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Abstract
This research is amed at exploring the possible effects of externa
reference prices (i.e. past selling price, current promotional price, and current
market price) and consumers perceived quality on their perceived values
(including perceived transactional and acquisition value), search behavior and
purchase intention. The possible influences of providing different level of
important product attribute information on perceived quality is aso
investigated. A 2(low and high past selling prices) x 2(low and high
promotional prices) x 2(plausible and implausible-high market prices)
between-subject factorial design is employed in our study.
Keywords past selling prices, promotional prices, market price, perceived
quality, internal reference price, acquisition value, transaction
value
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