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Abstract
Purpose – Buyers in China often communicate positive and negative purchasing experiences
through word-of-mouth (WOM), which creates special problems and opportunities for marketers.
Price mavenism, which is associated with price-information searching and price-sharing behavior, is
often considered a negative dimension of price. The purpose of this paper, however, is to propose
price mavenism as an outcome variable arising from both positive perceptions of price (prestige
sensitivity) and negative perceptions (price and value consciousness) and examine that the ‘‘know’’
(price mavenism) will positively impact the ‘‘glow’’ (shopping hedonism) among the Chinese.
Design/methodology/approach – Data were collected through a survey in Shanghai, China. The
conceptual model was tested using structural equation modeling.
Findings – This study found that prestige sensitivity, price consciousness and value consciousness
shaped price mavenism among the Chinese, supporting the idea that price mavenism arises from both
positive and negative perceptions of price. In addition, for the Chinese, being a source of price
information and sharing the knowledge with their social groups fulfill a hedonic motivation for
shopping. While value consciousness was positively associated with shopping hedonism, price
consciousness per se was not.
Research limitations/implications – This study challenges the idea that price mavenism is
mainly explained by a negative perception of price.
Practical implications – By understanding the drivers of price mavenism and their impacts on
shopping hedonism, international marketers can fine-tune their marketing strategies to appeal more
effectively to price mavens in China.
Originality/value – This study highlights the importance of cultural perspectives in understanding
the structure of price mavenism and its theoretical and marketing foundations.
Keywords Pricing, China, Perception, Influence, Shopping, Consumer behaviour
Paper type Research paper

Introduction
Price mavenism is a term adapted from Feick and Price’s (1987) concept of market
mavenism. Price mavens, like their market maven counterparts, collect price
information in order to share it with others and obtain social returns from their search
behavior. Price mavenism, however, differs from market mavenism in three respects:
First, price mavenism is associated only with price-information searching and pricesharing behavior. Second, it has traditionally been regarded as a negative perception of
price – i.e. price is negatively related to purchase possibility (Lichtenstein et al., 1993;
Jin et al., 2003). Lastly, price mavenism is a socially- or culturally embedded
phenomenon (Sternquist et al., 2004).
Despite the importance of price mavens, little empirical research exists on
understanding its theoretical and marketing drivers, especially in different cultural
contexts. Relative to other Asian consumers, Chinese consumers rank particularly high
in their enthusiasm for communicating positive and negative purchasing experiences
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through word-of-mouth (WOM) (Teo et al., 2007; Yau, 1994), which creates special
problems and opportunities for marketers. Since price mavens use WOM to spread
price-related information for many products, it is valuable to explore this phenomenon
in China and how it affects shopping behavior.
Culture affects consumption patterns and market behavior. For example, Aaker
and Schmitt (2001) found differences between the Chinese and Americans in terms of
self-construal patterns and self-expression, which eventually impact their product/brand
choices. As such, understanding price mavenism requires a deep cultural understanding of
the Chinese, whose consumption patterns differ from Western ones as part of their
Confucian collectivist cultural tradition (Wong and Ahuvia, 1998). In examining the
culturally embedded characteristics of price mavenism, we address the limitations of
theoretical positioning of price mavenism solely as a dimension of a negative price
perception and remodel it as an outcome variable arising from both a positive price
perception (prestige sensitivity) and negative perceptions (price and value consciousness).
We then examine whether the ‘‘know’’ (price mavenism) will positively impact the ‘‘glow’’
(hedonism) among the Chinese. With the growing importance of experiential values in
building long-term consumer relationships, our study should lead to critical insights for
theorists and practitioners who want better market intelligence about Chinese consumers.
Studying price mavenism provides an advantage over market mavenism research since it
recognizes China’s unique cultural background.
This study focuses on prestige sensitivity, price consciousness and value
consciousness as possible predictors for price mavenism and shopping hedonism
among the Chinese. We exclude price/quality schema from our model because the
literature suggests no theoretical association between price/quality schema and price
mavenism/shopping hedonism. Jin et al. (2003) found no significant relationship
between these two constructs in the Korean and the US samples. We excluded sales
proneness (increased responsiveness to sales of brand products) and coupon proneness
(increased responsiveness to coupon offers) because the Chinese do not discount brand
products or offer coupons nearly as often as in Western markets.
Literature review
Multi-dimensions of price perceptions
Price perception – how consumers interpret price and attribute value to goods or
services – has long interested researchers and the role of price in consumer purchase
decisions is well-documented (Lichtenstein et al., 1988, 1993; Dodds et al., 1991; Grewal
et al., 1998). While most studies investigated the effect of price on product evaluation as
a uni-dimensional cue (Chang and Wildt, 1994), Lichtenstein et al. (1993) argued that a
price cue is multi-dimensional and can be either positive or negative in purchase
decision-making. On the positive side, higher prices may indicate higher quality or
prestige. For those with a positive price perception, the higher the price, the greater
the purchase probability. Researchers have suggested that price/quality schema and
prestige sensitivity indicate a positive price perception. On the negative side of price
cues, higher prices negatively affect purchase probability. Price consciousness, value
consciousness, price mavenism, sales proneness, and coupon proneness reflect a
negative price perception.
Price mavenism: a new view
Adapting the market mavenism concept to a price construct, Lichtenstein et al. (1993)
defined price mavenism as ‘‘the degree to which an individual is a source for price

information for many kinds of products and places to shop for the lowest prices,
initiates discussions with consumers, and responds to requests from consumers for
marketplace price information’’ (p. 235). They argued that an individual’s desire to
know about marketplace prices is related to a negative price perception, measuring this
tendency using six items:

Price mavenism

(1) People ask me for information about prices for different types of products.
(2) I am considered somewhat of an expert when it comes to knowing the prices of
products.
(3) For many types of products, I would be better able than most people to tell
someone where to shop to get the best price.
(4) I like helping people by providing them with price information about many
types of products.
(5) My friends think of me as a good source of price information.
(6) I enjoy telling people how much they might expect to pay for different kinds
of products.
We question the theoretical positioning of price mavenism as solely a reflection of a
negative price perception. First, there is a lack of coherence between the definition and the
measures Lichtenstein et al. (1993) used. The authors, in their definition, limited consumer
price knowledge and searching behavior to the lowest prices. However, in their actual
measurement they covered broad price information for many types of stores and
products. The degree to which an individual is a source of price information may not
reflect a negative price perception in certain cultures. For example, Sternquist et al. (2004),
who studied price perceptions among Asian consumers and found that price mavenism
was cross-loaded in both positive and negative ways for Korean consumers, imply that
price mavenism is more complex than Lichtenstein et al. proposed.
Moreover, items four and six capture a positive valence or an affective evaluation
(such as enjoyment or pleasure) from consumers’ sharing their price information with
others. Although a negative price perception can apparently bring pleasure to price
mavens, enjoyment from price sharing may reflect an individual trait as well as a
culturally embedded characteristic. In a collectivistic culture like China, knowledge
sharing among group members is primarily valued for its social network relations
(Michailova and Hutchings, 2006), suggesting that enjoyment derived from
information sharing may not be limited to a negative role of price.
Accordingly, we propose that a positive perception of price (especially prestige
sensitivity due to conspicuous public consumption behavior) as well as a negative
perception of price (in particular, price and value consciousness) may both drive price
mavenism in China. We consequently modify the definition by Lichtenstein et al. Price
mavenism is the degree to which an individual is a source of information about a broad
range of prices for many kinds of products and places to shop and enjoy sharing
information with others and responding to requests from consumers for marketplace
price information. Figure 1 presents the conceptual model of this study.
Prestige sensitivity and price mavenism. Prestige sensitivity is related to socially
visible consumption behaviors (Lichtenstein et al., 1993; McGowan and Sternquist,
1998). It reflects ‘‘a favorable perception of the price cue based on feelings of
prominence and status that higher prices signal to other people about the purchaser’’
(Lichtenstein et al., 1993, p. 236). Prestige-seeking people tend to purchase expensive
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Figure 1.
Conceptual model

brands and consider price an indicator of the prestige or social status of the purchaser
(Vigneron and Johnson, 1999; Sproles and Kendall, 1986). Some consumers view
price as an indicator of exclusivity and seek prestigious brands to fulfill a need for
uniqueness (Vigneron and Johnson, 1999). Conspicuous value is a dominant motivation
for Asian consumers to seek prestigious brands as a primary means to impress others
(Sternquist et al., 2004).
The literature also suggests that the same person can show both prestige-seeking
and price-sensitive behavior. For example, Rice (1992) found that even price-conscious
consumers are willing to pay more for products when they have an ego investment. But
prestige-seeking among Asian consumers may have different roots than it does in
Western cultures, where it is associated more with the purchasers’ internal traits or
private consumption (Wong and Ahuvia, 1998). This finding holds true when people
who are price-conscious in their private consumption have a need to purchase
prestigious products for special occasions. In China, prestige-sensitive shopping
behavior is salient in public consumption or when a social occasion or ceremony
demands it (e.g. gift-giving). Chinese consumers on these occasions tend to be less
conscious about price, and prestige, brand name, and packaging represent the
prevailing criteria for purchase (Lowe and Corkindale, 1998). Given Chinese
consumers’ strong proneness to information seeking and sharing, we infer that prestige
sensitivity will be positively linked to price mavenism in China.
H1.

Prestige sensitivity will have a positive impact on price mavenism.

Price consciousness and price mavenism. Price consciousness refers to ‘‘the degree to
which a consumer focuses exclusively on paying low prices’’ (Lichtenstein et al., 1993,
p. 235). Differences in value systems across cultures correspond to differences in
consumer shopping activities and purchase behavior (Grunert and Scherhorn, 1990;
Lowe and Corkindale, 1998). Chinese consumers, whose value system is based on
frugality, tend to be very price sensitive, especially when it comes to purchasing goods
for personal consumption (Weidenbaum, 1996; Ackerman and Tellis, 2001). The price
of a product or service is an important variable influencing their purchase decisions
(Sternquist et al., 2004). Price consciousness makes consumers more sensitive to price
differences in the marketplace (Lichtenstein et al., 1988) and the desire to buy at the
lowest possible price leads to a strong search intention as buyers anticipate monetary
savings or psychological and social rewards from sharing the information with others

(Ackerman and Tellis, 2001; Alford and Biswas, 2002). Accordingly, it is hypothesized
that a high level of price consciousness among the Chinese will be a significant driver
of price mavenism.
H2.

Price consciousness will have a positive impact on price mavenism.

Value consciousness and price mavenism. Changes in the economy can change
consumption and shopping habits (Keh and Park, 1998), as the current recession has
demonstrated. Since the recession in Japan and Korea that began in 1996, more retailers are
discounting prices because shoppers are focusing on price and value as the primary reason
for selecting a product or a store (Sternquist et al., 2004). With more foreign discount
retailers in China since its trade liberalization of the retail sectors in 1992 (Liu, 2007),
consumers are better informed and more experienced in evaluating product quality and
price information, reflecting value consciousness. Previous studies found that mavens tend
to be more price- and value-conscious than non-mavens (Wiedmann et al., 2001), showing a
possible link between value consciousness and price mavenism. Therefore, we infer that
value-conscious consumers in China are likely to engage in active price-seeking and
information sharing with others, leading to the following hypothesis:
H3.

Price mavenism

Value consciousness will have a positive impact on price mavenism.

Shopping hedonism
Shopping hedonism – the pursuit of fun or pleasure in shopping – arises from the desire
for hedonic fulfillment rather than to accomplish shopping tasks or utilitarian goals
(O’Shaughnessy and O’Shaughnessy, 2002). As today’s consumer society becomes more
hedonistic, emotions experienced during shopping become critical factors affecting the
consumer’s product or store choice (Dawson et al., 1990). Despite the strategic importance
of creating hedonic values for customers, the scope of research on the topic is usually
limited to store environmental factors. Few studies investigated the source of shopping
hedonism from more underlying dimensions, including an individual’s price perceptions
or behavioral tendencies such as price mavenism. The following sections discuss pricerelated constructs as a source of shopping hedonism in China.
Price mavenism and shopping hedonism. In this study, we propose that knowing and
sharing information about price will induce a ‘‘glow’’ (hedonic values) for the Chinese.
The literature suggests that browsing, or ongoing search behavior for informational
and/or recreational purposes, fulfills hedonic shopping motivations for some
consumers (Arnold and Reynolds, 2003). Market mavens use browsing to learn about
new products and trends and derive great enjoyment from such activities (Feick and
Price, 1987; Bloch et al., 1989). Mano and Elliott (1997) confirmed that market mavens
are usually hedonic shoppers. When they find good deals or best prices, they share the
information with others, expecting social rewards (Arnold and Reynolds, 2003).
Similarly, it is likely that price mavens, who also enjoy price searching and sharing,
will use ‘‘price browsing’’ as a way to gather price information for various products and
stores, experiencing great pleasure from such activities.
Cultural background influences the extent to which price mavenism is associated
with shopping hedonism. People from collectivistic countries heavily rely on WOM
communications as the most credible source of information in their store choice and
purchase decisions (Money et al., 1998). Since Chinese consumers depend on price cues
in judging products and engage in frequent WOM, it is likely that price searching and
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Price mavenism will have a positive impact on shopping hedonism.

Prestige sensitivity and shopping hedonism. Previous studies found that in addition to
functional and social values, hedonic value is one of the major benefits expected from the
purchase and consumption of prestigious brands (Vigneron and Johnson, 1999, 2004). The
consumption of prestigious brands fulfills intrinsic enjoyment through sensory pleasure or
gratification and provides emotional benefits such as self-reward or self-respect (Vigneron
and Johnson, 2004; Westbrook and Oliver, 1991; Sheth et al., 1991). Accordingly, we infer
that the pursuit of intrinsic enjoyment associated with the purchase and consumption of
prestigious brands will fulfill hedonic shopping goals for the Chinese.
H5.

Prestige sensitivity will have a direct and positive impact on shopping
hedonism.

Price consciousness and shopping hedonism. A theoretical link between price
consciousness and shopping hedonism has received little empirical attention in
previous studies (Jin et al., 2003). Although price consciousness is assumed to be an
underlying factor determining the extent of price mavenism (as hypothesized in H2),
such price sensitivity or a desire to find the lowest prices possible is likely to be
associated with the fulfillment of utilitarian goals (e.g. saving money or completing a
shopping task) rather than with the pursuit of fun while shopping. Consistently, in an
empirical study of Korean consumers, Jin et al. (2003) found that price saving through
extensive price searching and comparison does not invoke hedonic responses and
concluded that low price alone does not fulfill hedonic shopping goals. Hedonic value
is obtained as a result of the shopping experience during the process of obtaining the
desired products rather than from the products themselves (Babin et al., 1994). Given
that seeking the lowest price is mainly driven by economic benefits or utilitarian goals
(Ailawadi et al., 2001), it is reasonable to assume that price consciousness per se will not
contribute to shopping hedonism.
H6.

There will be no direct impact of price consciousness on shopping hedonism.

Value consciousness and shopping hedonism. The literature suggests that searching
for deals or product values induces hedonic values (Alford and Biswas, 2002; Arnold
and Reynolds, 2003). Ailawadi et al. (2001) found that store brands and national brand
promotions satisfy different consumer values: consumers seek store brands mainly
for economic benefits such as price saving, whereas they look for national brands
promotions mainly to satisfy hedonic benefits. Their findings confirm that hedonic
shopping goals are fulfilled by emotional benefits from value or deal seeking. This is
consistent with the argument by Jin and Sternquist (2004) that excitement or pleasure
induced from value seeking activities tends to be associated with a negative price
perception. Based on their empirical studies of Korean and US consumers, they
asserted that a positive link between value consciousness and shopping hedonism
tends to be universal across cultures. Consistently, we predict that growing value
consciousness among the Chinese will be positively linked to shopping hedonism.
H7.

Value consciousness will have a direct and positive impact on shopping
hedonism.

Method
Data collection
We collected data through a structured questionnaire translated into Chinese with
double blind translation. The original questionnaire was translated by doctoral
students in a major Midwestern University who were born and grew up in China. Then
different Chinese doctoral students at the same university translated the Chinese
version back into English without seeing the original questionnaire. We pre-tested the
final Chinese translation with Chinese students at a Midwestern university in the USA
and found the results understandable and valid for the test purposes.
Calder et al. (1981) state that a theory can be tested on any subset that would
constitute the actual population of interest. Since the purpose of this study is to test
theory, not to generalize the results, the use of a student sample is appropriate. The
data for the present study were collected in a classroom setting at a major university
in Shanghai from native citizens, obtaining 163 useful responses. The final sample
included 52 males (31.9 percent) and 111 females (68.1 percent), the majority between
18 and 22 years old (98.2 percent).
Measures
Price-related constructs. Nine items for prestige sensitivity, five items for price
consciousness, seven items for value consciousness, and six items for price mavenism
were adopted from Lichtenstein et al.’s (1993) study (see Table I). All items were
measured by a seven-point Likert scale (1 ¼ strongly disagree and seven ¼ strongly
agree). After checking the item-to-total correlations and reliability of each scale, six
items each for prestige sensitivity and value consciousness and five items each for
price consciousness and price mavenism were included in this study. Chronbach’s
alpha for each construct ranged from 0.72 to 0.83 (see Table II).
Shopping hedonism. Shopping hedonism was measured with the use of the original
11 items from Babin et al.’s (1994) scale. A nine-point Likert scale ranging from 4
(strongly disagree) to þ4 (strongly agree) was used. Coefficient alphas and item-to-total
correlations were investigated to eliminate items that did not adequately contribute to
the reliability and validity of the proposed scales. Five items showed very low item-tototal correlations, ranging from 0.25 to 0.35. We dropped these items because hunting
or game-like shopping culture was not commonly practiced in China compared to
Western markets. Chronbach’s alpha for the remaining six indicators was 0.74,
providing satisfactory reliability.
Results
Measurement model
Following Anderson and Gerbing (1988), a two-step approach was used to test the
hypothesized model. Confirmatory factor analysis was first employed to evaluate the
convergent and discriminant validities of the measures. Included in the analysis were 28
items in total. To further purify the measures, six additional items were removed due to
the large standardized residuals (>2.58) (Schumacker and Lomax, 2004). At least three
indicators per latent variable were maintained (Hair et al., 1998). The coefficient alphas
for all the measures ranged from 0.72 to 0.83, exceeding the recommended 0.70 cutoff
(Nunnally, 1978). The average variance extracted for each construct was greater than
the recommended threshold of 0.50 (Fornell and Larcker, 1981). The unidimensionality
was also demonstrated for each construct, ensuring internal consistency (Bollen, 1989).
The factor loading values for each individual indicator to its respective latent variable
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Table I.
Measurement items

Prestige
sensitivity

(1) People notice when I buy the most expensive brand of a product
(2) Buying a high priced brand makes me feel good about myself
(3) Buying the most expensive brand of a product makes me feel classya
(4) I enjoy the prestige of buying of a high priced branda
(5) It says something to people when I buy the high priced version of a product
(6) My friends will think I am cheap if I consistently buy the lowest priced
version of a productb
(7) I have purchased the most expensive brand of a product just because I knew
other people would noticea
(8) I think others make judgments about me by the kinds of products and
brands I buy
(9) Even for a relatively inexpensive product, I think that buying a costly brand
is impressivea
Price
(1) I am not willing to go to extra effort to find lower pricesa,b
consciousness (2) I will shop at more than one store to take advantage of low prices
(3) The money saved by finding low prices is usually not worth the time and efforta,b
(4) I would never shop at more than one store to find low pricesa,b
(5) The time it takes to find low prices is usually not worth the efforta,b
Value
(1) I am very concerned about low prices, but I am equally concerned about
consciousness
product qualitya
(2) When shopping, I compare the prices of different brands to be sure I get the
best value for the moneya
(3) When purchasing a product, I always try to maximize the quality I get for
the money I spenda
(4) When I buy products, I like to be sure that I am getting my money’s wortha
(5) I generally shop around for lower prices on products, but they still must
meet certain quality requirements before I buy them
(6) When I shop, I usually compare price for brands I normally buy
(7) I always check prices at the store to be sure I get the best value for the
money I spend
Price
(1) People ask me for information about prices for different types of productsa
mavenism
(2) I am considered somewhat of an expert when it comes to knowing the prices
of products
(3) For many types of products, I would be better able than most people to tell
someone where to shop to get the best price
(4) I like helping people by providing them with price information about many
types of productsa
(5) My friends think of me as a good source of price informationa
(6) I enjoy telling people how much they might expect to pay for different kinds
of productsa
Shopping
(1) Shopping is truly a joya
hedonism
(2) After I bought the needed products, I continue to shop not because I have to
but because I want toa
(3) Shopping truly feels like an escape
(4) Compared to other things I could do, the time I spent shopping is truly enjoyablea
(5) I enjoy being immersed in exciting new productsa
(6) I enjoy a shopping trip for its own sake, not just for the items I may purchasea
(7) I have a good time shopping because I am able to act on the ‘‘spur-of-the-moment
(8) During a shopping trip I feel the excitement of hunt
(9) While shopping, I am able to forget my problems
(10) While shopping, I feel a sense of adventure
(11) A shopping trip is not a very nice time outa,b
Notes: aIndicates retained items after purification of the scales; bindicates reversed items

were highly significant (p < 0.001), and all loading coefficients were above 0.50 except
for one item (0.43 for shopping hedonism). These results provided evidence that the
measured items robustly represented the underlying constructs, showing satisfactory
convergent validity (Bollen, 1989; Anderson and Gerbing, 1988). In addition, the average
variance extracted for each construct was greater than the shared variance between
that construct and all other constructs, verifying discriminant validity (Fornell and
Larcker, 1981). Therefore, the sample of this study revealed satisfactory reliability and
validity of the scales. Although the 2 was significant (2 ¼ 304.59, df ¼ 196,
p < 0.001), the other goodness-of-fit indices for the measurement model showed an
acceptable fit (CFI ¼ 0.90, IFI ¼ 0.90, RMSEA ¼ 0.058). Chronbach’s alpha, the
average variance extracted, and the shared variance are reported in Table II.
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Structural model
Thy hypothesized model was tested via structural equation modeling. Overall, the results
indicated a satisfactory fit to the data. Although the 2 was significant (2 ¼ 293.00,
df ¼ 194, p < 0.001), other fit measures that are relatively insensitive to sample size
indicated satisfactory performance (CFI ¼ 0.91, IFI ¼ 0.91, RMSEA ¼ 0.056). All
parameter estimates for the structural paths were positive and significant, except for H5
and H6 (Figure 2). As proposed, the effects of prestige sensitivity, price consciousness, and
value consciousness on price mavenism were, respectively, 0.42 (t ¼ 3.41, p ¼ 0.0006),
Cronbach’s alpha
Prestige sensitivity (PS)
Price consciousness (PC)
Value consciousness (VC)
Price mavenism (PM)
Shopping hedonism (SH)

0.72
0.82
0.83
0.75
0.74

PS

PC

VC

PM

SH

0.58
0.01
0.04
0.16
0.04

0.75
0.10
0.13
0.04

0.72
0.06
0.09

0.71
0.28

0.51

Table II.
Notes: The average variance extracted is reported (italics) on the diagonal, and the shared
variance is reported in the lower half of the matrix

Psychometric property
of the latent variables

Figure 2.
Structural model
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0.25 (t ¼ 2.49, p ¼ 0.012) and 0.23 (t ¼ 2.12, p ¼ 0.034), which support H1 through H3.
Consistent with H4, price mavenism positively influenced shopping hedonism ( ¼ 0.45,
t ¼ 3.27, p ¼ 0.0011). However, there was no significant impact of prestige sensitivity on
shopping hedonism ( ¼ 0.06, t ¼ 0.55, p ¼ 0.585), rejecting H5. As projected in H6,
price consciousness showed no significant impact on shopping hedonism. Lastly, value
consciousness had a positive influence on shopping hedonism ( ¼ 0.22, t ¼ 1.97,
p ¼ 0.049), which supports H7.
Discussion
This study sheds light on the theoretical and marketing aspects of price mavenism
by investigating the underlying motives and the impact on shopping hedonism. Price
mavenism, distinguished from market mavenism, has been considered a negative
dimension of price, according to previous researchers (Lichtenstein et al., 1993). But we
discovered a gap between the original definition and the measurement. We proposed a
new view of price mavenism as an outcome variable arising from both positive and
negative perceptions of price and examined how it influences shopping hedonism for
Chinese consumers. We confirmed all hypothesized relationships except for the effect
of prestige sensitivity on shopping hedonism. Prestige sensitivity (a positive dimension
of price) and price consciousness and value consciousness (a negative dimension of
price) drive price mavenism, we found. In turn, price mavenism, along with value
consciousness, significantly fulfilled a hedonic motivation for shopping.
Theoretical implications
This study challenged the idea that price mavenism reflects only a negative dimension of
price, finding that price mavenism in China combines both positive and negative
perceptions of price. Price mavens want to be smart shoppers by being price and value
conscious. Simultaneously, this group of consumers regard price as an indicator of
symbolic values such as social status or prestige. If they know about market prices
for prestigious products, they can transmit the information to others. Schütte and Ciarlante
(1998) also asserted that Chinese consumers tend to seek expensive brands as a means to
flaunt their wealth or social status, driving them to be active price seekers in a product/
brand selection.
These findings may reflect cultural factors underlying the practice of prestige seeking
and price sharing. In China, unlike in Western cultures, prestige-seeking behavior is more
closely related to public consumption in order to ‘‘keep face’’ than to private consumption
or individual tastes (Wong and Ahuvia, 1998). Such public consumption, along with a
group goal orientation, may shape Chinese consumers’ price searching and information
sharing behavior, thereby determining the extent of price mavenism.
This study contributes to understanding the drivers of shopping hedonism among the
Chinese. Price mavens derive great pleasure and excitement from shopping and fulfilling
hedonic motivations. While value consciousness showed a direct and positive impact on
shopping hedonism, price consciousness per se did not contribute to shopping hedonism.
Therefore, recognizing the distinction between value consciousness and price
consciousness will be useful for marketers and other vendors in China.
Managerial implications
Our findings suggest a variety of marketing strategies that can be fine-tuned to appeal
more effectively to price mavens in China. Foreign retailers in China, especially, can
benefit by formulating culture-specific marketing strategies.

Individuals with strong prestige sensitivity, value consciousness and price
consciousness tend to exhibit higher degrees of price mavenism. Thus, retailers can
appeal to price mavens through advertising promotions that emphasize prestige, value,
or low price. Marketers need to be aware that value- and price-consciousness tend to
be more evident in private consumption, while prestige sensitivity is associated with
conspicuous social consumption for the Chinese. Such differences should be effectively
accommodated in developing marketing communication strategies.
The study underscores the practical as well as theoretical importance of price
mavenism. There are a small number of opinion leaders whose influence is limited to
early product life cycle stages, but market mavens account for bigger market segments
and influence many more buyers throughout the entire product life cycle (from
introduction to decline) (Ruvio and Shoham, 2007; Wiedmann et al., 2001). Price mavens
have a key role in communicating information or new product prices compared to
market mavens, who know about a broad range of products rather than a specific
category (Feick and Price, 1987; Clark and Goldsmith, 2005; Ruvio and Shoham, 2007).
Retailers should consider price mavens a useful promotional tool for a variety of
products throughout the entire product life cycle. In China, where interpersonal sources
are often people’s best information source (Teo et al., 2007; Yau, 1994), price mavens
play an important role.
We found that price mavenism positively impact hedonic shopping values and
exhibited the most powerful effect in our model. Chinese consumers get a ‘‘glow’’ from
being sharing their knowledge of prices with others. Value seeking was another source
of shopping hedonism that generates desired behaviors, including satisfaction, store
loyalty, time and money spent, and store choice (Babin et al., 1994; Babin and Babin,
2001). Price variation is important because, if there is no basis for ‘‘finding’’ price
information and sharing it with others, the price maven has a reduced role. This is an
important change among the Chinese because until the 1990s, the Chinese government
regulated the prices of consumer products and therefore all stores charged the same
price (Sternquist, 2007). With the new market economy in China, people can now
compare prices, which often differ from one retailer to another.
Lastly, price consciousness per se did not fulfill hedonic motivations of shopping.
Simply using a low pricing strategy (e.g. everyday low price strategy) may not be
enough to fulfill hedonic values (Arnold and Reynolds, 2003). International retailers
can attract Chinese consumers by providing more product and price alternatives. They
can offer better deals and promote price variation through regular, but not predictable,
sales promotions at the retail level.
Limitations and directions for future research
The study has several limitations which suggest promising areas for future research.
First, this study investigated shopping tendencies in general, not a specific product
category. Second, we focused on university students in one city, limiting our ability
to generalize the findings. Price perceptions and shopping behavior may vary with
social status, age, geographical location (urban vs rural areas) and product category.
Although student samples are appropriate to test theory (Calder et al., 1981), a future
study needs to test the model with people in diverse market segments across different
product categories in order to increase external validity (Lynch, 1983, 1999). Third,
although this study met the minimum ratio of five respondents per estimated
parameter (Hair et al., 1998), it is recommended to test the model with a larger sample
size to ensure more accurate estimation for structural equation modeling.
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In addition, we did not find a positive association between prestige sensitivity and
shopping hedonism. This result was unexpected, but may possibly be explained by
variations in product category which may impose different levels of social values to the
public. For instance, Jin et al. (2003) found a significant positive link between prestige
sensitivity and shopping hedonism for clothing, which conveys social values when
seen by others, but found no significant relationship for durables such as electronics
and appliances that are evaluated by function (rather than symbolic values) and
mostly consumed in private. Future research may consider product category in
explaining variations in prestige-seeking behavior and its impact on hedonic shopping
values.
Fifth, future research should replicate this study in other cultural settings. Various
cultural and market influences across countries may alter drivers of price mavenism
and sources of shopping hedonism. Consumers are more value conscious in their
shopping behavior when more product and price alternatives exist (McGowan and
Sternquist, 1998; Sternquist et al., 2004). Even though Chinese consumers now have
more product and price alternatives than before, they are still less familiar with various
retail formats and price choices than Western consumers. In addition, motivations for
prestige seeking may be different for public vs private consumption in collectivistic
cultures vs individualistic cultures. These variations may determine the extent of price
mavenism in each culture and future researchers may want to examine this aspect.
Lastly, drivers of hedonic shopping values may change along with other market
factors such as the increased number of foreign retailers or more exposure to diverse
marketing and pricing strategies. A longitudinal study of how these concepts are
transforming shopping in China would be valuable, especially as the country
liberalizes its economic policies.
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