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Abstract
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This research is aimed at exploring the possible effects of price promotion frequency, external

reference prices (current promotiona price and current market price) and consumers perceived

guality on their perceived values (including perceived transactional and acquisition value), search

behavior and purchase intention. A conceptual framework consisting of the above-mentioned

variables is suggested. And then a 2 (low and high price promotion frequency) x 2 (low and high

promotional prices) x 2 (plausible and implausible market prices) between-subject factorial design
is employed to test the proposed hypotheses.
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