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ABSTRACT

This research was undertaken to examine how online deal popularity influences
consumer reactions and the conditions under which the effects take place using
scenario-based experiments. Three studies were conducted and reported in this
thesis.

Study | tests a model that is underpinned by cue utilisation theory that reactions
to online deal popularity may be mediated by service quality expectation and the
effect will vary across service types, namely, experience and credence services.
The findings support the theorised model in demonstrating that consumers who
face high online deal popularity tend to have high service quality expectation,
which in turn, increases their willingness to recommend and their intention to
purchase a service in a deal. Furthermore, Study | provides evidence that the
effect of deal popularity on service quality expectation is significant for credence
services and not significant for experience services.

Study Il extends Study | by examining cue congruency effect and consumers’
perceived information authenticity as the boundary conditions that may modify
the effect. Results support the moderating effect of cue congruency and
perceived information authenticity. That is, when consumers face the congruent
cue combination (i.e., high online deal popularity paired with a high star rating)
and when they have high perceived authenticity about the online deal popularity,
they have high service quality expectation, which in turn increases their intention
to purchase the service deal. In addition, while congruent cues indeed amplify
the effect of online deal popularity, high deal popularity can influence service
quality expectation even when incongruently paired with another cue (i.e., a low
star rating). This suggests the dominant role of online deal popularity under
incongruent cue combinations.

Using an observational learning perspective, Study 111 examines consumers’ risk
perceptions toward online deal popularity by considering the purchase
uncertainty in online shopping for service deals. In addition, Study Il compares
the effect between two countries, Australia and Taiwan, using Hofstede’s cultural
value dimension scores and Hall’s cultural context as the proxies of cultural
differences. Results suggest that perceived performance risk and psychological
risk mediate the effect of online deal popularity on purchase intention in both
countries. With the significant mediating effect of perceived risks, the direction

of the influence for Australian consumers is opposite to that for Taiwanese
iii



consumers. Australian consumers were found to perceive high performance and
psychological risk when facing high online deal popularity, which subsequently
reduces their intentions to purchase a service in a deal. By contrast, Taiwanese
consumers were found to have low performance and psychological risk when
facing high online deal popularity which increased their purchase intention.

The three studies that comprise this thesis enhance current understanding of the
effects of online deal popularity and the mechanism and boundary conditions
through which it operates. Thus it contributes to cue utilisation and observational
learning theory in service marketing and the broader consumer behaviour
literature. Practical implications have been provided for e-retailers to leverage
on online deal popularity as a marketing signal to influence consumers’ service
quality expectations and risk perceptions by considering service types, national
cultures, perceived information authenticity, and cue congruency for service deal
promotions.
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