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Abstract. This paper is based on the situation of whetheretli® a psychological gap
(degree of regret and claim willingness) betwedfeint types of products (high price
or low price) and price discount promotion. Thispg@a uses empirical research to
understand the consumer's reaction and make comésy conclusions, and then gives
marketing Suggestions. The results show that therdotion between income and
discount presents a significant negative corratabetween the two dimensions of the
psychological gap (degree of regret and claim mgftiess).
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1. Introduction

With the rapid development of the Internet in Chitree number of online shoppers has
increased dramatically. According to the 43rd 'iStmll Reports on Internet
Development in China" issued by CNNIC, as of Decen018, the number of Chinese
netizens reached 829 million, and the Internet fpatien rate was 59.6%. The
development of the network has led to the expangfagcommerce. In order to attract
users and increase website traffic, e-commerce @tiions are often seen on the e-
commerce platforms. Kolter divides the sales methmd gifts, discounts, coupons,
return ticket, etc. [1]. When researching the impzfcpromotion methods on consumer
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purchases, scholars believe that discount pronm®tiam promote consumer purchases,
which is also the most commonly used promotion tople-commerce platforms.
However, such practices are sometimes not all l@akfConsumers may also have a
“reverse psychology” in such large-scale promotibesause some consumers may have
a psychological gap after the price cut, and thay lead to a negative impact on brand
evaluation. Therefore, it is necessary to condwsg@arate study on the factors affecting
the consumer's psychological gap.

In the e-commerce environment, the information iw@d in online promotion is
delivered online, providing a basis for consumerigien-making [2]. However, due to
the easy query of online news and the fact th&rselvill encounter more informed and
sophisticated consumers [3], e-commerce promotwasmore difficult to perform than
offline promotions. Chiang and Dholakia et al. fduhat most consumers would look for
price information when shopping online, and theg@f online purchase is undoubtedly
one of the most important factors [4]. Price distopromotions affect consumer
purchasing behavior [5]. Therefore, we believe tinat type of product (high or low
price) and discount range are very attractive ttsamers' online shopping decisions.

Related literatures found that in online shoppipggmotion has an impact on
consumers' perceived value [6], cognition, affettiand conation [7]. However, there is
no specific literature on whether different priceogucts and different discounts will
cause consumers’ psychological gaps and even affextumers' shopping psychology.
This paper is based on the situation of whetheretliee a psychological gap (degree of
regret and claim willingness) between differentetypof products (high price or low
price) and price discount promotion. This papesuaapirical research to understand the
consumer's reaction and make corresponding condsisiand then gives marketing
Suggestions. The research framework of this papsmown in Figure 1.

Two dimensions of
\ psychological gap

Degree of Regret

Product Type

Product type, discount range interactips >

“’ Claim Willingness

Discount Range

Figure 1: Research framework

2. Hypotheses

2.1. Degree of regret

Regret is a negative cognitive emotion that oceren we realize or imagine that if we
take different actions, our situation would be &etf8]. After the actual purchase,
consumer will conduct a post-purchase assessmadtthe satisfaction of the post-
purchase assessment is usually related to the mmm'su previous expectations.
Consumers will be satisfied if expectations are parable to actual results or actual
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results are better. If there is a negative gap éetvthe expected and actual results, there
will be regrets. Pre-purchase behavior (informatearch and alternative evaluation) and
post-purchase behavior (evaluation of product amdice attributes) will affect the
buyer's regret [9]. This paper argues that conssimelt collect enough information
when purchasing high-priced products to reducegtge between actual and expected.
For products with a large discount, consumers dlle a higher tolerance. If the actual
and expected gap is large, there will be no bigetsg Therefore, this paper proposes the
following hypotheses:

H1: Product types and discount ranges have a wegatpact on the degree of regret.

2.2. Claim willingness

In large-scale e-commerce promotional activitiesnsumers are often able to accept
smaller psychological gaps. When there is a larggchmlogical gap caused by e-
commerce promotions, it will lead to negative emasi of consumers, resulting in some
negative behavior, such as claims. This articleelses that consumers will be more
cautious when purchasing high-priced products, lmane a certain understanding and
acceptance of the negative results that will odwefiore purchase, so that the actual
product will have greater acceptance which willusslthe willingness to claim. For the

products with large discounts, consumers will beegia cheaper mentality, which will

make consumers ignore the quality of the produti®refore, this paper proposes the
following hypotheses:

H2: Product types and discount ranges have a wegatpact on the claim willingness.

2.3. Product type, discount range interaction

In network shopping, gender difference will leaddifferent decisions [10]. Product type
and price are generally related to gender [11]rdfoee, we believe that men and women
have different perceptions of product price anctdalimt. Income can affect the price
sensitivity of consumers [12], thus influencing somers' attention to the price and
discount of products. Such product type interacdod discount range interaction can
also influence consumers' psychological gap (degfeeegret and claim willingness).

Therefore, this paper proposes the following hypsith

H2: Product types interaction and discount rangésaction have a negative impact on
the psychological gap.

3. Methods

3.1. Experimental design

From the common sales products of major e-commetatforms, this experiment

chooses two kinds of products which represent tifferdnt dimensions of high price

and low price, and carries out price reduction gfetent discounts to observe the
influence of this behavior on consumers. Accordiagthe data selected from the e-
commerce platform, the experiment finally choseSBUlash drive (32G) worth 40 yuan
and a mobile hard disk (1T) worth 400 yuan, anduced them by 20% and 50%
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respectively. Under the circumstances of diffenaitie and price reduction of selected
products, this paper observes and concludes tfeeatit behaviors of the consumers. The
experimental product and discount grouping are shioviFigure 2:

20% Price Reduction 50% Price Reduction
40-
yuan . .
USB (1)40-yuan USB flash driv{ (2)40-yuan USB flash drive
flash 20% off 50% off
drive
400-
yuan . .
mobile (3)400-yuan mobile hard| (4)400-yuan mobile hard
hard disk 20% off disk 50% off
disk

Figure 2: Products and discount groups

3.2. Measures

In this experiment, 4 questionnaires were set ng,each questionnaire had 7 questions.
The first 1-6 were single-choice questions, whidravbased on basic understanding of
the tested consumers from the perspectives of geade, online shopping experience,
frequency of online shopping, average monthly digppte income and average online
shopping cost. The four questionnaires for this peg the same. The last question is the
seventh question. The products in the title ardapspl by a 40-yuanUSB flash drive
(32G) and a 400-yuan mobile hard disk (1T). Thealisit range in the title is replaced
by 20 % and 50%. Design two dimensions (degreegret and claim willingness) for a
total of eight questions measured with Likert 518cand four questionnaires are not
cross-filled.

Sampling through the cooperation of online surveynpanies, four links were
distributed to different testers, male and femaith wlifferent ages, from all over the
country. A total of 192 valid questionnaires weodlected from the four questionnaires,
among which 45 USB flash drives with a price retucbof 20%, 41 USB flash drives
with a price reduction of 50%, 55 mobile hard diskth a price reduction of 20%, and
51 mobile hard disks with a price reduction of 50%.

4. Results

This paper uses regression analysis and SPSS @3t8st the hypothesis. In the
regression analysis, following the common method, cgntralize the variables scores
(subtracting the mean value of variables), befaleutating interaction terms [13]. The
results of the regression analysis are shown ineThbin the four models of Table 1, the
variance inflation factor (VIF) of each variablensich less than 10, indicating that the
multicollinearity is not serious and the analysisuits are reliable.
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Table 1: Results of regression analysis

variable Dependent variable: Dep_endent_ variable:
degree of regret claim willingness
Model 1 | Model 2 | Model 3 | Model 4
(Constant)

Gender 0.033 0.020 -0.070 -0.083

Online Shopping Frequencgy 0.143 0.187* 0.190* 0.230**

Spend less than 100 yuan -0.284*  -0.340* -0.182 .230*
Spend 100 to 300 yuan -0.125% -0.169 -0.007 -0.046

Income -0.026 -0.031 -0.136 -0.139
Product -0.034 -0.039 -0.088 -0.092
Discount -0.082 -0.090 -0.077 -0.085%
Gender x Product -0.136 -0.130
Gender x Discount 0.072 0.077
Income x Product 0.007 0.014
Income x Discount -0.174* -0.1597

R 0.085 0.131 0.088 0.129

F 2.433* | 2.468* 2.541* | 2.426**

R 0.085 0.046 0.088 0.041

F of IR 2.433* 2.401 2.541* 2.116

Max VIF 1.904 1.981 1.904 1.981

Note.1)coefficient had been standardized; 2)* iat#is P<0.05 ** indicates P<0.01,
*** indicates P<0.001.

Model 1 only includes gender, online shopping festty, average online shopping
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significant negative impact on the degree of re@pet0.174, p<0.05). Mode 3 also

includes only gender, online shopping frequencgrage online shopping cost (divided
into below 100 yuan, 100 to 300 yuan), income, potgl and discounts. From Model 4,
the cross-terms of income and discount have afi&ignt negative impact on the degree
of regret =-0.159, p<0.05). Therefore, H3 is supported; Hd HR are not supported. It

can be concluded that the interaction between iecand discount presents a significant
negative correlation between the two dimensionshef psychological gap (degree of
regret and claim willingness). That is to say, tigh-income group has a low degree of
regret and a low willingness to claim in the caéa tigh price discount (relative to a

low-price discount). This shows that in the casealistount promotions, consumers of
different income groups will show different attirsl when they view different price

discount.

5. Conclusion

In recent years, science and technology developriter€@hina has driven the rapid
development of network and online shopping. Majecommerce companies have
launched a series of competitions for customersorgrthem, e-commerce promotion is
applied to all aspects as the most common markéigvior, but such behavior cannot
stick to old customers or attract new customersaftwng time, which may even have a
negative impact on brand evaluation. This papeisfiout this situation from the field of e-
commerce promotion, and make the empirical anatysiehether there is a psychological
gap (degree of regret and claim willingness) betwdiferent types of products (high
price or low price) and price discount promotiomeTresults show that the interaction
between income and discount has a significant nhegatorrelation with the two
dimensions of psychological gap (degree of regndtaaim willingness).

The theoretical significance of this paper is tgomament and improve the
theoretical research in the field of consumer @bhopping, by revealing the impact of
price discount promotion on the psychological gdpcansumers after purchase. This
paper can provide a reference for e-commerce coepaon how to reduce the
psychological gap of consumers.

The practical significance of this paper is to helgommerce platform design
marketing recommendations. Hierarchical pricingaiso adopted for high-income and
low-income people, because the high-income grogpahlaw degree of regret and a low
willingness to claim in the case of a high pricecdunt (relative to a low-price discount).
Specifically, it is possible to divide customersoirhigh-income groups and low-income
groups according to the amount of consumption amitlprice, and to offer small-scale
price reductions to low-income groups on a reghésis, or to issue freely denominations
of corresponding brands for free. Different mankgtischemes for different groups of
people can better achieve the effect of e-commpromotion and effectively avoid the
negative evaluation brought by the promotion toscomers.
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