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Abstract

In this day and time, in which we experience an intense competition, being aware of the knowledge of the desires and
demands of the consumers who shop from the retail setting and discovering the reasons behind these are important steps
which will carry the businesses to success. According to various criteria, the consumer, by being effected by internal (sense,
attitude, learning and instincts, etc.) and external (cultural factors, social class and lifestyle, etc.) factors, shape their decisions
to purchase products and services. In this context, the businesses will be successful by prevailing in the competition,
considering the recognition of the behaviour of the consumers that are in their target market and by improving the related
marketing combination components (product, price, promotion and place). In order for the businesses to create efficient
marketing programs and to reach their goal, they need to decide on the pricing decisions, in conjunction with other marketing
combination elements (product, distribution and promotion) and considering the consumers in target market. In our study, in
order to recognize the consumers in the target market and to reveal their price sensibilities, the examined issue is ‘the
Attitudes That Are Effective on Consumer Price Perception”. It is reflected that, recognizing the attitudes that are influential in
consumers’ price perceptions will enable the better understanding of the consumers in the target market and the establishment
of a better service. In this study which relies on this purpose, surveys has been conducted to understand the “Attitudes That
Are Effective on Consumer Price Perception” and the resulting “Purchasing Behaviours” of the consumers in Turkey. For the
survey, consumers who are over 18 years old and shop from the retail stores are interviewed face to face and convenience
sampling method has been used. Factor analysis and regression has been applied to the results that are obtained. It is
reflected that the study results will be beneficial for the national or international businesses.

Keywords: Retail Shopping, Price in Retail Stores, Consumer’s Perception of Price, Consumers’ Shopping Behaviours and Attitudes

1. Introduction

In the dynamic market environment, where the competition is intense, retail businesses will act according to the modern
marketing concepts and the consumer satisfaction will be the focal point of their activities (Okumus, 2004: 28). In order to
survive and succeed in the intense competitive environment, retail businesses will have to determine how consumers
decide on their purchasing decisions by being effected through internal (perception, attitude, learning and instincts, etc.)
and external (cultural factors, social class and lifestyle, etc.) factors. When the businesses develop marketing strategy
that will have a positive effect on the consumer behaviours of the target group, they will also position their products and
services within price-quality relationship. When applying pricing strategies, prices will be determined according to the
values that are presented to the consumers and thus, the price perception of the consumers will be shaped accordingly.

Price perceptions occupy an important place in the consumers’ product choices and purchasing behaviours. When
talking about consumers’ price perception, rational factors (quality and value, etc.) and psychological factors (prestige,
etc.) are evaluated in conjunction with each other and these factors are essential of the businesses (Kurtulus ve Okumus,
2006: 4). For this reason, it has started to become a widely analysed subject in academic studies.

The goal of this study is to identify the consumers that are in the target group and to reveal consumers’ price
sensibilities and the consumers of “Attitudes That Are Effective on their Price Perception” and “Purchasing Behaviours” in
Turkey, which they expose during shopping, is analysed by conducting surveys. For the survey application, 554
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consumers, who are over 18 years old and shop from the retail stores in Turkey, are interviewed face to face and
convenience sampling method has been used. Factor analysis and regression has been applied to the results that are
obtained.

2. Price Perceptions of Consumers

When determining the price of the products they produce and market, retail businesses consider many factors, from the
cost of the product to its image, from advertisement costs to operation costs and they determine a pricing according to
these factors. Rather than the price deciding factors that consumers have, the important factor that concerns the
consumers is the value they gets in exchange for the price (Doyle, 2003: 462). Assessments regarding the price-value
relationship effect the purchase decision of customers (http://www.isletmeportali.com/konular/satis/musterilerin-fiyat-
algilamasi-3.html, 2012).

Retail businesses can also adopt different pricing purposes. Generally, it is possible to compile these purposes
under three categories: “Struggle to survive, financial purposes and marketing-oriented purposes”. The businesses, who
strive to exist in the intense competitive environment, keep their prices as low as possible and wish to increase their
sales. Those businesses, who do not find themselves in a struggle to survive, may follow a pricing policy that can help
them to reach various financial goals. These businesses choose the price that will enable maximum profit, investment
return and cash flow by reviewing demand structures under various price alternatives and costs. On the other hand,
some businesses may choose the path that increases the market share and sales volume and protects the position and
the status quo and enables achieving marketing purposes (Altunisik vd., 2004: 194-195).

The businesses must be prepared for three topics (3p) that are closely related to each other and will enable them
to act according to marketing purposes, in regards to price and services. These are; 1. Perception, 2. Placebo, 3.
Positioning. Thus, the businesses can position their products and services within price-quality-value relation, on the
consumers’ minds by creating a placebo effect: (Gilkey, 2010; http://www.productiveflourishing.com/the-3ps-of-pricing-
perception-part-1/, 2012)

1. Perception: Perception is to obtain information of an event or an object, with the help of senses. Among the
factors that affect perception are physical features of the stimulant (i.e. a colourful newspaper ad or
attractiveness of a package), stimulant's relationship with the environment and the attributes of the
environment in which the individual is situated (Mucuk, 2009: 78). The consumer behaviour can also occur
according to the messages that are portrayed, along with the perception of these (Ozer, 2009: 1). Perception,
which is formed either individually or under the influence of environmental factors, affects the consumer
behaviour in many respects (Eray, 2007). Under these, perception of advertisement, perception of product
image and corporate image and perception of price can be listed. Price perception, which is the process of
consumers commenting on the price and attributing value to the products or services, has started to be a topic
that the marketing experts work and investigate on. Therefore, the existence of an absolute relationship
between the price and value is referred on the conducted studies.

2. Placebo: The businesses, with the marketing strategies, have intended to create a placebo effect on the
minds of the consumers and they have succeeded. The principle of Placebo is “to believe”. The consumers
are mentally affected by the external factors (i.e advertisements), being oblivious of their effects. Besides, our
life experiences and personal beliefs are affected, in favour of products and services, with us being totally
unaware. After the occurrence of this contagion, rather than the quality of the product and the product that is
presented, there will be an expectaton and belief in our minds, regarding that product
(http:/www.productiveflourishing.com/the-3ps-of-pricing-perception-part-2/, 2012). Thus, different and superior
features of the product and services will be positioned in the minds of consumers, compared to the
competitors.

3. Positioning: Positioning strategy should be discussed in terms of external positioning (superior features
compared to products and services of the competition) and internal positioning (ability to be produced as a
more innovative, creative and remarkable product) by the businesses and price should be determined
according to these conditions (http://www.productiveflourishing.com/the-3ps-of-pricing-perception-part-3/,
2012). The purpose here is to be perceived as an innovative and a creative product — along with having a
product that can only compete with price - (Celik et.al., 2012) and to be positioned by creating a placebo effect
with a successful value-quality perception.

Retail businesses consider these matters below when applying pricing policies that aim to reach marketing goals
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(Doyle, 2003: 462);

v"In order to establish a brand loyalty, pricing should be attributed to the values that are presented to the

consumers, not to the production costs.

v" Since consumers ascribe different values to products and services, the price should be harmonized with the

customers; so that the differences created by the value can be used as an opportunity.

v’ Pricing should be integrated with the positioning and the goals of the business. Moreover, pricing decisions

should estimate the long term strategies and the reactions of the competitors.

Among the main pricing methods that will enable the retail businesses to improve customer loyalty with their
pricing policies, “pricing affiliated with quantity”, “pricing affiliated with time and customer loyalty duration”, “multiple
product pricing”, multi-individual pricing (group price)”, “long term purchase and guarantee contracts” can be listed
(Gulgubuk, 2008: 19). With these applicable pricing methods, they will present the customer with convenient values and
opportunities, create positive perceptions on consumers’ minds and form loyal customers.

Price perception holds a significant importance in consumers’ product preferences and purchase behaviours
(Dickson and Sawyer, 1990: 42). Economists and marketing researchers occasionally conducted various studies in order
to estimate and to understand the effect of price on purchase behaviour. When talking about the consumers’ price
perception, rational and psychological factors are evaluated together. While quality and value come into prominence in
rational factors, prestige awareness shine out in psychological factors. Better the psychological process regarding the
consumers’ price perception is defined; more improved the probability of making correct decisions with regards to
consumers’ price perception will be (Kurtulug and Okumus, 2006: 4).

Consumers’ price perceptions occur in a process. According to this, consumer obtains the price information both
visually and auditory, he/she interprets this information and achieves a various, meaningful results from this information
(Okumus, 2003: 50). Along with internal evaluations, the consumers decide their purchase decisions by being effected by
external stimuli and form their brand decisions. While making purchase decisions, they can obtain various attitudes
through purchase experience and learning or they develop new attitudes. When a consumer decides on a particular
brand, he/she follows this process (Gegti and Zengin, 2012: 38-39). In a study conducted in 2008 by Meng and Nasco
and in 1993 by Lichtenstein et. al., the researchers have found out that internal factors constitute a much large impact
compared to the external factors (environments like advertisement, etc., price presentations) in consumers’ price
perception (Meng and Nasco, 2008).

In the studies where the factors, that are influential in purchase behaviours of the consumers that shop from the
retail stores, are analysed, it is seen that “price perceptions” hold the first place among other factors. In the study which
Nielsen company conducted in 56 countries in 2012, “the 16 different factors which influence the consumers who shop
from retail businesses” have been analysed. According to the results of the study, the first five factors are “product price,
health conditions, transportation costs, package and debt decisions”. First placed “price of food products” is seen to be
most direct influence on purchase decisions (http://mww.nielsen.com/us/en/newswire/2012/global-survey-says-rising-
prices-greatest-factor-in-grocery-purchase-decisions.html, 2012).

The price perception, which is the interpretation of price and attribution of value by the consumers and the effect of
price on product evaluation have also been analysed on conducted studies and initially, price has been addressed as
one aspect. And in some studies has addressed that price could have more than one role in deciding the purchase. In
the study conducted by Zeithaml in 1988, price perception aspects are seen as relation of “perceived price, perceived
quality and perceived value” (Zeithaml, 1988: 2).

In the studies where the attitudes that are effective in consumers’ price perception are analysed, price perception
aspects are grouped as follows: “Price- Quality Schema, Prestige Sensitivity, Price Consciousness, Value
Consciousness, Price Mavenism, Sale Proneness, Coupon Proneness) (Lichtenstein, Ridgway and Netemeyer, 1993).
In the studies conducted later on, Domestic and Foreign product consciousness has been added to this aspect (Okumus,
2004; Kurtulus and Okumus, 2006; Gegti and Zengin, 2012).

In the study conducted by Duman and Yagci, the impact of five main factors which are determined with regards to
customer behaviour in Turkish supermarkets, on continuous shopping intentions are tested. These factors are
determined as “price perception, discount perception, product quality perception, service quality perception and value
perception.” According to the results of this study, the shopping intentions of supermarket customers are substantially
affected by “discount perception, product quality perception and value perception” (Duman and Yagci, 2006).

In the study conducted by Sternquist et. al. in 2004, price perception aspects are studied thoroughly and price
perception aspects are classified as negative aspects (Price Awareness, Value Consciousness, Price Mavenism, Sale
Proneness) and positive aspects (Price-Quality Schema, Prestige Sensibility). Different price perception aspects have
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been implemented on consumers in China and Korea and when the difference is analysed it has been seen that Chinese
consumers perceive the price only in terms of negative aspects (Sternquist et. al., 2004:83). In their study conducted in
2012, Mendoza and Baines accentuated on the existence and importance of relation between price perception and
willingness to pay and actual purchase behaviour. In addition, it has been suggested that after the establishment of
purchase behaviour and even after the establishment of new price information, price perception is found to be a process
that is dynamically regenerated (Mendoza and Baines, 2012: 287).

3. A Study of Attitudes that are Effective on Price Perceptions of Consumers who Shop from Retail Stores

Price perceptions hold an important place in product and service preferences, purchase behaviours of consumers that
shop from the retail stores. For this reason, the price perceptions of consumers matter for the businesses (Kurtulus ve
Okumus, 2006: 4). Therefore, it has started to become a subject that is analysed in academic studies.

In this study where we intend to identify the consumers situated in target group and to reveal their price
sensibilities, “Attitudes That Are Effective on Consumer Price Perception and consumers’ “Purchase Behaviours” are
analysed.

3.1 Purpose, Scope of the Study

Presenting the attitudes that are influential on price perceptions of the consumers that shop from retail stores will enable
a better understanding of the consumers in target group and a better service development. With this in mind, this study
contains analyses that is comprised of a survey study with regards to “Attitudes that are Effective on Price Perceptions of
Consumers who Shop from Retail Stores” and “Purchase Behaviours” that they present during shopping.

In the research model of the study, the relationship between consumers’ “Attitudes that are Effective on Price
Perceptions” and “Purchase Behaviours” that they present during shopping is analysed. In order to analyse consumers’
“Attitudes that are Effective on Price Perceptions”, the studies of Lichtenstein, et. al (1993), Okumus (2004), Kurtulus and
Okumus (2006), Meng and Nasco (2008), Gecti and Zengin (2012) were used (Bearden and Netemeyer, 1999: 273;
Lichtenstein, Ridgway and Netemeyer, 1993; Okumus, 2004; Kurtulus and Okumus, 2006; Meng and Nasco, 2008; Gegti
and Zengin, 2012).

In order to study the “Purchase Behaviours” that the consumers present during shopping, “Planned shopping
behaviour, unplanned shopping behaviour, purchase frequency (every day, once a week, once a month” can be
discussed. The studies conducted for this purpose, - study of Ergin and Akbay, conducted in 2011, regarding “unplanned
shopping behaviour” in food and garment retail shops; study of Altunisik and Calli, conducted in 2004, regarding
“unplanned shopping behaviours”; study by Turan, conducted in 2011, regarding “planned, shopping behaviours” and
study by Akat et. al, conducted in 2006, regarding “planned, unplanned shopping behaviour and shopping frequency” -
have been taken as models and set as a model (Ergin and Akbay, 2011: 275; Altunisik and Calli, 2004: 231; Turan,
2011: 128; Akat et.al., 2006).

The survey work of the study has been performed by conducting face to face interviews with 554 individuals that
are over 18 years of age and shoppers of retail stores in Turkey and convenience sampling method has been used. In
the survey where “Attitudes that are Effective on Price Perceptions” and “Purchase Behaviours” that the consumers
exhibit during shopping, Likert Scale has been used (1. Strongly Disagree, 2. Disagree, 3. Neutral, 4. Agree, 5. Strongly
Agree). The relationship between the variables that are surfaced as a result of factor analysis of “Behaviours that are
Effective on Consumer Price Perceptions” and “Purchase Behaviours” that are exhibited in retail stores are analysed with
regression analysis as to determine whether they exist or not.

3.2 Methodology of the Study

The constrains, model and bulk sample selection of the are explained below.

3.2.1 Constraints of the Study

In this study, consumers’ "Attitudes that are Effective on Price Perceptions” and "Purchase Behaviours" have been

analysed through survey study. The constraint for the main mass of the study is to be comprised of individuals that are
over 18 years of age and are able to decide, by their own rights, to shop from retail stores in Turkey and the application
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of survey study to the shoppers in the hours in which the shops are open. Survey study has been performed by
interviewing face to face with 554 individuals and convenience sampling method has been used.

3.2.2 Model of the Study

The study model, which is created in order to explain consumers’ "Attitudes that are Effective on Price Perceptions" and
“Purchase Behaviours" that they exhibit during shopping, is as follows (Figure 3.1)

Attitudes that are
Effective on Price
Perceptions

Price Mavenism
Price Consciousness >
Value Consciousness
Prestige Sensibility
Discount Sensibility
Price-Quality Schema
Innovative Product
Sensibilitv

Purchase Behaviours

*  Planned Shopping
+  Unplanned Shopping

YY¥YYY¥Y¥YY

Figure 3.1. A Study Model on the Relationship Between Consumers’ "Behaviours that are Effective on Price

Perceptions" and "Purchase Behaviours"

The hypotheses of the study are included below. By discussing these hypotheses, sub-hypothesis are created and
analyses are made.

H1: There is a suggestive relation between consumers' "Attitudes that are Effective on Price Perceptions" and
"Planned Purchase Behaviours".

Hz: There is a suggestive relation between consumers’ "Attitudes that are Effective on Price Perceptions" and
"Unplanned Purchase Behaviours.

The scale for consumers’ "Attitudes that are Effective on Price Perceptions" and "Purchase Behaviours" that they
exhibit during shopping is created by referring to the sources included in the table below (Table 3.1).

Table 3.1. The Scale Table of "Attitudes that are Influential in Price Perceptions” and "Purchase Behaviours"

Variable Source
Attitudes that are Influential on Price Perceptions
»>  Price Mavenism (Lichtenstein, Ridgway and Netemeyer, 1993)
»  Price Consciousness (Okumus, 2004)
»  Value Consciousness
»  Prestige Sensitivity (Kurtulug and Okumus, 2006)
»  Sale Proneness
> Price-Quality Schema (Meng and Nasco, 2008)
> Innovative Product Sensitivity ( Gegti and Zengin, 2012)
Purchase Behaviours
e Planned Shopping (Ergin and Akbay, 2011: 275)
° Unplanned Shopping (Altunisik and Calli, 2004: 231)
(Turan, 2011: 128) (Akat and et.al, 2006)

3.2.3 Determination of Study Bulk Sample

The survey work of the study has been conducted with face to face interviews with 554 individuals who are over 18 years
of age that shop from retail stores in Turkey and convenience sampling method has been used.

3.3 Findings of the Study

The analysis of the study has been examined by separating into two sections: definitional and deductional.
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3.3.1 Definitional Analysis Findings

The individuals who have participated in the survey are chosen from those who shop from retail stores, make their own
minds in terms of shopping and are over 18 years old. The demographic features, sex, education, income, age and
marital status of 554 individuals have been analysed. The consumers consist of 554 individuals, of which 54.9% of is
women and 44.9% of is men. The education status of these consumers is as follows: “19.5% elementary education,
36.6% high school education, 26.7% associate degree, 13.5% bachelor's degree, 3.5% post graduate.” Distribution of
income of the consumers is: 41.5% between, “500 - 1.000 TL, 29.2% between 2.001 - 3.000, 6.5% between 3.001 -
4.000 and above. Consumers’ age ranges are: 37% between 18-25; 24.2% between 26-35; 22% between 36-45; 13.2%
between 46-55and 3.4% for 56 and above. Consumers’ marital statuses are 42.4% married, 43.7% single, 7.6% widower
and 6.1% divorced.

The scale of consumers’ ‘Attitudes that are Influential in Price Perceptions’ consists of 30 questions. 30 questions
are subjected to question factor analysis and this has emerged seven factor groups; these are: “Price Mavenism: PM,
Price Consciousness: PC, Value Consciousness: VC, Prestige Sensitivity: PRS, Sale Proneness: SP, Price- Quality
Schema: PQS, Innovative Product Sensitivity: IPS” (Table 3.2). As a result of credibility analysis which has been
conducted in 0.05 relevance level of ‘Attitudes that are Influential in Price Perceptions’, which is comprised of 30
variables, Cronbach’s Alpha Value is found to be 0.876. Moreover, a credibility analysis has been performed to each of
the seven factor groups in the study and Cronbach’s Alpha Value is examined (Table 3.2).

Alpha value carries values between 0 and 1 and it desired for the admissible value to be at least 0.7 (Altunisik et.
al., 2005: 116). Therefore, it can be stated that the credibility of the scale, along with the credibility of each factor group in
itself, is significantly high.

In the factor analysis, which has been performed to the ‘Attitudes that are Influential in Price Perceptions’ which
consists of 30 questions; when Kaiser-Meyer-Olkin (KMO) sample efficiency test is applied; relevance value is to be
found 0.000 and KMO value is to be found 0.782. The test of factor analysis of practicability to any data set is measured
with ‘Kaiser-Meyer-Olkin (KMO) sample efficiency test. KMO value can be admissible in values between 0.5-1.0
(Altunisik et. al., 2005: 217). Therefore KMO value of 0,782 is believed to be sufficient enough for factor analysis.

Also, it has been examined that the seven factors which has been obtained in the study has attested the 63.33%
of total variance. The factor groups which are obtained as a result of factor analysis, the credibility of factor groups and
factor loads of the components that constitute factor groups are given in Table 3.2.

Table 3.2. Factor Analysis Results of "Attitudes that are Effective on Price Perceptions"

Credibility of
Factor | Name of the | Factor Group Attitudes that are Influential on Price Perceptions Factor
Group | Factor Group |(Cronbach’s Alfa Loads
Coefficient )
Factor 1 |Price Mavenism 0,863 * People consult me regarding information about different types | 0,621
of products.
* Regarding knowledge of product prices, | am seen as an 0.823
expert.
* | am better than most of the people who give information to 0.827
those that seek most appropriate price..
* | like to help people about price information of many product 0.793
types.
* My friends see me as a reliable price information source. 0.773
Factor 2 Price 0,858 * | walk about all stores for low prices, but | look for a certain 0,579
Consciousness quality criteria before purchase.
* | make an effort to search for low prices. 0.795
*In order to obtain a low price advantage, | search for different 0.792
stores.
*In order to save money by finding a low-priced product, it 0.7784
generally pays off to spend time and effort.
* The time spent on finding a low price product is a time worth 0.701
spending.
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Factor 3 Value 0.843 * | am interested in low prices, along with quality. 0.722
Consciousness * In order to make sure that | get bang for my buck, | compare 0.758
the prices of different brands.
* | make sure that | get maximum quality products for the money | 0.798
| spend.
*'d like to be sure that my purchase justifies the value of my 0.823
money.
Factor 4 Prestige 0.875 * Purchasing a high-priced brand makes me feel better. 0.603
Sensitivity * Purchasing the most expensive brand of a product makes me
feel more prestigious (classy). 0.873
* | like the prestigious feeling of buying high-priced product. 0.911
*When an individual purchase a high-priced product, this 0.768
enables them to convey a positive and prestigious message.
Factor 5 |Sale Proneness 0.803 * Purchasing products and services that are at discount makes 0.661
me feel better.
* Discount of products and services can be a reason for me to 0.792
make a purchase.
* It is a high probability for me to buy products and services that | 0.850
are at discount.
* |t makes me happy to collect discount coupons and money 0.618
points and make purchases by saving money.
* have my favourite brands, but most of the time | choose the 0.607
discounted brands.
Factor 6 | Price- Quality 0.804 * Generally it is mentioned that higher price means higher 0.603
Schema quality.
* The saying ‘what you pay is what you get' is generally correct. | 0.793
* The price of a product is a good indication of its quality. 0.807
* We always have to pay a little bit more for the best. 0.774
Factor 7 |  Innovative 0.737 * When | purchase a new brand, | feel like I've accomplish 0.841
Product something good.
Sensitivity * | have my favourite brands, but most of the time | choose the 0.814
ones that are newly released and presented.
* It suits me fine to purchase newly released products. 0.599

3.3.2 Deductional Analysis Findings

The deductional analysis of the study has been examined as follows:
Abbreviations for Dependant Variables “Purchase Behaviours” are below:

» Planned Shopping : PS

» Unplanned Shopping: UPS
Abbreviations for Independent Variables Attitudes That Are Effective on Consumer Price Perception are below:

Price Mavenism: PM
Price Consciousness: PC

Prestige Sensitivity: PRS
Sale Proneness: SP

VVVYVVYY

Value Consciousness: VC

Price- Quality Schema: PQS
Innovative Product Sensitivity: IPS

Attitudes That Are Effective on Consumer Price Perception is comprised of 30 questions and as a result of the
factor analysis, seven factor groups have emerged. Seven factor groups form the independent variables of regression

analysis.

Each of the Purchase Behaviours are thought to be a dependant variable and for every purchase behaviour that
has been thought to be a dependant variable, a hypothesis is created, showed as an equation and its relation with
independent variables (Attitudes that are Effective on Price Perceptions) is analysed with regression analysis.

In the regression analysis of the study; application has been made by integrating all variables with stepwise
method for every hypothesis test. Due to various iterations, the model has emerged. In the testing of hypotheses in these
studies, as a result of the iterations of stepwise method, final model has been presented.
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The first hypothesis of the study and regression analysis result regarding this hypothesis are given below:

First Hypothesis;

H1: There is a suggestive relation between consumers’ Attitudes that are Effective on Price Perceptions” and
“Planned Purchase Behaviour”.

The regression formula, which explains the relation appearing above hypothesis, is expressed as the equation of;

PS=2.931+0.114 PM +0.181 PC +0.174 VC .

Table 3.3. Regression Analysis Model Summary of the Relation Between Consumers’ "Attitudes that are Effective on
Price Perceptions” and "Planned Purchase Behaviours"

Model R R? Corrected R 2 Standard Error of Estimate
3 0.221 0.049 0.044 1.219

Table 3.4. Regression Analysis ANOVA Table of the Relation Between Consumers’ "Attitudes that are Effective on Price
Perceptions" and "Planned Purchase Behaviours"

Model Sum of sd Average F p - value
Square Square
3 Regression 41.896 3 13.965 9.390 0.000
Balance 813.484 547 1.487
Total 855.379 550

The model which has been tested with regression analysis is statistically relevant (F = 9.390 and p=0.000). Because ,
relevance level of F value is smaller than (p<0.05), 0.05.

Seven factors, which have been obtained as a result of the factor analysis, constitute the independent variables of
regression analysis. Our dependant variable is ‘Planned Shopping’ (PS). As a result of regression analysis, it is seen that
the factors which have a relevant effect on planned shopping are independent variables that are: “Price Mavenism: PM,
Price Consciousness: PC, Value Consciousness: VC". Independent variable explains the 0.044% (R?value) of the
change in dependant variable.

Result of the regression analysis, “Beta value (B) projection of the relation between ‘Attitudes that are Effective on
Price Perceptions’ and "Planned Purchase Behaviours", standard error values, t values, p values and VIF values are
shown in Table 3.5.

Table 3.5. “Beta, Standard Error, t, p, VIF Value Results as consequence of Regression Analysis of Relation Between
‘Attitudes that are Effective on Price Perceptions’ and ‘Planned Purchase Behaviours’

Independent Variables PM PC VvC

Beta Value Values 2.931 0.114 0.181 0.174
Std. Error Value 0.052 0.052 0.052 0.052
T Value 56.418 2.198 3.476 3.356
p Value 0.000 0.028 0.001 0.001
VIF value 1.000 1.000 - 1.000

H1 hypothesis has been tested with the regression analysis of there is a suggestive relation between consumers’
Attitudes that are Effective on Price Perceptions” and “Planned Purchase Behaviour”. As a result of the regression
analysis, it has been examined that three (“Price Mavenism: PM, Price Consciousnesse: PC, Value Consciousness :
(VC") of the seven factor groups, which constitute the independent variables, have suggestive, statistical effect on
planned purchase behaviour and H1 hypothesis could not be validated.

The second hypothesis of the study and regression analysis results regarding this hypothesis can be found below.

Second Hypothesis;

H2: There is a suggestive relation between consumers’ Attitudes that are Effective on Price Perceptions” and
“Unplanned Purchase Behaviour.

The regression formula, which explains the relation appearing above hypothesis, is expressed as the equation of;
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UPS =2.893 + 0.187 PRS - 0.140 SP

Table 3.6. Regression Analysis Model Summary of the Relation Between Consumers’ "Attitudes that are Effective on
Price Perceptions" and "Unplanned Purchase Behaviours

Model

R

RZ

Corrected R?

Standard Error of Estimate

2

0.189

0.036

0.032

1.218

Table 3.7. Regression Analysis ANOVA Table of the Relation Between Consumers’ "Attitudes that are Effective on Price
Perceptions" and "Unplanned Purchase Behaviours

Sum of Average
Model Square sd Squa?e F p - value
2 Regression 29.978 2 14.989 10.107 0.000
Balance 812.704 548 1.483
Total 842.682 550

The model which has been tested with regression analysis is statistically relevant (F = 10.107 and p=0.000). Because ,
relevance level of F value is smaller than (p<0.05), 0.05.

Seven factors, which have been obtained as a result of the factor analysis, constitute the independent variables of
regression analysis. Our dependant variable is ‘Unplanned Shopping (UPS). As a result of regression analysis, it is seen
that the factors which have a relevant effect on planned shopping are independent variables that are: “Prestige
Sensitivity: PRS and Sale Proneness: SP” Independent variable explain the 0.032% ( R* value) of the change in
dependant variable.

Result of the regression analysis, “Beta value (B) projection of the relation between ‘Attitudes that are Effective on
Price Perceptions’ and "Unplanned Purchase Behaviours", standard error values, t values, p values and VIF values are
shown in Table 3.8.

Table 3.8. Beta, Standard Error, t, p, VIF Value Results as Consequence of Regression Analysis of Relation Between
‘Attitudes that are Effective on Price Perceptions’ and ‘Unplanned Purchase Behaviours’

Independent Variables PRS SP
Beta Value Values 2.893 0.187 -0.140
Std. Error Value 0.052 0.052 0.052
T Value 55.762 3.604 - 2.688
p Value 0.000 0.000 0.007
VIF value 1,000 1.000

H2 hypothesis has been tested with the regression analysis of There is a suggestive relation between consumers’
Attitudes that are Effective on Price Perceptions” and “Unplanned Purchase Behaviour”. As a result of the regression
analysis, it has been examined that only two (“Prestige Sensitivity: PRS, and PC, Sale Proneness: VC") of the seven
factor groups, which constitute the independent variables, have suggestive, statistical effect on unplanned purchase
behaviour and H2 hypothesis could not be validated.

Deciding whether independent variables, which affect the “Purchase Behaviours”, possess multiple connections or
not, was accomplished by examining VIF values (ie. Interaction of variable with each other) on the regression analysis
table In the statistical analyses, VIF values between 1-10 show that there is no correlation issue. In this study, VIF values
of independent variables were examined, it was observed that all of them obtained values of 1.000 and therefore, due to
the fact that they obtained values between 1 and 10, it has been deduced that the variables did not affect each other.

As the result of conducted analysis;

“H1 hypothesis has been tested with the regression analysis of there is a suggestive relation between consumers’
‘Attitudes that are Effective on Price Perceptions” and “Planned Purchase Behaviour”. As a result of the regression
analysis, it has been examined that three (“Price Mavenism: PM, Price Consciousnesse: PC, Value Consciousness :
(VC") of the seven factor groups, which constitute the independent variables, have suggestive, statistical effect on
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planned purchase behaviour and there is no suggestive effect for the other independent variables. H1 hypothesis could
not be validated. H1 hypothesis was partly validated for only three variables. With a 0.181 unit increase, ‘Price
Consciousness: PC' is in 1st place; with a 0.174 unit incease ‘Value Consciousness: VC' resides in 2nd place and with
0.114 unit increase ‘Price Mavenism: PM’ holds 3rd place and prompts ‘planned purchase behaviour' in adjuvant
direction.

H2 hypothesis has been tested with the regression analysis of There is a suggestive relation between consumers’
Attitudes that are Effective on Price Perceptions” and “Unplanned Purchase Behaviour”. As a result of the regression
analysis, it has been examined that only two (“Prestige Sensitivity: PRS, and PC, Sale Proneness: VC") of the seven
factor groups, which constitute the independent variables, have suggestive, statistical effect on unplanned purchase
behaviour and H2 hypothesis could not be validated. With a 0.187 unit increase, ‘Prestige Sensitivity: PRS’ prompts
‘unplanned purchase behaviour2 in adjuvant direction. With a 0.140 unit decrease, ‘Sale Proneness: SP’, prompts the
‘unplanned purchase behaviour in detractive direction and affects it negatively.

4. Conclusion and Assessment

It is strategically very important to determine the truest strategies and decisions in pricing of the products and services
that the retail businesses put on market (Ozden and Oktay, 2099: 159). The businesses which will determine the
marketing strategies for the purpose of meeting the desires and needs of the target customers by acting in accordance
with the modern marketing insights, will be successful when compared to others in the intense competition environment.
Retail businesses will evaluate the customers who have different price perceptions, as different market segments and will
determine their target groups. Determination of customers’ attitudes regarding the price perceptions and examination of
these customer perceptions with regard to effected purchase behaviours will enable the businesses to know their target
groups in a better way and thus, present a better service.

Prepared for this purpose, this study has studied the “Attitudes that are Effective on Price Perceptions” and
“Purchase Behaviours” of consumers’ in Turkey, with a survey study. For the survey study, 554 consumers who are over
18 years of age and shop from the retail stores in Turkey, were interviewed face to face. Factor analysis and regression
analysis were applied to the data that were obtained from the survey.

In this study, where the goal is to identify the consumers who shop from the retail stores in Turkey, the scale of
Consumers’ ‘Attitudes that are Effective on Price Perceptions’ was subjected to factor analysis and seven factor groups
have emerged. These seven factor groups are; “Price Mavenism: PM, Price Consciousness: PC, Value Consciousness:
VC, Prestige Sensitivity: PRS, Sale Proneness: SP, Price - Quality Schema: PQS, Innovative Product Sensitivity: IPS. In
the factor analysis result of the study, unlike the studies conducted before, “Innovative Product Sensitivity: IPS” factor
group has emerged in this study. These emerged factor groups have been determined as independent variable and it
has been attempted to understand how it affects the purchase behaviour (planned purchase behaviour and unplanned
purchase behaviour) which is a dependant variable.

In the regression analysis result of the study; first hypothesis, the independent variables that affect “planned
purchase behaviour” which is the dependent variable, are analysed. Only three of the seven factors (“Price Mavenism:
PM, Price Consciousness: PC, Value Consciousness: VC") that constitute independent variables are seen to have a
statistical, suggestive effect on planned purchase behaviour and it is examined that none of the other independent
variables are seen to have any other effect. It has been examined that three factor groups have presented a positive and
increased effect on planned purchase behaviour.

In the regression analysis result of the study; second hypothesis, the independent variables that affect “unplanned
purchase behaviour” which is the dependent variable, are analysed and effects of two factor groups are observed. Only
two of the seven factors (“Prestige Sensitivity: PRS and Sale Proneness: SP”) that constitute independent variables are
seen to have a statistical, suggestive effect on unplanned purchase behaviour. While “Prestige Sensitivity: PRS" is found
to increase unplanned purchase behaviour positively, “Sale Proneness: SP” is found to be affected negatively, in a
detractive direction.

As the result of the study, the factors that are beyond the consumers’ purchase behaviours are explained. The
reasons behind the planned and unplanned purchase behaviours of the consumers are explained in terms of
“consumers’ attitudes regarding price perceptions”. It has been set forth which of the consumer attitudes towards price
perceptions have an impact on planned purchase behaviours and which have an impact on unplanned purchase
behaviours and whether they increase the purchase behaviours or not.

With the study results; it is aimed to determine the attitudes that are effective on consumers’ price perceptions in
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Turkey, to determine how these attitudes affect the purchase behaviour and to get a better understanding of the
consumers in the target group and to develop better services. Thus, there will be beneficial results for the retail store
managers who wish to develop marketing strategies to positively affect consumers in the target groups. This will enable
retail businesses to acquire competitive advantages, compared to their competitors and to improve their successes. The
results of the study are believed to be beneficial for national or international retail businesses.

In the studies hereupon, attitudes are effective in price perceptions of the customers that are in different sectors,
can be measured. Other than the retail sector, “Attitudes that are Effective on Price Perceptions” and “Purchase
Behaviours”, “Brand Loyalties” during shopping, can be measured, with regards to wholesaler or manufacturing business
customers. The study can be adapted to online environment and a scale can be developed with regards to customers’
attitude towards price perception.
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