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Should I catch the deal?
Abstract

The current study examines the effect of time limited discount and the materialistic, as well
as experiential types of purchase on consumers’ cognitive process, emotions and purchase
intention. Regarding cognitive process, it was expected that time limited promotion will
have an effect on prefactual thinking and the latter in turn will influence anticipated regret
for action and inaction, as well as purchase intention and anticipated emotions. Moreover, it
was hypothesized that participants encountering an experiential offered product will present
higher levels of positive prefactuals, experience less anticipated regret for action, more
anticipated regret for inaction and demonstrate higher levels of purchase intention
compared to those encountering a materialistic offered product. It was also assumed that
participants of the control group with an experiential product on priority will present lower
levels of positive prefactuals, experience more anticipated regret for action, less anticipated
regret for inaction and demonstrate lower levels of purchase intention compared to those
with a materialistic product on priority. The experimental group consisted of 90 participants
that were allocated exclusively in four groups with different scenarios, using combinations of
materialistic and experiential purchases. The control group consisted of 88 participants,
allocated in the same way, with the difference that the four scenarios lacked presence of an
offer. The main results of the study demonstrated a statistically significant interaction
between the presence of discount and prefactual thinking, as well as a significant effect of
prefactual thinking on anticipated regret for action and inaction, purchase intention and on
anticipated emotions. Furthermore, a significant effect of the type of offered product on
anticipated regret for inaction and purchase intention was found. Lastly, the findings of this
study contribute to the understanding of factors that modify cognitive and emotional
aspects of consumer behavior and that encourage purchase decision-making.

Key-words: Time-limited sales, Experiential Purchases, Materialistic Purchases, Prefactual Thinking,

Anticipated Regret, Purchase Intention
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Should I catch the deal?
Should I catch the deal? The effect of time-limited sale and type of purchase on prefactual

thinking, anticipated regret and purchase intention.

There are numerous theories that try to explain the mechanism hidden behind human
behavior. One of them is cognitive-behavioral theory. This theory describes how people’s
cognition concerning perception and thoughts about a situation, can influence their
emotional and behavioral state (Kennerley et al, 2016). In that light, the aim of this study is
to examine how a marketing strategy, such as a time-limited discount, could influence
consumers’ thoughts. Additionally, the influence of thoughts on consumers’ emotions and
purchase behavior is investigated in this study. Moreover, different types of purchases
(materialistic and experiential) are used in purchase scenarios to examine whether they

affect consumers’ cognition, emotion and behavior.

1.1 Purchase Decisions

A consumer can assess the utility of a purchase by creating mental simulations of the
different effects (negative or positive) that the purchase could possibly cause. This
procedure is defined as conditional thinking or mental simulation. Actually, a great number
of studies have concluded that mental simulation and emotions are closely related. Most of
these studies have focused on how mental simulations trigger emotions (Davis et al., 1995;
Zeelenberg et al., 1998) and investigated their practical role in emotion regulation and
preparation for the future (Roese & Olson, 1995). For example, an individual can carry out a
mental simulation about a past event, called counterfactual thinking that might create a
superior outcome simulation compared to the actual one (described as upward
counterfactual thinking). On the contrary, an inferior outcome simulation compared to the
actual outcome is described as downward counterfactual thinking. Moving on, concerning
decision-making, it has been observed that an individual commonly develops negative
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Giannakopoulou



Should I catch the deal?
feelings when their counterfactual thinking is upward in direction. On the other hand, one

experiences positive feelings, when the counterfactual thinking direction is downward.

However, when it comes to mental simulations and emotions, generated before a
decision is made —known as prefactual thinking—not much has been found in the literature.
Prefactual thinking influences decision making through its effect on emotions. Research has
shown that prefactual thinking, as a mental simulation about a future event, can sometimes
generate negative emotions such as regret. Concerning consumer decision making, people
commonly construct prefactuals about how a specific purchase decision will result and these
thoughts cause anticipated regret (e.g., “if | find the same computer in a better price at
another store, | will feel bad if | buy it now”). If the levels of anticipated regret (generated by
prefactual thinking) are high, then the consumer’s intention to buy decreases. In contrast to
counterfactuals, research has proved that a prefactual simulation with a positive outcome
(upward direction) is associated with emotions of happiness, whereas a prefactual with a
negative outcome (downward direction) is associated with anticipated regret (DeWall,

Baumeister, Chester, & Bushman, 2016).

An individual’s cognitive and emotional state can be influenced by the result of everyday
life decision-making. Research has shown that anticipated emotions concerning a situation
are considered decisive predictors of behaviour (DeWall, Baumeister, Chester, & Bushman,
2016). As a consequence, an individual is more likely to take action when having an upward
prefactual (If | decide to do ‘Y’, then | will be delighted) than when having a downward one
(If | decide to do ‘X', then | might regret it). In this study, it was hypothesized that providing
motivation, such as a time-limited sale, would diminish downward prefactual thinking, as
well as anticipated regret, resulting in an increase on consumers’ intention to purchase the

product on sale.
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1.2 Prefactual Thinking

When describing the term prefactual, it is important to refer to the broader group of the
construct of expectancy. The term expectancy is generally defined as “a belief about a future
state of affairs” (Epstude, Scholl & Roese, 2016). The term prefactual stems from the
preceding term counterfactual; counterfactual thinking is typically described as a conditional
statement focused on a past event, concerning a different way of action in a situation,
dissimilar from the actual one (Byrne, 2016; Epstude & Roese, 2008; Roese, 1997). Previous
studies demonstrated that counterfactuals are mostly used in situations of goal
achievement. That is explained by the fact that the formulation of counterfactuals
incorporates a desired outcome and an antecedent that is usually a controllable action one
may undertake (Epstude & Roese, 2008; Morrison & Roese, 2011). It is also common for
individuals to generate a counterfactual, as a result of a previous failure or such other

negative experiences.

Prefactual thinking is defined as a type of conditional thinking that focuses on possibilities
concerning the future. It takes the “what if” form of scenarios. For instance, thinking of the
outcome of purchasing a product on discount one week from now is structurally
proportional to the thought of having purchased a discounted product one week ago.

As conditional statements, prefactuals, are differentiated through the broader group of
expectancies, as their focus concerns the future and not the past. McConnell et al. (2000)
described prefactuals in a more generic way as a “mental simulation about possible future
events”. Latter, Byrne and Egan (2004) took a step further and provided a conditional
oriented definition referring to “what if” statements concerning the future. However, the
element that all prior descriptions of the word prefactual share concerns the attention paid
on the hypothesis (e.g. the connection of if [=action] - then [=result of the action]). It is
supported that the “if-then” causal connection between the action and the outcome is the
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critical element in the definition of a prefactual. In contrast to expectancy, as it was
mentioned above, prefactual thought is described as a hypothetical “if-then” statement
regarding an action-result linkage that might or might not happen in the future (If | realize
action X, it will lead to result Y). A prefactual refers to a thought that is not yet a fact but can
possibly become one; it does not necessarily assume the realization of the action, only that if
the scenario does happen, then it will possibly result in the predicted outcome (Epstude,
Scholl & Roese, 2016). Prefactual thinking can be triggered by the fact of whether an
individual feels capable of influencing a situation or not. Prefactuals are used as forerunners
to trigger actions. An individual might select one or another prefactual and transform it into
an intention to act in the near future (Epstude, Scholl & Roese, 2016).

Prefactuals may present differences concerning the degree of their realism. More
specifically, they might refer to everyday situations that are likely to happen or to unrealistic,
ideal scenarios. Previous research has shown that unrealistic prefactuals increased
motivation on a task (Epstude, Scholl & Roese, 2016). However, if a prefactual has the
potential to convert into an actual fact, then motivation is also enhanced. Mainly, the
corresponding utility of the action and result within the prefactual conditional —-termed as

prefactual potency- encourages behavioral change (Petrocelli et al., 2012).

1.1.2 Prefactual Thinking Types. A direction division was utilized in a useful way in both
counterfactual and social comparison literatures. Comparisons upward in direction predict
negative emotions, whereas comparisons with downward direction arouse positive
emotions.

Even if the same contrast effect is anticipated to appear for prefactuals, prior studies
propose that an assimilation effect is more probable. Specifically, an upward prefactual (e.g.
thinking of better future outcomes), generates positive feelings, whereas a downward

prefactual is likely to create negative feelings (Lockwood, 2002; Markman & McMullen,

MSc in International Marketing & Communication | Academic Year 2018-2019 | Alexandra
Giannakopoulou



11
Should | catch the deal?

2003; Wilson & Ross, 2000). An upward prefactual is related to positive emotions, whereas a
downward prefactual is linked to anticipated regret and negative emotions (Filiz-Ozbay &
Ozbay, 2007; Simonson, 1992; Zeelenberg, 1999).

An upward prefactual is defined as a type of thinking that contrasts the present state of
affairs with a better future outcome, whereas a downward prefactual contrasts the present
situation with a worse future outcome. Compared to counterfactuals where an upward
direction indicates how a situation could have a positive outcome (leading to the feeling of
regret) and a downward refers to how it could have a negative outcome (leading to feel
better about the actual result), an upward prefactual is related to positive emotions such as
joy, whereas a downward prefactual is related to anticipated regret (Epstude, Scholl &
Roese, 2016).

As it was mentioned above, anticipated emotions are behavioral predictors (DeWall,
Baumeister, Chester, & Bushman, 2016). Thus, people are more likely to take action when
generating an upward prefactual, since they would develop positive emotions compared to
generating a downward prefactual where they would experience anticipated regret. The fact
that anticipated regret tends to make decision makers more conservative (e.g. It is more
likely to hesitate taking an action) is considered a key finding in anticipated emotions
literature (Simonson, 1992; Wong & Kwong, 2007).

Heckhausen (1991) supported that the decision of action or inaction is based on an
assessment of all assumptions an individual makes. In detail, when people think that a
situation alone will not lead to accomplishment and that personal effort is required, then the
decision to act will most probably occur. On the contrary, when the goal is likely to occur
even without personal intervention, a decision not to take action is more probable.
Individuals might consider (before forming an intention to act) the causal inference

regarding any action or absence of action, which means that they formulate a prefactual.
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1.3 Regret

The role of mental simulation in the experience of anticipated and post-decisional regret
was introduced by Sherman & McConnell (1995). Regret theory suggests that individuals
compare the result of their actual decision with hypothetical outcomes deriving from their
rejected choices. In situations that the outcomes are unknown, anticipated regret is more
prominent. Thus, under conditions of uncertainty the presence of prefactual thinking
triggers the feeling of anticipated regret. In situations concerning consumer decision-making,
it is shown that the likelihood of purchasing a product decreases when regret and discomfort
increase. Consequently, it is important for marketers to find ways to decrease prefactuals
that raise regret and that minimize consumers’ intentions to buy. Anticipated regret can be
reduced and purchase intention can be enhanced by establishing conditions (e.g. marketing

strategies) that diminish negative prefactual thinking (Mc Connell et al., 2000).

1.3.1 Regret Theory. Research, focused on decision making, supports that ~-when making
decisions- an individual could take into account emotional reactions that are related to
possible outcomes. Psychologists Janis and Mann (1977) were more interested in studying
the psychological elements of anticipated regret. They described in detail how one’s anxiety
in experiencing anticipated regret affects their behavior. They suggested that the
anticipation of regret can lead someone to make more logical decisions; more specifically,
anticipated regret pushes people to reflect on an option in more detail before making the
final choice (Janis and Mann, 1977, as cited in Zeelenberg, 1999). However, previous
research suggested that individuals in some cases support their choices on a “minimax
regret” principle (Luce and Raiffa, 1957, as cited in Zeelenberg, 1999). The estimation of the
maximum of possible regret for each choice and the decision to select the option where the
maximum regret is minimal is defined as “minimax regret”. The difference between the
actual decision outcome and the best case scenario of the not taken option describes this
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type of regret. This rule does not take into consideration probabilities, thus it is effective
when there is no information about the probabilities of the possible results. In contrast, the
“minimax regret” principle is insignificant, if there is information concerning these
probabilities. In cases that there is no knowledge about the possible outcomes a very
improbable negative result may affect intensely decision-making. A very negative possible
outcome is associated with increased anticipated regret and renders the option very
unattractive, even if the occurrence is highly improbable (Luce and Raiffa, 1957, as cited in

Zeelenberg, 1999).

Another approach to regret concerns regret and expected utility theory, respectively.
Both theories indicate that the expected utility of an option relies upon the reflection of pain
and pleasure that is related to the results of that option. However, in some aspects the two
theories differ from one another. More specifically, the regret that an individual may
experience, by comparing the results of a chosen option to the results of a rejected one,
shapes the expected utility of this choice; when the result of the rejected option is better,
people feel regret and when the result of the rejected option is worse, people feel joy (Bell,

1982).

Regret theory accepts that pivotal factors of an individual’s decision-making are the
tendencies to avoid negative feelings (such as regret) and to strive for positive feelings (such
as joy). Research demonstrates that regret is taken into account when making a decision. In
particular, the prominence of post decisional regret, as well as the role of feedback
anticipation concerning the result of not chosen options, proves that regret is taken into
consideration when pondering on a decision (Zeelenberg, 1999). When evaluating different
alternatives, the emotions of regret and joy are anticipated and taken into account —even if
these emotions are only experienced after the results of the decision are known. The fact
that people demonstrate regret aversion, is showcased by the influence of feedback on
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decision making. In particular, individuals think that regret is not pleasant, and for that

reason they are likely to make decisions that minimize regret (Zeelenberg, 1999).

Prior research has shown that in many cases, decisions that were made to minimize
regret were also characterized by risk aversion. Depending on which of the possible options
minimize regret, people can adopt risk averse or risk seeking behaviors. Regret is anticipated
and as such, it is taken into account when making a decision (Zeelenberg, 1999). According
to economic regret theories, a person experiences regret if a chosen outcome turns worse

than a not chosen one (Loomes and Sugden, 1982).

Negative outcomes, resulting by an individual’s responsibility, generate emotions of
regret and guilt. There are studies that support that regret and guilt are closely interlinked
(Zeelenberg and Breugelmans, 2008). However, regret is defined as “a more or less painful
cognitive and emotional state of feeling sorry for misfortunes, limitations, losses,
transgressions, shortcomings or mistakes” (Landman, 1993). Equivalently, guilt has been
defined as “an individual’s unpleasant emotional state associated with possible objections to
his or her actions, inaction, circumstances, or intentions” (Baumeister, Stillwell, &

Heatherton, 1994), as well as “regret over the ‘bad thing’ that was done” (Tangney, 1992).

1.3.2 When is Regret anticipated? Janis and Mann, (1977) [as cited in Zeelenberg (1999)]

discuss five conditions that might determine when regret is anticipated:

1. The most favored option is not necessarily better than another option.

The existence of one superior option forces the decision-maker to make a choice instantly
and not to spend much time thinking about the possible disadvantages of this option. As a
result, for the decision-maker it makes no sense to choose a different option; hence, a poor
result is not easily understood as a symbol of poor decision. Individuals are more worried

about the results of an option, when there are more choices of approximately equal
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attractiveness. It is reasonable to say that they will anticipate regret if the rejected option
proves to be superior compared to the chosen one. In such case, a poor result can be easily
understood as an indication of bad decision; it is suggested that the more one takes regret

into account when making a decision, the more difficult the decision is.

2. The possible negative results that might follow the decision could emerge almost directly
after the decision is made. When the results of a choice have not appeared within a short

time span, the possible regret following this choice can be downgraded by decision-makers.

3. The decision maker’s social environment considers the decision significant and expect

them to stick with it.

Furthermore, people are more likely to anticipate regret when the outcomes of a decision
are difficult to undo. It concerns decisions that are irrevocable or really difficult to reverse

due to social power.

4. When there is access in new knowledge related to potential gains and losses.

A pivotal determinant of anticipated and experienced regret is the feedback given after the
decision was made. The presence of this feedback inclines people to anticipate regret, on
the other hand absence of feedback does not play an important role in the decision making

process.

5. Decision aversion is promoted by anticipated regret.

The tendency to delay or avoid decisions is defined as decision aversion. The anticipation of
regret can generate an inborn incentive which is called decision aversion (Beattie et al.,
1994). It should be mentioned that there are numerous reasons explaining why anticipated
regret and decision delay might be related. For instance, the delay of the final decision may

arise from a need to collect more information in order to make a better decision. However,
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the decision-maker might want to avoid the negative results or the responsibility of their

choice.

1.4 Experiential and Materialistic Purchases

Van Boven and Gilovich (2003) described materialistic purchases as "those made with the
primary intention of obtaining a material good: an object that can be touched and kept in
one's possession” and experiential purchases as "those made with the basic intention of
obtaining a life experience: an event or sequences of events that one lives through". Regrets
of action are the most common type of regrets related to materialistic purchases, while
regrets of inaction are related to experiential purchases. Simultaneously, people in the
marketing field are well-informed about the power of inaction regrets, when they assume

that consumers will regret losing a great deal or special offer.

Prior studies have shown that when consumers do not have enough funds to cover both
experiential and materialistic purchases and both types of expenditures are in close
competition, they tend to choose experiences over material goods. As it was already
mentioned, research on the regret field is firmly connected with the counterfactual thinking
literature. When counterfactual conditions —in which an actual outcome would have been
better— are easily conceived, it is more likely to regret a poor outcome (Kahneman and
Tversky, 1982; Miller & Taylor, 1995; Roese & Olson, 1995). Furthermore, when a singular
experience can be compared with a small list of events, it is less possible for an individual to
create counterfactual thoughts. Thus, the interchangeability of an item or an event affects
the generation of counterfactual thinking (concerning different purchases that might have
been made). Materialistic purchases trigger thoughts concerning alternative purchases
because they offer innumerable options for comparison after a purchase, leading one to
experience regrets of action (Rosenzweig and Gilovich, 2012). The range of substitutes, in

which a purchase is seen as an option out of a broad set or as one of a kind opportunity,
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determines the presence of counterfactual thinking regarding a world in which a more

appealing alternative was chosen (Rosenzweig and Gilovich, 2012).

1.5 Promotional Actions

1.5.1 Limited Time Promotion. Frequently consumers come across an attractive offer
regarding a product on sale and decide to seize the deal, experiencing a feeling of
fulfillment. In contrast, if they ignore the opportunity and do not purchase the product, they
might experience negative feelings in the future. In order to influence consumers' beliefs
about a brand, create positive feelings and to boost purchase intentions, price discounts and

other economic advantages are offered (Raghubir et al., 2004).

In the past, the influence of sales promotions has been investigated on different aspects
of purchase behavior. The term sales promotion is described as a direct motive inciting
consumers to accelerate their purchase. The difference between time-independent and
time-limited promotions is that the first offers promotions for a much longer period of time,
while the second one offers promotions (such as price cuts or store coupons) for a week or
less. Even though the availability of time-independent promotions might last longer (e.g. a
month or even more), all types of promotions expire at some point. Marketers are using
strategies deriving from the broader group of sales promotions, such as conditions of time
limitation dates or expiration dates (Spears, 2001). Once the time limitation is taken under
consideration, limited time discounts might be interpreted by consumers as a potential gain
or as a potential loss. However, both realizations can accelerate the purchase of an item. For
this reason, time limited offers are more effective than time independent ones in
accelerating the purchase decision. Time limited promotions instigate consumers to seize

the deal faster or to purchase more than planned. Hence, it is evident that different
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techniques used for sales promotions have diverse effects on purchase acceleration,

depending on the effectiveness of creating an impression of a gain or loss.

As previously mentioned, the feeling of gain or loss contributes to a quicker and
spontaneous purchase decision (Aggarwal and Vaidyanathan, 2003). A promotion with time
limitation of a week or less produces a powerful incentive to take advantage of the offer and
hasten the purchase. Research in the field of promotions suggests that shortening the time
limit of a promotional act has an effect on purchase intention and behavior. These studies
conclude that a time constrained promotion motivates consumers to stop their search for
further information. The action of ending search of additional information provides benefits
for the sales brand. To begin with, it pushes consumer to purchase the item. Moreover, it
restricts consumer’s exposure to competing items and offers. Another finding, concerning
time constrained offers, is that consumers exposed to this strategy tend to experience a
feeling of scarcity. It is also important to point out that the time limited deal is available for a

short period of time and will not be repeated any time soon.

Consumers find it easy to wait for the next round of deals and promotions if they become
aware of a promotion that is regularly available (Aggarwal & Vaidyanathan, 2003). This
finding is also supported by research in the regret theory field. More specifically, Inman et al.
(1997) suggest that reducing the time limit of an offer results in its favorable evaluation,
especially when the offer ensures cost savings for consumers. Certainly, a promotion that
ends in a few days causes more pressure compared to a deal that would last for several

weeks.

Previous studies in the field of psychology have indicated that higher levels of regret are
observed of actions than of inactions in the short run (Kahneman and Tversky, 1982;
Landman, 1987). Additionally, regrets of action are likely to decrease, whereas regrets of

inaction tend to increase over time (Gilovich and Medvec, 1995). In the consumer decision
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making literature, action is defined as the process of purchasing a product, and inaction as
the process of not purchasing a product. Studies on time limited offers examined how pre-
purchase stages are influenced by promotional strategies. Specifically, it has been found that
consumers who experienced anticipated regret (associated with missing an offer), tend to
seize the deal (Inman and McAlister 1994; Simonson 1992). A deal that has a constrained
time form works as a type of restriction on an offer; this practice intensifies the perceived
scarcity of the offer (Inman et al., 1997). According to Cialdini (1985) marketers have
hypothesized that such scarcity, when presenting new offers, can intensify the estimated
worth of services and products. Consequently, research concerning scarcity demonstrates
that marketing practices (such as “one week only”, “limited time offer”) enhance a
company’s promotional efforts. The relationship between scarcity and consumers’
perceptions for the estimated value of an item is also supported by theories in the field of
psychology. Brehm (1966, 1972) inferred that when someone’s liberty to act in a specific
way is restricted, then that particular action may appear more tempting. This finding is also
known as reactance theory. In line with this theory, when an individual’s selection is
restrained (limited time offer) then they are more likely to take an offer. After a sequence of
experiments operated by Inman et al. (1997), it was shown that restraining an item in a
particular way intensifies the probability of acquiring it. Another research demonstrated that
consumers were more eager to buy a product on sale, after they had been asked to express
how they would feel if they did not go through with the purchase (thus lose the offer)

(Simonson, 1992).

1.6 Research Objectives

A marketing effort might be evaluated by the way it reshapes cognitive and emotional
aspects in consumers’ thinking (Mc Connell et al.,, 2000). In turn, these cognitive and
emotional aspects can influence consumer behavior (e.g. a consumer’s intention to buy).

The present study examines the above idea, by investigating the way that marketing
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strategies (such as a time limited sale combined with the type of the item on sale) may

influence prefactual thinking, feelings of anticipated regret and purchase intention.

According to the literature, an upward prefactual is related to the decrease of negative
feelings (such as regret for action), to the increase of positive emotions and of intention to
act. However, an upward prefactual can cause anticipated regret, related to the probability
of missing a favorable outcome, defined as anticipated regret for inaction (Inman and
McAlister 1994; Simonson 1992). Research suggests that an attractive offer on a product
could direct individuals towards a positive state of mind leading to the formation of an
upward prefactual and an increase in the estimated worth and positive emotions regarding
the service or product on discount (Cialdini, 1985). Moreover, studies indicate that the type
of product (materialistic - experiential) can affect cognitive, emotional and behavioral
factors. Materialistic purchases trigger thoughts concerning alternative purchases as they
provide innumerable options for downward comparisons after a purchase, leading
consumers to experience regrets for action (Rosenzweig and Gilovich, 2012). Van Boven and
Gilovich (2003) support that regret for action is the most common type of regret related to
materialistic purchases. On the contrary, regret for inaction is connected to experiential
purchases according to the same study. Moreover, consumers tend to choose experiences
over material goods when not having funds to cover both experiential and materialistic
purchases (Kahneman and Tversky, 1982; Miller & Taylor, 1995; Roese & Olson, 1995).

Based on the literature findings already mentioned, the following assumptions emerged:
firstly, it was assumed that the experimental group (offer on discount) will demonstrate
higher levels of upward prefactuals compared to the control group. In addition, it was
hypothesized that participants demonstrating upward prefactuals would expect to
experience lower levels of action regret, higher levels of inaction regret, purchase intention
and positive anticipated emotions in comparison to those with downward prefactuals.

Furthermore, it was assumed that participants of both groups that came across an
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experiential offered product will generate more upward prefactuals, anticipate less action
regret and will be more willing to purchase the product in comparison to those with a
materialistic offered product. Lastly, it was hypothesized that participants of the control
group having an experiential product on priority will generate less upward prefactuals,
anticipate more action regret, less inaction regret and will be less willing to purchase the

offered product in comparison to those with a materialistic product on priority.

2. Method

2.1 Sample

The sample of the study consisted of 180 participants. However, two participants were
excluded because their prefactuals did not follow the hypothetical action-result sequence.
The final number of participants was 178, 60 men and 118 women from 18 to 62 plus years
old. The experimental group (discount condition) consisted of 90 participants and the
control group (no discount condition) of 88 participants. There was no specific requirement
for participant selection in this study. More than half (70 per cent) of the participants ranged
from 18 to 39 years old and the rest of them belonged in the 40 to 62 plus years age group.
Concerning the educational level, 80 per cent of the participants held a university degree, 11
per cent had professional education and 9 per cent held a high school diploma. Regarding
their occupation, 41 per cent were employees, 25 per cent were university students, 24 per
cent were freelancers, 5 per cent were pensioners and 5 per cent were not employed.
Concerning participants’ individual monthly income, 47 per cent earned 701-1500 Euros, 34
per cent earned less than 700 Euros and 19 per cent earned more than 1500 Euros. The
guestionnaire did not contain age limitation. Given that the scenarios and questionnaires
were in Greek, only people speaking Greek were asked to participate. Convenient sampling

took place (lack of proper framing of the target population), which is not statistically
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projectable to the population. The researcher shared a different condition of the online
questionnaire through internet media to acquaintances and asked them to forward it to
others in order to increase the number of sample in a short time (snowball sampling). It
should be noted that the sequence of questionnaire sharing was not counterbalanced due to
time constrains. In contrast to the majority of prior studies in this area, the collection of data
was extracted from people with diverse demographic background as far as characteristics
such as age, occupation and income are concerned. Despite the fact that a convenience
sample was utilized, this method is differentiated from previous research that solely
addressed students. The idea behind this method was to recruit participants that matched

everyday consumers.

2.2 Procedure and Data Collection

This experiment tested whether the manipulation of discount and type of purchase can
influence cognitive, emotional and behavioral aspects of decision making in circumstances
that are similar to the decisions we take in our everyday life. The purchase options were
matched on attractiveness and purchase frequency. The experiment had a 2 (promotional
situation: discount vs. no discount) x 2 (offered product: materialistic [smartphone] vs.
experiential [air ticket]) x 2 (product on priority: materialistic [renovation of a room at home]
vs. experiential [a training program in a field of interests]) between subjects design with
each participant allocated to one of the eight conditions.

The independent variables were manipulated through purchasing scenarios. Participants
encountered scenarios that described a choice between two purchase options. From the
eight conditions the four had the following pairs of offered and priority products: 1) an
experience (offered product =OP) vs. experience (product on priority =PP) scenario, 2)
experience (OP) vs. material (PP), 3) material (OP) vs. experience (PP), 4) material (OP) wvs.

material (PP) with the offered product in half price in all four conditions. The other four
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conditions (control group) had exactly the same pairs but the offered product was not in a
discount. All scenarios were expressed in the same manner and only the existence of
discount and the type of products were changing. Here is an example of the condition with
an experiential OP in discount vs. experiential PP; translated from Greek (for the scenarios
and questionnaires of all conditions in Greek see Appendix):

Imagine that...
“It is Black Friday, there are discounts in stores and you are in a big mall. You are walking by
a travel agency. You get in and find air tickets for a destination of your preference. You were
considering of taking a trip to this destination but you have been postponing it since it was a
priority for you to raise money in order to pursue a training program in your area of interest.
As you look at the air tickets for the destination of your preference, a travel agent
approaches you and informs you that only for today tickets are on half price...”
Here is an example of the no discount condition for the same type of OP and PP:

Imagine that...
“It is Black Friday, there are discounts in stores and you are in a big mall. You are walking by
a travel agency. You get in and find air tickets for a destination of your preference. You were
considering of taking a trip to this destination but you have been postponing it since it was a
priority for you to raise money in order to pursue a training program in your area of interest.
As you look at the air tickets for the destination of your preference, a travel agent
approaches you...”

Each participant completed an online questionnaire created in Google forms containing
one of the eight purchasing scenarios with the recommendation to fill in the questionnaire
at a quite place without disturbance. The number of participants in each condition ranged
from 18 to 33. A cover letter preceded the scenario given, explaining the aims of the
research and assuring the anonymity of participants. All participants were asked to act and

complete the questionnaire as the consumer in the scenario. Regarding the scenario, the
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first section of the questionnaire, participants were asked to complete the phrase “If | buy
the [OP] today...” with at least one thought. In this way, the researcher wanted to check the
type of prefactuals that each participant generated. In order to use this information content
analysis was conducted. The prefactuals of each participant were categorized in upward or
downward direction; depending on the content of the future outcome in case of buying the
OP (action-outcome approach) on the given scenario (Epstude, Scholl & Roese, 2016). After
that, the other dependent variable (anticipated regret) was tested. There were two different
types of anticipated regret, regret of action and regret of inaction. Anticipated regret of
action was measured on a 7-point Likert scale ranging from 1 (strongly disagree) to 7
(strongly agree) after giving the statement “I will regret if | buy the [OP] today”. Anticipated
regret for inaction was measured on a scale ranging from 1 (strongly disagree) to 7 (strongly
agree) after giving the statement “I will regret if | do NOT buy the [OP] today” (Abraham and
Sheeran, 2003). In the following section the level at which participants anticipate to feel
positive and negative emotions when considering buying the OP that day was measured. For
this measurement a 7-point scale (1 = not at all, 7 = extremely) was used (Mandel, 2003).
Purchase intention was measured with a 7-point Likert scale (1 = strongly disagree, 7 =
strongly agree) after expressing the statement: “lI am thinking of buying the [OP] today”
(Bagozzi et al., 2016). Some questions (following purchase intention section) regarding the
fifty per cent discount and concerning the experimental group solely, were measured with a
7-point Likert scale (1 = strongly disagree, 7 = strongly agree). These questions were included
to ensure that some basic elements of the experiment were perceived as it was expected by
the researcher. The statements were the followings: “My thought about buying the [OP] is
affected by the discount on the product.”, “The discount on the product is big.”, “The
discount on the product is small.”. More questions followed to ensure that some basic
elements of the experiment were perceived by all the groups as expected by the researcher.

The questions concerned the attractiveness of OP and PP, (“The [OP] is attractive to me.”,
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“The [PP] is attractive to me.”) as well as the given scenario (“The story | read was realistic.”,
“The story | read was tiring.”). All statements were measured in a 7-point Likert scale (1 =
strongly disagree, 7 = strongly agree) aiming to examine if manipulated variables matched in
attractiveness and cognitive effort. The last part of the questionnaire referred to
demographic information concerning age, gender, occupation, education and individual
monthly income.

The data of the main study was collected at the period of Black Friday sales, starting
from Thursday 28™ of November 2019 until Monday the 1° of December. This short period
of time was selected due to the theme of the study; in order to create a more realistic
simulation and reflect the relative thoughts and emotions.

Before the main research, pre-test was conducted to examine if the experiential and
materialistic types of purchase used in each scenario had the same characteristics
concerning their attractiveness and purchase frequency. The pre-test questionnaire included
some of the most attractive materialistic and experiential purchases with low buying
frequency, according to literature (Gilovich and Gallo, 2019). The pre-test questionnaire was
created in Google forms and shared online to 20 people that were excluded from the sample
of the main study. According to their answers, regarding the experiential purchases, the air
ticket and training program were selected an incorporated in the main study. Concerning the
materialistic purchases, the smartphone and the room renovation at home were also

included.

3. Results
3. 1 Data Analysis

The statistical analysis was conducted using IBM SPSS Statistics (for Windows, Version
20.0, Chicago, IL, USA). A descriptive analysis was carried out to reflect participants' pattern

of answers. The descriptive data is presented in means (M) and standard deviations % (SD).
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To examine interdependence between the independent variables and prefactual thinking
(dependent variable), a Chi-Square analysis was conducted (due to the categorical nature of
the variables). Regarding the comparisons of differences between the experimental and
control groups —concerning the dependent variables of anticipated regret of action,
inaction and purchase intention— several one-way ANOVA analyses were carried out. This
type of analysis was selected due to the mix of categorical and interval variables. In both Chi-
Square and ANOVA analyses, the alpha level was set at .05 to denote statistical significance.
Finally, several T-tests were conducted in order to ensure that some basic elements of the
experiment were perceived by all groups as expected by the researcher. The alpha level was

also set at .05 to denote statistical significance.

3.2 Descriptive Analysis

The experimental group consisted of 90 participants and the control group consisted of
88 participants. Participants who came across scenarios with a discounted offer
(experimental group) generated 49 upward prefactuals in contrast to participants that did
not came across an offer (control group), who generated 27 upward prefactuals. Concerning
anticipated regret for action, the experimental group scored lower (M =3.99, SD = 1.96) 3.99
+ 1.96 than the control group (M = 4.27, SD = 1.82) 4.27 + 1.82. Regarding anticipated regret
for inaction the experimental group scored higher (M = 4.04, SD = 1.94) 4.04 + 1.94 than the
control group (M = 3.97, SD = 2.04) 3.97 + 2.04. As far as purchase intention is concerned,
the experimental group noted higher scores (M = 4.33, SD = 2.07) 4.33 + 2.07 in comparison
to the control group (M = 3.90, SD = 2.09) 3.90 + 2.09. Moreover, the experimental group
scored higher than the control group concerning all anticipated emotions except of the
emotion of anticipated guilt. Specifically, the experimental group scored (M = 4.62, SD =
1.91) 4.62 + 1.91 to the statement “feeling satisfied, (M = 4.66, SD = 1.96) 4.66 + 1.96 to

“feeling happy”, (M =2.94, SD = 1.80) 2.94 + 1.80 to “feeling sad”, (M =2.26, SD = 1.74) 2.26
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+ 1.74 to “feeling ashamed”, (M = 2.72, SD = 1.80) 2.72 + 1.80 to “feeling disappointed”, (M
=2.98, SD = 1.94) 2.98 + 1.94 to “feeling guilty” and (M = 3.33, SD = 1.99) 3.33 + 1.99 to the
statement “feeling sorry”. On the other hand, the control group scored (M = 4.30, SD = 1.80)
4.30 £ 1.80 to the statement “feeling satisfied, (M = 4.60, SD = 1.97) 4.60 £ 1.97 to “feeling
happy”, (M = 2.87, SD = 1.60) 2.87 + 1.60 to “feeling sad”, (M = 2.23, SD = 1.52) 2.23 + 1.52
to “feeling ashamed”, (M = 2.55, SD = 1.45) 2.55 * 1.45 to “feeling disappointed”, (M = 3.49,
SD = 1.79) 3.49 + 1.79 to “feeling guilty” and (M = 3.16, SD = 1.71) 3.16 + 1.71 to the
statement “feeling sorry”. Furthermore, referring to the statement concerning the effect of
discount in the intention to buy the OP, the experimental group scored lower (M =5.51, SD =
1.83) 5.51 + 1.83 in comparison to the control group lower (M =5.89, SD = 1.47) 5.89 + 1.47.
Regarding the statements concerning the way participants perceived the discount on the OP,
the mean scores for “big discount” (M = 5.73, SD = 1.38) was 5.73 £ 1.38, for “small
discount” (M = 2.34, SD = 1.18) was 2.34 + 1.18 and for “realistic discount” (M = 4.53, SD =
1.62) was 4.53 + 1.62. Concerning the attractiveness of “the air ticket” and “training
program” the experimental group scored lower (M = 5.50, SD = 1.65) 5.50 + 1.65, (M = 5.76,
SD =1.30) 5.76 + 1.30 compared to the control group (M =5.61, SD = 1.28) 5.61 + 1.28, (M =
5.82, SD = 1.55) 5.82 + 1.55. In addition, regarding the attractiveness of “room renovation”
and “smartphone”, the experimental group scored higher (M = 5.51, SD = 1.65) 5.51 + 1.65,
(M =5.18, SD = 1.64) 5.18 + 1.64 in comparison to the control group (M = 5.16, SD = 1.74)
5.16 + 1.74, (M = 4.26, SD = 1.80) 4.26 + 1.80. Moreover, the experimental group noted
lower scores regarding the statement concerning the “story’s realism” (M = 5.30, SD = 1.59)
5.30 + 1.59 than the control group (M = 5.42, SD = 1.48) 5.42 + 1.48. Lastly, concerning the
“tiredness caused by reading the story”, the experimental and control group had
approximately the same mean scores (M =1.92,SD =1.42) 1.92 +1.42, (M = 1.97, SD = 1.40)

1.97 + 1.40 (See Table 1).
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At this part the demographic information referring to participants of the experimental
and control group is presented. To begin with, 47 per cent of the experimental group’s age
ranged from 18 to 31, 25 per cent from 32 to 55 and 18 per cent from 56 to 62 plus years
old. The age of the control group ranged from 18 to 31 (53 per cent), 32 to 55 (26 per cent)
and 56 to 62 plus years old (9 per cent). Regarding the gender of the experimental group, 48
per cent were men and 52 per cent women. Moreover, concerning the control group,
women comprised the majority of participants (80 per cent) and the remaining 20 per cent
were men. Regarding participants’ occupation, 30 per cent of the experimental group and 52
per cent of the control group were employees, 27 per cent of the experimental group and 23
per cent of the control group were university students, 33 per cent of the experimental
group and 14 per cent of the control group were freelancers, 3 per cent of the experimental
group and 6 per cent of the control group were not employed and 7 per cent of the
experimental group and 5 per cent of the control group were retired. The majority (39 per
cent) of the participants of the experimental group earned less than 700 Euros, 24 per cent
earned more than 1500 Euros, 20 per cent earned 1001 to 1500 Euros and 17 per cent
earned 701 to 1000 Euros. Furthermore, concerning the individual monthly income of the
participants of the control group, 43 per cent earned 701 to 1000 Euros, 30 per cent earned
less than 700 Euros, 15 per cent earned 1001 to 1500 Euros and 13 per cent earned more

than 1500 Euros.
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Table 1
Mean and Standard Deviation Scores for both discount and no discount conditions concerning all variables of
the questionnaire

Discount Condition No Discount Condition
(N=90) ( N=88)
M SD M SD
Anticipated regret for action 3.99 1.96 4.27 1.82
Anticipated regret for inaction 4.04 1.94 3.97 2.04
Purchase Intention 4.33 2.07 3.90 2.09
Feeling satisfied 4.62 1.91 4.30 1.80
Feeling happy 4.66 1.96 4.60 1.97
Feeling sad 2.94 1.80 2.87 1.60
Feeling ashamed 2.26 1.74 2.23 1.52
Feeling disappointed 2.72 1.80 2.55 1.45
Feeling guilty 2.98 1.94 3.49 1.79
Feeling sorry 3.33 1.99 3.16 1.71
Effect of discount on
5.51 1.83 5.89 1.47
purchase intention
Big discount 5.73 1.38 - -
Small discount 2.34 1.18 - -
Realistic discount 4.53 1.62 - -
Attractiveness of air ticket 5.50 1.65 5.61 1.28
Attractiveness of training
5.76 1.30 5.82 1.55
program
Attractiveness of room
5.51 1.65 5.16 1.74
renovation
Attractiveness of smartphone 5.18 1.64 4.26 1.80
Realism of story 5.30 1.59 5.42 1.48
Tiredness of story 1.92 1.42 1.97 1.40
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3.3 Hypothesis Testing

3.3.1 Chi-Square. To check the interdependence between the independent variables and
prefactual thinking (dependent variable), due to their categorical nature, a Chi-Square
analysis was conducted. Furthermore, both independent and dependent variables were
consisted of two categorical groups. In detail, the first independent variable consisted of a)
discount and b) no discount condition; the second one consisted of a) materialistic and b)
experiential OP and the third of a) materialistic and b) experiential PP. As for the dependent
variable concerning prefactual thinking, it was consisted by a) downward and b) upward
direction. In order to analyze prefactual thinking, content analysis was conducted. The
prefactuals of each participant were categorized as upward or downward and were dummy
coded (1 = downward, 2 = upward); depending on the content of the thought that each
participant filled in at the statement “If | buy the [OP] today...” concerning the purchase of
the OP (action-outcome approach). The alpha level was set at .05 to denote statistical
significance.

In the discount condition, 46 per cent of the participants generated downward
prefactuals (negative) concerning the purchase of the OP and 54 per cent generated upward
prefactuals (positive). In the no discount condition, 70 per cent generated downward
prefactuals (negative) concerning the purchase of the OP and 30 per cent generated upward
prefactuals (positive). The relationship between the promotional situation (discount- no
discount) and prefactual thinking (downward upward) was statistically significant, 2 (1, N =
178) = 10.27, p < .05, and there was a moderate relationship between them ¢c = .24, p < .05

(See Table 2).
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Table 2
Prefactual Thinking by discount group

Conditions
Discount No discount
% %
Downward 16 70
prefactuals
Upward prefactuals 54 30

¥ (1) =10.27, p<.05

When the OP was experiential, 58 per cent generated downward prefactuals (negative)
concerning the purchase of the OP and 42 per cent generated upward prefactuals (positive).
In contrast, when the OP was materialistic, 56 per cent generated downward prefactuals
(negative) concerning the purchase of the OP and 44 per cent generated upward prefactuals
(positive). The interaction between the OP (experiential - materialistic) and prefactual
thinking (downward - upward) was not statistically significant, ¥* (1, N = 178) = .12, p = .73,
and there was a negligible relationship between them, ¢c = .02, p = .73.

When the PP was experiential, 58 per cent generated downward prefactuals (negative)
concerning the purchase of the product OP and 42 per cent generated upward prefactuals
(positive). In contrast, when the PP was materialistic, 57 per cent generated downward
prefactuals (negative) concerning the purchase of the OP and 43 per cent generated upward
prefactuals (positive). The interaction between the PP (experiential - materialistic) and
prefactual thinking (downward upward) was not statistically significant, x> (1, N = 178) = .02,
p = .89, and there was a very weak relationship between them, ¢c = .01, p = .89. Moreover,
in all no discount conditions, participants with an experiential PP generated a slightly lower
number of upward prefactuals, namely 12, in relation to participants with a materialistic PP

that demonstrated 15 upward prefactuals.
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3.3.2 Analysis of Variance

The chi-square analysis showed a statistically significant interaction between group
(discount - no discount) and prefactual thinking; moreover, the effect of prefactual thinking
on anticipated regret for action and inaction, as well as on purchase intention is also

examined.

3.3.3 The effect of prefactual thinking. Before the Analysis of Variance was conducted, the
assumptions concerning this analysis were examined. The first assumption regarding the
categorical nature of the independent variable was met. In detail, the variable that is used as
independent was analyzed based on its content and coded; it consisted of upward and
downward direction.

The second assumption concerning the continuity of the dependent variables was also
met; due to the fact that all dependent variables were measured with 7-point scales.

The third assumption that concerned the independence of observations, namely each
group to be comprised of different participants, was met because each scenario was
answered by different individuals.

The fourth assumption was confirmed, as no extreme univariate outliers were observed in
the box plots.

The aim of the fifth assumption concerned normality check; the normality of each of the
dependent variables regarding the independent variable was also checked. A Shapiro-Wilk
test was performed as the sample size did not exceed the number of fifty cases per cell. The
normality assumption was violated, as the results of the Shapiro-Wilk test were significant
for all dependent variables. More specifically, as far as anticipated regret for action of
participants with downward prefactuals, as well as of those with upward was concerned,
normality was also violated, W(102) = .92, p < .05, W(76) = .90, p < .05. Moreover, regarding

anticipated regret for inaction of participants with downward prefactuals, as well as of those
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with upward, normality was also violated, W(102) = .90, p < .05, W(76) = .91, p < .05.
Furthermore, normality was violated too concerning purchase intention of participants with
downward prefactuals, as well as of those with upward, W(102) = .90, p < .05, W(76) = .86, p
<.05. An alternative solution to avoid normality violation, since the sample was small, was to
apply a more conservative p value (.01 rather than .05). In this study, we will proceed with
the analysis interpreting the results with caution.

Homogeneity of variances was confirmed as Levene’s test was not significant for all
dependent variables; namely, anticipated regret for action: F(1, 176) = .00, p = .98,
anticipated regret for inaction: F(1, 176) = 2.06, p = .15, purchase intention: F(1, 176) = 1.57,
p=.21.

A one-way ANOVA was performed in order to investigate whether the dependent
variable anticipated regret for action differed between participants with upward and
downward prefactuals. The alpha level was set at .05 to denote statistical significance. The
analysis demonstrated a significant main effect of prefactual thinking (upward - downward)
on anticipated regret for action, F(1, 176) = 13.67 , p <.05, ny,?= .72. It was observed that
participants with upward prefactuals anticipated less regret for action (M = 3.54) than
participants with downward prefactuals (M = 4.57) (See Table 3).

Another one-way ANOVA model was performed in order to investigate whether the
dependent variable anticipated regret for inaction differed between participants with
upward and downward prefactual thinking. From the analysis it was found that there was a
significant main effect of prefactual thinking on anticipated regret for inaction, F(1, 176) =
24.20, p < .05, ny>= .12. It was observed that participants with upward prefactuals expected
to anticipate more regret for inaction (M = 4.80) than participants with downward
prefactuals (M = 3.41). (See Table 3)

In order to investigate whether the dependent variable purchase intention differed

between participants with upward and downward prefactual thinking, another one-way
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ANOVA was performed. The analysis displayed that prefactual thinking had a significant
main effect of on purchase intention, F(1, 176) = 19.28 , p < .05, ny>= .09. Moreover, it was
observed that participants with upward prefactuals were more intended to buy the OP (M =

4.87) than participants with downward prefactuals (M = 3.55). (See Table 3)

Table 3
Means and Analysis of variance of anticipated regret of action, inaction and purchase
intention between participants with upward and downward prefactuals

Prefactual Thinking

Downward Upward
M M F
Anticipated regret for action 4.57 3.54 13.67*
Anticipated regret for inaction 3.41 4.80 24.20*
Purchase intention 3.55 4.87 19.28*

Note: * p < 0,05. 1 = “strongly disagree” to 7 = “strongly agree”

3.3.4 The effect of prefactual thinking on anticipated emotions. Before the Analysis of
Variance was conducted, the assumptions regarding this analysis were examined. The first
assumption concerning the categorical nature of independent variables was met. In detail,
the variable that is used as independent consisted of upward and downward direction.

The second assumption concerning the continuity of dependent variables was also met
because all of them were measured with 7-point scales.

The third assumption that concerned the independence of observations, namely each
group to be comprised of different participants, was met due to the fact that each scenario
was answered by different participants.

The fourth assumption regarding extreme outliers was met, as no extreme univariate

outliers were observed in the box plots.
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The aim of the fifth assumption concerned normality check; the normality of each of
the dependent variables regarding the independent variable was examined. A Shapiro-Wilk
test was performed as the sample size did not exceed the number of fifty cases per cell. The
normality assumption was violated, as the results of the Shapiro-Wilk test were significant
for all dependent variables. More specifically, as far as anticipated satisfaction of
participants with downward prefactuals, as well as those with upward was concerned,
normality was not met, W(102) = .92, p < .05, W(76) = .92, p < .05. Moreover, regarding
anticipated joy of participants with downward prefactuals, as well as the ones with upward,
normality was violated too, W(102) = .91, p < .05, W(76) = .83, p < .05. Furthermore,
normality was not confirmed concerning anticipated sadness of participants with downward
prefactuals as well as those with upward, W(102) .91, p < .05, W(76) = .84, p < .05. As far as
anticipated shame of participants with downward prefactuals as well as the ones with
upward is concerned, normality was violated, W(102) = .85, p < .05, W(76) = .59, p < .05.
Regarding anticipated disappointment of all participants the assumption of normality was
not met, W(102) = .90, p < .05, W(76) = .79, p < .05. Moreover, there was no normality for
anticipated guilt concerning participants with downward prefactuals as well as those with
upward, W(102) .92, p < .05, W(76) = .85, p < .05. Finally, as far as the anticipated emotion
of feeling sorry regarding participants with downward prefactuals, as well as the ones with
upward was concerned, normality was not met, W(102) = .92, p < .05, W(76) = .87, p < .05.
An alternative solution to avoid normality violation, since the sample size is small, was a
more conservative p value (.01 rather than .05) to be applied. In this study, we will proceed
with the analysis interpreting the results with caution.

Homogeneity of variances was not confirmed, as Levene’s test was significant for all
dependent variables, except for anticipated guilt: F(1, 176) = 2.73, p = .10. In this study, we

will proceed with the analysis explaining the results with attention. An alternative option
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was non-parametric tests to be applied, albeit they are less powerful and cannot test for
complex interactions easily.

Seven separate one-way ANOVAs were performed to examine the effect of prefactual
thinking on seven anticipated emotions concerning the purchase of the OP. Specifically, as
far as anticipated satisfaction is concerned, the analysis demonstrated that prefactual
thinking (downward - upward) had a significant main effect on this type of anticipated
emotion, F(1, 176) = 20.05 , p < .05, ny,?>= .10. Participants that presented downward
prefactuals expected to feel less satisfied (M = 3.96) in comparison to participants who
generated upward prefactual thinking (M = 5.16).

Likewise, a significant main effect of prefactual thinking on anticipated joy was
observed, F(1, 176) = 16.67 , p < .05, ny,’>= .09. Participants that generated downward
prefactuals expected to experience lower levels of happiness (M = 4.13) compared to
participants who presented upward prefactuals (M = 5.29).

Moreover, the one-way ANOVA demonstrated a significant main effect of prefactual
thinking on anticipated sadness, F(1, 176) = 10.91 , p < .05, n,’= .06. Participants that
generated downward prefactuals expected to experience higher levels of sadness (M = 3.27)
in comparison to participants who generated upward prefactuals (M = 2.43).

The analysis showcased a significant main effect of prefactuals on anticipated shame,
F(1, 176) = 16.89 , p < .05, ny>= .09. Participants that demonstrated downward prefactuals
expected to experience higher levels of shame (M = 2.66) compared to participants who
presented upward prefactual thinking (M = 1.68).

Furthermore, the analysis demonstrated a significant main effect of prefactual thinking
on anticipated disappointment, F(1, 176) = 11.29 , p < .05, ny,’>= .00. Participants that
generated downward prefactuals expected to feel higher levels of disappointment (M =

2.98) compared to participants who generated upward prefactual thinking (M = 2.17).
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The analysis concerning anticipated guilt, demonstrated a significant main effect of
prefactual thinking on this type of emotion, F(1, 176) = 16.64 , p < .05, ny’= .09. Participants
that generated downward prefactuals expected to experience higher levels of guilt (M =
3.71) in comparison to participants who presented upward prefactual thinking (M = 2.59).

Finally, the results of the analysis suggest a significant main effect of prefactuals on the
anticipated sense of feeling sorry, F(1, 176) = 12.45 , p < .05, n,?>= .07. Participants that
demonstrated downward prefactuals expected to feel more sorry (M = 3.66), in case of
purchasing the OF, compared to participants that presented upward prefactual thinking (M =

2.70) (See Table 4).

Table 4
Means and Analysis of variance of anticipated emotions between participants with
upward and downward prefactuals

Prefactual Thinking

Downward Upward

M M E
Feeling satisfied 3.96 5.16 20.05*
Feeling happy 4.13 5.29 16.67*
Feeling sad 3.27 2.43 10.91*
Feeling ashamed 2.66 1.68 16.89*
Feeling disappointed 2.98 2.17 11.29*
Feeling guilty 3.71 2.59 16.64*
Feeling sorry 3.66 2.70 12.45*

Note: * p <0,05. 1 = “not at all” to 7 = “extremely”
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3.3.5 The effect of the type of offered product. Before the Analysis of Variance was
conducted, the assumptions regarding this analysis were examined. The first assumption
concerning the categorical nature of the independent variable was met. In detail, the
independent variable consisted of a materialistic and an experiential OP.

The second assumption concerning the continuity of the dependent variables was met
too due to the fact that all dependent variables were measured with 7-point scales.

The third assumption referred to the independence of observations. Each condition was
comprised by different participants, consequently this assumption was confirmed.

The fourth assumption was confirmed as no extreme univariate outliers were observed
in the box plots.

The aim of the fifth assumption concerned normality to be checked. The normality of
each of the dependent variables regarding the independent variable was examined. A
Shapiro-Wilk test was performed as the sample size did not exceed the number of fifty cases
per cell. The normality assumption was not confirmed, as the results of the Shapiro-Wilk test
were significant for all the dependent variables. More specifically, as far as anticipated
regret for action of participants coming across an experiential OP as well as those coming
across a materialistic OP is concerned, normality was not met, W(101) = .92, p < .05, W(77) =
.93, p < .05. Moreover, regarding anticipated regret for inaction of participants with an
experiential OP as well as the ones with materialistic OP, normality was not confirmed,
W(101) = .91, p < .05, W(77) = .92, p < .05. Normality was violated concerning purchase
intention of participants coming across an experiential OP as well as those coming across a
materialistic OP, W(102) = .89, p < .05, W(76) = .90, p < .05. An alternative solution, to avoid
normality violation, since the sample is small, was a more conservative p value (.01 rather
than .05) to be applied. In this study, we will proceed with the analysis interpreting the

results with caution.
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Homogeneity of variances was confirmed as Levene’s test was not significant for all
dependent variables; anticipated regret for action: F(1, 176) = .07, p = .79, anticipated regret
for inaction: F(1, 176) = .14, p = .71, purchase intention: F(1, 176) = .87, p = .35.

To examine the effect of the type of OP on anticipated regret for action and inaction as
well as on purchase intention, three separate one-way ANOVAs were conducted.

A significant main effect of the type of OP (experiential - materialistic) on anticipated
regret for inaction was observed, F(1, 170) = 4.60 , p < .05, ny?= .03. It was observed that
participants of both conditions coming across an experiential OP (M = 4.26), expected to
experience higher levels of regret for inaction in comparison to participants coming across a
materialistic OP (M = 3.62).

Moreover, the analysis demonstrated a significant main effect of the type of OP on
purchase intention, F(1, 170) = 5.94, p < .05, ny,%= .03. It was observed that participants in
the experimental as well as the control group with an experiential OP (M = 4.44), were more
willing to purchase the OP compared to participants in the same groups with a materialistic

OP (M =3.67) (See Table 5).

Table 5

Means and Analysis of variance of anticipated regret for action, inaction and purchase intention
between participants of discount and no discount conditions with an experiential and a
materialistic offered product

Type of offered product

Experiential Materialistic
M M F
Anticipated regret for action 3.95 4.35 1.84
Anticipated regret for inaction 4.26 3.62 4.60*
Purchase intention 4.44 3.67 5.94*

Note: * p < 0,05. 1 = “strongly disagree” to 7 = “strongly agree”
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The analysis did not show a significant main effect of the type of OP on anticipated regret
for action, F(1, 170) = 1.84, p = .18, n,?= .01. However, it was observed that participants of
both conditions (discount - no discount) coming across an experiential OP (M = 3.95),
expected to experience lower levels of regret for action in comparison to participants

coming across a materialistic OP (M = 4.35).

3.3.6 The effect of the type of product on priority. Before the Analysis of Variance was
conducted, the assumptions regarding this analysis were examined. The first assumption
concerning the categorical nature of the independent variable was confirmed. Specifically,
the independent variable consisted of a materialistic and an experiential PP.

The second assumption concerning the continuity of the dependent variables was met
too because all dependent variables were measured with 7-point scales.

The third assumption concerning the independence of observations, namely each group
to be comprised of different participants, was met due to the fact that each scenario was
answered by different individuals.

Moreover, the next assumption was confirmed as no extreme univariate outliers were
observed in the box plots.

The aim of the fifth assumption concerned normality to be checked. The normality of
each of the dependent variables regarding the independent variable was examined. A
Shapiro-Wilk test was performed as the sample size did not exceed the number of fifty cases
per cell. The normality assumption was violated, as the results of the Shapiro-Wilk test were
significant for all dependent variables. In detail, as far as anticipated regret for action of
participants with an experiential as well as those with a materialistic PP is concerned,
normality was not confirmed, W(76) = .92, p < .05, W(102) = .93, p < .05. Moreover,
regarding anticipated regret for inaction of participants with an experiential as well as the

ones with a materialistic PP, normality was violated, W(76) = .91, p < .05, W(102) = .92, p <
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.05. Normality was not met concerning purchase intention of participants with an
experiential as well as those with a materialistic PP, W(76) = .90, p < .05, W(102) = .90, p <
.05.

Since the size of the sample is small, an alternative solution to avoid normality violation,
was a more conservative p value (.01 rather than .05) to be applied. In this study, we will
proceed with the analysis interpreting the results with caution.

Homogeneity of variances was confirmed as Levene’s test was not significant regarding
all dependent variables; anticipated regret for action: F(1, 176) = .78, p = .38, anticipated
regret for inaction: F(1, 176) = .08, p = .78, purchase intention: F(1, 176) = .10, p = .75.

The type of PP (experiential - materialistic) did not demonstrate a significant main
effect on anticipated regret for action, F(1, 170) = .24, p = .62, n,>= .00. It was observed that
in the no discount conditions, participants with an experiential PP expected to experience
higher levels of regret for action (M = 4.53), in case of purchasing the OP, in comparison to
participants with a materialistic PP (M = 4.14).

The analysis demonstrated that the type of PP did not have a significant main effect on
anticipated regret for inaction, F(1, 170) = 1.03 , p = .31, ny?= .00. Participants in the no
discount conditions with an experiential PP expected to experience lower levels of regret for
inaction (M = 3.79) in comparison to participants with a materialistic PP (M = 4.09).

The one-way ANOVA did not show a significant main effect of PP on purchase intention,
F(1, 170) = .73 , p = .39, ny>= .00. It was observed that participants in the no discount
conditions with an experiential PP were less intended to purchase the OP (M = 3.92) in

comparison to participants with a materialistic PP (M = 4.19).

3.3.7 T-Test Analysis. The comparison of independent groups was realized using t-test
analysis in order to ensure that some basic elements of the experiment were perceived by all

groups as it was expected by the researcher. It was examined whether the different
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products used in the scenarios were perceived as equally attractive by all groups. Moreover,
in case that the OP had a discount, it was investigated whether it was perceived as a large
one. Furthermore, it was tested whether all different scenarios demanded the same
cognitive effort and whether they were perceived as equally realistic by all groups.

A significant difference was not noticed concerning the attractiveness of the “air ticket”
(OP) between the experimental (M = 5.50, SD = 1.65) and control group (M=5.61, SD=1.29),
t(99) = -.38, p = .71. In addition, a significant difference was not observed regarding the
attractiveness of the “training program in the an area of interest” (PP) between the
experimental (M = 5.76, SD = 1.30) and control group (M=5.82, SD=1.55), t(74) = -.19, p = .85.
A statistically significance difference was not noted concerning the attractiveness of the
“room renovation at home” between the experimental (M = 5.51, SD = 1.65) and control
group (M=5.16, SD=1.74), t(100) = 1.03, p = .30. As far as the attractiveness of the
“smartphone” is concerned, a statistically significant difference was observed between the
experimental (M = 5.18, SD = 1.64) and control group (M=4.26, SD=1.80), t(75) = 2.36, p <
.05.

Furthermore, a significant difference was not observed concerning the “realism of the
scenario read by the participants” between the experimental (M = 5.30, SD = 1.57) and
control group (M=5.42, SD=1.48), t(176) = -.53, p = .60. Moreover, regarding the “tiredness
caused by reading the scenario”, there was not observed a significant difference between
the experimental (M = 1.92, SD = 1.42) and control group (M=1.97, SD=1.40), t(176) =-.21, p
=.84.

As far as the statement “The discount of [OP] is big” is concerned —that was presented
only to the experimental group— there was not observed a significant difference between
participants with an experiential (M = 5.77, SD = 1.31) and a materialistic OP (M=5.68,
SD=1.49), t(88) = .29, p = .78. Regarding the statement “The discount of [OP] is small”, which

was presented only to the experimental group, there was not noted a significant difference

MSc in International Marketing & Communication | Academic Year 2018-2019 | Alexandra
Giannakopoulou



43
Should | catch the deal?

between participants with an experiential (M = 2.35, SD = 1.17) and a materialistic OP
(M=2.34, SD=1.21), t(88) = .02, p = .99. Moreover, a significant difference was not observed
concerning the statement “The discount of [OP] is realistic” between the experimental (M =

4.41, SD = 1.66) and control group (M=4.62, SD=1.61), t(88) = -.62, p = .74.

4. Discussion

The goal of the study was to identify factors related to marketing strategies that could
have an effect on the cognitive and emotional state of a consumer and therefore in their
behavior. This study examined the effect of limited time discount and materialistic and
experiential types of purchase on prefactual thinking, anticipated regret (action and
inaction) as well as on purchase intention based on purchase scenarios.

The results of this research showcased a statistically significant interaction between
the existence of discount and prefactual thinking, as well as a significant effect of prefactual
thinking on anticipated regret for action and inaction, on purchase intention and on positive
and negative anticipated emotions. However, as far as the effect of the type of OP on
prefactual thinking, anticipated regret for action and inaction, as well as on purchase
intention is concerned, a significant effect was observed only for anticipated regret for
inaction and purchase intention. The effect of the type of PP on anticipated regret for action
and inaction, as well as on purchase intention was not significant for any of the dependent
variables.

III

4.1 The discount effect. A statistically significant effect of group “experimental - control” on
prefactual thinking “downward - upward” was observed —as expected.
Participants in the discount conditions demonstrated more upward prefactuals

compared to the participants in the no discount conditions. Specifically, regardless the type

of OP and the PP, the experimental group displayed higher numbers of upward prefactuals
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compared to the control group. Research suggests that finding an attractive offer on a
product could direct individuals towards a positive state of mind leading to the formation of
an upward prefactual. The above are confirmed by literature findings, which support that
the presence of a time limited offer arouses feelings of scarcity, intensifying the estimated

worth and positive emotions regarding the service or product on discount (Cialdini, 1985).

4.2 The effect of prefactual thinking. The examination of the effect of prefactual thinking on
anticipated feelings and behavior had demonstrated a statistically significant effect

concerning anticipated regret for action, purchase intention and anticipated emotions.

Participants who demonstrated upward prefactuals experienced lower levels of
anticipated regret of action, higher levels of regret of inaction and were more tempted to
purchase the OP in contrast to the participants that presented downward prefactuals. As far
as the effect of prefactual thinking on anticipated regret of inaction is concerned, the results
were statistically significant. Specifically, regarding anticipated regret of inaction,
participants demonstrating upward prefactuals, were expected to present higher levels of

regret of inaction compared to participants presenting downward prefactuals.

Prefactual thinking influences decision-making through its effect on emotions.
Research has shown that prefactual thinking, as a mental simulation about a future event,
frequently generates negative emotions such as regret for action. Studies on this topic
indicate that an upward prefactual is associated with positive emotions, whereas a
downward prefactual is related to anticipated regret for action (DeWall, Baumeister,
Chester, & Bushman, 2016). On the other hand, an upward prefactual can cause anticipated
regret, related to the probability of missing a favorable offer, namely anticipated regret for

inaction (Inman and McAlister 1994; Simonson 1992).
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A statistically significant effect of prefactual thinking on purchase intention was
observed, as well. Participants that demonstrated upward prefactuals were more likely to
buy the OP when compared to participants that displayed downward prefactuals.
Individulals are more prone to take action when generating an upward prefactual (because
of the evoked positive mindset). On the contrary, the presence of a downward prefactual,
hinders the decision to act due to emotions of anticipated regret (Simonson, 1992; Wong &
Kwong, 2007).

An effect of prefactual thinking on anticipated emotions was significant, as expected.
Participants with upward prefactuals expected to experience higher levels of happiness and
satisfaction, in case of purchasing the OP, in comparison with participants with downward
prefactuals. In contrast, participants with downward prefactuals expected to experience
higher levels of negative emotions (sad, ashamed, disappointed, guilty and sorry), in case of
purchasing the OP, compared to participants with upward prefactuals. These findings are in
accordance with those of previous studies that suggest that positive emotions are closely
related to upward prefactual thinking, whereas negative emotions are connected to
downward prefactual thinking (Filiz-Ozbay & Ozbay, 2007; Simonson, 1992; Zeelenberg,
1999). Additionally people with upward prefactuals, anticipating to experience positive
emotions, are more likely to act according to the content of their thoughts, in opposition to
those with downward prefactuals expecting to experience negative emotions that are less

prone to make a decision and take action (Simonson, 1992; Wong & Kwong, 2007).

4.3 The effect of offered product. A statistically significant effect of the type of OP

(experiential - materialistic) was only observed on anticipated regret for inaction.

As assumed, both experimental and control groups with an OP of experiential nature
expected to experience higher levels of regret for inaction compared to those with an OP of

materialistic nature. Previous research is in accordance to these findings, noting that regret
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of inaction is related to experiential purchases (Van Boven and Gilovich, 2003). The type of
OP did not have a statistically significant effect on anticipated regret for action. These
findings do not support the hypothesis of the current study concerning these factors.
However, the direction of this finding is in accordance with the assumed one. In detail, both
experimental and control groups with an experiential OP, anticipated less regret for action in
comparison to those with a materialistic OP. Van Boven and Gilovich (2003) support that
regret for action is the most common type of regret related to materialistic purchases.
Consequently, it was predicted that materialistic products will demonstrate higher levels of
anticipated regret for action. Moreover, there was no statistically significant effect
concerning the type of OP (experiential - materialistic) on purchase intention. The outcome
agrees with the expected direction, although it should be interpreted with caution, since
insufficient statistical significance was observed. Participants of both experimental and
control groups were more inclined to purchase the OP when it was experiential in nature.
Prior studies have shown that, when consumers do not have enough funds to cover both
experiential and materialistic purchases and both types of expenditures are in close
competition, they tend to choose experiences over material goods (Kahneman and Tversky,

1982; Miller & Taylor, 1995; Roese & Olson, 1995).

Additionally, the results indicate that the type of OP did not have a statistically
significant effect on prefactual thinking. The previously mentioned findings presented an
opposite direction from the expected one. Specifically, both experimental and control
groups demonstrated lower levels of upward prefactuals when encountering an experiential
OP. These findings should be interpreted with caution, due to the insufficiency in statistical
significance. This contrast between the findings of previous studies and the results of the
current one might be explained by the fact that a materialistic purchase could possible

appear as a cognitively safer choice under the time pressure of a constrained promotion.
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Alternatively, some of the PP might have been more attractive to the participants compared
to the OP.
The results should be interpreted with caution. Specifically, the comparison between

|ll

groups “experimental - control” conducted to ensure the equal attractiveness regarding all
products used in the scenarios, demonstrated that the “smartphone” (OP) was considered a
less attractive option by the control group. However, when designing the research, it was
expected that all products used in the scenarios would be perceived as equally attractive —

based on the literature concerning the matter and the conducted pre-test. This dimension

should be examined thoroughly in future research.

4.4 The effect of product on priority. It was hypothesized that the type of PP will influence
prefactual thinking, anticipated regret and purchase intention exclusively for the control
group. Particularly, participants in no discount conditions (control group) with an
experiential PP (training program in the field of interests) were expected to generate lower
levels of upward prefactuals, to anticipate more regret for action and less for inaction, as
well as to be less willing to buy the OP compared to participants with a materialistic PP
(renovation of a room at home). The same effect was not expected to be observed in the
experimental group, as the time limited promotion will act as an incentive regarding the
purchase OP. Consequently, the time limited discount will overshadow the effect of the type

of PP in the experimental group.

The effect of the type of PP was not statistically significant regarding all dependent
variables. Despite the fact that these findings were not significant, they followed the
expected direction. In detail, participants of the control group having an experiential PP
anticipated to experience more regret for action than those with a materialistic one. When
the OF was not on discount, participants had no motivation to abandon the purchase of the

experiential PP in order to purchase the OF. As a result they expected to experience higher
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levels of regret in the thought of abandoning the experiential PP in comparison to
participants with a materialistic PP. Literature suggests that individuals tend to prefer
experiential over materialistic purchases, especially in cases that there is no incentive for
choosing differently, such as when an offer exists (Van Boven and Gilovich, 2003).

Furthermore, participants of the control group with an experiential PP expected to feel
lower levels of inaction regret concerning the purchase of the OP, compared to those with a
materialistic PP. The results showcase that participants of the control group with an
experiential PP anticipated to experience less regret (in comparison with participants having
a materialistic PP) in the thought of not purchasing the OP, since it was not on discount. Van
Boven and Gilovich (2003), support that a preference is observed regarding experiential
purchases over materialistic ones, especially in cases that there is no motivation for selecting
differently.

In addition, participants of the control group with an experiential PP were less willing to
purchase the OF, compared to those with a materialistic PP. In particular, participants of the
control group with an experiential PP had no reason to abandon the purchase of the
experiential PP in order to purchase the OP. According to the literature an experiential
purchase is more attractive than a materialistic one.

Moreover, it was observed that the control group with an experiential PP,
demonstrated lower levels of upward prefactuals (regarding the purchase of OP) in
comparison to those having a materialistic PP. Prior research supports that an upward
prefactual is presented when an individual envisions a positive outcome after an action,
such as when finding an attractive offer. However, in this case participants’ visions about the
OF were not focused on a better deal due to the fact that the product was not on discount

and they were already focused on the experiential PP.
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4.5 Limitations and Suggestions

In this section the basic limitations of the study are discussed and suggestions for future
research are made in order to shed light on the topic around consumer behavior. To begin
with, the size of the sample could be considered as a limitation. Specifically, the sample was
not large enough, and the number of participants in each condition was not equal. This
might have affected the significance of the findings. The sample of the study was not
randomly recruited; convenient sampling (snowball sampling) was used to distribute the
questionnaire. As a consequence, it is necessary to clarify that the sample of the current
study does not permit the interpretation of the outcomes to be applied on the general
population. Due to the limitations mentioned above, the sample of the study contains high
rates of random error while a systematic error due to the absence of random sampling is
also observed. Thus, a more thorough examination of the matter is imperative, in order to
obtain data that will solidify the outcomes of the current study.

This research was focused on the effect of time limited promotion and purchase type
on cognition, emotions and behavior. An interesting topic to investigate could be the way in
which consumers react to the factors mentioned above in an online environment. Moreover,
the mechanism of interaction between cognition, feelings and behavior concerning
consumers’ decision-making process, consists a research area that demands further
examination. Furthermore, a research topic that requires investigation might focus on
whether a time limited promotion could favor impulse buying. In particular, the types of
products and the mechanisms that lead to impulse buying should be examined, as well.
Finally, the investigation regarding impulse buying and its impact on consumers’ cognitive
process could be studied in combination with research in the field of neuromarketing.

The findings of the current study could be applied, in the field of advertising and retail

marketing, as they add knowledge to the understanding of factors that could modify
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cognitive and emotional aspects of consumer behavior, while they could encourage

purchase behavior for both materialistic and experiential purchases.
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Appendix

Discount conditions

1)

Should | catch the deal...?

To epwWTNPaTokdyLo ToU akohovBel e£eTAZEL pla gelpd and TNTAYATA TIoU apopoly aTnv
CUUTIEPLPOPA TWV ATOUWY O CUVBNKEG KATAVAaAWONC. AnpLoupynBnKe yua I
SIMAWPATIKA Pow epyacia oTa mAiowa ToU JETAMTLUYLIaKoL Tpoypappatog “International
Marketing & Communication” Tou Owovopwol MNavemaTnpiou ASnvwy.

OL armavTACELC CoU SIVaL eVTEAWES AVWVUPES KoL bev ¥peldZeTal va CUPTIANPWOELS
TouBeva To dvopa oou. AsvV UTIAPYOUV CWOTEC Kadl AAB0C anavtnosLs - auTo mou pac
evhlaPEPEL EiVOL 0L TIPAYUATIKES 00U OKEWEIC KAl GuvaloBnpara

AV YpeLaOTElC MEPLOOOTEPEC MANPOWOPIEC | BEAEIC va PABELe T AMOTEASCPATA TNE
gpeuvac Pnopeic va oteiielg e-mail otnv dievbuvon ale_giannac@hotmail.com

Me ekTipnan,
Ale&avbpa Mavvakomouhou

ZE EUXapLOTOUYE MOAU YL TNV CUPPETOXN oou!

EvoTtnral

DavTAooU OTL...

Elval Black Friday, £¥EL EKMITWOELC 0TA KATQOTAUATA KAl £00 BploKEoal 05 £va UEYAAD EUTIOQIKO KEVIDO.
Kavovtag BoAta Bpiokeoal £w amd £va Taf1blwTikd ypawslo. Ekel evTomiZel aepomoplkd ELOLTAEL
¥LO EVay TIPOOPLGPG TIOU 00U apECEL.

IKe@TOgOUV va KAveLs £va Taflbl os auTov Tov Mpooplopd akhd elyec avaBdhel TNy MpaypaTomolngn
TOU, KOBEC E0XEC W TMPOTEPALOTNTA VO CUYKEVTPWOELC XPNPOTA yia va TIPaYPaTomolGels eva
ETUHORPWTIKD TPOYPOULA OTOV TOPEQ TWY EVELOPELOVTUN TOU.

Evir KOLTAC TO aspomoplkd £LGLTAPLA Yid TOV TIPOOPLoU O TIOU GoU ApEOEL, O TANGLATEL Evac umdiknioc
TOU ypaPEelou KAl gou AZEL TIWE POVE YLO CAUEPG TA SLOLTARLG BRlOKOVTIL OTAV PLGR TLUA...
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EvoTnra 2

ITNV EVOTNTA QUTHA Ba BEAANE va MEPLYPAYELS TIC CKEWELS TTOU KAVELG TIPWV amoWacicelg av Ba
ayopaosLc ONUEPA TO GEPOTIOPIKO ELCITAPLO YA TOV TIPOOPLGUO TIOU JoU apEdEL.

Mpoondénos oe KABE MPpOTAON VA AVAWPERECTL O Pia oKEWN.

ZUUTIANPWOE TOVAGYLIOTOV pia mpoTaon.

Eav ayopdaow To agpoTIopIKO EICITARIOC CNPERA ™

Your answer

Eav ayopdow To agpoTIOPIKO EICITARIO GHUERT

Your answer

Eav ayopaow To agpoTIORIKO EICITNRIC CHUERT

Your answer
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ITNV eVOTNTa QUTH Ba BEAaps va emAEEeLg anod To 1 (Alapwvw AToAUTA) £we To 7 (Zuppwvid AToiuTa)
nooo cuppwveic N Slapwvelc pe TIG MapaKaTw SnAWaELE.

©@a To YETAVILOW av ayopdow TO AEPOTICPIKO EITITNRIC ONHERa. *
Alapuvuy Amoluta O O O O O O O Tuppwvw ATohuTta

@a 1o peTaviwow av AEN ayopdow To AEpoTopikd EICITARIO OAUERT. *

Alapuvu AToAuTa O O O O O O O LUV ATIOAUTO

Back Next
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ITnv eveTnTa autn 8a B2hape emiAeégelc and to 1 (KaBohou) éwe To 7 (Mdpa MNohd) os TL BaBpo
MIOTEVELS OTL B0 VIWBELS TO AP AKATW CUvVOLTBRpAT.

Oa aigbavopal IKaVOoTICINUEVOC/T HEAAOVTIKG EQV ayopAcw CnUeEpa TO
QEPOTIOPIKO EICITARIC. *

1 2 3 4 5 6 7

Ka8dhou O O O O O O O MNapa Moo

Qa aigBdavoual xapolUevoc/n JEMOVTIKG eAv ayopdow OHPERA TO QEPOTIOPRIKD
elgiITipio. *

1 2 3 4 5 6 7

Kagahou O O O O O O O MNadpa MoAo

Ooa aigbavoual OTEVAXWPENUEVOG N HEAOVTIKG €AV ayopdow CNUEQRT TO
CEPOTIOPIKO EICITAPIO. *

KaBohou O O O O O O O Mdpa Moko

@a aigBdavoual VTpoTUaoHEVOC/N JEAOVTIKG £EQV ayopacu) CAUERT TO
CEQOTIOPIKS EICITARIO. *

KaBohou O O O O O O C' Mdpa Moko

©@a aigBdavopal atoyonTEVPEVOCS/N MEAOVTIKG AV ayopAacw CHUERT TO
CEQOTIOPIKS EICITARIO. *

KaBohou O O O O O O O Mdpa Moko
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©a aicBavopal Evoxog/n HEAMNOVTIKG EQV ayOopacw ONUERT TO AEROTIOPRIKD
eigrnpio. *

1 2 3 4 2 ¥ 7

Kagdhou O O O O O O O Mapa MNoko

Oa aig8davopdl HETAVIWHEVOC/N HEAAOVTIKG £AV AyOpAacw CHUEPT TO
CEPOTIOPIKO EITITAPIO. *

1 2 3 4 5 ] 7

KaBohou O O O O O O O Mapa MNoko

Back Next

ZTnv evoTnTa autn Ba BEhaps emthégelg amd To 1 (Alopuwvw ATeiuTa) 2wg To 7 (Zuppuwvw AmohuTa)
SUUEWYVELS PE TNV MOPAKATW SRAWGT.

ZKEMPTOUAI VA QyopAaowW TO GEPOTIOPIKG EICITNRIC onuepa. *

Alapuvw Amohuta O O O O O O O Tupgpwvw ATMoAuTa

Back Next
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LTV EVOTNTA QUTH Ba B2AapE SMIAELELS amd To 1 [Alapwve ATOAUTA) EWe To 7 (Zupowvw ATohuTta)
MOT0 CUP@WYELS N SlaPwveig pe TIC MaPAKATW SMAWOELS.

H orkéwn pou va ayopdow To AEPOTIORIKO EIGITAPIO ETINPEAZETAI ATIO THV
uTtapEn EKTITWONG oTO TIpoiov. *

Alapuwvw AToluta O O O O O O O Tupggpwvw Anoiuta

H ékTiTwaon oTo Tipoidy gival peyain. *

Alaguvw ATdAuTa O O O O O O O ZUP@WYL ATIOAUTO

H ékTiTwan oTo Tipoidy eival piken. *
AlQpuvw ATOAUTA O O O O O O O ZUPQWyL ATIOAUTA

H éxmiTwaon eival peahioTikn. *

AlCpuvi ATOAUTA O O O O O O O TUPQvul ATIOAUTA

Back MNext
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ZTnv evOTNTa QUTn Ba 8ehaps emAEEelc and To 1 (Alagwvw AToAuTa) Ewe To 7 (Alapwyvw Amoluta)
MH0o CUPPWVELS ) laPWVELS PE TIC TOPAKATL SNALIOELS.

To QEPOTIORIKO EICITARIC £IVAI EAKUOTIKS yIQ EREVA. ©
Alapuvw AToluta O O O O O O O Tuppwvw Amohuta

To ETUHORPWTIKG TIRAYRAUUC OTOV TOUEQ TWVY EVIICMEROVTWY JOU EivVal
eAKUOTIKO yIa epeva. *

Alapuvw AToluta O O O O O O O Tuppwvw Amohuta

Back Next

ZTnv evoTNTa auTh 8a B2haue eMAEEELS and To 1 (KaBohou) éwe e 7 (Mdpa NoAl) os TL BaBud woxbouy
YL E0EVA 0L MapaKaTw SNAWOELC.

H ioTopia Ttou Siafaca ATav pealaTikn, *

1 2 3 4 5 6 7

Kafdhou O O O O O O O Mapa Mohko

H ioTopia Tou d1dfaca ATav kKovpacoTikn. *

1 2 3 4 5 6 7

KaBdhou O O O O O O O Mapa Moho

Back Next
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ITNV EVOTNTA AUTH OE MApakaiobUE va CUPTIANPWOELS Ta TapakaTe GTOXELD, Ta omola elval
anapaiTnTa yla T oTATIOTIKA avdAuan Twy GEG0UEVLY.

Hiuncia *

O Katw w18
18-24
25-31
32-39
40-46
47-55

56-62

O O0O0O0OO0OO0O0O0

Avio Twyv 62

QLN ¥

O ruvaika
O Avtpag

Emayyeipa *

Madntng

dolTnThg

Y¥TIaAANAOC

EisgUBepoc Enayyshpatiac

ZUVTAELOUYOG

O O0OO0OO0OO0O0

Avepyog
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Ekmtaideuvon *

(O Baown

(O Anogortog Auksiou
(O Emayyehpatiki Ekmaissuon

(O nNavemotnpaki Ekmaibeuon

Atouikd Mnvigio Eigodnua *

O Awotepo ané 700 Evp
O 701-1000 Evpw
(O 1001-1500 Evpw

(O Napanavw ané 1500 Eupw
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2)

Should | catch the deal...?

To pWTNUATOADYLO TIOU aKohoUBEl eEETALEL pia oelpd amno {NTAPATA TOU aEpopouy aTnv
CUPTIEQUPOPEA TWY ATOPWY 08 UVBNKEC KATAVAAWONC. ANPLoupyRBnKe yia T
SIMAWPATLIKA Pou epyacia oTa mAaiow Tou pETAnTUyIakol mpoypdupatoc "International
Marketing & Communication” Tou Quovop koD NMAveTLoTnpiou ABnvwy.

0L QmavTAGELS 00U VAL EVTEMIC QVIWVUPEC KAl HEv YpeldTeTal va GUUTIANPWOELS
MovBeva To OVopa Gou. AEV UTIAPYOUV CWOTEC KOl AGB0C anavTnosLg - auTo Tou Pag
evolapEpeL £VaL 0L TIPAYPATIKES GOV OHEWELC KAL JUVALGBRApATA

AV YpelOoTEIc MEPIOoOTEREC TANPOPOpPIEC 1 BEAEIC VO PABEIC TA AMOTEAE0PATA TNC
gpeuvag prmopeic va oteiielg e-mail otnv dievduvon ale_giannac@hotmail.com

Me ekTipnon,
AheEavdpa Mavvakomouhou

Ie euYaploTOUHE TIOAD yid TRV CuppeToy aou!

EvotnTa 1

©OVTATOU OTL...

Eival Black Friday, £YEL EKMITWOSLC 0T KATASTAPATA KAl €00 Bplokeoal O &va Peydho EPTIopIKS KEVTRO.
KavovToc PoAta Bpiokecal EGw amd £va TafisLwTIkS ypapeio. EKel EVIOMITELS AEPOTIOPLKA ELGLTAPL
YLl £VOV TIPOORLoPG TIOU JOU QpETEL.

IKEQPTOO0UY va KAVELS £va Tag(5L o8 auTov Tov TpooploPd ahkd eiysc avaPahel TNV mpaypatonoinon
TOU, KOBWE SIXEC WE MPOTERALOTNTO VA CUYKEVTOWSEELC XPAUAT Y1d va TIpayLaTOMOUGEL: Eva
EMIPOPPWTLKD TPAYPAULA OTOV TOPED TWY EVELOMELOVTLNV TOU.

Eviy KOITAC TO QEPOTIOPIKA ELCITARLA YL TOV TROOPLIUS TIOU GOU ApECEL, 08 MANGLATEL £vag umahAnhog
TOU YpQPELOU KOl 00U ASEL WG POVE Yia CUEpa T ELGLTNAPL BplokovTal oTv PLom TLH. ..
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EvoTnra 2

ITNV EVOTNTA QUTHA Ba BEAANE va MEPLYPAYELS TIC CKEWELS TTOU KAVELG TIPWV amoWacicelg av Ba
ayopaosLc ONUEPA TO GEPOTIOPIKO ELCITAPLO YA TOV TIPOOPLGUO TIOU JoU apEdEL.

Mpoondénos oe KABE MPpOTAON VA AVAWPERECTL O Pia oKEWN.

ZUUTIANPWOE TOVAGYLIOTOV pia mpoTaon.

Eav ayopdaow To agpoTIopIKO EICITARIOC CNPERA ™

Your answer

Eav ayopdow To agpoTIOPIKO EICITARIO GHUERT

Your answer

Eav ayopaow To agpoTIORIKO EICITNRIC CHUERT

Your answer

EvoTtnra 3

IV evoTnTa auTh Ba BEhaps va emAsEelc ano To 1 (Alapuwyw AToAuTa) £w To 7 (Zuppwvia AToAuTa)
nooo cuppwveic | Slapwvaic PE TIG MOPaKATW BNAWTELS.

Oa To YETaVILOW av ayopdow TO AEpoTIoPIKO EICITARIO OAUEpA. *

Alagpuvuy Amohuta O O O O O O O Tuppwvw ATohuta

@a 1o peTaviwow av AEN ayopdow To GEpOTIOPIKG EICITARIO ORUEpT. *

Alagpuvuy Amohuta O O O O O O O Tuppwvw ATohuta

Back Next

MSc in International Marketing & Communication | Academic Year 2018-2019 | Alexandra

Giannakopoulou

66



Should | catch the deal?

ITnv eveTnTa autn 8a B2hape emiAeégelc and to 1 (KaBohou) éwe To 7 (Mdpa MNohd) os TL BaBpo
MIOTEVELS OTL B0 VIWBELS TO AP AKATW CUvVOLTBRpAT.

Oa aigbavopal IKaVOoTICINUEVOC/T HEAAOVTIKG EQV ayopAcw CnUeEpa TO
QEPOTIOPIKO EICITARIC. *

1 2 3 4 5 6 7

Ka8dhou O O O O O O O MNapa Moo

Qa aigBdavoual xapolUevoc/n JEMOVTIKG eAv ayopdow OHPERA TO QEPOTIOPRIKD
elgiITipio. *

1 2 3 4 5 6 7

Kagahou O O O O O O O MNadpa MoAo

Ooa aigbavoual OTEVAXWPENUEVOG N HEAOVTIKG €AV ayopdow CNUEQRT TO
CEPOTIOPIKO EICITAPIO. *

KaBohou O O O O O O O Mdpa Moko

@a aigBdavoual VTpoTUaoHEVOC/N JEAOVTIKG £EQV ayopacu) CAUERT TO
CEQOTIOPIKS EICITARIO. *

KaBohou O O O O O O C' Mdpa Moko

©@a aigBdavopal atoyonTEVPEVOCS/N MEAOVTIKG AV ayopAacw CHUERT TO
CEQOTIOPIKS EICITARIO. *

KaBohou O O O O O O O Mdpa Moko
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©a aicBavopal Evoxog/n HEAMNOVTIKG EQV ayOopacw ONUERT TO AEROTIOPRIKD
eigrnpio. *

1 2 3 4 2 ¥ 7

Kagdhou O O O O O O O Mapa MNoko

Oa aig8davopdl HETAVIWHEVOC/N HEAAOVTIKG £AV AyOpAacw CHUEPT TO
CEPOTIOPIKO EITITAPIO. *

1 2 3 4 5 ] 7

KaBohou O O O O O O O Mapa MNoko

Back Next

ZTnv evoTnTa autn Ba BEhaps emthégelg amd To 1 (Alopuwvw ATeiuTa) 2wg To 7 (Zuppuwvw AmohuTa)
SUUEWYVELS PE TNV MOPAKATW SRAWGT.

ZKEMPTOUAI VA QyopAaowW TO GEPOTIOPIKG EICITNRIC onuepa. *

Alapuvw Amohuta O O O O O O O Tupgpwvw ATMoAuTa

Back Next
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LTV EVOTNTA QUTH Ba B2AapE SMIAELELS amd To 1 [Alapwve ATOAUTA) EWe To 7 (Zupowvw ATohuTta)
MOT0 CUP@WYELS N SlaPwveig pe TIC MaPAKATW SMAWOELS.

H orkéwn pou va ayopdow To AEPOTIORIKO EIGITAPIO ETINPEAZETAI ATIO THV
uTtapEn EKTITWONG oTO TIpoiov. *

Alapuwvw AToluta O O O O O O O Tupggpwvw Anoiuta

H ékTiTwaon oTo Tipoidy gival peyain. *

Alaguvw ATdAuTa O O O O O O O ZUP@WYL ATIOAUTO

H ékTiTwan oTo Tipoidy eival piken. *
AlQpuvw ATOAUTA O O O O O O O ZUPQWyL ATIOAUTA

H éxmiTwaon eival peahioTikn. *

AlCpuvi ATOAUTA O O O O O O O TUPQvul ATIOAUTA

Back MNext
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Should | catch the deal?

Evotnra 7

Inv evotnta auvtn Ba Bshape emAkefelg amo to 1 (Awpwve Anohuta) Ewe 1o 7 (Alapuwyw Amoluta)
MOCC CUNPWVELS N Slapwveic Pe TIC MOPOKATW SNAWOELS.

To QepOTIORIKO EICITAPRIO Eival EAKLOTIKS i egéva. *
Alagpuvuy AMoAUTa O O O O O O O Tuppwvul AToAuTa

H avakaivion KGmolou XwWpoL Tou aTTIoN Jou eival EAKUCTIKR yia epgéva. *

Alagpuvuy AMoAUTa O O O O O O O Tuppwvul AToluTa

Back Next

ZTnv evoTNTa auTh 8a B2haue eMAEEELS and To 1 (KaBohou) éwe e 7 (Mdpa NoAl) os TL BaBud woxbouy
YL E0EVA 0L MapaKaTw SNAWOELC.

H ioTopia Ttou Siafaca ATav pealaTikn, *

1 2 3 4 5 6 7

Kafdhou O O O O O O O Mapa Mohko

H ioTopia Ttou S1aBaca ATav KoupaoTIKA. *

1 2 3 4 5 6 7

KaBdhou O O O O O O O Mapa MoAD

Back Next
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Should | catch the deal?

ITNV EVOTNTA AUTH OE MApakaiobUE va CUPTIANPWOELS Ta TapakaTe GTOXELD, Ta omola elval
anapaiTnTa yla T oTATIOTIKA avdAuan Twy GEG0UEVLY.

Hiuncia *

O Katw w18
18-24
25-31
32-39
40-46
47-55

56-62

O O0O0O0OO0OO0O0O0

Avio Twyv 62

QLN ¥

O ruvaika
O Avtpag

Emayyeipa *

Madntng

dolTnThg

Y¥TIaAANAOC

EisgUBepoc Enayyshpatiac

ZUVTAELOUYOG

O O0OO0OO0OO0O0

Avepyog

MSc in International Marketing & Communication | Academic Year 2018-2019 | Alexandra
Giannakopoulou

71



Should | catch the deal?

Ekmtaideuvon *

(O Baown

(O Anogortog Auksiou
(O Emayyehpatiki Ekmaissuon

(O nNavemotnpaki Ekmaibeuon

Atouikd Mnvigio Eigodnua *

O Awotepo ané 700 Evp
O 701-1000 Evpw
(O 1001-1500 Evpw

(O Napanavw ané 1500 Eupw
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Should | catch the deal?

3)

Should | catch the deal...?

To epWTNPATOASYLO TIOU AkOAOLEel eETATEL pila oeLpd and TNTANATA TIOU apopouy TNV
GUpTEpLpOpd TWY ATOPWY 68 CUVBNKES KATAVAAWGNC. ANPLoupyrBnKe yiud Tn
Sumhwpatikn pou epyacia oTa mAAiCla TOU JETANTUXIAKOU poypappatos "International
Marketing & Communication” Tou Owovopwol NavemoTnpiou ABnvwy.

0L anavTrosig oou gival EVIEAWC aVWVUPEC KOl Gev ¥peldfeTal va OUPTIANPWOELS
TlouBeva To Ovopd oou. ASV UTIAPYOUV CWOTEC KaL AAB0OC anavtnosLs - auTo mou pac
svblapEpEL Eival oL TPAYUATIKEG 00U OKEWSIE KAl GUVOLOBRPATa

Av YpelaoTteic MepLoodTEPEC MANPOWOPIieC [ BEAEIC VA PABELC TO AMOTEASONATA TNE
gpeuvac Pnopeic va ateiieig e-mail otnv dievbuvon ale_giannac@hotmail.com

Me ekTipnon,
AleEavbpa Navvakomouiou

¥ EUYXOPLOTOUNE TOAU YIQ TNV GUPPETOX gou!

Evotnra1

©aVTATOU OTL...

Eival Black Friday, £)EL EKTITWOELC 0TO KATASTAUATA Kal g0 Pplokeoal 08 £vo PEydho EUTIOPIKD KEVIPO.
KdvovToc BoATa Bplokesal £Ew and £va KaTagTAPOTA NASKTROVIKWY £16wWY. Erel evTomiZsls eva
Smartphone mou oou QpECEL.

Tk TOOOLV va ayopdoelg Eva kawolpylo Smartphone akhd elyeq avafahst Tnv ayopd Tou, KOBWC EiYEC
W MPOTEPLOTATO VO CUYKEVTPWOELS ¥PNUATA Y10 VO TIPOYUATOTIOGELS EVL EMIPOPPWTIKG Mpoypappa
oTOV TOUEL TWV EVELAPEPOVTWIV TOU.

Eviw koiTde To Smartphone mou gou apgosl, 08 MANGLAZEL Evac UTAARNADC TOU KATAOTAUATOC Kal gou
AESL TIWC POVO YIO GnUepa Ta Smartphone BplokovTal GTAV PLan Tn...

*Smartphone: Kiwnto tnAg@uwvo pe hettoupyleg unohoylotn (internet, spappoyec, kKAL) KL OXL HOVO TIC
EMIKOWVWIVIAKEC BUVATOTNTEG TIOU TPOTPEPEL EVA CUPBATIKS KIVNTO TNAEPLIVD.

Back Next
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Should | catch the deal?

EvotnTa 2

ITnV EVOTNTA AUTAH B0 BEAAUE va TIEpLYPAYELS TIC CKEWELS TIOU KAVELS TIpLY anogpaciosls av Ba
ayopagslc onuEpa To Smartphone mow 0ou apeosL.

MpooTaénos oe KABE MPOTAGH va QVAQPEPECOL O pla oKEWN.

FUpTANpWos TOUAGYIOTOV Ui mpoTaan.

Edv ayopdow To Smartphone anuepa *

Your answer

Eav ayopdaow To Smartphone afuepa

Your answer

Eav ayopdaow To Smartphone afjuepa

Your answer
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Should | catch the deal?

ITAv eVOTNTA QuTr Ba BEAaUs va eMASEELS amd To 1 (Alapuwvie ATOAUTA) £we To 7 (Zup@uwve Andhuta)
NG00 GUREWYEIC N Slapuvels P TIC TAPAKATW SNAWGELS.

©a To PeTavIWow av ayopdow To Smartphone ofuepa. *
Alapuva ATéhuta O O O O O O O Tuppvul ATohuta

©a To peTaviwouw av AEN ayopdaow To Smartphone ofuepa. *

Alaguivw ATdhuTa O O O O O O O Luppuvw ATohuta

Back MNext
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Should | catch the deal?

ZTnv evotnta autn Ba Behape emkefelc ano to 1 (KaBohou) ewe To 7 (Madpa Mokd) ce TL Babuo
TOTENELC OTL Ba viwBEIC TA MApaKATW cuvalohnuartao

Ga aigBavopal IKavoTIoINUEVOC/n HEAAOVTIKG eV ayopdcw aNUEpRa TO
Smartphone. *

1 2 3 4 ] ] 7

KaBdhou O O O O O O O Mapa Moko

Qa aigBdvopal xapoupevoc/n HEAOVTIKG edv ayopdow ohuepd To Smartphone.

"

1 2 3 4 5 ] 7

KaBohou O O O O O O O Mapa Moko
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Qo aioBavopal OTEVAXWRENUEVOS/T HEAMOVTIKG QY ayopATL ONuUepa TO
Smartphone. *

1 2 3 4 ] ] 7

Kagoiou O O O O O O O Mapa Moko

2o aoBavopdal vTROTUGTUEVOC/N MEANOVTIKG £QV AyopACTW CHHERT TO
Smartphone. *

1 2 3 4 ] ] 7

Kagdiou O O O O O O O Mapa Moko

o o8 avopdl aTioyonNTELHEVOC/N HEAAOVTIKG AV ayopQow CRUERT TO
Smartphone. *

1 2 3 4 5 ] 7

Kagoiou O O O O O O O Mapa Moko
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Should | catch the deal?

Oo aig8avopal evoxoc/n JeAAoVTIKG ey ayopadw anuepa To Smartphone, *

1 2 3 4 2 B 7

KaBahou O O O O O O O Mapa Moko

Oo Ao avopal HETAVIWHIEVOCST HEAAOVTIKG EQY AyoPATW CHUERT TO
Smartphone. *

1 2 3 4 2 B 7

KaBohou O O O O O O O Mapa Moho

Back Mext

ITnv evoTnTa autn Ba Belaps emAefels and To 1 (Moko AniBave) éwe To 7 (Mol MBavoy) moge MLBave
sival va WogOEL N MapaKaTw SAALGCH yld E0EvVa.

ZKEPTOUO va ayopdow To Smartphone onuepa. *

Alapwvu ATOluTa O O O O O O O Toupgpuvw Amohuta

Back Next
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IV evoTnTa AUt Ba BEAaps eMAECELC and To 1 (Alpwvw ATOALTA) 2we TO 7 (Zup@wvw ATOhUTa)
Mogo GUPPWYELS ) Slapwvelc Pe TIC TOPAKATW SNAWCELE.

H okéwn pgou va ayopdow To Smartphone eTinpedzgeTal amad Tny UTtapEn

EKTITWONG OTO TIpoidv.
Alapuvw AToluta O O O O O O O TUP@WVLW Anohuta

H £kTITWGON OTO TIPQIOV Eival HEYAATN. *

Alapuvw Amoluta O O O O O O O TUPpvVa AMohuTta

H ékTiTwaon ato mpoiov eival pikpen. *
Ala@uvi ATohuta O O O O O O O Zupgwval AToAuTa

H ExkTiTwon eival peaMoTIKA. *

Alaguvw Amohuta O O O O O O O Tuppwvw AToAuTa

Back MNext
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ITnv evoTnTa autn Ba Bhape smihefelc and To 1 (Alaguwvw AmoAuTa) £we To 7 (Aoguwyw AnohuTa)
OO0 CUPEWVELS 1 BLAPWVELS PE TIC MAPAKATW BNAWOELS.

To Smartphone eival ENKLOTIKS yia EPéva, ©
Alaguwvw Amohuta O O O O O O O Tuppuwvul ATohuta

To ETUPORPWTIKD TIROYRAMNKG OTOV TOMED TWY EVOIQPEROVTWY WOU Eival
£AKLTTIKO yIQ gPEva. *

Alpuave AMoiuTa O O O O O O O ZUp@pwvul AToAuTa

Back Mext

ITnv evoTnTa autn 8a Gehape emihegelc and To 1 (KoBdhou) £we o 7 (Mdpa Mokl) os TL BaBpd woybowy
Y1 £0EVI 0L MAPAKATW GNAWTELS.

To cevapio Tow iaBaca ATav pEQMaTIKG. *

1 2 3 4 3 ] 7

KaBohou O O O O O O O napa Moho

To gevapio Ttou diafaca NTav KoupaoTIKS. *

1 2 3 4 9 6 7

KaBohou O O O O O O O MNdpa Moho

Back Next
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ITNV EVOTNTA AUTH OE MApakaiobUE va CUPTIANPWOELS Ta TapakaTe GTOXELD, Ta omola elval
anapaiTnTa yla T oTATIOTIKA avdAuan Twy GEG0UEVLY.

Hiuncia *

O Katw w18
18-24
25-31
32-39
40-46
47-55

56-62

O O0O0O0OO0OO0O0O0

Avio Twyv 62

QLN ¥

O ruvaika
O Avtpag

Emayyeipa *

Madntng

dolTnThg

Y¥TIaAANAOC

EisgUBepoc Enayyshpatiac

ZUVTAELOUYOG

O O0OO0OO0OO0O0

Avepyog
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Ekmtaideuvon *

(O Baown

(O Anogortog Auksiou
(O Emayyehpatiki Ekmaissuon

(O nNavemotnpaki Ekmaibeuon

Atouikd Mnvigio Eigodnua *

O Awotepo ané 700 Evp
O 701-1000 Evpw
(O 1001-1500 Evpw

(O Napanavw ané 1500 Eupw
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Should | catch the deal?

4)

Should | catch the deal...?

TO £pWTNUATOAGYLO TIOU akohouBel e£TATeL pla O2IpA QMO INTAPATA TIOU QpOpouy aTny
CUUTIEPLPOPA TWY ATOPWY 08 GUVONKEC KaTavaAwaonc. AnploupynBnke yua mn
SIMAWPATIKR PoU £pyacia oTa TAQICLa ToU peTantuyiakol mpoypdppatoc "International
Marketing & Communication” Tov OwovopikoD NavemoTnpiou ABnvwy.

0L amavTAOeLC Gou £val eVTEAWS OVWVUPES KOl bev YpelaTeTal va CUPTIANPWOELS
nouBeva To OVopa oou. Agv UTIAPYOLV CWOTEC KAL AQBOC amavTnosLg - auto Tou pag
evhlapepel sival ol MpaypaTIKE: Jou OKEWSIC Kal ouValgBnpaTa.

Av YPELOOTEIC MEPLOCOTEPEC TTANPOWaopieg 1) BEAeLC va PABEIC T AMOTEAECPATA TNC
gpeuvac propeic va otelhelg e-mail otnv dievbuvon ale_giannac@hotmail.com

Ms skTipnan,
AleEavbpa Navvakorouhou

g suyapLoTolye MoAD yia TNV cuppeToyn gou!

Evotnra i

QaVTACTOU GTL...

Eival Black Friday, £XEL EKMITWOSLS OTO KATASTAUATA KAl £00 Pplokeoal 08 £va PSYAAD EUTIOQLKO KEVTRO.
Kdvovtac Boita fpiokecal 5w amd £va KaTACTAPATA NAEKTROVIKWY £16wy. Exel evToniZzlw; va
Smartphone mow Gou apEGEL

IKEQTOOOUV va ayopdoels £va kawolpylo Smartphone aiid elyec avapakel Tnv ayopd Tou, KaBwe elyxsc
W TPOTEPOLOTNTO VA CUYKEVTPLWOELS YpNUaTa yud va avarkalvioels evay Yuwpo Tou OmiTLol gou.

Evw koltac To Smartphone mow gou apeoel, O MANGLAIEL £vac UTAAANACC TOU KATAOTALATOS KOl GoU
AEEL TIWC POvVo yia onpepa Ta Smartphone BplokovTal oTny pLon Twn...

*Smartphone: Kivnto TnAZ@uwyo Ue AelToupyleg umohoyiaTh (internet, spappoyac, KAL) KL O%L pOvo TIC
EMIKOWVWVIAKES SUVATOTNTES TIOU TIPOCPEPEL EVA CULBATIKO KWVNTO TNAEPWVD.

Back MNext
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EvotnTa 2

ITnV EVOTNTA AUTAH B0 BEAAUE va TIEpLYPAYELS TIC CKEWELS TIOU KAVELS TIpLY anogpaciosls av Ba
ayopagslc onuEpa To Smartphone mow 0ou apeosL.

MpooTaénos oe KABE MPOTAGH va QVAQPEPECOL O pla oKEWN.

FUpTANpWos TOUAGYIOTOV Ui mpoTaan.

Edv ayopdow To Smartphone anuepa *

Your answer

Eav ayopdaow To Smartphone afuepa

Your answer

Eav ayopdaow To Smartphone afjuepa

Your answer
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Should | catch the deal?

ITAv eVOTNTA QuTr Ba BEAaUs va eMASEELS amd To 1 (Alapuwvie ATOAUTA) £we To 7 (Zup@uwve Andhuta)
NG00 GUREWYEIC N Slapuvels P TIC TAPAKATW SNAWGELS.

©a To PeTavIWow av ayopdow To Smartphone ofuepa. *
Alapuva ATéhuta O O O O O O O Tuppvul ATohuta

©a To peTaviwouw av AEN ayopdaow To Smartphone ofuepa. *

Alaguivw ATdhuTa O O O O O O O Luppuvw ATohuta

Back MNext
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Linv evotnta avtn 8a Bshaps emhefels ano 1o 1 (KaBohou) ewe to 7 (Mdpa Mokl) o TL Badpo
MOTEGELC OTL B0 VIWBELC T MOPAKATW ouvaLTenpaTa.

©a aicbavopal IKaVoTICINUEVOCT) HEANOVTIKG EQvV ayopacw OnUEpd TO
Smartphone. *

1 2 3 4 5 6 7

KaBohou O O O O O O O Mapa Moko

©a aioBavopal xapoupevoc/n HEAOVTIKG edv ayopdow anuepa To Smartphone.

-

1 2 3 4 5 & 7

KaBohou O O O O O O O Mapa Moko
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Sa aigBdvopal oTevaxwpnuevoc/n HEAAOVTIKG £Av ayopdcw anuepa To
Smartphone. *

1 2 3 4 3 6 7

KaBohou O O O O O O O MNapa MoAD

2a aigBavoudl vTpoTliaduevac/n JEAKOVTIKG edv ayopdow anUepda To
Smartphone. *

1 2 3 4 ] & 7

Kagohou O O O O O O O Mapa Moo

Qa aobavoual amoyonTEVHEVOS/N HEAADVTIKG EQV ayopaow ONuUERa TO
Smartphone. *

1 2 3 4 2 3] 7

Kagdhou O O O O O O O Mapa MoAo

Qo aig8avoual evoxog/n JelAovTIKG Qv ayopaow anuepa To Smartphone, *

1 2 3 4 2 B 7

KaBahau O O O O O O C' Mapa Mok

Qo aigBavoual ETavIWUEVOC/N HEAOVTIKG EQV ayopAaTW ONUERQ TO
Smartphone. *

1 2 3 4 ] B 7

KaBohou O O O O O O O Mapa Mokd

Back Mext
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Should | catch the deal?

H ékTiTwon aTo Tpoiov eival pikpen. *

Alaguvw ATGhuTa O O O O O O O Tup@wve AToAUTa

H ékTtTwoon eival peaMoTIKA. *

AlQ@uviy ATIOAUTA O O O O O O O ZUPpuvL ATIOAUTA

Back MNext

ITnv evoTnTa autn Ba Belaps emAefels and To 1 (Moko AniBave) éwe To 7 (Mol MBavoy) moge MLBave
sival va WogOEL N MapaKaTw SAALGCH yld E0EvVa.

ZKEPTOUAN va ayopdow To Smartphone onuepa. *

Alapuwvw Amohuta O O O O O O O Tupgpuwvw Amohuta

Back Next

MSc in International Marketing & Communication | Academic Year 2018-2019 | Alexandra
Giannakopoulou



89
Should | catch the deal?

IV evoTnTa AUt Ba BEAaps eMAECELC and To 1 (Alpwvw ATOALTA) 2we TO 7 (Zup@wvw ATOhUTa)
Mogo GUPPWYELS ) Slapwvelc Pe TIC TOPAKATW SNAWCELE.

H okéwn pgou va ayopdow To Smartphone eTinpedzgeTal amad Tny UTtapEn
EKTITWONG OTO TIpoidv.

Alapuvw AToluta O O O O O O O TUP@WVLW Anohuta

H £kTITWGON OTO TIPQIOV Eival HEYAATN. *

Alapuvw Amoluta O O O O O O O TUPpvVa AMohuTta
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H ékTiTwon aTo Tpoiov eival pikpen. *
Alaguvw ATGhuTa O O O O O O O Tup@wve AToAUTa

H ékTtTwoon eival peaMoTIKA. *

AlQ@uviy ATIOAUTA O O O O O O O ZUPpuvL ATIOAUTA

Back MNext

Iy evotnTa auth Ba Behape smikéfels and To 1 (Alupwvw Aohuta) we 1o 7 (Almpuwvw AToAuTa)
MO0 CUPPWVEIS 1] SLaPWVELS PE TIC MAPaKATW BNAWOELS.

To Smartphone gival EAKLOTIKG Yia péva, *

AlQpve) ATIOAUTA O O O O O O O ZUPQWYL ATOAUTO

H avakaivion KATolou xwpou Tou OTUTIOU JOoU Eival EAKLGTIKR yIa Péva. *

Alapuwvw Anohuta O O O O O O O Tuppwvw AToduTa

Back Next
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ZTnV evoTNTa auTh Ba BEhaps emhéEelc amo To 1 (KaBokou) éwg To 7 (Mdpa Mohd) og T BaBuo woxbouy
YO E0EVA OL MAPaKATW BnAWTELE.

To cevapio Tou S1afaca NTav pEaAISTIKG. *

1 2 3 4 2 6 7

KaBohou O O O O O O O Mapa Moho

To gevapio Tow SiIGfaca NTAV KoOUPAoTIKO. *

1 2 3 4 b 0 7

KaBohou O O O O O O O Mapa Moho

Back Next

ZTNV EVOTNTO QUTH OE TALAKAAOUHE VA CUUTANPWOELS Ta TApaKdTw oToLELD, Ta omola elval
anapaiTnTa yla T oTaTioTIK avdAuan Twy SESoUEVWY.

HAIKIQ *

O Katwtwv1s
18-24
25-31
32-39
40-46
47-55
56-62

AV Twv 62

O O0O0O0OO0O00O0
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DLN ¥

O ruvaika
O mvrpag

Emayyeipa *

MaBnTtng

DoLITnNTAG

YTIAAANADC

Eicu8epoc Enayyeipatiac

ZuvtagLouyog

O OO0OO0O0O0

Avepyog

EkmtaiGevon *

(O Baown

O ATIOQOLTOC AUKEiOL
(O Enayyehpatikn Exmaibeuon

(O nNavemotnpaki Eknaideuon

Atopiko Mnvigio Eigodnuo *

O Awotepo ané 700 Evp
(O 701-1000 Evpw
(O 1001-1500 Evpw

(O nNapanavw ané 1500 Evp
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Should | catch the deal?

No discount conditions
5)
..

EpwTnNUaTOAOYIO AYOPAOTIKOU 2EVAPIOL

To epwWTNUAToAOyL0 TToU akohovuBel efeTATsL pia os1pd amod ZNTAPATA TIOU apopoly aTnv
gupTEpLpopd TWY aTOPWY 08 CUVBNKEC KaTavahwaonc. Anplovpynankes yua tn
SIMAWPATIKG PO Epyadia oTa mhaigla Tou PeTanTuylakol mpoypappatog "International
Marketing & Communication” Tou OkovopKoU MNavemoTnuion ABnvuwy.

OL QrmavToeL oo eivar eVIEAWC QvWVUPES kKal bev ypelafeTdl va CUPTIANPWOLLS
TouBevd To OVopa oou. Asy UTIOPYOUV OWOTEC KOL AQBOC anavTnoels - auTo TIoU pag
evblopEpeL elvol OL TIPAYPATIKES 00U CKEWSLC KOL CUVALOBNpaTa.

AV ¥PELOOTELS MEPLOCOTEPEC TIANPOPOPIES 1 BEASIC VA PABELC TO ATOTEAETNATA TNC
gpeuvac pmopseic va oteikelc e-mail otnv S1e06uvon ale_giannac@hotmail.com

Me ekTipnon,
AheEavbpa Navvakomovhou

LE EUYQpLOTOUPE TIOAD yLO TNV CUPPETOYXN oou!

Next

Evommra 1

DavTagou OTL...

Eival Black Friday, £X1 EKMTWOELC 0T KOTACTAPMTA KOL £00 BplOKECOL 0F £Va PEYARD EUTMOPIKG KEVIPO.
Kavoviag BoATa Bplokeoal €5w ano eva TaflbLwTIKS ypapeio. Exel evTonidsic agponopLkd s1oLThpLa
yia £vVav mpoopLapd mou Gou apsasl.

IKEMTOCOUY VI KAVELG Eva TaELSL OE QUTOV TOV Tpooplopd ahhd elyec avaBahel Tnv Mpayyatomolinon
TOU, KOBWE EIYEC W TIPOTEPOLGTNTA VO CUYVKEVIPWOELC YPAUaTA YIA VO MPayJaTomoLngeL; eva
ETUPOPQWTIKS MPOYpAPPL OTOV TOPEN TWV EVALAPEPAVTLIV GOU.

Evi KOLTAC T AEPOTOPLKA ELOLTAPLO VIO TOV TPoOpLOPa TLOU ToU apEGEL OF TANTLATEL £vVac umdhhnioc
TOU ypapeiou...

Back Next

MSc in International Marketing & Communication | Academic Year 2018-2019 | Alexandra
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Should | catch the deal?

EvotnTa 2

ITNv evOTNTO QUTH 80 BEA0NE VO MIEPLYPAYELS TIC CKEWSLC TIOU KAVELS TIpWY anopadioelc av 8a
ayopdoslc ORUEPA TO GEPOTIOPIKO ELCITAPLO YA TOV TPOOPLGUO TIOU JoU apEdeL.

Npoondénos oe KABE MPOTAON Va AVAPERECTL OS Pl arEWN.

ZUUTARpWTE TOVAGYIOTOV Pio MpéTaon.

Eav ayopdow To aspoTloplkd eI0ITARIO CAPEpd ™

Your answer

Eav ayopaow To agpoTiopIko E10ITNRIC GHUERd

Your answer

Edv ayopdow To aepoTloplkd EI0ITARIO CAPERT

Your answer

MSc in International Marketing & Communication | Academic Year 2018-2019 | Alexandra
Giannakopoulou
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Should | catch the deal?

ITNV eVOTNTa QUTH Ba BEAaps va emAEEeLg anod To 1 (Alapwvw AToAUTA) £we To 7 (Zuppwvid AToiuTa)
nooo cuppwveic N Slapwvelc pe TIG MapaKaTw SnAWaELE.

©@a To YETAVILOW av ayopdow TO AEPOTICPIKO EITITNRIC ONHERa. *
Alapuvuy Amoluta O O O O O O O Tuppwvw ATohuTta

@a 1o peTaviwow av AEN ayopdow To AEpoTopikd EICITARIO OAUERT. *

Alapuvu AToAuTa O O O O O O O LUV ATIOAUTO

Back Next

ZTnv evoTnTa auth Ba BEhaus smiAégelc amd To 1 (KaBohou) éwg To 7 (Mdpa NoAd) oz TL BaBpd
moTelslc 6TL Ba VIWAEIC TA AP AKATW JUVALOBNUATa.

@a aigBavopal IKaVoTIoINUEVOC/N HEAOVTIKG EQV ayopAcw CNUERA TO
QEPOTIORIKO EITITARIO. *

1 2 3 4 5 6 7

Kagahou O O O O O O O MNadpa MoAo

Qa aIobavoual XapoUUEVOS/n MEAAOVTIKG eGV ayopdow ONPERT TO AEPOTIOPIKO
elgIThpIO. *

1 2 3 4 5 6 7

Ka8dhou O O O O O O O MNapa Moo

MSc in International Marketing & Communication | Academic Year 2018-2019 | Alexandra
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Qa aigBdavopal oTevaxwpnuevog/n HeAoVTIKG EQV ayopAowW GrPUEPT TO
QEpOTIOPIKO EICITARIC. ©

1 2 3 4 ] 6 7

Kagohou C' O C' O O O O Mapa Moo

Qo a8 avoudl VTRoTUACGUEVOC/N UEAKOVTIKG £QV ayopacw CnNUERd TO
QEPOTIOPIKO EITITARIO. ©

1 2 3 4 5 6 7

Kagohou O O O O O O O Mapa MoAb

Ga aio8davopal amoyonTELUEVOC/N HEAOVTIKG eAv ayopdcw CGrUeEpa TO
QEpOTIOPIKO EICITARIC. ©

1 2 3 4 ] 6 7

Kagohou O O O O O O O Mapa Moo

@a aioBavoual Evoxog/n HEAAOVTIKG £Qv ayopdow ONUERT TO QEQOTIORIKO
EIGITAPIO. *

1 2 3 4 5 b 7

KaBdhou O O O O O O O Mdpa MNoko

Qa aloBavopal HETAVILWHEVOC/T HEAAOVTIKG £4V dyOpdow OriLUERT TO
QEQOTIOPIKO EITITARIO. *

1 2 3 4 5 6 7

Kagahou O O O O O O O Ndpa Moko

Back Next
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Should | catch the deal?

ZTnv eVETNTA aUTn 8a BEAaps eMIAEEELS amd To 1 (Alapwyvw AméluTa) Ewe To 7 (ZUpQwyw AmohuTta)
CUPPWVELC PE TNV MOpaKdTw SnAwar.

ZKEMPTOUCI VA AyopAoW TO GEQOTIOPIKG EICITARIC onuEpa. *

Alapuvw Amohuta O O O O O O O Tupgpwvu AMoAUTA

Back Next

EvotnTa é

Ztnv evoTnta auth Ba Bshaps emiefelc ano to 1 (Alagwvw ATohuta) ewe 1o 7 (Zuppwvw Amahuta)
Moo oupPwyeic f Blapuvelc Pe TNV MapaKdTw SRAwor.

H okéwyn pou va ayopdow To EpoTIORIKO EITITARIO, Ba ETINREAZOTAY ATIO TNV
LTIapEn EKTITWONCG OTO TIPOIOV. *

Alapuvid ATOATA O O O O O O O Tuppval ATohuta

Back Mext
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Should | catch the deal?

Inv evotnta auvtn Ba Bshape emAkefelg amo to 1 (Awpwve Anohuta) Ewe 1o 7 (Alapuwyw Amoluta)
MOCC CUNPWVELS N Slapwveic Pe TIC MOPOKATW SNAWOELS.

To QepOTIORIKO EICITAPRIO Eival EAKLOTIKS i egéva. *
Alagpuvuy AMoAUTa O O O O O O O Tuppwvul AToAuTa

H avakaivion KGmolou XwWpoL Tou aTTIoN Jou eival EAKUCTIKR yia epgéva. *

Alagpuvuy AMoAUTa O O O O O O O Tuppwvul AToluTa

Back Next

MSc in International Marketing & Communication | Academic Year 2018-2019 | Alexandra
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ZTnV evoTNTa auTh Ba BEhaps emhéEelc amo To 1 (KaBokou) éwg To 7 (Mdpa Mohd) og T BaBuo woxbouy
YO E0EVA OL MAPaKATW BnAWTELE.

To cevapio Tou S1afaca NTav pEaAISTIKG. *

1 2 3 4 2 6 7

KaBohou O O O O O O O Mapa Moho

To gevapio Tow SiIGfaca NTAV KoOUPAoTIKO. *

1 2 3 4 b 0 7

KaBohou O O O O O O O Mapa Moho

Back Next

ITNV EVOTNTA AUTH OE MApakaiobUE va CUPTIANPWOELS Ta TapakaTe GTOXELD, Ta omola elval
anapaiTnTa yia T oTaTLoTIK avaAuan Twy SESoUEVLIY.

HAukia *

O katwtwv1s
18-24
25-31
32-39
40-46
47-55
56-62

Avio Twv 62

O O0O0O0O0OO0O0O0
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Should | catch the deal?

DLN ¥

O ruvaika
O mvrpag

Emayyeipa *

MaBnTtng

DoLITnNTAG

YTIAAANADC

Eicu8epoc Enayyeipatiac

ZuvtagLouyog

O OO0OO0O0O0

Avepyog

Exmtaidevon *

(O Baown

(O Anogottog Aukeiou
(O Enayyehpatikn Ekmaibeuon

(O nNavemotnpaki Eknaibeuon

Atopiko Mnviaio Eigodnua *

O Awotepo ano 700 Evpti
O 701-1000 Evpw
(O 1001-1500 Evpw

(O nNapandvw ané 1500 Evpu

MSc in International Marketing & Communication | Academic Year 2018-2019 | Alexandra
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Should | catch the deal?

6)
]

EpwTnNUaTOAOYIO AYyOPAOTIKOUL 2EVAPIOL

To epwTnUaToAoyLo Tou akohovudel sEETATEL pila os1pd amo NTAPATA oY Q@opouy atny
gUUTIERLPOPA TWY ATOPWY 08 CUVBNKEC KOTAVAAWaNG. Anprovpynénke yia tn
SIMAWPATIKG PO £pyacia oTa mhaicla Tou PeTanTuylakol mpoypdppatog "International
Marketing & Communication” Tou OlKovopKoU MavemoTnuion ABnviy.

0L amavTroels oou eival eVIEAWC avivVUPEC kal bev ypeldfeTal va GUPTIANPWaOELS
TouBevd To OVoPaA ooL. ASV UTIAPYOUV CWOTES KOl AQBOC anavThosls - UTo TIoU Pag
evblopEpeL elvol OL TIPAYPATIKES 00U CKEWELC KOL CUVALOBNpaTa.

AV ¥PELOOTELG MEPLOCOTEPEC TIANPOPOPIES 1 BEALIC va PABEIC TO AMOTEASOPATA TNC
Epeuvac Pmopeic va oTelhele e-mail otnv dlevBuvon ale_giannac(@hoimail.com

Me skTipnon,
AkeEavbpa Navvakomolbhou

LE EUYAPLOTOUPE TIOAD yLO TNV CUHPETOXN oou!

MNext

EvomTa 1

davTdoou OTL...

Eival Black Friday, £xg1 EKNMTWOELC 0TO KATAOTNPATG KO £00 BPiOKETOL OF Eva PEYAAD EUTIOPLIKD KEVTPO.
Kavovtag BoAta Bplokeodl £Cw and eva TaflblwTIKG ypapelo. Ekel evionilels agponopikd l0LTApLA
Via EVaV TIPOOPLOYS TIOU 0OV QpETEL.

IKEQPTOCOUV VA KAVELS £va TAELSL OE QUTOV TOV TipoopLoud aAld £ixec avaBdisL TNV Mpaypatomnoinagn
TOU, KOBWE EIYEC WC MPOTEQALOTNTA VA CUYKEVTPWAELS XPNUAT YLIO VA avakalwviosls évay ¥wpo Tou

amLTLO0 Gou.

Eviw KOLTAC TO QEQOTOPIKA ELCLTHLLO YIQ TOV TIpOopLIPO TIOU Gou apEcEel, O TANTLALEL evac unahhnhoc
ToU ypaupeiow...

Back Mext
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Should | catch the deal?

ITNV EVOTNTA QUTHA Ba BEAANE va MEPLYPAYELS TIC CKEWELS TTOU KAVELG TIPWV amoWacicelg av Ba
ayopaosLc ONUEPA TO GEPOTIOPIKO ELCITAPLO YA TOV TIPOOPLGUO TIOU JoU apEdEL.

Mpoondénos oe KABE MPpOTAON VA AVAWPERECTL O Pia oKEWN.

ZUUTIANPWOE TOVAGYLIOTOV pia mpoTaon.

Eav ayopdaow To agpoTIopIKO EICITARIOC CNPERA ™

Your answer

Eav ayopdow To agpoTIOPIKO EICITARIO GHUERT

Your answer

Eav ayopaow To agpoTIORIKO EICITNRIC CHUERT

Your answer

Qa aloBavopal Evoxod/n HEAMOVTIKG £4v ayopdow ONUERT TO AEROTIOPRIKD
glgmmpio.

1 2 3 4 5 6 7

Kafdhou O O O O O O O Mdpa Moko

@a aigBavopal ETaVIWPEVOC/N HEAAOVTIKG EQV ayOpAow OriLUERT TO
GEPOTIOPIKG EICITARIO. *

1 2 3 4 5 b 7

KaBdhou O O O O O O O Mdpa MNoko

Back Next
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Should | catch the deal?

ITNV eVOTNTa QUTH Ba BEAaps va emAEEeLg anod To 1 (Alapwvw AToAUTA) £we To 7 (Zuppwvid AToiuTa)
nooo cuppwveic N Slapwvelc pe TIG MapaKaTw SnAWaELE.

©@a To YETAVILOW av ayopdow TO AEPOTICPIKO EITITNRIC ONHERa. *
Alapuvuy Amoluta O O O O O O O Tuppwvw ATohuTta

@a 1o peTaviwow av AEN ayopdow To AEpoTopikd EICITARIO OAUERT. *

Alapuvu AToAuTa O O O O O O O LUV ATIOAUTO

Back Next

ZTnv evoTnTa auth Ba BEhaus smiAégelc amd To 1 (KaBohou) éwg To 7 (Mdpa NoAd) oz TL BaBpd
moTelslc 6TL Ba VIWAEIC TA AP AKATW JUVALOBNUATa.

@a aigBavopal IKaVoTIoINUEVOC/N HEAOVTIKG EQV ayopAcw CNUERA TO
QEPOTIORIKO EITITARIO. *

1 2 3 4 5 6 7

Kagahou O O O O O O O MNadpa MoAo

Qa aIobavoual XapoUUEVOS/n MEAAOVTIKG eGV ayopdow ONPERT TO AEPOTIOPIKO
elgIThpIO. *

1 2 3 4 5 6 7

Ka8dhou O O O O O O O MNapa Moo
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Qa aigbdavopal oTevaxwpnuévog/n HeAhovTIKG EQv ayopdow anPepa To
AEpOTIOPIKG EICITARIO. *

1 2 3 4 b 6 7

Kagohou O O O O O O O Mapa Moo

Qa aig8avoLdl VTROTUACUEVOC/N HEAKOVTIKG AV ayopdcw CRUERT TO
QEPOTIOPIKO EIITNRIO. *

1 2 3 4 5 6 7

KaBdhou O O O O O O O Mdpa MoAl

Qa aicBavopal amoyonTELUEVOC/N HEAAOVTIKG eAv ayopacw CrUEpa TO
QEpOTIOPIKO EICITARIC. ©

1 2 3 4 5 6 7

Kagohou C' O C' O O O O Mapa Moo

ZTnv evoTnTa autn Ba BEhaps emthégelg amd To 1 (Alopuwvw ATeiuTa) 2wg To 7 (Zuppuwvw AmohuTa)

SUUEWYVELS PE TNV MOPAKATW SRAWGT.

ZKEMPTOUAI VA QyopAaowW TO GEPOTIOPIKG EICITNRIC onuepa. *

Ala@wvw AToluTa O O O O O O O TPV AloiuTa

Back Next
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Should | catch the deal?

Inv evotnta auvtn Ba Bshape emAkefelg amo to 1 (Awpwve Anohuta) Ewe 1o 7 (Alapuwyw Amoluta)
MOCC CUNPWVELS N Slapwveic Pe TIC MOPOKATW SNAWOELS.

To QepOTIORIKO EICITAPRIO Eival EAKLOTIKS i egéva. *
Alagpuvuy AMoAUTa O O O O O O O Tuppwvul AToAuTa

H avakaivion KGmolou XwWpoL Tou aTTIoN Jou eival EAKUCTIKR yia epgéva. *

Alagpuvuy AMoAUTa O O O O O O O Tuppwvul AToluTa

Back Next

LTV EVOTNTA aUTh Ba BAaps sMAELELS amd To 1 (AlQ@wvi ATOAUTA) 2WE TO 7 (ZUPQWVW ATOAUT)
MOoC GUPPWYELS N Slapwvel Pe TNV MApakaTw sRALaN.

H okéwn PJou va ayopdou To AEpOoTIORIKO EITITARIO, B4 ETINREAZOTAY ATIO TRV
uTIapEn EKTITWONG OTo TIpoiov. *

Alapuve) ATOAUTA O O O O O O O Tupgpuvw Anohkuta

Back MNext
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Should | catch the deal?

ZTNV eVOTNTa auTh Ba BEhaps emhéEelc amo To 1 (KaBokou) éwg To 7 (Mdpea Mohld) og T BaBpd 1oxbouy
YO E0EVA OL MAPaKATW BnAWTELE.

To cevapio Tou S1afaca NTav pEaAISTIKG. *

1 2 3 4 2 6 7

KaBohou O O O O O O O Mapa Moho

To gevapio Tow SiIGfaca NTAV KoOUPAoTIKO. *

1 2 3 4 2 6 7

KaBohou O O O O O O O Mapa Moko

Back Next

ITNV EVOTNTA AUTH OE MAPaKaiobUE va CUPTANPWOELS Ta TApaKaTE GTOXELD, Ta omola sival
anapaiTnTa yia T oTaTLoTIK avaAuan Twy SESoUEVLIY.

Hilkia *

O katwtwv1s
18-24
25-31
32-39
40-46
47-55
56-62

Avio Twv 62

O O0O0O0OO0OO0O0O0
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Should | catch the deal?

DLN ¥

O ruvaika
O mvrpag

Emayyeipa *

MaBnTtng

DoLITnNTAG

YTIAAANADC

Eicu8epoc Enayyeipatiac

ZuvtagLouyog

O OO0OO0O0O0

Avepyog

Exmtaidevon *

(O Baown

(O Anogottog Aukeiou
(O Enayyehpatikn Ekmaibeuon

(O nNavemotnpaki Eknaibeuon

Atopiko Mnviaio Eigodnua *

O Awotepo ano 700 Evpti
O 701-1000 Evpw
(O 1001-1500 Evpw

(O nNapandvw ané 1500 Evpu
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Should | catch the deal?

7)
]

EpwTnNUaTOAOYIO AYyOPAOTIKOUL 2EVAPIOL

To epwTnUaToAoyLo Tou akohovudel sEETATEL pila os1pd amo NTAPATA oY Q@opouy atny
gUUTIERLPOPA TWY ATOPWY 08 CUVBNKEC KOTAVAAWaNG. Anprovpynénke yia tn
SIMAWPATIKG PO £pyacia oTa mhaicla Tou PeTanTuylakol mpoypdppatog "International
Marketing & Communication” Tou OlKovopKoU MavemoTnuion ABnviy.

0L amavTroels oou eival eVIEAWC avivVUPEC kal bev ypeldfeTal va GUPTIANPWaOELS
TouBevd To OVoPaA ooL. ASV UTIAPYOUV CWOTES KOl AQBOC anavThosls - UTo TIoU Pag
evblopEpeL elvol OL TIPAYPATIKES 00U CKEWELC KOL CUVALOBNpaTa.

AV ¥PELOOTELG MEPLOCOTEPEC TIANPOPOPIES 1 BEALIC va PABEIC TO AMOTEASOPATA TNC
Epeuvac Pmopeic va oTelhele e-mail otnv dlevBuvon ale_giannac(@hoimail.com

Me skTipnon,
AkeEavbpa Navvakomolbhou

LE EUYAPLOTOUPE TIOAD yLO TNV CUHPETOXN oou!

MNext

EvomnTa 1

DavTacou ATl

Eival Black Friday, £Xg1 EKTMITWOELS OTA KATATTAPATO KOl £00 BplOKEoal O £va PEYOAD SUTIOPLKDG KEVTPO.
Kavovtac BoAta Bpiokeoal £5w ang Eva KATAOTHUATA NASKTPOVIKWY EL6WY. EKel svTomilelc eva
Smartphone Tiow Gou OpeEdEL

IKEQPTOCOUY VO AyOPATELS Eva Kawolpylo Smartphone ahAd eixsc avaBakel Tnv ayopd Tou, KaBwg eiyeg
WC MPOTEPALOTNTA VI CUYKEVTPWICELS XONUOTA YL VA TpAYPATOTONOELS VA ETIUOPPWTIKG Tpdypappa
OTOV TOPEQ TWY EVELOPEROVTWY GOU.

Evw koltac to Smartphone mow cow ApEdEl, 08 MANCLATEL EvaC UMAAANADS TOU KATAOTAPATOC. ..

*Smartphone: Kivnto TnhEQwvo Pe AsiToupyles umohoyloTn (internet, epapuoyec, KAL) KL OXL OVO TIC
ETUKOLWVWVIAKES SUVATOTNTEC TOU TIPOGYEPEL £Va GUPBATIKD KWWNTO TNAEQWVO.

Back Mext
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Should | catch the deal?

EvotnTa 2

ITnV EVOTNTA AUTAH B0 BEAAUE va TIEpLYPAYELS TIC CKEWELS TIOU KAVELS TIpLY anogpaciosls av Ba
ayopagslc onuEpa To Smartphone mow 0ou apeosL.

MpooTaénos oe KABE MPOTAGH va QVAQPEPECOL O pla oKEWN.

FUpTANpWos TOUAGYIOTOV Ui mpoTaan.

Edv ayopdow To Smartphone anuepa *

Your answer

Eav ayopdaow To Smartphone afuepa

Your answer

Eav ayopdaow To Smartphone afjuepa

Your answer

MSc in International Marketing & Communication | Academic Year 2018-2019 | Alexandra
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Should | catch the deal?

ITAv eVOTNTA QuTr Ba BEAaUs va eMASEELS amd To 1 (Alapuwvie ATOAUTA) £we To 7 (Zup@uwve Andhuta)
NG00 GUREWYEIC N Slapuvels P TIC TAPAKATW SNAWGELS.

©a To PeTavIWow av ayopdow To Smartphone ofuepa. *
Alapuva ATéhuta O O O O O O O Tuppvul ATohuta

©a To peTaviwouw av AEN ayopdaow To Smartphone ofuepa. *

Alaguivw ATdhuTa O O O O O O O Luppuvw ATohuta

Back MNext
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Should | catch the deal?

Linv evotnta avtn 8a Bshaps emhefels ano 1o 1 (KaBohou) ewe to 7 (Mdpa Mokl) o TL Badpo
MOTEGELC OTL B0 VIWBELC T MOPAKATW ouvaLTenpaTa.

©a aicbavopal IKaVoTICINUEVOCT) HEANOVTIKG EQvV ayopacw OnUEpd TO
Smartphone. *

1 2 3 4 5 6 7

KaBohou O O O O O O O Mapa Moko

©a aioBavopal xapoupevoc/n HEAOVTIKG edv ayopdow anuepa To Smartphone.

-

1 2 3 4 5 & 7

KaBohou O O O O O O O Mapa Moko

MSc in International Marketing & Communication | Academic Year 2018-2019 | Alexandra
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Sa aigBdvopal oTevaxwpnuevoc/n HEAAOVTIKG £Av ayopdcw anuepa To
Smartphone. *

1 2 3 4 3 6 7

KaBohou O O O O O O O MNapa MoAD

2a aigBavoudl vTpoTliaduevac/n JEAKOVTIKG edv ayopdow anUepda To
Smartphone. *

1 2 3 4 ] & 7

Kagohou O O O O O O O Mapa Moo

Qa aobavoual amoyonTEVHEVOS/N HEAADVTIKG EQV ayopaow ONuUERa TO
Smartphone. *

1 2 3 4 2 3] 7

Kagdhou O O O O O O O Mapa MoAo

Go aio8avopal evaxoc/n pelhovTIKG edv ayopadw anuepa To Smartphone. *

1 2 3 4 ] B 7

KaBohou O O O O O O O Mapa Moko

Oo Ao avopal HETAVIWHIEVOCST HEAAOVTIKG EQY ayopATW CHUERT TO
Smartphone. *

1 2 3 4 2 B 7

KaBohou O O O O O O C' Mapa Mohd

Back Mext
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Should | catch the deal?

ITNV EVOTNTE QUTA Ba BEAAUE ETLAEEELC amd To 1 (Ala@wyvw ATOAUTA) EWE To 7 (Zuppuvw AmohuTa)
CUPPWVELC PE TNV MOpaKdTw SnAwar.

ZKEMTOUAI VO QyopAacw TO QEROTIORIKO EICITHRIC CNUEPQ. *

Alagwvw Anoluta O O O O O O O Tuppuvu Alohuta

Back Next

EvotnTa é

ZTInv evoTnTa autn fa Behape smhegelc and 1o 1 (Atapwyvw Amoluta) fwe 1o 7 (Zuppwvw Anohuta)
nogo guppwyeic n Slapwveic pe TNV napakdtw Snhwon.

H okéwn pou va ayopdow To Smartphone, Ba eTnpeazoTay and Tnv UTtapEn
EKTITWONG OTO TIpCidv. *

AlQ@uavie ATOAUTa O O O O O O O Tup@wyw ATIOAUTO

Back Next
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Should | catch the deal?

ITnv evoTnTa autn Ba Bhape smihefelc and To 1 (Alaguwvw AmoAuTa) £we To 7 (Aoguwyw AnohuTa)
OO0 CUPEWVELS 1 BLAPWVELS PE TIC MAPAKATW BNAWOELS.

To Smartphone eival ENKLOTIKS yia EPéva, ©
Alaguwvw Amohuta O O O O O O O Tuppuwvul ATohuta

To ETUPORPWTIKD TIROYRAMNKG OTOV TOMED TWY EVOIQPEROVTWY WOU Eival
£AKLTTIKO yIQ gPEva. *

Alpuave AMoiuTa O O O O O O O ZUp@pwvul AToAuTa

Back Mext
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ZTnV evoTNTa auTh Ba BEhaps emhéEelc amo To 1 (KaBokou) éwg To 7 (Mdpa Mohd) og T BaBuo woxbouy
YO E0EVA OL MAPaKATW BnAWTELE.

To cevapio Tou S1afaca NTav pEaAISTIKG. *

1 2 3 4 2 6 7

KaBohou O O O O O O O Mapa Moho

To gevapio Tow SiIGfaca NTAV KoOUPAoTIKO. *

1 2 3 4 b 0 7

KaBohou O O O O O O O Mapa Moho

Back Next

ITNV EVOTNTA AUTH OE MApakaiobUE va CUPTIANPWOELS Ta TapakaTe GTOXELD, Ta omola elval
anapaiTnTa yia T oTaTLoTIK avaAuan Twy SESoUEVLIY.

HAukia *

O katwtwv1s
18-24
25-31
32-39
40-46
47-55
56-62

Avio Twv 62

O O0O0O0O0OO0O0O0
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DLN ¥

O ruvaika
O mvrpag

Emayyeipa *

MaBnTtng

DoLITnNTAG

YTIAAANADC

Eicu8epoc Enayyeipatiac

ZuvtagLouyog

O OO0OO0O0O0

Avepyog

Exmtaidevon *

(O Baown

(O Anogottog Aukeiou
(O Enayyehpatikn Ekmaibeuon

(O nNavemotnpaki Eknaibeuon

Atopiko Mnviaio Eigodnua *

O Awotepo ano 700 Evpti
O 701-1000 Evpw
(O 1001-1500 Evpw

(O nNapandvw ané 1500 Evpu
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8)
]

EpwTnNUaTOAOYIO AYyOPAOTIKOUL 2EVAPIOL

To epwTnUaToAoyLo Tou akohovudel sEETATEL pila os1pd amo NTAPATA oY Q@opouy atny
gUUTIERLPOPA TWY ATOPWY 08 CUVBNKEC KOTAVAAWaNG. Anprovpynénke yia tn
SIMAWPATIKG PO £pyacia oTa mhaicla Tou PeTanTuylakol mpoypdppatog "International
Marketing & Communication” Tou OlKovopKoU MavemoTnuion ABnviy.

0L amavTroels oou eival eVIEAWC avivVUPEC kal bev ypeldfeTal va GUPTIANPWaOELS
TouBevd To OVoPaA ooL. ASV UTIAPYOUV CWOTES KOl AQBOC anavThosls - UTo TIoU Pag
evblopEpeL elvol OL TIPAYPATIKES 00U CKEWELC KOL CUVALOBNpaTa.

AV ¥PELOOTELG MEPLOCOTEPEC TIANPOPOPIES 1 BEALIC va PABEIC TO AMOTEASOPATA TNC
Epeuvac Pmopeic va oTelhele e-mail otnv dlevBuvon ale_giannac(@hoimail.com

Me skTipnon,
AkeEavbpa Navvakomolbhou

LE EUYAPLOTOUPE TIOAD yLO TNV CUHPETOXN oou!

MNext

Evomra 1

DavTagou 4Tl
Eival Black Friday, £¥E1 SKTITWOELC 0T KATATTAPATE KOl £00 BpioKESAL G2 £va PEYAAO EUTIOPLKG KEVTPO.
Kavovtac BoiTa Bplokeonl £5w amd £va KOTAOTAPATO NASKTPOVIKWY E16Wv. EKel evTomiZEls va

Smartphone mow Gou apeaeL.

IKEPTOOOUV VO QyopdoELS eva kawolpylo Smartphone ahhd elyec avaBakel Tnv ayopd Tou, KaBwe elyeg
¢ MPOTEPALOTITA VI CUYKEVTPLICELS XPAPOTA YIa VA avakavigels vay Xwpo Tow omiTiod gou.

Evw ®olTac To Smartphone nmow gou apEoel, 08 MANGLATEL £vac UTIAAANACC TOU KATAOTAPATOC. ..

*Smartphone: Kwnto TNAEQWYO PE AELTOUpYIEC uNohoyloTh (internet, EQappoyES, KAL) KL OXL Povo TIC
ETUKOWWVLOKES BUVATOTNTEC OV MPOOPEPEL EVA CUPBATLKO KIVNTO TRAZQWYO.

Back MNext
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EvotnTa 2

ITnV EVOTNTA AUTAH B0 BEAAUE va TIEpLYPAYELS TIC CKEWELS TIOU KAVELS TIpLY anogpaciosls av Ba
ayopagslc onuEpa To Smartphone mow 0ou apeosL.

MpooTaénos oe KABE MPOTAGH va QVAQPEPECOL O pla oKEWN.

FUpTANpWos TOUAGYIOTOV Ui mpoTaan.

Edv ayopdow To Smartphone anuepa *

Your answer

Eav ayopdaow To Smartphone afuepa

Your answer

Eav ayopdaow To Smartphone afjuepa

Your answer
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ITAv eVOTNTA QuTr Ba BEAaUs va eMASEELS amd To 1 (Alapuwvie ATOAUTA) £we To 7 (Zup@uwve Andhuta)
NG00 GUREWYEIC N Slapuvels P TIC TAPAKATW SNAWGELS.

©a To PeTavIWow av ayopdow To Smartphone ofuepa. *
Alapuva ATéhuta O O O O O O O Tuppvul ATohuta

©a To peTaviwouw av AEN ayopdaow To Smartphone ofuepa. *

Alaguivw ATdhuTa O O O O O O O Luppuvw ATohuta

Back MNext
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Linv evotnta avtn 8a Bshaps emhefels ano 1o 1 (KaBohou) ewe to 7 (Mdpa Mokl) o TL Badpo
MOTEGELC OTL B0 VIWBELC T MOPAKATW ouvaLTenpaTa.

©a aicbavopal IKaVoTICINUEVOCT) HEANOVTIKG EQvV ayopacw OnUEpd TO
Smartphone. *

1 2 3 4 5 6 7

KaBohou O O O O O O O Mapa Moko

©a aioBavopal xapoupevoc/n HEAOVTIKG edv ayopdow anuepa To Smartphone.

-

1 2 3 4 5 & 7

KaBohou O O O O O O O Mapa Moko
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©a aIgBavoudl CTEVAXWRNUEVOC/N MEAOVTIKG AV ayopdow OHUERT TO
Smartphone, *

1 2 3 4 5 ] 7

KaBadhou O O O O O O O Mapa Moho

Qa0 aIgBavoudl VTROTUATHEVOC/N JEANOVTIKG £QV ayOpACW ORUERT TO
Smartphone. *

1 2 3 4 3 ] 7

KaBadhou O O O O O O O Mapa Moho

20 AIgBavoudl aTIOYONTEVUEVOC/N MEANOVTIKG Qv ayopdaw CHUEPT TO
Smartphone. *

1 2 3 4 3 ] 7

KaBohou O D O O O O O Mapa MNoio

Qo aigBavopal evoxog/n JeAMOVTIKG eQvV ayopaow onuepa To Smartphone. *

1 2 3 4 5 ] 7

KaBdhou O D O O O O O MNapa Noho

Qo aig8avopal JETAVIWMEVOC/N LEAAOVTIKG AV QyopQaow CGrUERT TO
Smartphone. *

1 2 3 4 5 ] 7

KaBdhou O D O O O O O MNapa Noho

Back MNext
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TTnV EVOTNTa auTn Ba BEAaps emAEEELC amd To 1 (Mokd AniBavo) éwg To 7 (Mokd MBavoy) mdoo mBavo
£ival va Lo¥0EL N TOpAkaTw GNAWSCN yua E0Eva.

ZKEPTOUQI va ayopacw To Smartphone onuepa. *

Ala@uvi ATIoAuTa O O O O O O O Tuppwyu ATOAUTA

Back Next

ZTNV EVOTNTG auTh Bd BEaps sTAEEElC amd To 1 (ALapwyvi ATOAUTO) 2we To 7 (Zuppuvi ATOAUT)
oo oupPwvels N dlapwyelc P TNV MApakdTw sRAWoN.

H okéwn pou va ayopdcw To Smartphoneg, 8a eTNpedgzoTay amo Thv UTtapEn
EKTITWONC OTO TIpoiov. *

AlQ@vi ATGAuTa O O O O O O O Tuppwval AToAUTa

Back MNext
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IInv evotnTa autn Ba Behape emiefelg and to 1 (Aapwvw AToiuta) Ewe To 7 (Alapuve ATohuTa)
TMO00 SUNQWVELS N Slapwveis Je TIC TApaKATW SNAWCELS.

To Smartphone gival eAkLOTIKG I péva. *
Alagpuvw Anohuta O O O O O O O Tuppwvw AToduTa

H avakaivion KaTolow xwpou Tou OTUTION PJou Eival EAKUGTIKR yia Péva. *

AlQpve) ATIOAUTA O O O O O O O ZUPQWYL ATOAUTO

Back Next

ITnv evOTNTa QUTh Ba BEhape emAEEELC amo To 1 (KaBohou) Ewe To 7 (Mdpa MoAl) og TL BaBpO 1oX0oLY
¥l 0Eva ol MapaKaTw BNAWCELE.

To gevapio Tou S1afaca NTav PEaAIOTIKO. *

1 2 3 4 5 6 7

Kagohou O O O O O O O Mdpa MoAd

To cevapio Tou diafaca NTav KoupaoTIKO. *

1 2 3 4 2 6 7

Kagdhou O O O O O O O Mapa Moko

Back Next
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ITNV EVOTNTA AUTH OE MApakaiobUE va CUPTIANPWOELS Ta TapakaTe GTOXELD, Ta omola elval
anapaiTnTa yla T oTATIOTIKA avdAuan Twy GEG0UEVLY.

Hiuncia *

O Katw w18
18-24
25-31
32-39
40-46
47-55

56-62

O O0O0O0OO0OO0O0O0

Avio Twyv 62

Quho *

O ruvaika
O mvrpag

EmdyyeAua

MaanTnc

GoLITNTAG

YTahhnAog

EhsuBepoc Enayyehpatiag

Zuvtaflouyocg

O O0OOO0OO0O0

Avepyog
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Ekmtaideuvon *

(O Baown

(O Anogortog Auksiou
(O Emayyehpatiki Ekmaissuon

(O nNavemotnpaki Ekmaibeuon

Atouikd Mnvigio Eigodnua *

O Awotepo ané 700 Evp
O 701-1000 Evpw
(O 1001-1500 Evpw

(O Napanavw ané 1500 Eupw
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