esteem is for both
Germans living in the East and in the West.

Furthermore, this effect of social connectednessadiective self-esteem was stronger in

the Eastern region than in the Western region.aia explanation of this could be that the
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young Eastern German cohort has been influencéddayparents’ pre-reunification values and
behavior, i.e. Eastern Germans relied on netwarksbtain merchandise and household items
(Veenis, 1999; Sung & Huddleston, 2011c). Thug, uthe influence of this regional pre-
unification behavior from their parents, young Gans living in the East might experience
greater social connectedness regionally than YWestern contemporaries.

As a contribution to the current literature, theulés of the study also imply that social
connectedness, especially resulting from the regidififerences due to the German
reunification, increased the collective self-esteéemach region. This indicates that, regardless
of where these young adults grew up, it is impdrtanthem to experience feelings of belonging
to a social group. In turn, region is an importemsideration, as it represents part of who they

are and where they belong.

Effect of Collective Self-Esteem on Price Perceptio

The influence of collective self-esteem on sevprae perception constructs differed
among young consumers in the Eastern region anaigyconsumers in the Western region of
Germany. As a result of this statistical divergermllective self-esteem had different

implications for these individuals according toithespective region.

Prestige Sensitivity
First, for the Eastern cohort, high collective sedfeem had a significant, negative
relationship with prestige sensitivity. For the $é#n cohort, high collective self-esteem had a

negative relationship with prestige sensitivityt tuas not significant. Since there is a
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statistically significant inverse relationship lretEastern region between prestige sensitivity and
collective self-esteem, several interpretationdabe made.

As hypothesized, Germans living in the Easternoregixpressed that functional and
affordable products are more important than prestggbrand names. This sentiment has been
demonstrated through previous research (Sung, ldstiat, & Uhrich, 2011b; Sung &
Huddleston, 2011d), which suggests that prestigiwasds do not automatically indicate high
quality in the Eastern region. This divergencatiitudes toward prestigious brands between the
Eastern and Western regions can be partially exgtbby the scarcity of financial resources in
the Eastern region compared to the Western regio@é&rman youth. Additionally, based on
the Ostalgie literature (Bach 2002; Berdahl 1998, Wicke 1998), Germans living in the east
may have acquired a loyalty for former East Gerpraducts from the parental generation, as
well as a consequent dislike for Western productarge percentage of which are prestige
brands. Furthermore, these consumers believesomad¢ former East German products (e.qg.
Rotkaeppchen sparkling wine, Spreewald pickles) Bave a high quality, even though they
might not be prestige brands like their Westerriagg

Furthermore, this finding is consistent with thediings of previous studies, which
indicate that prestige sensitivity is related toremmic growth. For example, according to
Sternquist et al. (2004), South-Korean consumedshigher prestige sensitivity than Chinese
consumers. In the economic system comparisonhS¢artea has had a long-standing market
economy, while China has more recently shifted t@asitional economy. Previous research
also demonstrates that Korean consumers weregeestiented, indicating that high price was
perceived as an indicator of prestige (Yu 1996;r@h& Pysarchik, 1997) and Chinese

consumers were less prestige sensitive (Lowe & i@ddke, 1998; Sternquist et al., 2004)..
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Thereforepne could surmise that, even though young Gernmatiei Eastern region have high
collective-self esteem, it is not necessarily theg those with a strong sense of belonging to
their Eastern social groups prefer to have presigjbrands. Rather, they may value the
functional aspects of products that are affordébleng, Huddleston, & Uhricl2011b; Sung &
Huddleston, 2011d). Thus, belonging to their reglsocial group in the East decreases the

need for purchasing prestigious brands.

Price-Quality Schema

The finding regarding the influence of collectivelfsesteem on price/quality schema
shows that there is a significant relationshiptfmse living in the East, but that this is not
significant for those living in the Western regiohhus, in the Eastern region, people who have
higher collective self-esteem in their social greperceive price as an indicator of quality.
Compared to prestige sensitivity, which is alséeit to collective self-esteem, Germans living
in the East who have higher collective self-estsélperceive that high price indicates good
guality, whereas collective self-esteem does ritate preference for prestigious brands for
this cohort. The difference between the prestagesivity and price-quality schema for
Germans in the Eastern region is that they mayeperdhat prestigious brands are primarily for
demonstrating conspicuous consumption behavidheodesire to show off material items to
others in order to cause people to notice themig#bclassy,” “[to improve what] friends think
of one,” or “[to produce positive] judgments.” Evehough young Eastern Germans think that
high price is an indicator of high quality, prestigrand products, which have high prices, are not
necessarily evaluated in the same way (Sung & Hastioih, 2011d). That is, the relationship

between price and quality is not determined toropgrtional in regards to prestige brand
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products, such as Apple’s laptops, indicating &atss of utilizing prestige as a measure for
quality (Sung & Huddleston, 2011d).

Young Germans in the Eastern region would not msgelproducts based solely on low
prices. Rather, they also consider the qualitgrofiucts. For example, although in a previous
study Germans in the Eastern region stated thgtpteferred the laptop brands Acer and
Samsung, which offer lower prices than more prasigbrands, such as Apple , this does not
mean that the quality of Acer or Samsung produedaaver than Apple (Sung, Huddleston, &
Uhrich, 2011b; Sung & Huddleston, 2011d). Onehefiespondents to the study from the
Eastern Region explained that he would not buy Appbducts because their prices are too high
and that he would instead consider aspects ofpagimputers related to function and quality in
conjunction with competitive prices. With simif@atures of all laptops, the prices of Apple
products are perceived as excessively high by Gashans compared to the prices of the
products of other brands.

There are other findings that indicate that youagtEsermans focus on the quality of
products, as well as their prices. A recent ineamnexemplifies this perspective (Sung &

Huddleston, 2011d):

Aldi (German retailer store —cheap price items)sitalled Media that sells electronic
products.. Many people bought computers from Adtlieap parts (of computer) and
cheap price, so we did not have to pay so much t wibavanted.... but Aldi made one
mistake. The problem was computers from there wamevery bad...so people stopped
buying computer. These days, nobody almost bawaghputers from there
anymore..Aldi sells low brands and cheap itemsh@uit concerning quality).

Moreover, these findings are in line with othediimgs that stem from post-socialist

countries, e.g. Poland, Russia (Huddleston & G@888) and China (Veeck & Burns, 1995),
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which suggest that consumers perceive price asdacator of quality. In the case of Poland, for
instance, price did not indicate the quality of¢arots, because the state determined these prices
(Boyes 1990). Several years after emerging int@eket economy, Polish consumers began to
experience price as an indicator of quality, aseuklis system, the prices of products are

contingent upon many market variables (Huddlestdda®d, 1998).

Price Mavenism

The influence of collective self-esteem on pricevemasm was different between the East
and the West. As hypothesized, the findings sh@at/there is a significant inverse relationship
between the collective self-esteem and price mavefr young Germans living in the Western
region. These individuals, who have higher collecself-esteem, prefer not to offer shopping
tips related to low price. In contrast to this tlesult indicated that collective self-esteem mhad
significant influence on price mavenism for youngr@ans in the Eastern region. Thus, the
negative influence of collective self-esteem orm@mavenism was stronger for Germans in the
Western region than the Eastern region.

That those living in the Western region, who haghbr collective self-esteem, preferred
not to offer tips or information for prices, cold interpreted in the following ways: 1) perhaps
the sense of self-esteem conferred by group meimbpesserrides the need to share price
information. Furthermore, these individuals migbt feel it necessary to share price/shopping
information if there are no benefits that are pded by their regional social group. Thus, they
might feel that they do not need to share this kihthformation due to the consumer ethos of
their region. 2) Another reason might be that thesesumers want to project their ideal image in

their social groups by purchasing supposedly expemqsoducts, but at the same time try to hide
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the fact that they pay discounted prices to cotiiferprestige of purchasing an expensive product
to themselves. This corresponds with the self-ena@ngruence concept. Self-concept theory
explains that consumers with high self-image coegce try to project an ideal self-image via
their consumer behavior into their social grougiattions, in order to enhance that self-image
(Dolich, 1969; Sirgy, 1982; Sirgy et al., 1997)huB, Western Germans might think that
discounted products might devalue their self-imagjeA third reason could be explained by
Hoarding Theory, which alludes to emotional or ingpee buying, in that hoarders consider not
holding on to a product a risk, resulting in thesasumers seeking to acquire a gratuitous
number of products (McKinnon, Smith, & Hunt, 1989)hus, Western Germans might not want
to share discount price information, because tkay that, given this information, others will
acquire products that they might need. This suggest these consumers might consider price
mavenist behavior to be risky.

This finding is in accordance with previous litena indicating that while South Korean
consumers use word-of-mouth communication, thegatseek and share price discount
information with other consumers, but rather temg@rovide information about high prices (Jin
& Sternquist, 2005). Like South Korean consum@&exmans in the Western region do not focus
on sharing shopping tips or discount price infoipratvith others when they have high
collective self-esteem.

However, there was no significant relationship lestw collective self-esteem and price
mavenism for the Eastern cohort. This indicates tthere are regional differences in regards to
the sharing of price information between thosenlivin the Eastern region and those living in the
Western region of Germany. The result shows tiattfect of collective self-esteem and price

mavenism was stronger for Germans in the Westgionehan those in the Eastern region.
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Influence from the parental generation complic#tés picture of consumer behavior of young
individuals living in the East. Due to the natoféeast German commerce before the
reunification, the parents’ generation did not shauch market information, mainly as a result
of the lack of product availability. In previoutdies (Veenis, 1999; Sung & Huddleston,
2011c), it was discovered that the parents’ geimraxchanged household items with each
other frequently. It would not be necessary tasliaformation with others since they needed to
obtain these items opposed to others. Moreovertathe limited access to advertisement,
media and product availability, this parental gatien during the pre-unification era might not
have developed the habit of sharing market infolonaiSung & Huddleston, 2011a).
Consequently, this pre-unification behavior of theneration might have influenced their
children’s generation, causing the latter to baithat sharing consumer information with others

might not be that important.

Coupon Proneness

The results show that the higher the level of ctie self-esteem, the higher the coupon
proneness in the Eastern region. In this regi@am@ns who had higher levels of collective
self-esteem tended to use coupons for benefitsoritrast to this, this relationship was not
significant for the young consumer cohort in thestéen region.

Coupon proneness is related to market mavens, vehsirailar to price mavensjsofar
as they are described as consumers that initiasteissions about shopping with others (Feick &
Price, 1987). Market mavens are more likely togaidheir expenditures and use coupons in

order to take advantage of sales (Price et al.8)198
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Young Germans living in the Western region indidateat they had a lower propensity
for price mavenism than their contemporaries inBhstern region, implying that they do not
share discount price information with others wheltective self-esteem is high. Thus, those
living in the Western region might not behave Iikarket mavens with high regional collective
self-esteem. Furthermore, this implies that Westh@ns with high regional collective self-
esteem may not be more likely to budget their edjgeres and use coupons to take advantage of
sales. Young individuals living in the Easternioegwho have high collective self-esteem,
though, are more likely to use coupons. Thusgplans that Germans in the Eastern region are
more likely to be practical shoppers who buy qyaitoducts with reasonable prices by taking
advantage of coupons. This finding is in line vtk relationship found between collective self-
esteem and price/quality schema in this curremlyst'he young consumer cohort in the East,
who recognizes the relationship between price asadityy, may use coupons to acquire high
price and high quality products.

In regards to the other three constructs of prexegption, value consciousness, price
consciousness, and sales proneness, there weignifecant differences between them and
collective self-esteem. In addition, there weresigmificant differences between the Eastern and
Western regions. Thus, the finding that the diogcof the relationships differs for these two
groups warrants further investigation.

In summary, the findings indicated that collectbedf-esteem associated with social
connectedness operates differently for the youmgwmer cohort living in the Eastern region
than for those living in the Western region, whichturn, influences price perception
differently. In the Eastern region, Germans wheehiaigh collective self-esteem are less likely

to prefer prestigious brands, instead valuing tlietional aspects of products. This finding does
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not mean that these consumers are merely lookmigioprices. Rather, they take into
consideration the quality of products as well, arelthus willing to pay a slightly higher price if
the quality of the product is high. At the sanmed]j they tend to use coupons in order to take
advantage of sales. These findings imply that tteeg about quality and price, but are trying to
be practical and focus on the functional aspectgaducts with good quality and reasonable
prices. Lastly, West Germans who have high calleelf-esteem do not prefer to share price

information with others.

Theoretical Implications

As Generational Cohort Theory (Inglehart, 1976,®0&plains, a significant national
event results in a new generational cohort. Sicamt national events often cause the
socioeconomic setting to change (Inglehart, 199602 This, in turn, fundamentally alters the
formative environment for emerging cohorts’ so®alues during this time. Furthermore,
economic growth tends to have the most signifiedfieict on these social values, as well as on
attitudes and lifestyles across cohorts (Abramsdngehart, 1995).

Applying Generational Cohort Theory to the Germantext, the German reunification
may be regarded as a significant national eveus lading to changes in society in the Eastern
region, its value structures in the reunified eowinent, and the emergence of a new
generational cohort. Young Eastern Germans hage indluenced by their parents, who were
exposed in their formative years to social valussoaiated with the former East German
socialist economic system, while at the same tieirdbexposed to their contemporary Western
counterparts. As a cohort, young Eastern Gernfagre onsumer experiences and values in the

transitional environment that have taken place tivepast twenty years after the reunification.
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Thus, the transition in economic systems, fromptla@ned to market economies, has had a
significant effect on social values (social conedaess and collective self-esteem), as well as
attitudes (Abramson & Inglerhart, 1995). As a tgswoung Eastern Germans have shown
different social values and different consumeiilaites (i.e. price perception) compared to their
contemporary Western counterparts. The gener#tatrhas grown up in the approximately
twenty year-long transitional period has becomgyaificant consumer group. This newly
emerged cohort in the Eastern region is now becgm@imain consumer group, along with their
post-reunification Western contemporaries.

By applying the Generational Cohort Theory as artical model, the current study
extends the understanding of social values of @vdynemerged young German cohort in each
region of the reunified environment. That is, assult of the significant national event of
German reunification and the subsequent transiit@aamarket economy in the Eastern region,
the social values and consumer perception of thdyremerged young German cohort were
shaped accordingly.

Regional social connectedness had a positive oakttip with regional collective self-
esteem. Moreover, the study found that this effestronger for the Eastern region than for the
Western region. This study also supports the werthat the greater the feeling of belonging in
and with the Eastern region, the greater theirorgicollective self-esteem. Young consumers
in the Eastern region are more sensitive to arfgedf social belonging associated with regional
collective feeling of self-esteem in the transidbreunified environment than their Western
contemporaries, who have subsisted in a long-stgndiarket environment. The findings of this

analysis indicate that these social values inflednmllective self-esteem differently in the
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Eastern and Western regions, with this relationsmapifesting more strongly in the Eastern
cohort.

Second, the study contributed to the Generationab@ Theory literature by analyzing
the influence of social values gnice perceptions between young consumer cohams fhe
Eastern and Western regions. That is, price paoepwere different in each region because
the regional social values differ. Thus, the réaation appears to have fundamentally
influenced the formative environment for socialued for these cohorts. The literature
demonstrates that economic growth is more likelygee a more significant effect on social
values, attitude, and lifestyle (Abramson & Inglgh&995).

Third, the findings can be extended to other postadist contexts for newly emerged
cohorts in transitional environments. Generatid@athort Theory could be used to provide
insight into price perception among new cohortfhase post-socialist countries. For example,
findings indicated that social values influence phiee perception of newly emerged young
consumers differently between the transitional {Eaisd long-standing market (\West)
economies. This indicates that the newly emergeshg consumers in the post-socialist
countries, such as Poland and Russia, might haare $imilarly influenced by their parents, who
experienced the socialist system, while, on therotland, additionally having been influenced
by market media and advertising in the transiti@@nomy. Thus, other post-socialist
environments might have affected new cohorts’ daeilues as well as price perception.

Fourth, this study contributed to extending thepgcof the social values literature by
investigating the effects of regional differencessocial connectedness and collective self-
esteem of newly emerged cohorts. The findings gldavat the second-hand experiences from

parents might significantly influence social valfeg. social connectedness and collective self-
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esteem) for the new cohort in the Eastern regidmus, the effect of regional social
connectedness and regional collective self-esteagsivonger for the young Eastern cohort.
This is in line with findings for other post-sodslcountries, in which networks of individuals
were deemed valuable and necessary (Kopf & Wol72@ung & Huddleston, 2011c; Veenis,
1999). Furthermore, while a previous study (Moetral., 2003) focused on price perception, the
current study was extended to explain price pereeats influenced by social values.
Self-concept theory could be employed to extendititings concerning Germans’
consumer behavior related to price mavenism inestern region. That those living in the
Western region, who had higher collective self-@stepreferred not to offer tips or information
for prices, indicates that Western Germans mighktthat discounted products might devalue
their image, as mentioned above. This behavigersmane to consumers who have high self-
image congruence, and who thus try to reflect aalidelf-image by way of their consumer
behavior in the context of their social group iatgions (Dolich, 1969; Sirgy, 1982; Sirgy et al.,
1997). Thus, Western Germans might think thatadisted products might devalue their self-
image. In addition, based on Hoarding Theory, \&esGermans prefer not to share discount
price information, in order to prevent the riskotfier consumers buying products with this
information. As such, this consumer cohort witgthcollective self-esteem, and thus with a
tendency to express price mavenism behavior, reslegs abstains from sharing discount price

information, as that would contradict the predilecs of this cohort.
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Marketing Implications

In order to develop pricing strategiesarketing practitioners need to understand how
consumers perceive price. The connection betweeals/alues that emerge from an historical
phenomena and price perception is important fodthelopment of pricing strategies in post-
socialist contexts. The current study suggestsniaaketers in Germany modify pricing
strategies according to the type of consumer whuay are targeting, as this study’s findings
demonstrate that Germans in the Eastern and Wesigions perceive price differently. For
example, young adult consumers living in the Eastegion, who feel a strong sense of pride in
belonging to their regional group and considergtabe an indicator of quality, do not prefer to
engage in conspicuous consumption. Thus, marketaysemphasize the functional aspect of
products, making the price seem worth the investrigemdividuals living in the Eastern region.

Furthermore, the association between higher coleself-esteem and higher
price/quality schema in the Eastern region impinedt the young Eastern cohort, who possesses
high collective self-esteem, believes that priceasitively related to the quality of a product.
Given that information, the Eastern cohort wouldniléing to seek products equating high price
with high quality. Marketers could retain a quabissortment with a reasonable price.

Additionally, the findings concerning price mavaniindicate that the effect of collective
self-esteem on this construct is stronger for thesi&n cohort than for the Eastern cohort. This
result implies that the young consumer cohort en\fest, who perceives higher collective self-
esteem in their hometown/region, does not tendh@oesprice information with others. This
result could be helpful for marketers in developmnagrketing strategies. For example, marketers

could use customized promotions since consumdheiiVestern region prefer to keep good
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deals secret. Using customized promotion, margeteuld cause these consumers to conclude
that they received a special advantage over othadsthus will have received the best deal.

Since this cohort tends to keep secrets aboutuligqwice information or tips, word-of-
mouth marketing strategies for general mass pramatiight not be effective. In the case of a
retailer, Safeway (Clifford, 2012) uses variableipg strategies whereby marketers use
customized loyalty programs to offer personalizest@lint offers based on consumers’ buying
habits. By using such a strategy, marketers coeld young adult consumers in the Western
region feel that they have received unique benefits

Finally, the Eastern cohort, who has high collexgelf-esteem, is more likely to use
coupons. Coupon proneness is defined as an imctgaepensity to respond to discount offers
and is a construct that affects positive purchaséuation (Lichtenstein et al., 1990). Marketing
strategies could include offering coupons to yooogsumers to stimulate purchases. Since
consumers in this region care about the qualiigtingd to the price of a product, even when they
must pay a higher price, providing coupons woutitease purchasing behavior in this region.

Additionally, in order to appeal to consumers witgh regional collective self-esteem,
marketers might employ marketing that emphasizieg‘kocal” dimension of product lines.
This would be especially relevant for East Germamsamers, given the concept of “Ostalgie” (a
portmanteau of the words “Ost”, meaning “east” ier@an, and “Nostalgie”, which means
nostalgia in German (Bach 2002; Berdahl 1999, 20liéke 1998), which alludes to a yearning
for the past reflected in the purchase of formestEzerman brands, such as Rotkaeppchen
sparkling wine, and Spreewald pickles. Thereftirese regional brands, for example, might be

able to be marketed to young consumers in the Easggion, who may have been influenced by
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their parents. These marketing strategies migladvantages for local firms to emphasize local
products in this Eastern region.

In conclusion, the influence of collective selfesandiffers for each regional social
group in regards to price perception. Understandowal values in these two regions will
provide marketers with information needed to un@exd the differences in consumers’ price-
quality perception and purchasing behavior. Mansetan therefore develop different price and

promotion strategies, which could potentially bagted to other post-socialist contexts.

Limitations of the Study

There are a few limitations of this research. tFasmall sample size was utilized, which
would limit the efficacy of generalizing the datadavhich could cause the model fit indices for
the multiple group comparison in complex SEM mdddbe low.

Second, in order to compare differences betweekdsé and the West, some items
measuring the variables were eliminated when anrelgad lower factor loadings compared to
another. Fewer indicators per construct were pippeveloped, resulting from an attempt to
maintain consistency by eliminating and retaining $ame constructs for both regions. In
addition, items with two lower factor loadings fa@lue consciousness were retained to maintain
a set of price perception constructs for the twaugs for comparison purposes. In general, the
lower factor loadings might affect the resultstod todel fit.

Third, eliminating some indicators due to the lofaetor loadings might result in bias,
and not fully measure the construespecially for collective self-esteem. There wierg sub-

scales, but only private collective-self esteem used. Thus, in order to have strong factor
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loadings, additional items could be developed. E\av, it could also be argued that due to

cultural and regional differences, factor loadihgse resulted in non-desirable values.

Future Research

Since the current study examined the similargies differences of new generational
cohorts after the German reunification, future aesle could be extended to incorporate more
theories to explain these differences. Scale irgareent, and additional interesting constructs
could be introduced in order to compare and explaiargences between the transitional and
long-standing market economies. These are disdusdew.

First, the current study could be extended toudelmore influential factors such as trust,
related to people or brands, both in online antineffcontexts. Adding constructs might explain
to a greater extent the relationship of social &sltesulting from a significant national event and
the effect of those values on consumer behavibe current study focused on social
connectedness and collective self-esteem as s@diads in order to explain price perception of
the young adult German cohort, but it may be aiserésting to examine the resulting
consequences of these values on actual purchaaeit¥ebr price tolerance. Moreover, it would
be interesting to see what other factors, suchiedibnal influence and design of products,
could influence young consumer behavior in regéodsice between the transitional and long-
standing market economies.

Second, based on different social backgrounds legtwee two economies, online
consumer behavior could be also different. Foa datlection, the Western cohort more actively
participated in the website. Possible explanatinolside that there were more active Internet

participants from the Western cohort than fromBEastern cohort in ‘Crowdsourcing Internet
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Marketplace.” It would be illuminating to invesét this difference and ascertain if the post-
socialist countries have trust issues that woutdrdeem from using online resources.

Third, future studies could be extended to othest4socialist contexts in order to better
understand the influence of social values on Ereeption in order to ascertain whether more
universal trends exist. Findings may be able tdapvhether consumer behavior among
transitional economies is a result of the influeatpost-socialist environment.

Finally, young Germans’ values and perceptions beglifferent in other regions of Germany.
Specifically, since only a few cities (e.g. Jenggddlen, Leipzig) in the Eastern region have
dramatically flourished over the past twenty yeaspared to other cities of the Eastern region,
values and perceptions may vary widely in the E&sius, future research may also be extended

to other cities in the Eastern and Western regions.
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Table 12. Summary of Hypotheses Tests

Hla Social connectedness is positively related to cblle self-esteem. Supported

H1lb The influence of social connectedness on colledeleesteem will Supported
be greater for the Eastern cohort than the Westahnort.

H2a-1 | Collective self-esteem is negatively related tespge sensitivity for Supported
the Eastern cohort.

H2a-2 | Collective self-esteem is positively related togpige sensitivity for | Not supported
the Western cohort

H2b The influence of collective self-esteem on pressigesitivity will be | Not supported
greater for the Western cohort than the Easternrtoh

H3a Collective self-esteem is positively related tacpfgquality schema. Supported for

East,
Not Supported
for West

H3b The influence of collective self-esteem on pricelgy schema will be Not supported
greater for the Western cohort than the Easternrtoh

H4a Collective self-esteem is negatively related taigatonsciousness. | Not supported

H4b The influence of collective self-esteem on valuesaousness will be Not supported
greater for the Western cohort than the Easternrtoh
Collective self-esteem is positively related tacprconsciousness for| Not supported

H5a-1 | the Eastern German cohort.

H5a-2 | Collective self-esteem is negatively related t@@gonsciousness fof Not supported
the Western German cohort.

H5b The influence of collective self-esteem on pricasmousness will be Not supported
greater for the Eastern cohort than the Westernrtoh

H6a-1 | Collective self-esteem is positively related teesgbroneness for the
Eastern cohort. Not supported

H6a-2 | Collective self-esteem is negatively related t@sgroneness for the
Western Cohort. Not supported

H6b The influence of collective self-esteem on salempness will be Not supported
greater for the Eastern cohort than the Westernrtoh

H7a-1 | Collective self-esteem is positively related tacprmavenism for the | Not supported
Eastern cohort.

H7a-2 | Collective self-esteem is negatively related teagravenism for the| Supported
Western cohort.

H7b The influence of collective self-esteem on pricevemasm will be Supported
greater for the Western cohort than the Easternrtoh

H8a-1 | Collective self-esteem is positively related to o proneness for Supported
the Eastern cohort.

H8a-2 | Collective self-esteem is negatively related topmuproneness for | Not Supported
the Western cohort.

H8b The influence of collective self-esteem on coupmmpness will be | Not Supported

greater for the Eastern cohort than the Westernrtoh
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Research Participant Information and Consent Formn English

1. EXPLANATION OF THE RESEARCH AND WHAT YOU WILLD O:

You are being asked to participate in a reseangtlysdf your price perceptions and opinions
concerning consumer behavior.

The research study will be conducted via an orduneey.

You must be 18 years of age to participate indggarch study.

2. YOUR RIGHT TO PARTICIPATE, SAY NO, OR WITHDRAW:

Participation in this research project is completadluntary. You have the right to say no. You
may change your mind at any time and withdraw. Ywaay choose not to answer specific
guestions or to stop participating at any time. eikler you choose to participate or not will have
no effect on your grade or evaluation.

3. COMPENSATION FOR BEING IN THE STUDY:

A random drawing of tw&€100 Amazon gift cards for participants from youivensity will be
conducted at the end of the study and you may Wiou will be notified by email (July) if

you are a winner and a request for shipping entaless to receive the e-gift card. You must
complete the survey to be entered into the giftl caeawing.

4. CONTACT INFORMATION FOR QUESTIONS AND CONCERNS

If you have concerns or questions about this stuh as scientific issues, how to do any part
of it, please contact the researcher Eunyoung $@he) Sung, 309 Communication Arts and
SciencesMichigan State University, East Lansing, Ml 48824, USA (sungeuny@msu.edu),
517-353-3299. You may also contact the researpbrsisor Patricia Huddleston by e-mail at
huddles2@msu.edu.

By clicking "yes" below you acknowledge that yowéaead this form and voluntarily agree to
participate in this research study:

Your participation in this survey is voluntary. Youay withdraw your consent and discontinue
participation in the project at any time. Your redlito participate will not result in any penalty.

You have given voluntary agreement to participatdis research.

Do you wish to participate in this study?
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Research Participant Information and Consent Form mn German

1. ERKLARUNG DES FORSCHUNGSPROJEKTS UND IHRER AUFGABEN

Sie werden gebeten, an einer Studie zur Wahrnehmworg Einzelhandels und lhren
personlichen Wertvorstellungen zum Thema Konsunalerh teilzunehmen.

Die Studie wird mithilfe eines Online-Fragebogensctigefiihrt.
Sie miussen mindestens 18 Jahre alt sein, um &Btuldie teilzunehmen.

2. IHR RECHT TEILZUNEHMEN, “NEIN” ZU SAGEN, UND AUS DER LAUFENDEN
STUDIE AUSZUSTEIGEN

Die Teilnahme an diesem Forschungsprojekt ist wafiknen freiwillig. Sie haben das Recht, die
Teilnahme zu verweigern. Sie haben auRerdem dd#t,Rederzeit Inre Meinung zu andern und
aus der Studie nachtraglich auszusteigen. Zuderanh8ke ebenfalls die Mdglichkeit, einzelne
Fragen auszulassen oder eine bereits begonneneafi@ié auch wahrend der laufenden
Umfrage abzubrechen. Ob Sie an der Studie teilzueah oder nicht, hat keinen Einfluss auf
Ihre Note oder Bewertung.

3. ENTLOHNUNG FUR IHRE TEILNAHME

Unter allen Teilnehmern lhrer Universitdt werden dfnde der Studie zwei 100-Euro
Geschenkgutscheine von AMAZON verlost. Sollten 8ieden Gewinnern zahlen, werden Sie
per E-Mail (4. Juli) benachrichtigt und um die Uinéttlung Ihrer Kontaktdaten gebeten, damit
Ihnen der elektronische Geschenkgutschein zugesaadden kann. Um an der Verlosung
teilnehmen zu kdnnen, miussen Sie die Umfrage IoisEnde ausfillen.

4. KONTAKTINFORMATIONEN FUR FRAGEN UND WEITERE ANLI EGEN

Sollten Sie Fragen oder andere Anliegen im Bezud diese Studie haben (z.B.
wissenschaftliche Themen oder Fragen zum AusfidlkshFragebogens), dann wenden Sie sich
bitte an die Forscherin Eunyoung (Christine) SuB@9 Communication Arts and Sciences,
Michigan State University, East Lansing, Ml 48824, USA (sungeuny@msu.edd);®17-353-
3299. Zusatzlich erreichen sie Forschungs-BetreuBatricia Huddleston per E-Mail unter
huddles2@msu.edu.

Durch das Driicken “Ja’-Buttons am Ende dieses Flammiubestatigen Sie, dass Sie diese
Erklarung gelesen haben und Sie mit der Teilnahm@ieser Studie einverstanden sind:

Ihre Teilnahme an dieser Umfrage ist freiwillig.eSkonnen Ihr Einverstdndnis jederzeit
widerrufen und die Teilnahme am Projekt beendere Micht-Teilnahme wird keine Strafe
gegen Sie nach sich ziehen.

Sie haben freiwillig Ihre Zustimmung zur Teilnaharean diesem Forschungsprojekt gegeben.

Winschen Sie, an dieser Studie teilzunehmen?
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In English

German Consumer Behavior Questionnaire
I. Please answer the following questiona the blank.

What is your gender? __ Male ____Female
What is your age?
Where were you born (city and state)?

Where did you live (most of the time) (city andts)?

PwnNpE

5. How many years have you been in this region/city?

6. Where have you lived since you were 12 years
old?

II. In the following sections, we are interested in yowiews about your consumer
behavior. Please answer the following questions lnjicking the number that
indicates your level of agreement/disagreement witbach of the following
statements.

Strongly Disagree Strongly éree€

1) lam very concerned about low prices, but | 1 2 3 4 5 6
am equally concerned about product quality.

2) | compare the prices of different brands td 1 2 3 4 5 6
sure | get the best value for the money.

3) When purchasing a product, | always try o 1 2 3 4 5 6
maximize the quality | get for the money |
spend.

4) When | buy products, | like to be sure that | 1 2 3 4 5 6

am getting my money’s worth.

5) | generally shop around for lower prices gn 1 2 3 4 5 6
products, but they still must meet certain(1
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quality requirements before | buy them.

6) When | shop, | usually compare the price
information for brands | normally buy.

7) | always check prices at the s#do be sure
get the best value for the money | spend.

8) | am willing to go to extra effort (e.g. using

coupons, comparing prices online) to find
lower prices.

9) | will shop at more than one store to take
advantage of low prices.

10) The money saved by finding low prices is
usually worth the time and effort.

11) I would never shop at more than one stor
find low prices.

12) The time it takes to find low prices is usue
not worth the effort.

13) People notice when you buy the most
expensive brand of a product.

14) Buying a high price brand makes me feel
good about myself.

15) Buying the most expensive brand of a
product makes me feel classy.

16) | enjoy the prestige of buying of a high
priced brand.

17) It says something to people when you bu
the high price version of a product.

T~

18) Your friends will think you are cheap if yo
consistently buy the lowest price version
product.

j =

19) | have purchased the most expensive brand

of a product just because | knew other pe
would notice.

20) | think others make judgments about me |

Dy
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the kinds of products and brands | buy.

21) Even for a relatively inexpensive product,
think that buying a costly brand is
impressive.

22) | feel connected to the people (e.g. friends,
relatives, neighborhood, acquaintance, &ic)
the region/city (or hometown) in which |
grew up.

23) | feel like an outsider in the region/city (of
hometown) in which | grew up.

24) | am able to “get along with” (relate to) my
peers in the region/city (or hometown) in
which | grew up.

25) | think | fit in well in new situations.

26) Sometimes | feel myself losing a sense ot
connectedness with the community in the
region/city (or hometown) in which | grew

up.

27) Even around people | know, | don't feel that
| really belong/belonged in the region/city
(or hometown) in which | grew up.
(Reversed Score)

28) | see people as friendly and approachable i
the region/city (or hometown) in which |
grew up.

29) | feel distant from people in the region/city
(or hometown) in which | grew up.

30) | don't feel related to most people in the
region/city (or hometown) in which | grew

up.

31) | don’t feel | participate with anyone or anly
group in the region/city (or hometown) in
which | grew up.

32) | am a worthy member of my hometown ¢r
the city/region to which | belong.
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33) | feel I don’t have much to offer to my
hometown or the city/region to which |
belong.

34) | am a cooperative participant in my
hometown or the city/region to which |
belong.

35) | often feel that I'm a useless member of my

hometown or the city/region to which |
belong.

36) | often regret that | belong/having belonggd

to my hometown’s community.

37) In general, I'm glad to be/have been a

member of the community in my hometown.

38) Overall, | often feelhat my hometown or th
city/region of which | am a member is not
worthwhile place to be

a

39) | am proud of my hometown or the
city/region to which | belong.

40) Overall, my hometown or the city/region

o

which | belong is considered good by othgrs.

41) On average, most people consider my
hometown or the city/region to which |
belong, to be of a lower status than other
cities/regions.

42) In general, others respect my hometown
the city/region of which | am a member.

43) In general, others think that my hometown

or the city/region of which | am a membe
isn’t a worthwhile place to live.

44) Overall, my hometown or the city/region t

|}

which | belong has very little to do with hqw

| feel about myself.

45) My hometown or the city/region to which
belong is an important reflection of who |
am.
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46) My hometown or the city/region to which
belong is unimportant to my sense of wha
kind of a person | am.

—

47) In general, belonging to my hometown or
city/region is an important part of my self-
image.

48) Generally speaking, the higher the price (¢
product is, the higher the quality of that
product will be.

49) The old saying “you get what you pay for
is generally true.

50) The price of a product is a good indicator
its quality.

of

51) You always have to pay a bit more for thg
best.

52) If a product is on sale, | would buy it for th
reason.

is

53) When | buy a brand that is on sale, | feel
| am getting a good deal.

54) | have favorite brands, but most of the timn
buy the brand that is on sale.

el

55) One should try to buy the brand that is on
sale.

56) | am more likely to buy brands on sale.

57) Compared to most people, | am more like
to buy brands that are on special (sales).

58) People ask me for information about price
for different types of products.

S

59) | am considered somewhat of an expert w
it comes to knowing the prices of product

60) For many types of products, | would be
better able than most people to tell some

hne

where to shop to get the best price.
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61) | like helping people by providing them with

price information about many types of
products.

62) My friends think of me as a good source ¢
price information.

63) | enjoy telling people how much they migit

expect to pay for different kinds of produc

ts

64) Redeeming coupons makes me feel good.

65) | enjoy clipping coupons out of the
newspapers and magazines.

66) When | use couponsfeel that | am getting
good deal.

67) | enjoy using coupons, regardless of the
amount | save by doing so.

68) Beyond the money | save, redeeming
coupons gives me a sense of joy.

3 4
3 4
3 4
2 4
3 4
3 4
3 4
3 4

I1l: Demographic:

Please check the appropriate response for each
guestion.

69) What is your present marital status?
o Single

o Married

o Divorced
0 Separated
o Widowed
o Other

70) Please check the category that most
accurately identifies your education:
o High school degree
o Studying in a college or university
o0 Bachelor’s degree
0 Master’s degree or higher

71) How would you describe your current
employment status?
o Employed full time
o0 Employed part time
o Unemployed / Looking for work
o Student

0 Homemaker
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0 Retired

72) Please check the category that most
accurately identifies your family’s total
annual income.

0 Less than 7500€

0 7.500€ — 18.999€

0 19.000€ — 26,999€

0 27.000€ — 38,999€

0 39.000€ — 49.999€

0 50.000€ — $61.999€

0 62.000€ — $76.999€

o0 Above 77.000€

o Don’t know

<Thank you for your participation>
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In German

Umfrage zum Verhalten deutscher Konsumenten

Bitte beantworten Sie die folgenden Fragen in denniten angegebenen Feldern.

1.Sindsie __ mannlich oder __ weiblidkt€kankreuzen)?
2. Wie alt sind Sie?

3. Wo sind Sie geboren (Stadt und Bundesland)?
4. Wo haben Sie die meiste Zeit Ihres Lebens getwahm. welchen Ort wirden Sie als
Ihren Heimatort bezeichnen? (Stadt & Bundesland)

5. Wie lange haben Sie in ihrem Heimatort (in Frégangegeben) gewohnt (in Jahren)?

6. Wo (Stadt und Bundesland) haben Sie seit Inmgdiften Lebensjahr gewohnt?

. Im folgenden Abschnitt sind wir an lhrer Sichtweisebzgl. Ihres Konsumverhaltens

interessiert. Bitte beantworten Sie die folgendenragen durch anklicken der
jeweiligen Nummer, die dem Grad lhrer Zustimmung bzav. Ablehnung mit den
folgenden Aussagen entspricht.

Starke Ablehnung Starke Zustimmung

1)

Ein niedriger Preis iswichtig fir mich, abg 1 2 3 4 5 67
im gleichen Mal3e achte ich auch auf dig
Qualitat.

2)

Ich vergleiche die Preise verschiedener 1 2 3 4 5 67
Marken, um sicher zu stellen, dass ich das
beste Produkt fur mein Geld bekomme.

3)

-
N
N
w
N
ol

Wenn ich ein Produkt kaufe, versuche ic 67
immer, die bestmoégliche Qualitat fir mei

Geld zu bekommen.

>

4)

ich sicher gehen, dass es seinen Preis auch
wert ist.

Wenn ich ein Produkt kaufe, dann mbcr;F 1 2 3 4 5 67
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5) In der Regel vergleiche ich verschiedeng
Angebote, um den gunstigsten Preis zu
finden. Dennoch missen die Produkte
bestimmten Qualitatsanspriichen
entsprechen, damit ich sie kaufe.

67

6) Wenn ich einkaufe, vergleiche ich die Pr

von Marken, die ich normalerweise kaufe.

67

7) Ich vergleiche im Geschatft die Preise, ut

sicherzustellen, dass ich das beste Preig-

Leistungs-Verhaltnis bekomme.

=)

67

8) Ich bin bereit, einen Mehraufwand (z.B.
Online-Preisvergleich, Coupons
Ausschneiden) in Kauf zu nehmen, um
niedrigere Preise zu finden.

67

9) Ich kaufe in mehr als einem Laden ein, U
Preisvorteile zu nutzen.

m

67

10) Das Geld, das icturch Preisvergleiche u
gezieltes Einkaufen spare, ist mir den
zusatzlichen Aufwand und die Zeit wert.

67

11) Ich wirde niemals in mehr als einem
Geschaft einkaufen, nur um niedrige Pre
zu finden.

ise

67

12) Die Zeit, die es braucht, um niedrige Pre
zu finden, ist mir den Aufwand
normalerweise nicht wert.

se

67

13) Meine Mitmenschen bemerkes, wenn icl

die teuerste Marke eines Produkts kaufe]

67

14) Ich fiihle mich besser, wenn ich eine teu
Marke kaufe.

[€

67

15) Ich fiihle mich nobel, wenn ich die teuers
Marke kaufe.

67

16) Ich geniel3e das Ansehen, dass das KalTen

einer teuren Marke mit sich bringt.

67
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17) Wenn ich die teure Version eines Produk

kaufe, sagt das etwas Uber mich aus.

tes

67

18) Ihre Freunde wirden negativ von lhnen
denken, wenn Sie sténdig die gunstigste
Version eines Produktes kaufen wirden,

67

19) Ich habe in der Vergangenheit schon ein
die teuerste Marke eines Produktes geka
weil ich wusste, dass andere Menschen
bemerken wiirden.

huft,
dies

67

20) Ich glaube, dass mich andere Menschen
auch danach beurteilen, welche Marken
Produkte ich kaufe.

67

21) Ich glaube, dass andere Menschen
beeindruckt sind, wenn ich teurere Mark
kaufe — und das selbst bei preiswerten
Produkten.

67

22) Ich fuhle/fuhlte mich mit den Menschen
(z.B. Freunde, Verwandte, Nachbarn,
Bekannte, etc.) in meinem Heimatort/
meiner Heimatregion verbunden.

67

23) In meinem Heimatort/ meiner Heimatreg

fuhle/fuhlte ich mich wie ein Aul3enseitert

67

24) Ich verstehe/verstand mich mit den
Gleichaltrigen in meinem Heimatort/ mer
Heimatregion.

ne

67

25) Ich glaube, dass ich mich gut in neue
Situationen integrieren kann.

67

26) Manchmal habe/hatte ich das Gefiihl, dg
Draht zu den Menschen in meinem
Heimatort/meiner Heimatregion zu
verlieren.

67

27) Selbst wenn ich Menschen um mich
habe/hatte, die ich gut kenne/kannte,
fuhle/fuhlte ich mich, als ob ich nicht in
meinen Heimatort/meine Heimatregion
gehore/gehorte.

67

28) Die Menschen in meinem Heimatort find

D
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ich aufgeschlossen und freundlich.

29) Von den Menschen in meinem
Heimatort/meiner Heimatregion fiihle ich
mich eher distanziert.

67

30) Ich fuhle keine Verbindung zu den meist
Menschen in meinem Heimatort/meiner
Heimatregion.

67

31) Ich fihle mich am Leben keiner Person (
Gruppe aus meinem Heimatort /meiner
Heimatregion beteiligt.

67

32) In meinem Heimatort/meiner Heimatregi
bin/war ich ein wirdiges Mitglied der
Gesellschatft.

67

33) Ich habe/hatte der Gesellschaft in meine
Heimatort/meiner Heimatregion nicht vie
bieten.

m

67

34) Ich nehme/nahm aktiv agesellschaftlichg
Leben meines Heimatorts/meiner
Heimatregion teil.

67

35) Ich komme/kam mir in meinem
Heimatort/meiner Heimatregion oft als
nutzloser Teil der Gesellschaft vor.

67

36) Ich bedauere/bedauerte oft, ein Mitglied
Gesellschaft in meinem Heimatort/meine
Heimatregion zu sein.

der

=

67

37) Im GroRen und Ganzen bin/war ich froh,
Mitglied der Gesellschaft in meinem
Heimatort/meiner Heimatregion zu sein.

67

38) Insgesamt betrachtet denke ich, dass me

Heimatort/meine Heimatregion kein
besonders guter Ort ist, um dort zu leber

124

n

67

39) Ich bin stolz auf meinen Heimatort/meing
Heimatregion.

=

67

40) Insgesamt gesehen wird mein
Heimatort/meine Heimatregion von ande
Menschen geachtet.

67

41) Im Allgemeinen geniel3t mein
Heimatort/meine Heimatregion bei den
meisten Menschen geringeres Ansehen
andere Orte/Regionen.

Als

67

42) Mein Heimatort/meine Heimatregion ist
anderen Menschen im Allgemeinen gut
angesehen.

ei

43) Fur gewohnlich denken andere Mensché

n,
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dass es nicht erstrebenswert ist, in mein
Heimatort/meiner Heimatregion zu wohn

EMm

44) Im Grol3en und Ganzen hat mein
Heimatort/meine Heimatregion wenig da
zu tun, wie ich mich selbst sehe.

67

45) In meinem Heimatort/meiner Heimatregi
spiegelt sich ein wichtiger Teil meiner
Personlichkeit wider.

67

46) Mein Heimatort/meine Heimatregion
beeinflusst meine eigene Wahrnehmung
meiner Personlichkeit nicht.

67

47) Im GroRen und Ganzen ist die Zugehorig

zu meinem Heimatort/meiner Heimatregion

ein wichtiger Teil meines Selbstbildes.

67

48) Generell gilt: Je hdher der Preis eines

Produktes ist, desto besser wird die Qud|litat

sein.

67

49) Das Sprichwort “Qualitat hat ihren Preis”
stimmt.

67

50) Der Preis eines Produktes ist ein guter
Indikator fur seine Qualitat.

67

51) Fur das Beste muss man immer etwas npjehr

bezahlen.

67

52) Wenn ein Produkt im Sonderangebot ist,

wirde ich es alleine deshalb schon kaufén.

67

53) Wenn ich ein Produkt kaufe, das gerade

Sonderangebot ist, dann mache ich ein ¢

Geschaft.

m

67

54) Ich habe Lieblingsmarken, aber ich kaufg

dennoch héaufig die Marke, die gerade in
Sonderangebot ist.

174

67

55) Man sollte versuchen, die Marke zu kaufen,

die gerade im Sonderangebot ist.

67

56) Wenn Produkte im Sonderangebot sind,
es wahrscheinlicher, dass ich sie kaufe.

ist

67

57) Im Vergleich zu anderen Menschen kaufe

ich haufiger Marken, die gerade im
Sonderangebot sind.

67

58) Andere Menschen fragen mich im Bezug
Preise fur diverse Produkte um Rat.

67

59) Ich gelte als eine Art Experte, wenn es

darum geht, die Preise bestimmter Prodiikte

zu kennen.

67

60) Ich kann meinen Mitmenschen oft besse

fe
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Preis-Tipps geben (z.B. in welchem
Geschaft ein Produkt giinstiger ist), als d
meisten anderen Menschen.

e

61) Ich mag es, anderen Menschen bei der §
nach den gunstigsten Preisen zu helfen.

67

62) Meine Freunde sehen in mir einen guten
Ansprechpartner im Bezug auf
Preisinformationen.

67

63) Ich geniel3e es, anderen Menschen zu
erzahlen wie viel sie flr bestimmte Prodi
vermutlich bezahlen missen.

67

64) Gutscheine/Coupons einzulésen fuhlt sig
gut an.

h

67

65) Ich schneide gerne Coupons aus Zeitung
Prospekten oder Werbebeilagen aus.

jen,

67

66) Wenn ich Gutscheine/Coupons einlose,
mache ich ein gutes Geschéft.

67

67) Ich lI6se gerne Gutscheine/Coupons ein,

welchen Betrag ich dabei am Ende spar¢

174

67

68) Gutscheine/Coupons einzulésen, macht
Freude — unabhangig vom gesparten G¢

mir
Id.

67

[ll: Demographie
Bitte beantworten Sie folgende Fragen durch
Ankreuzen des entsprechenden Feldes.

69) Was ist Ihr aktueller Familienstand?
o Ledig

o Verheiratet
0 Geschieden
o Getrennt

o Verwitwet

o Anderes

70) Bitte kreuzen Sie diejenige Kategorie ar]
welche lhre aktuellen Bildungssituation g
besten beschreibt:

0 Schulabschluss

o Aktuell an einer Hochschule oder
ahnlichem studierend

0 Bachelor-Abschluss

o Diplom/Master-Abschluss oder héher

71) Wie wurden Sie lhre aktuelle
Arbeitssituation beschreiben?

0 Vollzeitbeschaftigt
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o Teilzeitbeschaftigt

o Arbeitslos / Arbeitssuchend
0 Schuler/Student

o Hausfrau/-mann

o0 Rentner

72) Bitte wahlen Sie diejenige Kategorie an,
welche das Jahreseinkommen lhrer Faniilie
am besten beschreibt.

o weniger als 7500€

0 7.500€ — 18.999€

0 19.000€ — 26,999€

0 27.000€ — 38,999€

0 39.000€ — 49.999€

0 50.000€ — $61.999€

0 62.000€ — $76.999€

0 77.000€ und mehr

o keine Ahnung

<Vielen Dank fur Ihre Teilnahme>

Bitte tragen Sie lhre E-Mail-Adresse ein, wenn Sie den Amazon-Geschenkgutschein im Wert von 7 Euro
erhalten wollen. Und auRerdem, Wenn Sie an der Verlosung teilnehmen wollen, geben Sie bitte lhre
eMail-Adresse an. An lhrer Universitat werden zwei 100-Euro-Geschenkgutscheine von Amazon verlost
(4. Juli). Wenn Sie nicht an der Verlosung teilnehmen méchten und auch keinen 7-Euro-
Geschenkgutschein erhalten wollen, tragen Sie bitte "Nein" in das folgende Feld ein.
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