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Abstract

This doctoral thesis aims to establish a consumer-centric definition of value in the
investment context explaining consumers’ evaluations in relation to investing. To achieve
this objective, this research introduces the concept of Perceived Investment Value (PIV)
that incorporates both desired and received value in the non-institutional investment
context. The PIV is characterized as being based on perception and there for subjective
experience and individual bases. Thus, the approach in this research to the concept of
value is quite opposite to the notion of mainstream financial theories, where it is
suggested that it is possible to assess investments’ value somehow objectively, namely as
risk-adjusted return. The concept of perceived value is in the focus of this thesis also in
due to its importance in current theoretical discourse on service in both academia and
practice. Correspondingly, it is a concept of fundamental concern to marketing scholars
and its importance is recognized e.g. by the Marketing Science Institute that named the
concept as one of the most important research priorities for 2010–2012. To the author’s
knowledge, this is the first study that takes a comprehensive approach to value
perceptions in the investment context.

Based on theoretical conceptualization, one qualitative study using the laddering
procedure and network analysis (n = 95) and two quantitative studies using the survey
method and structural equation modelling (n = 300 and n = 438), this dissertation
concludes that also in the investment context the consumer is the one who in the end
defines what kind of value there is. This research suggests that PIV is multi-dimensional
construct that includes many types of value, which are best measured with six
independent dimensions as follows (short descriptions); Economic PIV - Monetary
Savings, is perceived economic value that is increased when premiums and management
fees (monetary price) of an investment alternative are perceived to be low; Economic PIV
- Efficiency is understood as a means to accomplish appropriate outcomes and profit
considering the personal risk tolerance of the consumer; Functional PIV – Convenience
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is the perceived value of investing as the result of convenience; Emotional PIV –
Emotions and Experiences is realized when the act of investing is appreciated in its own
right, creating positive emotions, such as enjoyment, thrills, stimulation, and excitement;
Symbolic PIV – Altruism is perceived when the act of investing provides a symbolic
benefit, as consumers are able to express their personal values through the investing;
Symbolic PIV – Esteem is experienced when symbolic features derived from investing
are attached to the self in order to define and maintain one's concept of self.

In sum, this research shows that multiple value dimensions explain non-institutional
investing behaviour better than do economic value items alone. Accordingly, if we accept
the fact that investing is definitely more than an instrument for acquiring cash return, we
are probably much closer to the ‘true nature’ of value in the investment context. On the
basis of the research results, managerial implications provide guidelines for financial
services providers on how to provide facilities that support consumers’ investmentrelated needs, and how to gain strategic benefit from consumer’s subjective evaluations.
While the concept of PIV is by its definition consumer-centric and consumers define
value, financial service providers can support consumers in their investment related
activities. Thus economic and functional but also – and especially – emotional and
symbolic dimensions of investing give fresh insights into these strategic decisions that
enable investment service providers to deliver value to consumers and gain competitive
advantage.

Keywords: Consumer behavior, Investing, Marketing, Perceived Investment Value.
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Tiivistelmä

Tämän väitöskirjatutkimuksen tavoitteena on tuoda kuluttaja-keskeinen arvon käsite
sijoittamisen

kontekstiin

ja

sijoittamiskäyttäytymistä

koskevaan

tutkimukseen.

Tutkimuksessa esitellään sijoittamisessa koetun arvon (Perceived Investment Value =
PIV) käsite, joka ottaa huomioon kulujien sijoittamisesta tavoitteleman, mutta myös
saavuttaman arvon. PIV käsite perustuu kuluttajien subjektiivisiin kokemuksiin, kun
sijoittamisen kontekstissa useimmiten arvon oletetaan muodostuvan objektiivisesti
määriteltävästä riski-tuotto -suhteesta. Niinpä tutkimuksen näkökulma arvon kokemiseen
ja muodostumiseen poikkeaa merkittävästi perinteisemmistä rahoitus- ja talousteorian
määritelmistä. Koetun arvon käsite on otettu tutkimuksen keskiöön myös siksi, että se on
erittäin ajankohtainen niin tutkimuksen kuin käytännön liike-elämän näkökulmasta.
Käsitteen ajankohtaisuutta kuvastaa mm. se, että Marketing Science Institute on
nimennyt

sen

yhdeksi

merkittävimmistä tutkimusalueista

vuosiksi 2010–2012.

Väitöskirjan tekijän tietojen mukaan tämä väitöskirja on ensimmäinen tutkimus, jossa
koettua arvoa mallinnetaan ja mitataan sijoittamisen kontekstissa.

Teoriaan perustuvan PIV-konseptin käsitteellistämisen, laddering-haastatteluilla ja
network-analyysiteknikalla toteutetun laadullisen tutkimusaineiston (n = 95) sekä kahden
(n = 300 ja n = 438) survey-menetelmällä kerätyn ja rakenneyhtälömallinnuksella
analysoidun kvantitatiivisen tutkimusaineiston perusteella väitöskirjassa osoitetaan, että
myös sijoittamisen kontekstissa kuluttaja on se, joka aina määrittää yksilöllisesti millaista
arvoa sijoittamisen kontekstissa koetaan. Tutkimuksessa havaitaan, että PIV-käsite on
moniulotteinen ja näin ollen se sisältää monentyyppistä arvoa. Aineisto osoittaa, että tätä
moniulotteista arvoa tulisi mitata kuuden eri ulottuvuuden avulla (lyhyesti määriteltynä)
seuraavalla tavalla. Taloudellinen PIV – Alhaiset palkkiokulut, jolloin taloudellista arvoa
koetaan, mikäli välityspalkkiot ja hallinnointikulut koetaan alhaisina; Taloudellinen PIV
– Tehokkuus, joka on perinteisempi arvon muodostumisen logiikka, joka toteutuu silloin,
kun kuluttaja kokee saavuttavansa taloudelliset tavoitteensa ja tuottoa suhteessa
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sijoittamiseen liittyvään riskiin; Toiminnallinen PIV – Vaivattomuus on kuvastaa
positiivia

hyötyjä,

joita

sijoittamisen

helppoudesta

ja

ajansäästöstä

seuraa.

Emotionaalinen PIV – tuntemukset ja kokemukset, joita koetaan kun sijoittamista
itsessään pidetään hauskana tapana viettää aikaa, jonka seurauksena kuluttajaa kokee
positiivia tuntemuksia, kokemuksia, nautintoa, iloa ja jännitystä; Symbolinen PIV –
Altruismi syntyy silloin kun kuluttajat kokevat saavansa ilmaista omia henkilökohtaisia
arvojaan sijoittamisen avulla; ja Symbolinen PIV – Itsetunto, joka liittyy sijoittamista
koskeviin symbolisiin merkityksiin joihin kuluttaja liittää itsensä määritellessään itseään
sosiaalisissa konteksteissa.

Väitöskirjatutkimus osoittaa, että moniulotteinen arvo selittää paremmin sijoittamista
kuin pelkkä taloudellisen arvon määritelmä. Kun tiedostamme, että sijoittaminen on
ehdottomasti monimuotoisempaa kuin tuoton tavoittelua, ymmärrämme paremmin
hyödyn todellista luonnetta sijoittamisen kontekstissa. Vaikka PIV on määritelmällisesti
kuluttaja-keskeinen ja näin ollen kuluttajat itse määrittävät arvon, voi finanssiyritys tukea
arvon muodostumista näiden jokaisen ulottuvuuden kohdalla omilla tuotteillaan ja
palvelukonsepteillaan. Arvon moniulotteisuuden ymmärtäminen etenkin emotionaalista
ja symbolista arvoa koskien tuo uudenlaisia mahdollisuuksia erottua ja saada kilpailuetua
sijoituspalvelumarkkinoilla, joilla tällä hetkellä kilpaillaan hyvin yhtenevin tuottein ja
palveluin.

Avainsanat: Kuluttajakäyttäytyminen, Sijoittaminen, Markkinointi, Koettu arvo.
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1. INTRODUCTION

1.1 Research context
Over the last two decades, there have been major changes in the investment marketplace.
In global terms, forces such as rapid development of information technology have
enabled explosive growth of the financial industry. Therefore, the financial services
sector today encompasses many kinds of companies, among them banks, securities firms,
insurance companies, mutual-fund organizations, investment banks, pension funds, and –
especially – a variety of brokers who have gained a competitive advantage by focusing
on online investment services.

As competition has become tougher, banks have come to recognize the need for mutual
cooperation with insurance companies (Voutilainen, 2005) and are now offering a wide
assortment of investment products, including individual stocks and mutual funds but also
insurance-related investment alternatives such as voluntary pension plans (Pellinen et al.,
2010). One of the preeminent reasons for the form taken by these alliance structures
(financial conglomerates) has been in increasing one’s share in non-institutional
investment markets, while the conglomerates’ conventional leadership position in the
financial services sector has traditionally been based on in-house investment operations
made possible by the premiums collected (on loans and insurance).

Together, these structural changes, an increased number of both service providers and the
investment alternatives available, and especially increased wealth of households have
expanded the opportunities for consumers to invest in greater numbers via various
alternative means of entering financial markets as investors (ibid.). Correspondingly, the
amount of privately owned financial capital has rapidly increased over the past 10 years
throughout Europe (European Central Bank, 2010).
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As a result of these changes in the investment marketplace and consumers becoming
acquainted with various investment products, new opportunities have arisen, but so have
challenges for financial service providers’ business strategies. Consequently, financial
service providers today deal with more heterogeneous groups of investors while also
facing varying investment needs, which are not necessarily based on economic facts
alone.

There is some evidence that consumers may, in fact, compose their overall evaluations of
investment alternatives on the basis of, for instance, utilitarian criteria but also
experience and emotional criteria (Aspara & Tikkanen, 2010; Beal et al., 2005; Fama &
French, 2007). Thus recent studies challenge the assumption that consumers would make
investment decisions purely on the basis of expected financial returns and risks. Indeed,
Fisher and Statman (1997) claim that it is no more reasonable to expect individuals to be
concerned only about risk and return when constructing an investment portfolio than it is
to expect them to be concerned only about cost and nutrition when deciding what to eat.

While the social and cultural significance of food has gained recognition in a restaurant
and food-retail service sector that builds on consumers’ experiences and social activities,
the financial services industry still considers the value of investments to be embedded in
the investment alternatives’ transaction-based benefits and in the information delivered
by the service provider. This is the case even with the private banks, whose service,
without exception, is considered to be “professional portfolio management.” However, it
seems that consumers in greater numbers are now able and willing to take control of
their investment affairs and express themselves by using various investment strategies
and personalized investment practices.

Against this background, it seems reasonable to argue that financial service providers
should now learn from and collaborate with consumers to develop services that support
consumers’ many-sided personal and dynamic needs in relation to investing (see
Prahalad & Ramaswamy, 2000). Of course, this is challenging as in any context;
however, increased understanding of consumers’ preferences may enable financial
service providers to have a tool that could be employed to examine current and potential
patrons, thereby providing guidance for development of wealth management services on
the basis of insight into the consumer. This necessitates financial companies gaining a
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comprehensive understanding of the market domain, proceeding not solely from the
companies’ own perspective but also from consumers’ (Huber et al., 2001). Thus creating
superior value for consumers is a prerequisite for securing or achieving a niche in a
competitive environment, not to mention market leadership (Day, 1990). Leadership with
respect to factors such as costs, product differentiation, assets, and skills is, after all, the
meaning of competitive advantage (Rintamäki et al., 2008; Slater & Narver, 1994). This,
in turn, makes it imperative to study consumers’ evaluations in relation to investing.

Grounded in a comprehensive literature review covering this topic, one qualitative study
(n = 95) and two quantitative studies using a survey method (n = 300 and n = 438), this
doctoral thesis aims to establish a consumer-centric definition of value in the
investment context, one explaining consumers’ evaluations in relation to investing. As a
result, this thesis provides guidelines for financial service providers in how to supply
facilities that respond to consumers’ investment-related needs and how to gain strategic
benefit from subjective consumer evaluations. While the investing, as well as the essence
of value in the investment context, can be approached from many perspectives (e.g.,
companies’, governments’, and consumers’), in this thesis investment is taken to refer to
non-institutional financial investment – as a purchase of a financial product with an
expectation of favorable outcomes, or value. Accordingly, the focus here is on financial
transactions such as those involving stocks, mutual finds, and voluntary pension plans
carried out by non-institutional investors (consumers) and that are performed indirectly
through intermediaries, such as banks, brokers, and insurance companies.

1.2 Perspectives on non-institutional investing
In the social scientific literature, non-institutional investing is traditionally approached
from the angles of finance and economics, but even more from a behavioral finance and
economics perspective. However, in the last decade, many researchers have adopted
marketing and consumer behavior theories and techniques so as to take a more holistic
look at the drivers and preferences of investing and financial behavior in general. In sum,
non-institutional investing can be approached from several distinct perspectives, which
characterize non-institutional investing in different but mutually complementary ways.
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1.2.1 Finance / economics perspective
The financial literature situates investment value within the context of exchange. In
microeconomics, for example, financial investing can be treated as a process of
exchanging income during one period of time for an asset that is expected to produce
earnings in future periods. Thus consumption in the current period is forgone for the sake
of obtaining a greater return later (Laibson, 1998; Modigliani, 1988; Raeva et al., 2010).
In finance, investing is defined quite similarly. However, mainstream financial theories
emphasize the role of risk in investment decisions. Consequently, investing is most
commonly described as maximizing monetary value for an individual by first collecting
information, then evaluating the expected returns of the available alternatives and the
expected risks of these alternatives, and finally selecting the alternative deemed to
provide the most monetary value in view of the personal risk-tolerance of the individual
(e.g., Fama, 1998; Markowitz, 1959; Sharpe, 1964).

Thus investing is considered as a process of putting money into something with the
expectation of gain that upon thorough analysis has a high degree of security of principal,
as well as security of return, within a certain time. Whether the investor places the most
value on a bond, a stock, or a pension plan, the process is suggested to be essentially the
same: forecast the cash flows; determine the discount rate; compare the costs and the
benefits by employing some method, such as assessment of net present value (NPV),
internal rate of return (IRR), or the capital asset pricing model (CAPM); and then make a
decision regarding the investment for a particular portfolio (Allen & McGoun, 2000). In
sum, in both microeconomics and finance, investing has been seen as behavior wherein
economic efficiency plays the most significant role. This is because the most important
assumption of modern finance and microeconomic theory is the hypothesis of efficient
markets (Roberts, 1967; Fama, 1965; 1970). The latter is based on the assumption of a
rational, value-maximizing consumer (Homo economicus) and of the availability of
perfect market information.

1.2.2 Behavioral finance / economics perspective
As illustrated above, the finance / economics literature has traditionally assumed that all
investment opportunities, as well as all relevant pieces of information about them, are

21

readily available and public for investors (Wärneryd, 2001). That is because, in
finance/economics, the utilitarian perspective is based on the assumption that consumers
are rational problem-solvers and investment is therefore understood as a means to
accomplish some predefined economic end. The same assumption as to the nature of
investment value is behind behavioral finance / economics, although from quite a
different perspective: investment behavior is explained in terms of limitations and
difficulties (bounded rationality) as consumers pursue some end. Correspondingly, this
aspect of the investor as an information-processor has also been an object of intense
consideration since the time of Simon (1959; 1963), Kahneman and Tversky (1979), and
Thaler (1985) in the academic field of behavioral finance / economics (e.g., Kahneman &
Tversky, 1979; Statman, 1999; Shefrin & Statman, 2000; Thaler, 1985).

The core idea of that branch of study is to detect and understand psychological factors
(biases) such as mental accounting and self-control, and the limitations and difficulties
that arise in the processing of information and solving of economic problems (Grinblatt
& Keloharju, 2000; 2001). Behavioral finance / economics aims to explain why and how
people make seemingly irrational or illogical decisions when they spend, invest, save,
and borrow money (Barberis & Huang, 2001; Barberis et al., 2001; Belsky & Gilovich,
1999). It combines the disciplines of psychology and economics and relaxes the
traditional assumptions of financial economics by incorporating these observable,
systematic, and very human departures from rationality into standard models of financial
markets (Shefrin & Statman, 2000). For example, the financial markets have been subject
to occasional dramatic losses in value, as occurred after the mid-2000s, that are hard to
interpret as rational. Theories of behavioral finance / economics argue that psychology in
particular can help to explain such aberrant phenomena and that said phenomena can
plausibly be understood via models in which some agents are not fully rational (ibid.,
2000). Because psychology systematically explores human judgement, behavior, and
well-being, it can teach us important facts about how humans deviate from what
traditional economic assumptions dictate.

This research stream has two building blocks: limits to arbitrage, in line with which one
may argue that it can be difficult for rational traders to undo the dislocations caused by
less rational traders, and psychology, which catalogues the kinds of deviations from full
rationality we might expect to see (Barber & Odean, 1999; 2002). Some illustrative
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examples of how judgement diverges from rationality are overconfidence, optimism,
anchoring, extrapolation, and making judgements of frequency or likelihood based on
salience (the availability heuristic) or similarity (the representativeness heuristic) (see
Kahneman et al., 1982). Many of the departures from rational choice are captured by
prospect theory (Kahneman & Tversky, 1979), a descriptive theory of how people make
choices under uncertainty.

1.2.3 Marketing-theoretical perspective
While major financial theories build largely on the “rational/irrational man” metaphor,
many researchers have adopted marketing, including consumer behavior, theories and
techniques so as to take a more holistic look at the drivers and preferences of investing
and also financial behaviors in general (Beal et al., 2005; Clark-Murphy & Soutar, 2005;
Canova et al., 2005; Getzner & Grabner-Kräuter, 2005; Harrison et al., 2006; Howcroft
et al., 2003; Hsee et al., 2008; Konana & Balasubramanian, 2004; Liang et al., 2009;
Lovett & MacDonald, 2005; Sullivan & Miller, 1996; Wärneryd, 1999). This is because
marketing theories adhere to a more polymorphic view of the consumer, also
acknowledging the metaphor of the “experiencing man” from the subjective world
paradigm (Arndt, 1985). Thus, by recognizing that consumers’ experiences can be
characterized by logics other than rational or irrational economic pursuits, a marketing
approach goes beyond finance / economics and also behavioral finance / economics
theories.

What has been seen as a particularly promising area for marketing researchers is to study
subjective investment evaluations that go above and beyond objective financial returns
and risks (Frieder & Subrahmanyam, 2005; Statman, 2004). The argument here stems
from the idea that consumers may compose their overall evaluations of the different
investment options on the basis of, for example, economic criteria but also experience
and emotional criteria (Aspara & Tikkanen, 2010; Dorn & Sengmueller, 2009). These
evaluations create consumer preferences. It has been argued that “some – perhaps most –
investors have preferences that go beyond expected financial returns and risk” (Fisher &
Statman, 1997, 48). Such investment motivations have been explained in terms of
emotional or experiential utility (Beal et al., 2005; Fama & French, 2007) or
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self-expressive benefits (Statman, 2004) that individuals may obtain from investing, in
addition to the expected financial utility/benefits of the investments.

1.3 Positioning of the present research
Studying the phenomena involved in non-institutional investing is always a matter of
purposeful choice. If the research problem centers, for example, on the question of how
consumers should act in the investment marketplace, financial and economic theories
probably serve as the grounding, and when one’s interest lies in detecting why and how
consumers make seemingly irrational or illogical decisions when they invest, the
fields of behavioral finance and behavioral economics probably offer sufficient methods.
But if the focus of the research is, as in this case, on establishing a consumer-centric
definition of value in the investment context, it is appropriate to model and measure
the phenomena from a marketing theory perspective – simply because marketing theories
have a long history of contribution to our understanding of elements such as goal-setting
processes, anticipated outcomes, satisfaction, perceptions, and value underlying
consumers’ behavior.

In addition, as mentioned above, a marketing-theoretical approach relaxes the “rational” /
“irrational” / “bounded rational” assumptions of consumers’ behavior, by adhering to a
more polymorphic view of the consumer, also acknowledging the metaphor of the
“experiencing man” from the subjective world paradigm (Arndt, 1985). The last elements
mentioned provide some liberty of choice in methodological terms, as discussed later.
Moreover, the marketing-theoretical approach offers a good foundation for pulling
together different streams of research on consumer behavior because it has gained
influences from both finance / economics and behavioral finance / economics
perspectives. Figure 1 illustrates how this research gap resides at a conjunction whereby
the finance / economics and behavioral finance / economics perspectives meet the
marketing-theoretical perspective on value in the investment context.
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The consumer-centric definition of value in the investment context

Marketingtheoretical
perspective

Concept of utility

Finance/economics
perspective

Figure 1.

Concept
of value
Rational / bounded
rational framework

Subjective
evaluations

Behavioral
finance / economics
perspective

The positioning of this research

In adoption of marketing-theoretical considerations as the main approach to this thesis
(see Figure 1), the aim is not to downplay the role of the assumptions of finance /
economics and behavioral finance / economics theories per se (rationality / bounded
rationality). Yet the theory-development and empirical studies may provide new insights
also for finance / economics and behavioral finance / economics as they explicate the
mechanisms by which subjective evaluations, in particular, spill over to consumers’
investment behavior.

Although consumption markets and investment markets have been studied in separate
fields of research (marketing and finance), and considered to be rather isolated from each
other (Aspara & Tikkanen, 2010), traditional marketing literature, in fact, defines value
in a manner quite similar to that of the finance / economics and behavioral finance /
economics literature. This is because the “theory of utility” (e.g., Tellis & Gaeth, 1990) is
the foundation that has traditionally defined the concept of value in finance / economics
and in behavioral economics / finance but also in marketing theory.

In marketing terms, this theory of utility holds that consumers derive value in accordance
with the difference between the “utility” provided by the attributes of a product and the
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“disutility” represented by the price paid (Holbrook & Hirschman, 1982). When adopting
this view, one can characterize value as a result of a process whereby consumers process
information about price and product quality logically in an attempt to make rational
decisions that maximize their utility (ibid.; Hirschman & Holbrook, 1982). Similarly, in
finance / economics and behavioral finance / economics, consumers’ evaluations are
traditionally described as the maximization of monetary value for an individual by first
collecting information, then evaluating the expected returns of the available alternatives
(quality) and the expected risks (price) of these alternatives, and finally selecting the
alternative deemed to provide the most monetary value in view of the personal
risk-tolerance of the individual (e.g., Fama, 1998; Markowitz, 1959; Sharpe, 1964). This
utilitarian perspective is based on the assumption that consumers are rational
problem-solvers (Bettman, 1979); consumption or investment is therefore understood as
a means to accomplishing some predefined end.

Although some early consumer and marketing researchers (e.g., Levy, 1959) pointed out
long ago that products are consumed not only for their functions but also for what they
mean in consumers’ lives, it has not been until more recently that consumer research,
spearheaded by works by Holbrook and Hirschman (1982) and Hirschman and Holbrook
(1982), has come to view consumption from perspectives other than that of rational
decision-making resulting from information-processing. For example, Pine and Gilmore
(1998) set out a vision for a new economic era: the “experience economy.” In this
experience economy, consumers look for affective (i.e., emotional) memories, sensation,
and symbolism that combine to create a holistic and long-lasting personal experience.
While traditional marketing and especially financial approaches focus on functional
product attributes, consumers in the experience economy are in search of experiences that
“dazzle their senses,” “engage them personally,” “touch their hearts,” and “stimulate
their minds” (Schmitt, 1999). This perspective emphasizing the multisensory and
emotive facets of consumption (Holbrook & Hirschman, 1982) has contributed a great
deal to conceptualizations of value in consumption situations.

It can be assumed that these subjective evaluations are one of the essential elements of
value also in the investment context and investment experience. Yet it is such an integral
part of the investment experience that it has only in recent years become a subject of
study in its own right. While traditional finance research has been rather silent on such
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elements, recent research has begun to recognize that expected financial returns and risks
may not entirely determine an investor’s willingness to invest in stocks, for example
(e.g., Barber & Odean, 2008; Fama & French, 2007).

Accordingly, research in marketing and also in behavioral finance / economics has
increasingly embraced the idea of viewing stocks as marketed products – viewing the
processes of one’s coming to know, considering, comparing, and constructing
preferences for stocks with increasing interest (Aspara, 2009). Therefore, even if it is
assumed that most of one’s willingness to invest in a certain company’s stock is
determined by the expected financial return/risk profile of the stock, there may be an
additional component of investment willingness, determined by other factors. Aspara
(ibid., 38) calls this additional component the “extra willingness to invest in a stock,
beyond its financial returns.”

While marketing and also behavioral finance / economics theories do contribute at some
level to understanding of consumers’ subjective evaluation today, one still finds that
abundant concepts for making these subjective evaluations still are seen in the investment
context, with different studies addressing different aspects of these evaluations and
applying relatively loosely defined concepts such as preferences and motives in
elucidation of the evaluations. Accordingly, it is suggested that consumers may obtain
certain outcomes from investments that are not considered in the mainstream finance and
economics literature – i.e., self-expressive, emotional, or experiential utility or benefits
(Fama & French, 2004); psychic return (Beal et al., 2005; Cullis et al., 1992); or
self-expressive benefits (Statman, 2004). Illustrations are offered also by Nilsson (2009),
who compared investment styles among mutual-fund investors and identified a group
primarily concerned with the social responsibility of the funds, and Sullivan and Miller
(1996), who identified three types of venture capital investor as distinguished by
economic, hedonistic, and altruistic motivations related to investments.

In sum, an obvious need exists for taking up the challenge to frame and capture these
subjective factors under a well-defined concept. For this purpose, a marketing-theoretical
concept of value and, more precisely, the concept of perceived value is a strong
candidate, because it incorporates both desired and received value and emphasizes that
value stems from consumers’ learned perceptions (Zeithaml, 1988). Since the perceived

27

value lies in consumer perceptions – that is, subjective experience and individual biases –
it is a subjective view of reality and therefore selective (Antonides & van Raaij, 1998).
This is a process by which people select, organize, and interpret sensory stimuli,
arranging them to form a meaningful picture of the world (Williams, 1981; Armstrong &
Kotler, 2000). Accordingly, the perception is not a pure sensation but also a result of
becoming aware of phenomena and assigning meaning to them (McKehnie & Doyle,
1966). Following the marketing literature, one sees the perceptions as unique, as is true
also of the value perceived by consumers. Thus the meaningfulness and importance of
perceptions of value are derived from consumers’ memories, personal goals, and their
linkages to consumption contexts and situations (Holbrook, 1999; Woodruff, 1997).

When adapting the concept of perceived value to investment research, one should note
that, by definition, perceived value has not only economic aspects but also more personal
and less objective value components (Sheth et al., 1991). This is because in the perceived
value literature the consumer is the one who in the end defines not only how much value
but also what kind of value, if any, there is. In view of the focus of this research, the
problem in adoption of the concept of perceived value in the context of investment
behavior is that, while marketing literature is replete with studies recognizing that
consumer evaluations may be characterized also by other than economic considerations,
they most commonly focus on consumption decisions outside the investment context.

It is suggested that, when adopting this approach in analysis of the current topic, one
should conceive of the perceived value in the investment context as a construct that
consists of several interrelated attributes of investment alternatives but also subjective
meanings in consumers’ lives that form a holistic representation of a complex
phenomenon of investment experience. In fact, recent studies support this assumption by
claiming that consumers' investment preferences do, in fact, go beyond risk and return
and include, among other considerations, entertainment and status factors, as illustrated
by Dorn and Sengmueller (2009) and Statman (2004).
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1.4

Research purpose

While there has been growing interest in taking a more holistic look at subjective
evaluations (e.g., Harrison et al., 2006; Howcroft, 2003; Durkin, 2004) and in customer
value in financial services in general (e.g., Maas, 2010; Maas & Graf, 2008), one
observation behind the present thesis is that the literature is particularly underdeveloped
with regard to comprehensive definition of value based on subjective evaluations of
consumers in the non-institutional investment context. In fact, to the author’s knowledge,
this is the first research that aims to establish a consumer-centric definition of value
in the investment context. In response to this challenge, the major objectives of this
doctoral thesis include
1. Conceptualizing perceived value in the investment context and
2. Developing and validating a scale that measures perceived value in the
investment context.

The focus here is not on measuring the financial returns that a consumer expects from an
investment or the risks related to it in absolute terms. Rather, this work focuses on
perceptions of financial return expectations and other subjective elements to which
marketing and behavioral finance / economics researchers have increasingly referred.

The concept of perceived value has been given special attention in this thesis also in
consequence of its importance in current theoretical discourse on service in both
academia and practice. Correspondingly, it is a concept of fundamental concern to
marketing scholars and its importance is recognized by, among others, the Marketing
Science Institute, which cited the concept as one of the most important research priorities
for 2010–2012. It is also suggested to be one of the most powerful forces in today’s
marketplace, an underlying source of competitive advantage, and a key factor in strategic
management (Slater & Narver, 1994; 2000; Spiteri & Dion, 2004; Wang et al., 2004).

Consequently, research on how and why consumers decide to use various investment
alternatives is an important research topic from a theoretical but also a practical
perspective. Accordingly, it can be argued that from a financial company's standpoint
too, the value perceived by consumers should be a strategic priority issue and captured in
work toward competitive advantage. The concept of perceived value offers a relevant
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foundation for addressing these strategic questions, because it seems to be a richer,
broader, and more comprehensive measure of consumers’ subjective overall evaluation
than is a mere tradeoff between risk and profit. Accordingly, taking a more holistic look
at the value that consumers desire and receive when investing can be formulated as a
proposition capturing the essentials of a financial service company's offering.

1.5

Paradigmatic foundations

This research, in its approach to the value that consumers perceive when investing from a
marketing-theoretical perspective, applies the axiom that consumers desire and perceive
value in a marketing-theory-accordant way also in the investment context. In the
incorporation of a marketing-theoretical perspective into our main approach, it should be
noticed that consumer behavior even within marketing contexts may be viewed in terms
of at least four distinct paradigms, illustrated in Figure 2. The relevant metaphors
(instrumental / experiencing man) and paradigms (logical empiricist approach /
subjective world) in our context are circumscribed in Figure 2 and explained below.

CONSUMER
“Instrumental man” metaphor “Experiencing man” metaphor
Logical empiricist paradigm

“Subjective world” paradigm

Microeconomic theory

Symbolic interactionism

Consumer behavior

Motivational research

Marketing management

Interpretive studies

Broadening marketing

Figure 2.

Socio-political paradigm

Liberating paradigm

Conflict theory

Action research

Environmentalism

Critical research

Paradigms and metaphors in this research (adapted from Arndt, 1985, 16)
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Following Arndt (1985), the logical empiricist paradigm assumes that market processes
can be analyzed in terms of supply and demand curves, which can be derived by means
of assumptions about utility maximization, rationality, and perfect information. Though
these assumptions in the current context have been relaxed in behavioral finance /
economics, the essence of the framework remains intact in marketing research. These
approaches in marketing are based on the “instrumental man” metaphor, emphasizing
purposive decision-making in a product-centric vacuum. In the history of the marketing
discipline, probably the majority of research on consumer behavior has investigated
consumers from this perspective. For example, the theory of reasoned action (Fishbein &
Ajzen, 1975) and the theory of planned behavior (Ajzen, 1991) propose that various
sources of beliefs lead, through a cognitive process, to attitudes toward behavior, which
influence behavioral intentions and behavior.

Today, the experiential perspective (e.g., Mowen, 1988), emphasizing the role of feelings
and emotions, such as the pleasure of a shopping experience, is overtaking marketing
research. Those adhering to this viewpoint propose that the act of a purchase decision
cannot be explained only as rational and economic behavior and also that other factors
affect purchase decision behavior. As suggested by Arndt (1985), the metaphors in this
group question the foundations for logical empiricist theory-building by viewing
marketing behavior mainly as a game of words, thoughts, and actions. Behavior in the
marketplace is oriented as much to making sense of the past as to the future. This
“experiencing man” metaphor involves a phenomenological approach to understanding
the everyday experience of the consumer. A central notion is that much of human
behavior in different situations is caused by mentally stored images, dreams, events,
ideas, idiosyncrasies, fantasies, and myths (Levy, 1981). Hence, consumer behavior and
lifestyle may be viewed as expressive behavior (Levy, 1959). As Solomon (1983) and
also Cohen and Warlop (2001) point out, consumption of many products may depend
more on their social meaning than on functional utility, and products make a substantial
contribution to the consumer’s structuring of social reality, self-concept, and behavior.
From this symbolic interactionist perspective, behavior represents a social act wherein
symbolic meanings and the consumer’s identity and self may be produced (Firat &
Venkatesh, 1993).
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In this thesis, these first two metaphors (experiencing man and instrumental man) are
present as we investigate how emotional but also instrumental preferences influence the
concept of perceived value in the investment context. In the sense that perceptions are
subjective, our approach complements the logical empiricist paradigm with the
“subjective world” paradigm. This is because much of individual perceptions is viewed
holistically. Accordingly, the human mind works in many parallel ways that are greater
than the sum of the parts, so each component of the mind is considered to be part of a
dynamic set of interdependent relationships (Hosany & Witham, 2009). Therefore, in our
context, the value perceptions are likely to be more or less instrumental but also
encompass experiential and symbolic aspects.

1.6

Research strategy

Even if one has solid grounds for arguing that investing and consuming may not be as
different as traditionally conceived and is comfortable that the research objectives should
be approached from a logical empiricist paradigm and/or subjective world perspective,
we face the challenge of developing and testing a theory that explains how this concept
of perceived value might apply to investment. Given the research positioning and the
paradigmatic foundations discussed above, we need to select an effective research
strategy that supports our assumptions.

According to Crotty (1998, 2), the choice of a research strategy in order to meet the
research objectives in any research within the social sciences should encompass four
elements; methods, methodology, theoretical perspective, and epistemology. The
epistemology is the theory of knowledge embedded in the theoretical perspective and
methodology. The theoretical perspective is the philosophical stance informing the
methodology, thus grounding its logic. The methodology is the strategy behind the
choice and use of particular methods, and the methods are the techniques or procedures
to generate and analyze data related to research questions (Crotty, 1998). These four
elements in the context of this thesis are depicted in Figure 3.

As illustrated in Figure 3, the purpose of this research is to capture value perceptions
underlying non-institutional investing by introducing the marketing-theoretical concept
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of perceived value in investment research. From a theoretical perspective, the roots of
this research are found primarily in the fields of marketing but also in the fields of
finance, economics, psychology, and social psychology, while human-behavior-related
sciences such as ethics, aesthetics, justice, philosophy, biology, neuroscience, artificial
intelligence, linguistics, and anthropology are beyond the scope of this project.

Epistemologically, this thesis situates itself in line with modern empiricism (see Figure
4). In a classification of scientific approaches, modern empiricism lies between the
positivist/empiricist and relativist/constructionist, because it adopts a tolerant and open
stance to new theories and methods while subjecting all such theories and methods to
critical scrutiny (Hunt, 2002).

Consumer-centric definition of value in the investment context

Theoretical perspective

Marketing-theoretical perspective

Concept of utility

RESEARCH
OBJECTIVES:

1
Finance/
economics

2

Rational / bounded
rational framework

Methodology

Methods

Theory and empirical
standpoints related to
the concept of
perceived value

1. LITERATURE REVIEW:
Conceptualization of perceived
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2. QUALITATIVE INQUIRY:
Laddering procedure and
network analysis

Subjective
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Modern empiricism

Behavioral
finance /
economics

Epistemology

3. CONSTRUCTION OF A
PERCEIVED INVESTMENT VALUE
SCALE:
A combination of the literature
review’s results and the results
of a qualitative study

4. QUANTITATIVE STUDY 1:
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investment value scale –
exploratory factor analysis and
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5. QUANTITATIVE STUDY 2:
Replicate exploratory factor
analysis and structural equation
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KNOWLEDGE CLAIMS:
General discussion of the
findings, limitations, and
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Figure 3.

Research strategy
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Under modern empiricism, science is considered rational since its purpose is to increase
understanding of the world. This understanding is increased by developing theories,
models, law-like generalizations, and hypotheses, which purport to describe, explain, and
predict phenomena. However, modern empiricism defines norms for doing good science
that differ from those of positivist and relativist science. For example, modern
empiricism holds that scientific knowledge is never absolute and much of our scientific
knowledge is cumulative by nature (Hunt, 1991). The concept of perceived value, for
example, can be treated as a concept that exists in the real world, but the exact and “true”
nature of perceived value probably can never be known for certain. However, it is
possible to discover regularities among concept, such as perceived value, explaining the
phenomena at a certain level (Hunt, 2002), such as non-institutional investment behavior.

Experiencing man metaphor

Instrumental man metaphor

Subjective world paradigm

Logical empiricist paradigm

Symbolic interactionism

Microeconomics
theory
Consumer behavior

Positivist/
empiricist

Figure 4.

Motivation research

Modern
empiricism

Relativist/
constructionist

Epistemological foundations of this research

Further, modern empiricism takes the stance that complete objectivity in research is
impossible, though attempts at objectivity are underpinned by ability to justify our
knowledge claims by applying methods that are as independent as possible of cultural,
political, and social factors. Under modern empiricism, the theory should be testable; the
measurements should exhibit reliability and validity; and, finally, the data should not be
fabricated or otherwise fraudulently collected.
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To provide good grounds for accepting knowledge claims concerning perceived value in
an investment context, the process applied in this research is described transparently so
that readers can evaluate for themselves the suitability and appropriateness of the
measurements. Consequently, this research follows the accepted methodology for
measurement-scale development described by Churchill (1979) and augmented by others
(e.g., Anderson & Gerbing, 1982; Bagozzi, 1980; Bentler & Bonnet, 1980; Gerbing &
Anderson, 1988; Nunnally & Bernstein, 1994; Peter, 1981).

The procedures are discussed in detail in subsequent sections; however, Figure 3
summarizes the methods employed in this research, as follows. On the basis of a
literature review and empirical grounding in theory (1), a conceptual framework for
perceived investment value (PIV) is presented and used for defining the concept and for
associated measurements. Next, because of the lack of previous scaling efforts addressing
perceived value in the investment context, a combination of the review of the literature
on perceived value in different marketing and consumer research contexts and the results
of a qualitative study (n = 95) (3) is employed in the development of a comprehensive
pool of scale items and construction of a perceived investment value scale (3).

Based on the findings from the qualitative study, as well as guidance from theory and
ideas from prior research, quantitative study 1 (n = 300) (4) was carried out, intended to
assess the PIV scale and to purify, test, and refine the scale in relation to investment in
individual stocks. Finally, a confirmatory factor structure is replicated for an independent
sample (n = 438) (5), the usefulness of the scale is demonstrated, and some degree of
predictive validity of the PIV measures in relation to investment in individual stocks is
shown.

While the samples are discussed in detail in subsequent sections, it is worth pointing out
at this juncture that the results of these studies cannot be generalized from, because the
samples are not representative of the general population. The data in the qualitative study
were collected from participants in an investment cruise on the Baltic Sea. The cruise
was organized by Arvopaperi, one of the leading financial magazines in Finland, and
intended for consumers interested in investing. The data in quantitative studies 1 and 2,
in turn, were gathered via an online survey conducted among members of the Federation
of Stock Investors, a Finnish national union for non-institutional investors.
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The participants in the studies presented here are non-institutional investors; however,
they cannot be considered to be average household investors: not all household investors
are so “into investing” that they would take part in events such as an investment cruise.
One should note, however, that in our research context it is very difficult to obtain
samples from the general population. While many consumers have entered financial
markets as investors and, in fact, in 2011, 54% of Finnish households had financial
investments of some sort (Finnish Foundation for Share Promotion, 2011), it would still
be quite difficult to obtain enough observations drawn from members of households who
are actually investing and making those investment decisions.

While this work’s empirical studies are not representative of the general population, such
representativeness is not their goal. The purpose of the studies is to gain a comprehensive
understanding of the value that consumer desire and perceive when investing. Therefore,
a focus on those consumers who are most likely perceive value in diverse ways is well
grounded. The point here is to map all possible aspects of value, leaving to other research
the exploration of the extent to which typical household consumers perceive the value
considerations presented here.

1.7 Structure of the thesis
In line with the research strategy, the remainder of this thesis is divided into four
chapters. The next chapter (Chapter 2) begins with discussion of the theoretical
background and of research that has been conducted into the marketing-theoretical
concept of perceived value (see Figure 5).

Because the major works modeling perceived value have invariably done so in a
consumer and/or retail context, the next chapter sets out to examine models, dimensions,
and measurement strategies related to perceived value in consumption, shopping, and
service contexts. After this initial work, a conceptual framework for perceived
investment value, based on the literature review and empirical standpoints, is presented
in Chapter 3. In Chapter 4, the qualitative methodology is utilized and explained, and the
results of this investigation are presented, following discussion of the findings in relation
to existing theory.
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Figure 5.

Structure of the thesis

On this basis, an initial pool of scale items to measure perceived investment value is
developed. Further, the results of a multi-sample investigation that serves to purify and
validate the perceived investment value scale are presented. The scale-development
procedures employed here are discussed in detail in subsequent sections. Finally, in
Chapter 5, a general discussion of the findings, as well as of the work’s limitations and
the management and theoretical implications, concludes the thesis.
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2. THE CONCEPT OF PERCEIVED
VALUE

The concept of perceived value (also referred to as consumer value, customer value,
customer perceived value, and value for the customer) emerged as the defining business
issue of the 1990s and has continued to receive extensive research interest in the 21st
century. Despite the widespread interest, the exploration of the concept of value has often
not been clearly defined (Gallarza et al., 2011). Probably the most accepted definition of
perceived value is presented by Zeithaml (1988, 14) – namely, that “[p]erceived value is
the consumer’s overall assessment of the utility of a product based on perceptions of
what is received and what is given.” While most conceptualizations present perceived
value as a tradeoff between benefits and sacrifices perceived by the consumer in a
supplier’s offering, the following literature review of models, dimensions, and
measurement of perceived value points out that this definition seems to display a variety
of meanings. Accordingly, a compelling question is, “What is received, and what is
given?” The abundance of definitions results in use of different characteristics and
dimensions for value (i.e., different formulations), leading, in turn, to variation in
measures and models. Given the complexity in this area, the following sections provide
only an overview of the major approaches to the concept of perceived value, with
particular emphasis on the importance of understanding the formulation of the construct.

2.1 Models of perceived value
In financial theories (e.g., in the capital asset pricing model), it is believed that it is
possible to assess investments’ value objectively. In consumer behavior and marketing
research, however, value has been characterized as being based on perception and as,
therefore, subjective (e.g., Woodruff, 1997). One should note that perceived value is the
outcome of an evaluative judgement, whereas the term “values” refers to the standards,
rules, criteria, norms, goals, or ideals that serve as the basis for such an evaluative
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judgement (Holbrook, 1994, 1999). “Value” implies a “tradeoff” between benefits and
sacrifices; moreover, it implies an interaction between a customer and a product or
service (Payne & Holt, 2001). In contrast, “values” are important personal beliefs that
people hold with respect to themselves and the goals for which they strive (Rokeach,
1968; 1973). “Values” thus are the implicit criteria that are employed by an individual in
making a preference judgement. Therefore, it is apparent that perceived value and
personal “values” are not the same concept (Day & Crask, 2000; Oliver, 1996; Woodruff,
1997).

From the above discussion, perceived value implies an interaction between a subject (the
consumer) and an object (the product); it is comparative, personal, and situational
(specific to the context), and it embodies a preference judgment (Holbrook, 1999). While
there is understanding in the fields of consumer behavior and marketing that value is
subjective, there are still different conceptions of how this subjective value evolves. In
light of a literature review, Khalifa (2004) recognizes three variants of perceived-value
models, which characterize the concept in different ways and, at the same time,
complement each other. Khalifa (ibid.) labels these models “value components models,”
“benefit/costs ratio models,” and “means–end models.” Next, these models are discussed
to illuminate the breadth and depth of the research surrounding the concept of perceived
value.

2.1.1

Value-component models

For Khalifa, value-component models represent the simplest way to characterize
perceived value. Value-component models are based on identifying either positive
features only or both the positive and negative features of an offering that contribute to
value and results in satisfaction (ibid.). Identification of positive features is more
common in value studies, as illustrated by Kaufman (1998), according to whom the main
value elements used in these studies can be listed as esteem value, exchange value, and
utility value. These elements can be defined as follows (ibid., 5): “Esteem value or ‘want’
invokes the buyer’s desire to own for the sake of ownership […]. Exchange value or
‘worth’ [explains] why the product interests the buyer and how and when the buyer will
use the product […]. Utility value or ‘need’ is the primary value element [that] describes
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the performance and physical characteristics of the product.” Both Kaufman and Khalifa
assert that each decision to acquire goods or services includes one or a combination of
the above value elements, with the sum of the individual elements’ contributions
resulting in a “buy” decision.

Also the Kano model, by Kano et al. (1984), can be considered a value-component model
that aims to identify both the positive and negative features of a product that contribute to
value. One should note that the Kano model was developed to deal with a theory of
quality and consumer satisfaction, but, following Khalifa (2004), one can still consider it
a value-component model. Kano et al. (1984) classify consumers’ preferences into five
categories: attractive quality, one-dimensional quality, must-be quality, indifferent
quality, and reverse quality (Lee et al., 2008). These categories can be understood more
or less as positive and negative product attributes. An attribute, in turn, can be defined as
a characteristic of the object being evaluated.

Attractive quality refers to the attributes that provide satisfaction when actualized fully but
whose absence does not cause dissatisfaction. For example, a free leather case for a
cellular phone illustrates this sort of attribute. One-dimensional quality, in turn, refers to
attributes that result in satisfaction when they are present and whose absence leads to
dissatisfaction. An example is a cell-phone battery that is said to last 10 hours and will
result in value to the consumer. If it lasts only five hours, the consumer will feel misled
and dissatisfaction results. Must-be quality attributes are taken for granted when present,
but dissatisfaction results when they are not. An example would be a cellular phone that
does not function; consumers are dissatisfied when the phone is not working, but when it
does work the result is not increased value or satisfaction. Indifferent quality attributes
refer to elements that are neither good nor bad and that do not result in either satisfaction
or dissatisfaction. Finally, reverse-quality attributes refer to a high level of achievement
resulting in dissatisfaction and to the fact that not all consumers are alike. For example,
some consumers prefer high-tech products while others prefer the basic model of a product
and will be dissatisfied if a product has too many extra features. (Kano et al., 1984)

The challenge in understanding and measuring attributes is that a single attribute may
contribute to several benefits and sacrifices and hence to various outcomes. For example,
an iPhone may be perceived as a convenient phone because the consumer is able to send
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e-mail, browse the Web, play games, and make phone calls with a single device, or it
may be seen as too complex a phone, since making calls and sending text messages have
become complicated. Accordingly, for some consumers, the wide selection of functions
might contribute to positive emotions and a playful mood when one is exploring and
using different functions or, alternatively, to decreased self-esteem as a result of feeling
that one is unsophisticated or clumsy in not being able to understand these functions.

2.1.2

Benefit/cost-ratio models

Cronin et al. (1997) have pointed out that an additive function of benefit and sacrifice has
been the dominant view in the literature of perceived value. It has been the approach of
such researchers as Zeithaml (1988) and Dodds et al. (1991), who have argued that
consumers’ perceptions of value represent a tradeoff between the quality or benefits they
receive in the product and the sacrifice they perceive in paying the price.

Similar suggestions are presented by well-known behavioral economist Richard Thaler
(1985), who synthesized cognitive psychology and microeconomic theory in arguing
strongly that consumers’ mental accounting in choice scenarios involving multiple
attributes is based on the sum of a) acquisition utility and b) transaction utility. The
former (value in terms of acquisition utility) represents comparison between perceived
benefit and actual product price, whereas the second represents a comparison between the
internal reference price of the consumer and the actual price offered by the supplier. This
perspective is thus grounded in pricing theory and posits consumers’ price perceptions as
the key determinant of value (Sánchez-Fernández & Iniesta-Bonillo, 2007).

In the additive model of Thaler (1985), benefits include mostly tangible attributes of the
product/service offering (Gale, 1994; Monroe, 1990). As distinct from Thaler’s model,
however, benefit/cost-ratio models recognize that the sacrifice includes monetary but also
non-monetary factors such as the time and effort needed for acquiring and using the
product/service (e.g., Butz & Goodstein, 1996; Carothers & Adams, 1991; Grönroos, 1997;
Kotler, 1996; Naumann, 1995; Treacy & Wiersema, 1995; Zeithaml, 1988). Accordingly,
many authors agree that there are different kinds of costs and sacrifices, though, for
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example, Al-Sabbahy et al. (2004) has argued that monetary prices represent the major
sacrifice.
The benefit/cost-ratio models account for the variation among outcomes by defining
benefits as positive evaluations of attribute performances and sacrifices as negative
evaluations (Zeithaml, 1988). In benefit/cost-ratio models, value is perceived when the
benefits are seen as being greater than the sacrifices (ibid., Butz & Goodstein, 1996;
Andersson & Narus, 2004). Hence, benefits (most commonly, quality) and sacrifices
(most commonly, price) give substance to the value of the product or service from the
consumer’s perspective. Benefits such as convenience represent the “get” component of
perceived value, while sacrifices – such as price, mentioned above – and the time and
effort required represent the “give” component (Zeithaml, 1988).

2.1.3

Means–end models

Means–end models of perceived value can be understood as the framework with the
widest perspective, one that also brings value-component models and benefit/costs-ratio
models together (Khalifa, 2004). Means–end models of perceived value were originally
based on the idea of goal-directed behavior, the idea that consumers engage in the
consumption of products and services that help them to reach goals that are relevant for
them (Woodruff, 1997). Means–end models build on the means–end theory (Gutman,
1982), which has provided a theoretical and conceptual structure that connects
consumers’ goals with their behavior. The central thesis of the means–end theory is that
individuals are goal-directed and use product or service attributes as a means of inferring
desired end states. Thus means–end models of perceived value link the desired and
preferred attributes to desired consequences in their use situations that are evaluated on
the basis of consumers’ goals and purposes (Woodruff, 1997). This is achieved through a
choice of products and services that have attributes resulting in increased benefits and
decreased sacrifices in use situations judged against the consumer’s goals and purposes
(see Figure 6). Consumers’ goals and the purposes level of the hierarchy may guide the
consumption process as a goal-directed behavior, or they may be used as criteria when
consumption situations are encountered (Andersson & Narus, 2004; Butz & Goodstein,
1996). In this way, a consumer’s goals and purposes supply the meaning and importance
for the attributes and consequences evaluated – i.e., benefits and sacrifices (see Figure 6).
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Received value

Desired value

Goals and purposes

Goal-based
satisfaction

Desired consequences in use
situations

Consequence-based
satisfaction

Desired product attributes
and attribute performances

Figure 6.

Attribute-based
satisfaction

The customer value hierarchy model of Woodruff (1997, 142)

In means–end models, the values’ evolution can be seen as a process wherein value is not
solely embedded in product purchase or possessions but covers the whole consumption
experience fully. Following suggestions by Woodruff (1997), one can take the case of a
consumer who is searching for a sports car and may be daydreaming about it and
imagining the experience of driving a fast car. This desired value (i.e., goal) guides the
purchase process and is used as a criterion during the purchase of the car. Moreover, the
desired value gives the meaning and importance to the benefits and sacrifices in any
phase of the purchase process. When purchasing the car, the consumer experiences value
that can be categorized as transaction value, acquisition value (Parasuraman & Grewal,
2000), or exchange value (Lapierre & Denault, 1997). Regardless of designation, here the
consumer experiences value at the point of trade in real time. This phase involves
choosing the item and payment, for example (Arnould et al., 2000). Then follows the
core consumption experience in which the consumer experiences value that can be
categorized, in line with the work of Woodall (2003), as delivered value (Oliver, 1999;
Walters, 1999), received value (Woodruff, 1997), use value (Lapierre & Denault, 1997;
Woodruff & Gardial, 1996; Parasuraman & Grewal, 2000), or post-purchase/performance.
Finally, there is remembered consumption experience with which the consumer might
experience redemption value (Parasuraman & Grewal, 2000), or value after
use/experience or at the point of disposal/sale. The means–end models of perceived value
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fill a gap in the value-component and benefit/cost-ratio models in being able to explain
why consumers attach different weights to various benefits when evaluating alternative
products/services (Khalifa, 2004). Following Woodruff’s (1997, 142) definition, the
perceived value is the “customer’s perceived preference for an evaluation of those
product attributes, attribute performances, and consequences arising from use that
facilitate (or block) achieving the customer’s goals and purposes in use situations.”
Woodruff’s model includes consumption goals, consequences, and attributes, and it also
incorporates desired value and received value. The hierarchy emphasizes that value stems
from consumers’ learned perceptions, preferences, and evaluations, and that perceived
value thus changes over time.

2.2 Dimensionality of perceived value
The variation in definitions is even more abundant when we move from models of
perceived value formulation to the dimensions of perceived value. For instance, some
studies have used a single item (Caruana et al., 2000; McDougall & Levesque, 1994),
whereas others have used several (Blackwell et al., 1999; Cronin et al., 2000; Chen &
Dubinsky, 2003; Gallarza & Saura, 2006), to measure respondents’ perceptions of value.
Consequently some studies are conducted to explain value through multiple variables,
including functional, social, emotional, and epistemic value (Cheng et al., 2009); quality
and sacrifice (Cronin et al., 2000); service quality, social value, play, aesthetics, and time
and effort spent (Gallarza & Saura, 2006); monetary value, convenience, social value,
emotional value, and conditional value (Pura, 2005); and perceived risk and the valence
of experience (Chen & Dubinsky, 2003). Other studies have seen value only as the
quality–price relationship (Laitamäki & Kordupleski, 1997; Ulaga & Chacour, 2001). Lin
et al. (2005) and also Sánchez-Fernández and Iniesta-Bonillo (2007) classify these
research streams based on uni-dimensional and multi-dimensional definitions. In the
following two sections, current applications of uni-dimensional and multi-dimensional
conceptualization are reviewed. Table 1 provides a fairly comprehensive survey of 37
studies, with a special emphasis on dimensionality and dimensions of conceptualizations
and on measurements applied in the studies in these two research streams.
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Table 1.

Summary of studies of perceived value (continues in Appendix 1)

Authors

Year

Method

Context

Region Concept and dimensions of value
(number of items in parentheses)
(M = perceived value conceptualized
as a multi-dimensional construct;
U = perceived value conceptualized
as a uni-dimensional construct)

Correlation between value
construct and other variables
(antecedents and/or
consequences: number of items)

Selected findings derived mainly from the works’
abstracts and conclusions

Babin and
Attaway

2000

Empirical (quantitative)

Shopping

USA

[M] Shopping value (1)
Utilitarian value (4)
Hedonic value (5)

Customer share (5)
Positive and negative affect (9)

Babin et al.

1994

Empirical (quantitative)

Shopping

USA

[M] Shopping value
Utilitarian (4)
Hedonic (11)

Baker et al.

2002

Empirical (quantitative)

Store
environment

USA

[U] Merchandise value (3)

Experiential shopping
motivations (8)
Compulsive buying scale (5)
Pleasure (6)
Arousal (5)
Bargain-related perceptions (1)
Amount spent (1)
Unplanned purchases (1)
Time pressure (3)
Overall satisfaction (1)
Patronage intentions (3)
Interpersonal service’s quality (4)
Merchandise quality (2)
Monetary price (2)
Time/effort cost (3)
Psychic cost (3)

The paper investigates the impact of positive and negative
affect associated with ambient environmental conditions.
Structural equation results suggest that both positive
affect and negative affect influence this measure, but the
impact is facilitated through both feelings' relationship
with hedonic and utilitarian shopping value.
The authors develop and validate the scale by using a
multi-step process. The results demonstrate that distinct
hedonic and utilitarian shopping value dimensions exist
and are related to a number of important consumption
variables.

Bick et al.

2004

Empirical (quantitative)

Banking
industry

South
Africa

Brady et al.

1999

Empirical (quantitative)

Fast food
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[M] Customer perceived value
Operational excellence (8)
Product leadership (8)
Customer intimacy (8)
USA and [U] Service value (1)
Ecuador

Customer expectations (9)

Behavioral intentions (3)
Satisfaction (1)
Service quality (2)
Sacrifice (1)

The authors propose a comprehensive store-choice model
that includes three types of store-environment cues. They
then empirically examine the extent to which
environmental cues influence consumers’ assessments of
a store against various store-choice criteria and how those
assessments, in turn, influence patronage intentions. The
results of two separate studies provide support for the
model.
The results suggest that customers are not satisfied with
the service, products, and level of customer intimacy
delivered to them by their banks. Therefore, they did not
believe that they were getting the value they expected.
The results suggest that service value and satisfaction
drive consumers' behavioral intentions in the USA, while
Latin Americans are found to emphasize satisfaction in
their service assessments.

2.2.1

Perceived value as an uni-dimensional construct

The first conceptualization strategy treats perceived value as uni-dimensional and
globally measures overall value perceptions. This pioneering conception of value was
based on the economic theory of the consumer and the concept of utility
(Sánches-Fernández & Iniesta-Bonillo, 2007). Accordingly, the first studies in this
stream focused on the categorization and analysis of the quality–price relationship
(Dodds & Monroe, 1985; Monroe & Chapman, 1987; Monroe & Krishnan, 1985) and led
to the initial conceptualization of value as a “cognitive trade-off between perceptions of
quality and sacrifice” (Dodds et al., 1991, 308).

Following Sánches-Fernández and Iniesta-Bonillo (2007), uni-dimensional definitions of
perceived value are conceived of with a utilitarian perspective from which economic and
cognitive reasoning is used to assess the relevant benefits and costs and hence include
price-based studies. In many cases, the “uni-dimensionality” of these models means that
value is presented as output of the evaluations of benefits and sacrifices – largely as a
tradeoff between quality and price. According to this view, external cues (such as price,
brand name, and store name) influence perceptions of product quality and value
(Agarwal & Teas, 2001; 2002; 2004; Dodds et al., 1991; Teas & Agarwal, 2000), and
price has a negative effect on a product’s value but a positive effect on perceived product
quality (Dodds, 1991).

As illustrated in Appendix 1, some recent studies have gone beyond the conceptual
guidelines of this stream by introducing various determinants of perceived value,
including time/effort cost (Baker et al., 2002), a consideration of perceived risk (Chen &
Dubinsky, 2003), and safety and confidence (Korda & Snoj, 2010). In this view,
perceived value is a single overall concept that can be measured by means of a
self-reported item (or set of items) that evaluates the consumer’s perception of value
(e.g., Agarwal & Teas, 2002; Brady et al., 1999; Chang & Wildt, 1994; Dodds, 1991;
Hartline & Jones, 1996; Kerin et al., 1992; Sweeney et al., 1999).
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The perspective includes the possibility that this uni-dimensional construct might be
produced by the effects of multiple antecedents, but it does not include the view that
value is an aggregate concept formed from several components. Accordingly, although
value is formally defined in terms of the quality–price relationship, the empirical
operationalization of the construct treats these elements as antecedents rather than as
formative components of value.

2.2.2

Perceived value as a multi-dimensional construct

Following Lin et al. (2005) and Sánchez-Fernández and Iniesta-Bonillo (2007), the
second strategy treats perceived value as multi-dimensional and measures perceived
value by using various “get” (benefit) and “give” (sacrifice) dimensions. Some authors
have suggested that conceptualization of value as utilitarian and uni-dimensional
represents a narrow approach to the concept and that the concept of perceived value
should be conceived of as a construct consisting of several interrelated attributes or
dimensions that together form a holistic representation of a complex phenomenon (e.g.,
Babin et al., 1994; Holbrook, 1994; Huber et al., 2000; Mattsson, 1991; Sheth et al.,
1991; Sweeney & Soutar, 2001). This is because consumption activities are complex and
therefore produce not only utilitarian outcomes as illustrated in uni-dimensional models
but also experiential outcomes (Babin et al., 1994). This experiential perspective
highlights the “three ‘F’s”: fantasies, feelings, and fun, representing the hedonic aspects
and motivations of consumption (Holbrook & Hirschman, 1982). Simply put,
consumption is seen as an act valued for its own sake, not only as instrumental to some
predefined end. Holbrook and his colleagues have demonstrated the importance of the
hedonic component in the experiences of buying and consuming in leisure, aesthetic,
creative, and religious activities (Havlena & Holbrook, 1986) as well as in consumers’
responses to publicity (Holbrook & Batra, 1987). In addition to these utilitarian and
hedonic dimensions, a social or symbolic dimension to consumption has been suggested
as relevant in its own right (Bagozzi, 1975; Belk, 1988; Levy, 1959; Solomon, 1983).

When transferring the experiential and symbolic interactionist perspective to the study of
perceived value, authors such as Babin et al. (1994), Holbrook (1994; 1996; 1999), and
Sheth et al. (1991) have exerted an influence as key sources for operational definitions
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and measures of hedonic and symbolic dimensions in the study of perceived value. It can
be argued that these studies have served as a basis for further research into the
multi-dimensional nature of the concept.

For example, multi-dimensional versions based on utilitarian and hedonic dimensions
have been used a great deal since Babin et al. (1994). On the perceived shopping value
scale of Babin et al. (ibid.), hedonic value refers to the experiential perspective, from
which consumers appreciate shopping because of the positive feeling it evokes. The
utilitarian value of shopping, on the other hand, is based on how well the shopping
performs its proper function (efficacy). In a similar vein (see Appendix 1), Carpenter et
al. (2005), Chandon et al. (2000), Diep and Sweeney (2008), Jones et al. (2006), and
Overby and Lee (2006) identified two types of value: utilitarian value, including, for
example, savings and quality, and hedonic value elements, such as emotional and social
value.

Holbrook’s (1999) proposal has been one of the approaches that have been used in
several conceptualizations (Bevan & Murphy, 2001; Kim, 2002), and some empirical
studies (Bourdeau et al., 2002; Mathwick et al., 2001; 2002). Holbrook (1994; 1996;
1999) have proposed a “typology of consumer value” based on three dichotomies:
-

Extrinsic vs. intrinsic value: a product viewed instrumentally as a means to some
end versus a consumption experience prized for its own sake as an end in itself.
Extrinsic value is acquired from satisfying utilitarian consumption goals such as
saving money, while intrinsic value is derived from an enjoyable and playful
shopping trip (Babin et al., 1994).

-

Self-oriented vs. other-oriented value: something valued by virtue of the effect it
has on one or for one’s own sake versus an aspect of consumption positively
evaluated because of how others respond or for the sake of someone else.

-

Active vs. reactive value: involving the manipulation of some product by its user
versus appreciation of some consumption experience wherein an object affects
one rather than vice versa. Active value results from consumers’ efficient
manipulation of shopping resources to satisfy their functional or affective needs
(Kim, 2002). Reactive value, in contrast, refers to a situation wherein consumers
appreciate the physical shopping environment or respond positively to service
personnel.
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In addition to the “typology of consumer value” (Holbrook, 1999) and “utilitarian and
hedonic dimensions” (Babin et al., 1994), the theory of consumption value as proposed
by Sheth et al. (1991) has been one of the approaches that have contributed much –
probably more than any other – to the study of the multi-dimensional nature of perceived
value. The theory of consumption value states that the multifaceted consumer choice
entails a variety of forms of value. This theory rests on three fundamental propositions:
1) that market choice is a function of multiple values, 2) that these forms of value make
differential contributions in any given choice situation, and 3) that the forms of value are
independent (Sheth et al., 1991). Sheth et al. (ibid.) categorized these dimensions as
functional, social, emotional, epistemic, and conditional:
-

Functional value pertains to whether a product is able to perform its functional,
utilitarian, or physical purposes.

-

Social value refers to an image that is congruent with the norms of a consumer’s
friends or associates and/or with the social image the consumer wishes to project.

-

Emotional value is related to various affective states, which may be positive (for
example, confidence or excitement) or negative (for example, fear or anger).

-

Epistemic value has to do with a desire for knowledge, whether this be motivated
by intellectual curiosity or the seeking of novelty.

-

Conditional value reflects the fact that some market choices are contingent on the
situation or set of circumstances faced by the consumer.

Utilizing the consumption-value theory, Sweeney and Soutar (2001) developed the
“PERVAL” model, a measurement scale for consumers’ perceptions of the value of
durable goods. Their findings identified four value dimensions (emotional, social,
quality/performance, and price / value for money), but their exploratory study did not
generate items for epistemic value and conditional value. Pura (2005) analyzed the direct
effect of the dimensions of perceived value on attitudinal and behavioral components of
loyalty in mobile telephony services. In this context, the author defined six dimensions –
monetary, convenience, social, emotional, conditional, and epistemic. In doing so, she
adapted the functional dimension to the electronic service context and depicted it in terms
of monetary value and convenience value.

Then, Smith and Colgate (2007) reduced the number of general dimensions of perceived
value to four in their “practical framework for value creation”: sacrifice value,

49

functional/instrumental value, experiential/hedonic value, and symbolic/expressive value.
Smith and Colgate (ibid., 10) define functional/instrumental value as being “concerned
with the extent to which a product (good or service) has desired characteristics, is useful,
or performs a desired function” and experiential/hedonic value as being “concerned with
the extent to which a product creates appropriate experiences, feelings, and emotions for
the customer; symbolic/expressive value is concerned with the extent to which customers
attach […] psychological meaning to a product” (ibid.). Finally, according to these
authors, sacrifice value is about minimizing or reducing the costs and risk of purchase,
ownership, and use of products, whether they are monetary, related to time or effort, or
psychological. In addition, some other studies of the multi-dimensional nature of
perceived value are illustrated in Appendix 1, among them work by Cheng et al. (2009),
Diep and Sweeney (2008), Fiol et al. (2011), and Rintamäki et al. (2006).

2.2.3 Interaction between perceived value and other constructs
As illustrated in Appendix 1, the links between perceived value and constructs such as
quality, behavioral intentions, and satisfaction have received attention recently in
literature on perceived value. With regard to the role of quality in perceived value,
uni-dimensional measurements usually concentrate on the quality/price relationship. The
argument on which single-item measures are based is that consumers have a shared
meaning of value; i.e., value is equal to quality/price. Following Richins (1994),
however, one finds reasons to believe that overall quality/price cannot fully capture the
actual value of many products, and, in fact, value for money is not the medium of value
for some consumers. For example, a souvenir (say, a Moomin doll bought in Finland)
may have low exchange value (money/quality) but high symbolic value to its possessor
who has been traveling in Finland. Accordingly, in some cases, the important role of
possessions in someone’s identity suggests that a possession’s symbolic meaning is
central to its value even if the possession is not appreciated by others.

Therefore, some authors have suggested that perceived quality is an antecedent that has a
positive effect on perceived value (Cronin et al., 2000; Lapierre et al., 1999) while others
have contended that quality is a sub-component of overall perceived value (Holbrook,
1999; Sweeney & Soutar, 2001). In sum, most current literature agrees that “perceived
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value” and “quality” are distinct constructs (Bolton & Drew, 1991; Day & Crask, 2000;
Dodds & Monroe, 1985; Monroe & Krishnan, 1985). The conceptual confusion arises
because the two constructs share certain common characteristics – especially in that they
both involve evaluative judgements that are subjective, personal, and context-dependent
(Rust & Oliver, 1994; Zeithaml, 1988). Nevertheless, most authors agree that there are
certainly differences between them (e.g., Zeithaml, 1988), although opinion differs as to
the relationship between the constructs.

In addition to the role of quality in perceived value, several studies have shown perceived
value to have a direct impact on behavioral intentions. For example, Cronin et al. (2000)
report that the value construct enhanced impact on behavioral intentions. In terms of
service value, Brady et al. (2002) attested that service value and satisfaction drive
consumers’ behavioral intentions in the USA. Cheng et al. (2009), in turn, investigated
the impact of a multi-dimensional concept of perceived value (with functional, social,
emotional, and epistemic elements) on behavioral intentions to use the Internet as a retail
platform and found that functional, emotional, and epistemic value have a significant
impact on order placement. Pura (2005) analyzed the direct effect of the dimensions of
perceived value on attitudinal and behavioral components of loyalty in mobile telephony
services. In this context, the author suggests that behavioral intentions are influenced by
conditional value most and the influence of social and epistemic value is not significant.

Finally, the relationship between perceived value and consumer satisfaction is deserving
of particular attention in the literature. As concluded by Gallarza et al. (2011), it seems
more common to understand value as an antecedent of satisfaction than satisfaction as an
antecedent of value: many authors consider value as an encounter-specific input to
satisfaction (McDougall & Levesque, 2000). As illustrated in Appendix 1, Wang et al.
(2004), for example, adapted the value framework suggested by Sweeney and Soutar
(2001) but included sacrifices other than price – that is, non-monetary factors such as
time, effort, and energy. All dimensions of perceived value (functional, social, emotional,
and perceived sacrifices) were found to have a significant effect on consumer
satisfaction, although no significant evidence was found to support the direct influence of
any dimensions of value on brand loyalty.
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Oliver (1997; 1999) makes the observation that value should be related to satisfaction but
is a unique construct, meaningful in its own right. Both concepts describe evaluative
judgements about products, and both place special importance on the use situation.
Unlike satisfaction, perceived value is conceptualized as encompassing both the
functionality benefits of performance and non-functionality benefits. In addition,
perceived value is considered a cognitively based construct that captures any
benefit/sacrifice discrepancy in much the same way disconfirmation does for deviations
between expectations and perceived performance (Lee & Overby, 2004). Satisfaction, on
the other hand, is primarily an affective (Hunt, 1993; Oliver, 1997; Seiders et al., 2005)
post-purchase evaluation and a response to the overall investment experience. Finally,
price can be considered a pivotal determinant for distinguishing between value and
satisfaction in the sense that satisfaction assessment need not make reference to the price
paid (Gallarza et al., 2011) while determination of value generally hinges in part on the
perceived price (Oliver, 1999) – alone or in combination with other sacrifices, as in the
view of convenience as a tradeoff between utility and time (Holbrook, 1994; 1999).

2.2.4 Measurement of perceived value
Especially in the early stages, the dimensions of perceived value in particular have been
commonly measured via exploratory factor analysis (Sheth et al., 1991) or confirmatory
factor analysis (Babin et al., 1994). More recently, studies often have focused not only on
dimensions of perceived value but also on interaction between a uni- or multi-dimensional
value concept and other constructs, such as quality, behavioral intentions, and
satisfaction. Consequently, statistical multivariate techniques, such as structural equation
modeling (SEM), have emerged as powerful tools for process-data analysis (Lin et al.,
2005); SEM is a combination of factor analysis and multiple regression, so its application
usually includes confirmatory factor analysis and path analysis.

Probably the reason more and more researchers are estimating value perceptions by using
SEM is that it allows one to test and estimate causal relations between latent variables.
Unlike observable variables (e.g., actual price), latent variables such as perceived value
or satisfaction have no explicit or precise way of being measured in either existence or
influence (see Raykov & Marcoulides, 2008). Because a concept such as perceived value
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cannot be measured explicitly, inference is employed, with measurement of specific
features (e.g., perceived monetary savings) that operationally define perceived value.

When one uses SEM, the construct conceptualization issue should be theory-driven and
precede any discussion of structural relationships between constructs (e.g., perceived
value-satisfaction). However, since different views exist on the conceptualization of
perceived-value constructs, there are also different measurement strategies based on
structural equation modeling. As illustrated in previous sections, one strategy treats
perceived value as uni-dimensional and globally measures overall value perceptions and
a second strategy treats perceived value as multi-dimensional and measures it by
considering various “get” and “give” dimensions.

When perceived value is measured as a uni-dimensional construct, a single-item scale
(including one or more variables) is most commonly used (see Appendix 1). In many
cases, perceived value is presented as output of the evaluations of benefits and sacrifices
– for example, as a tradeoff between quality and price. Sweeney et al. (1999), for
example, used a three-item scale to measure perceived value as “value for money.” Chen
and Dubinsky (2003, 337), in turn, treated perceived value as a uni-dimensional construct
and used, for example, the item “Comparing what I pay for what I get, this product
appears to be a good value for the money (disagree/agree)” to measure perceived value.

In addition, measuring perceived value as uni-dimensional by using two lower-level
constructs – price and quality or sacrifice and quality – has also been popular, and still is,
in retail and services studies, especially when short scales are needed (e.g., in studies
wherein the main focus may be on some other construct, such as satisfaction or
repurchase intention) (e.g., Cronin et al., 1997). Accordingly, these models are easily
implemented and have merits for evaluation of organizational effectiveness, so
uni-dimensional specifications are appropriate when the objective is to assess overall
value (Lin et al., 2005).

As illustrated in the previous section, however, some scholars argue that it is
inappropriate to measure perceived value as a uni-dimensional quality/price-based
construct. The shortcomings in uni-dimensional measurements have led to measurement
of perceived value as a multi-dimensional construct (ibid.). Proceeding from previous
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work on the multi-dimensional nature of perceived value, we can assume that positive
and negative value dimensions could have positive and negative effects on the
perceived-value construct. In PERVAL, for instance, perceived value has four
dimensions: quality, emotional, social, and price dimensions. In its definition of these
four dimensions, PERVAL lies within the “give-versus-get” domain of perceived value,
where price is a sacrifice component and the other three are benefit components. This
overall vision of consumer behavior underlies multi-dimensional approaches to perceived
value. Indeed, an approach based on comparing benefits and sacrifices is an eminently
rationality-based one, in contrast to the multi-dimensional approach, which attempts to
explain the concept by taking into account both cognitive and non-functionality-related
systems.

Appendix 1 presents researchers who have adopted a multi-dimensional approach to
measuring perceived value, and the proposed dimensions of the construct. As Appendix
1’s summary shows, most of the authors suggest at least two kinds of dimensions of
perceived value: function-based and non-function-based (e.g., Lapierre, 2000; Roig et al.,
2006; Sweeney & Soutar, 2001). The former dimension refers to the rational and
economic valuations made by individuals. The non-functionality dimension, in turn,
captures the feelings or emotions generated by the products or services. There seems to
be growing consensus for separating this into an emotional (emotions/feelings/experiences)
and a social dimension (social impact/symbolic) (see Appendix 1).

A crucial aspect of measuring perceived value as a multi-dimensional construct is that
prior research suggests that different value dimensions may be independent but still
related as suggested by Sheth et al. (1991). Accordingly, Holbrook (1999) argues that
different types of perceived value tend to be “compresent” – that is, they tend to occur
together to varying degrees – in any given consumption experience. Sweeney and Soutar
(2001) too contend that the dimensions of value coexist, since the hedonic and utilitarian
components of attitude might be related. For example, the purchase of a sports car is
likely to increase the chances of a favorable emotional as well as a favorable
functionality response. Indeed, many other multi-dimensional constructs, including
well-being at work (Warr, 1990) and mental imagery evoked by communications (Babin
& Burns, 1998), have been found to have separate but correlated dimensions.
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2.3

Summary of the literature review

The purpose of this chapter has been to pull together various streams of research on
perceived value. From a comprehensive and systematic review of the various research
streams on perceived value, one can conclude that value-component, benefit/cost-ratio,
and means–end models all have merits but also weaknesses in configuration of the
concept of perceived value. The same is true of uni- and multi-dimensional measures.

A uni-dimensional approach is effective but cannot discern the complex nature of
perceived value. As noted above, uni-dimensional models see perceived value as a function
of perceived quality in conjunction with price, and, in fact, the price–quality interface is at
the core of the concept of value for all authors in the benefit/cost-ratio school, or
“trade-off domain,” as illustrated by Gallarza et al. (2011). In more recent studies of
assessment of value, both sacrifices and benefits are characterized more holistically as
cognitive and affective – with elements such as time, novelty, or play (e.g., Gallarza &
Gil, 2006). As noted by Sweeney and Soutar (2001, 207), “a more sophisticated measure
is needed to understand how consumers value products and services.” Consequently,
recent developments in value concepts and extensive research interest in the concept of
perceived value have expanded the traditional view of the types or dimensions of value.

Multi-dimensional conceptualizations have embedded in them diverse notions (perceived
price, quality, benefits, sacrifice, etc.) (Babin et al., 1994; Holbrook, 1994; 1999; Mathwick
et al., 2002; DeSarbo & Sinha, 2001; Sweeney & Soutar, 2001), and one might conclude
that the number of dimensions considered says as much about the imagination of the various
researchers as it does about the fundamental nature of the concept of value itself (Gallarza
et al., 2011). This may be true in some cases, but one should note that perceived value is by
definition specific to its context, which may contribute to various dimensions as well. That
is, it is quite obvious that from the value dimensionality perspective, consumers’ perceptions
of value are characterized differently in, say, the contexts of an amusement park and food
retail.

However, it is true that there is a need to conceptualize the nature and dimensions of
perceived value, especially where perceived-value measurement is involved. In
measurement of perceived value, most of the confusion comes from deficient
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comprehension of the difficulties surrounding the concept of value. As Gallarza et al.
(ibid.) remind us, if the concept is “elusive and individualistic,” researchers should
determine carefully what type of measurement is preferable in view of the conceptual
approach chosen, before undertaking sophisticated measurement processes. The
importance of this point is documented well by Martin-Ruiz et al. (2008, 1287):
[T]he choice to use higher-order models depends on the researcher, because both
types of models (higher and first-order) represent the same hypothetical construct.
If the construct (i.e., service value) is the focus of the study [as in this thesis],
researchers probably should identify all different aspects [dimensions] that reflect it
separately. If the construct is not focal, the researcher faces a tradeoff in terms of
the number (and type) of measures to use to capture the construct versus obtaining
accuracy in the measurement model.

In addition to dimensionality, it can be argued, this notion is equally important in
applying models of perceived value for measurement purposes. The effectiveness of the
various models of perceived value depends on the research agenda. For example,
value-component models are especially useful when one is thinking about and measuring
perceived product features in the process of developing new products and/or services.
These value-component models pay only modest attention, however, to the interaction
and relationship between consumers and suppliers in product/service delivery.

Benefit/cost-ratio models are broader than value-component models and more complete.
However, they pay little attention to the dynamics of values’ building and destruction.
They seem to be static rather than dynamic. They do not link benefits and sacrifices with
consumers’ goals and purposes. Also, they do not say much on the importance of
different benefits to prospective consumers or the significance of sacrifices, nor do they
explicitly consider the effects of all of these on consumer behavior (Khalifa, 2004).

The means–end model is the only type to emphasize that value depends on consumers’
goals (i.e., expectations and requirements). However, while means–end models, such as
Woodruff’s (1997) model, take into account the negative consequences of certain
product/service attributes, they fail to pay sufficient attention to the sacrifices a consumer
is likely to bear in acquiring, using, or disposing of the product/service. In addition,
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means–end models do not elaborate on the tradeoffs consumers are expected to make
between benefits and sacrifices (Khalifa, 2004).
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3. THE PROPOSED CONCEPT OF
PERCEIVED INVESTMENT VALUE

When the marketing-theoretical concept of perceived value is introduced in investment
research, it is important for the conceptualization to capture both perceived value and the
finance-theoretical concept of value. Therefore, when suggesting that investment value
can be defined from a marketing-theoretical perspective, we encounter a major challenge:
How can a concept of perceived value that has been developed in the consumption
context be brought into the context of investing, which is traditionally considered to be
almost the polar opposite by its very nature? The next challenge is to incorporate the
conceptualizations of perceived value, and to investigate possible consumer value drivers
in the investment context. Accordingly, an integrative configuration of perceived value
and the finance-theoretical concept of value is presented.

3.1

Parallels between the concept of perceived value and
the financial-theoretical concept of value

Consumption markets and investment markets have been studied in distinct fields of
research and considered to be rather isolated from each other (Aspara & Tikkanen, 2010).
That is, there is “investment” and there is “consumption,” and the familiar economic
model involves output being either invested or consumed, not both. Some illustrative
examples are provided by Allen and McGoun (2000, 390), who exploit the definitions of
investment and consumption given by the Oxford English Dictionary. The OED
characterizes investment as “[t]o employ (money) in the purchase of anything from
which interest or profit is expected; now especially in the purchase of property, stocks,
shares, and so forth, in order to hold these for the sake of the interest, dividends, or
profits accruing from them” (OED, 1989). From an economic standpoint, the most
important definitions of consumption are, in Allen and McGoun’s view (ibid., 390),
“[t]he using up of material, the use of anything as food, or for the support of any process,
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[…] The destructive employment or utilisation of the products of industry; the amount of
industrial products consumed” (OED, 1989).

These definitions imply that consumption and investment are quite opposite in character.
The term “consumption” refers to reduction – i.e., to something that is consumed – and to
extent, how much is consumed. Investment, however, refers to addition – expected
interest or profit from a purchase. Although in a definitional sense these represent
alternative uses of output, they may be, in a value perception sense, quite similar means
to ends. As hypothesized by Allen and McGoun (2000), the things that are consumed or
invested in are means by which consumers are able to engage in acts of consuming or
investing, the acts of consuming and investing are interactions with objects that are
means for interactions with other people, and the acts of consuming and investing are
also means for purposes of integration or classification in consumers’ lives. Following
Allen and McGoun (ibid., 399), “there are multiple layers of instrumentality involved in
consuming and investing that links traditional perspectives on both activities to newer
theories that might offer us greater insights into them.”

In this thesis, these “newer theories” can be considered to be conceptualization and
measurement of perceived value in the investment context. Therefore, our next step is to
take a closer look at the parallels to the concept of perceived value and, at the same time,
characteristics of the financial-theory concept of value, to fill the gap between the
definitions characterizing investment and consumption.

In fact, at some level these two concepts seem to be one in their notion of the essence of
value. For instance, by businessdictionary.com’s definition, investment value “[r]eflects
the value of an asset to its owner, depending on his or her expectations and requirements.”
Quite similarly, perceived value is considered to be a product of interaction between a
subject (consumer) and an object (product), since it can be defined as
-

The “consumer’s overall assessment of the utility of a product based on
perceptions of what is received and what is given” (Zeithaml, 1988, 14);

-

An element considered to be interactive between a subject (consumer) and an
object (product) but also relativistic because it involves preferences among
objects, varies among people, and is specific to context (Holbrook, 1999); and
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-

The “perceived preference for an evaluation of those product attributes, attribute
performances, and consequences arising from use that facilitate (or block)
achieving the consumer’s goals and purposes in [the] use situation” (Woodruff,
1997, 142).

Accordingly, under both concepts, there are two possible continua along which the
essence of the value in question may be judged: that of object and that of evaluator
(Holbrook, 1999). Second, the two share the term “value” as referring to a judgement (as
to what is valuable) while, for example, in the social sciences it is understood in the
context of human values as indicating the criteria by which such judgements are made
(Day & Crask, 2000; Oliver, 1996; Rokeach, 1973; Woodruff, 1997). Third, and as noted
earlier, both involve defining value as a ratio or tradeoff of total benefits received and
total sacrifices (Monroe, 1979; 1990; Monroe & Krishnan, 1985). Finally, there is an
assumption with both that the targets (things to be consumed or invested in) have value –
that is, benefits they can yield for a consumer or investor. Thus, the concepts of
investment value and perceived value both assume that the targets have value that can be
defined as a ratio or tradeoff between total benefits received and total sacrifices. They
also share the notion that benefits and sacrifices get their meaning and importance from
consumers’ expectations and requirements.

While perceived value and the financial-theoretical concept of investment value are alike
in the assumption that value is inherent to something, the concepts traditionally differ in
the view of the nature of these expectations and requirements. According to the main
financial theories, consumers’ goals related to investments should be aimed at
maximizing the financial/monetary return of wealth at a certain risk level, or minimizing
the risk at a certain financial/monetary return level. Accordingly, consumers’ goals may
vary with the individual but only with respect to personal risk-tolerance.

With the perceived-value concept, the consumer is the one who in the end defines not
only how much but also what kind of value, if any, there is. Indeed, consumption
activities are complex and produce multi-dimensional consequences, not only utilitarian
outcomes as illustrated in uni-dimensional models but also hedonic and symbolic
outcomes. In fact, evidence has already been found that investment value could be
characterized in a more holistic way. Because consumers’ investment preferences go
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beyond risk and return, to include, for instance, entertainment and status considerations
(Dorn & Sengmueller, 2009; Statman, 2004), it can be at least theorized that perceived
value in the investment context too might be a multi-dimensional construct.

3.2

Conceptualization of Perceived Investment Value

As was concluded in Section 2.3, the value-component models, benefit/cost-ratio models,
and means–end models, and uni-dimensional and multi-dimensional measures, all have
their merits but also weaknesses in configuration of the concept of perceived value.
Therefore, the conceptualization of perceived investment value is probably best
implemented on the basis of synthesis of these models.

One should bear in mind, however, that adopting synthesis of models in an aim to
measure perceived value in the investment context is empirically challenging. This is
because perceived value is in this approach composed of preferences for specific and
measurable dimensions – i.e., the attributes, attribute performances, and consequences
(benefits/sacrifices) linked to goals for use situations. Attempts to conceptualize and
measure attributes, attribute performances, consequences, and consumers’ goals in
relation to perceived value would be needed, though these are probably impossible in a
single study – particularly if we assume that perceived value is a multi-dimensional construct
(as it is not considered in means–end models), in which case also attributes, attribute
performances, consequences, and consumers’ goals should be viewed as multi-dimensional.

Since synthesis of models is empirically challenging, measuring this suggested concept of
perceived investment value is a matter of compromises in this research. If the aim involves
investment products’ or services’ development and innovation, value-component models
and attribute-based measurement might be needed. But the focus of this research is on
measuring at a more general level the value consumers perceive (get) when investing, so
it is probably enough to model and measure perceived value at the consequence (i.e.,
benefit/sacrifice) level, although we may lose some information about the concrete things
that contribute to value. In doing so, we can consider the benefits as positive evaluations
of outcomes and sacrifices as negative evaluations (Woodruff, 1997). Accordingly, value
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for investing is perceived when the benefits are perceived to be greater than the sacrifices
(Andersson & Narus, 1998; Butz & Goodstein, 1996; Zeithaml, 1988).

Even though we adopt synthesis based only on means–end models and benefit/cost-ratio
models and focus on benefits and sacrifices instead of attributes, we cannot overcome the
fact that perceived benefit and sacrifices get their meaning and importance from
consumers’ goals (Woodruff, 1997). The overarching principle in the means–end
approach is that consumers seek personally relevant alternatives that provide benefits
(positive outcomes) or avoid sacrifices (negative outcomes) (Olson & Reynolds, 2001,
10). Accordingly, goals play the essential role in our synthesis of models and in
formulation of perceived value, because they represent desirable outcomes for which
consumers search by purchasing products or services (Bagozzi & Dholakia, 1999;
Gutman, 1997).

Theories of goal-directed behavior suggest that individual goals cannot be understood in
the absence of consideration of other goals (Austin & Vancouver, 1996; Pieters et al.,
1995). The dominant assumption across psychological domain boundaries is that these
goals in purposive behavior are organized hierarchically (Austin & Vancouver, 1996;
Gutman, 1997). Several authors have attempted to specify the levels in the individual’s
goal hierarchy; accordingly, many differences exist in conceptualizations of the levels
distinguished (e.g., ends versus means or goals versus sub-goals). However, they all seem
to agree that consumer choice (e.g., allocations of money) can be conceived of as a
function of a hierarchy of goals, beginning with abstract higher-level goals, which
influence more concrete, lower-level goals set at the product level (e.g., Bagozzi &
Dholakia, 1999; Huffman et al., 2000; Olson & Reynolds, 2001; Pieters et al., 1995;
Wagner, 2007). Different goals extend to different points in time. Consequently, there are
long-term personal goals (such as health) and short-term situational goals (such as
convenience of shopping) (Austin & Vancouver, 1996; Ratneshwar et al., 2001). On
account of the interaction between temporal extent and goals’ level of abstraction, the
goals at lower levels are suggested to be short-term, whereas goals at higher levels are
longer-term (Austin & Vancouver, 1996, 345).

When transferring the goal-directed behavior theories to our conceptual framework of
perceived investment value (see Figure 7), we can consider consumers’ short- and
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long-term goals as representations of desired outcomes (desired benefits) motivating and
directing the investment behavior, where the perceived value is the extent to which
consumers perceive themselves as reaching those outcomes (cf. Antonides & van Raaij,
1998; Solomon, 1999). Accordingly, these outcomes gain their meaning and importance
from both short-term and more abstract long-term investment goals and are evaluated by
consumers and triggered in any phase of the investment experience.

Multi-dimensional
positive outcomes desired
and/or negative outcomes
avoided
Long-term
investment
goals

Actual multi-dimensional
outcomes judged as
benefits and sacrifices

Benefits

Evaluation of
multi-dimensional benefits
received minus sacrifices

Evaluation of
investment’s
outcomes

Perceived
investment value

Short-term
investment
goals
Sacrifices

Figure 7.

Structure of perceived value in the investment context

A consumer thus may invest money with the aim of eventually being financially
independent (a long-term goal) while using the long-term goal “to be financially
independent” to attach importance to a short-term goal such as “to increase my wealth.”
Again, the consumer desires the positive outcome (profit) and tries to avoid the negative
outcome (actualized risks) of the investment alternative, in consideration of its ability to
help him or her reach the short-term goal “to increase my wealth” and the long-term goal
“to be financially independent.” Thus both the short- and the long-term goal guide his or
her attachment of importance to the outcome, the risk-adjusted return (profit minus
actualized risks). In this case, the investment value is perceived when the risk-adjusted
return gets its meaning and importance from the consumer’s goals and when the
perceived monetary return is greater than the actualized risk (i.e., than the operating loss).
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3.3

Conceptual definition of Perceived Investment Value

On the basis of the systematic review of the various research streams on perceived value,
an integrative configuration of perceived value and the financial-theoretical concept of
investment value, and studies of goal-directed behavior, the structure of perceived value
in the investment context can be defined at this point as
1) A meaningful, comparative, personal, and situational experience
(Holbrook, 1999) –
2) That is, a structure wherein investment alternatives are judged as benefits
and/or sacrifices (Zeithaml, 1988);
3) Consumers seek investment alternatives that provide benefits (positive
outcomes) or avoid sacrifices (negative outcomes) (Olson & Reynolds,
2001, 10), where benefits are positive evaluations of outcomes and
sacrifices negative evaluations of outcomes (Woodruff, 1997);
4) The value is perceived when the benefits are seen as being greater than the
sacrifices (Andersson & Narus, 2004; Butz & Goodstein, 1996; Zeithaml,
1988);
5) These outcomes are evaluated by the consumer and triggered in any phase
of the investment experience (Woodruff, 1997); and
6) The outcomes get their meaning and importance from both short-term and
long-term investment goals (Austin & Vancouver, 1996; Ratneshwar et
al., 2001; Woodruff, 1997).
7) Although investment value is traditionally considered in terms of a
uni-dimensional construct (risk/profit), perceived value in the investment
context is probably best modeled as a multi-dimensional construct that
includes, among other elements, entertainment and status considerations
(Dorn & Sengmueller; 2009).
8) Different dimensions of perceived value tend to be “compresent” – that is,
they tend to occur together to varying degrees – in any investment
experience (Holbrook, 1999).
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4. MEASUREMENT OF PERCEIVED
INVESTMENT VALUE

This chapter describes the development process for a measurement scale that can be used
to assess consumers’ perceptions of value in an investment context. Given the lack of
previous scaling efforts addressing perceived value in the investment context, the
scale-development process in this study is described transparently, so that readers can
evaluate for themselves the suitability and appropriateness of the measurement. One
should note at the outset, however, that this study follows the accepted methodology for
measurement-scale development described by Churchill (1979) and enhanced by others
(e.g., Anderson & Gerbing, 1982; Bentler & Bonnet, 1980; Bernstein, 1994; Gerbing &
Anderson, 1988; Peter, 1981).

As conceptualized above, perceived value in the investment context is a structure
wherein investment alternatives are judged as benefits and sacrifices and value is
perceived when the benefits are seen as greater than the sacrifices. Also conceptualized is
that these benefits and sacrifices gain their meaning and importance from consumers’
personal investment goals. These characteristics, however, give rise to a challenge
pertaining to measurement. Because measurement addressing multiple goal levels,
benefits and sacrifices, and their links to perceived investment value within a single study
is probably impossible (or at least very challenging), this empirical process is divided
into three segments. This approach is consistent with methodology described by
Churchill (1979), who suggests that the measurement-scale development process should
include three phases: qualitative inquiry, calibration sample, and validation sample.

First, a qualitative study is employed to explore consumers’ goal categorizations related
to investment (desired value). The aim is to find out what kind of value consumers desire
from investing. The results of conceptual definitions of the goal categorizations are used
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in the development of a comprehensive pool of items for a scale of perceived investment
value and construction of a measurement scale. Second, quantitative study 1 is intended
to assess the PIV scale and to test and refine it in relation to investment in individual
stocks. The meaningfulness and importance is established at this point by linking a
satisfaction scale to the PIV scale in order to see that the PIV scale has a positive effect
on the satisfaction scale. If so, this indicates that the measures in the PIV scale are
important factors of value and thus of the performance of a particular investment
alternative. Third, a confirmatory factor structure and assessment of the PIV scale is
replicated with an independent sample (quantitative study 2) and some degree of
predictive validity of the PIV scale measures in relation to investment in individual
stocks is shown. For assessment of the PIV scale’s predictive validity, measures of word
of mouth and repurchase intention are employed as the criterion variables.

As noted in the introduction to the thesis, the participants in the studies presented are not
considered to be average household investors, because the data in the qualitative study
were generated from the participants in an investment cruise on the Baltic Sea that was
organized by one of the leading financial magazines in Finland and intended for
consumers interested in investing. The data in quantitative studies 1 and 2, in turn, were
collected from members of the Federation of Stock Investors.

The sample, of course, affects our results. In the previous chapter, it was suggested that
perceived investment value might be a multi-dimensional concept, encompassing, for
example, entertainment or status considerations. While our results would support this
assumption, it is important to note that these aspects of investment are probably more
important to participants in investment cruises and/or to members of the Federation of
Stock Investors than to average household investors.

This is unsurprising if one considers some other contexts of consumer behavior, such as
motorcycling. A consumer who owns, for example, a Harley-Davidson and is a member
of a Harley club will probably perceive most of the value from his or her motorcycle
differently from the value perceived by an average scooter-owner. For example, a
scooter-owner may perceive value that can be, as a rule, considered to be function-related
(for travel from point A to point B) or to do with monetary savings, since a scooter is
much less expensive than most motorcycles. A Harley-Davidson, in turn, is definitely not
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the lowest-priced or most functional motorcycle on the market, so its value is probably
defined more in emotional or social terms.

Where conceptualizations of perceived value are concerned, this does not mean that
status considerations do not exist for the scooter-owner; it just indicates that monetary
savings and functional benefit outweigh the possible sacrifices related to status value.
Accordingly, a scooter-owner might be willing to replace his or her average scooter with
a Vespa (with potential status value) if he or she has, for example, finances that allow
this. On the other hand, the cheapest possible scooter may also have status value to a
consumer who wants to express him- or herself as being economical.

When we return to the investment context, an average household investor can be likened
to the scooter-owner while a consumer taking part in investment cruises and investment
clubs is closer to the Harley-Davidson owner. While the following empirical studies are
not representative of the general population, the purpose of these studies is to gain a
broad understanding of the value that consumers desire and perceive when investing.
Therefore, we are justified in focusing on consumers who most likely perceive value in
many ways. The point here is to map all possible value dimensions, so it is left to other
research to study the extent to which the average household consumer perceives the
dimensions of value presented here.

4.1 The qualitative study
The aim of the qualitative study was to gain a holistic understanding surrounding the
question of what kind of value consumers desire from investing. Consumers’ goal
structures are commonly revealed with the aid of a laddering technique, following the
means–end-chain approach (for a detailed discussion of the method, see Reynolds &
Gutman, 1988). Laddering seems to be a very effective method for uncovering personally
relevant and more abstract goals related to a given behavior (e.g., Canova et al., 2005;
Wagner, 2007). Therefore, the means–end-chain approach and a laddering procedure
were adopted for studying consumers’ investment goals related to individual stocks,
mutual funds, and voluntary pension plans, so as to reveal the content, structure, and
temporal extension of consumers’ investment goals. Here, “content” of goals refers to the
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classification of desired outcomes, while “structure” pertains to the organization and
dimensions of multiple goals in terms of their relationships. Temporal extent of goals
indicates whether the goals would be expected to be actualized in the shorter or longer
term.

4.1.1 The means–end-chain approach in brief
Since the 1980s, the means–end-chain approach and laddering technique have been well
rooted in marketing research (e.g., Olson & Reynolds, 1983; Botschen & Thelen, 1998;
Valette-Florence et al., 2000; Christensen & Olsen, 2002). According to Vriens and ter
Hofstede (2000, 8), the attractiveness of this approach comes from the fact that “it's
founded in the theory of consumer behaviour and, at the same time, provides guidance
for the development of marketing strategies.”

Previous research on means–end-chain theory and laddering technique has focused on
diverse applications in marketing (e.g., Grunert & Beckmann, 1999; Hall & Lockshin,
2000), conceptual alternatives (e.g., Bagozzi & Dabholkar, 2000; Gutman, 1997; Pieters et
al., 1995), development of more advanced methods for analyzing means–end data (e.g.,
Aurifeille & Valette-Florence, 1995; Botschen & Thelen, 1998; Valette-Florence &
Rappacchi, 1991), and improvements of graphic representation of means–end results
(Gengler et al., 1995).

The means–end-chain approach was developed as a way to understand cognitive
structures in relation to decision-making and engagement in experiences. It provides a
basis for understanding the cognitive linkages between specific situational knowledge
(attributes and consequences) and self-knowledge (consequences and values) (Gutman,
1982). In this context, attributes can be considered concrete and tangible characteristics
of a product or service, whereas benefits or consequences refer to what the
product/service does or provides to the consumer at the functional or psychosocial level.
Values are then considered as intangible, higher-order ends that reflect the most basic,
fundamental needs of the consumer (ter Hofstede et al., 1998). The links from meanings
to values are seen as hierarchically structured: attributes–consequences–values
(Aurifeille & Valette-Florence, 1995).
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Means–end chains are most commonly revealed with the aid of a laddering technique.
Laddering is a technique aimed at identifying how consumers translate the attributes of
products into meaningful association with respect to self, following a means–end
approach (for a detailed discussion of the method, see Reynolds & Gutman, 1988).
Laddering proceeds through asking each respondent, “Why is that important to you?” for
each concept evoked, forcing the person to climb the ladders of the mind. The process
continues until the ladder has reached a level of abstractness from which it is impossible
to continue. Hence, in “hard laddering” (paper-and pencil tasks) as well as in “soft
laddering” (free-response technique), the technique forces respondents to elaborate on
their answers in an increasingly abstract way (Brunsø et al., 2004). The technique is
applied to ascertain the attributes that the consumer uses to set apart a product or service;
to determine the consequences of these attributes; and to evaluate how these, in turn,
relate to desired values represented by ladders (Valette-Florence & Rapacchi, 1991).

Once means–end data have been collected through laddering interviews, the first step of
means–end-chain analysis is to transform conversational means–end data into separate
phrases and then perform content analysis of the elements selected. Means–end chains
are summarized by attributes, consequences, and values. The second stage of analysis is
to construct an implication matrix (Reynolds & Gutman, 1988) that can then be used as
the basis for identifying which constructs would be included in the “aggregate map of
cognitive structure” called a hierarchical value map (HVM), illustrating the main
attribute–consequence–value linkages (Gengler et al., 1995). The implication matrix
scores the attribute–consequence–value links by breaking down the ladders into
aggregated chains produced by respondents. Then, from the aggregated data in the
implication matrix, chains are reconstructed to form an HVM. Next, the cutoff level is
established; all connections below this level are ignored. Both direct and indirect
relations are included in the HVM (Reynolds & Gutman, 1988; Thompson & Chen,
1998).

Recently, how the means–end-chain approach has been applied has been called into
question. For example, the presumed asymmetric structure, where the focus is on the top
of the hierarchy, has been tested by van Rekom and Wierenga (2007). According to their
findings, the means–end structure is instead a network, in which can be found one or
more central concepts (levels in an HVM), which are not necessarily end values. The
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pure hierarchical structure was questioned also by Grunert and Bech-Larsen (2005). They
suggested that not all levels of abstraction necessarily affect the choice procedure.
Accordingly, a product may be related to a value even though the chain of why the
product/service helps in attaining this value may not be well developed.

4.1.2 The method applied in the qualitative study
As explained above, the traditional method of implementing laddering is a face-to-face
interview wherein the interviewer asks a series of questions, aiming to ascertain the
concrete attributes that the consumer uses to distinguish the product or service from
others: to link these concrete attributes to abstract attributes, the abstract attributes to
functional consequences, the functional consequences to psychosocial consequences,
psychosocial consequences to instrumental goals, and – finally – the instrumental goal to
terminal goals (values) (Reynolds & Gutman, 1988; Valette-Florence & Rapacchi, 1991).
Instead of the traditional laddering technique, the data were generated through a
laddering questionnaire, presented by Bagozzi and Edwards (1998). This is because a
laddering questionnaire offers considerable efficiencies in terms of time savings (one
face-to-face interview takes 45 minutes or more); consequently, it enables the collection
of more observations in a short span of time. This was necessary, because our data set
was collected on an investment cruise lasting only 24 hours.

Furthermore, the author agrees with Bagozzi and Dholakia (1999) that the traditional
laddering technique is more directive (as compared to the method we used), since
respondents are asked to cite concrete and abstract product attributes first, then functional
and psychosocial consequences of the attributes, and finally instrumental and terminal
goals from the consequences. However, the application used avoids the a priori
imposition of structural characteristics. This is important because the pattern and
sequence of relationships may not reflect how consumers actually set goals or how these
goals are organized in the memory (see Bagozzi & Dabholkar, 1994).

In addition, products may differ in the extent to which their use or consumption is
directly connected to high-level goals. As illustrated by Gutman (1997), when products
or brands are purchased for their symbolic value, or for what they mean rather than what
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they do, the act of using or consuming the product is more likely to be directly connected
to high-level goals than when purchase motives are more function-oriented.

4.1.3 Data collection and participants
In accordance with the method suggested by Bagozzi and Edwards (1998), the data were
collected by means of a self-administered laddering questionnaire on April 24 and 25,
2009, from the participants in an investment cruise on the Baltic Sea (see the example
questionnaire page in Appendix 2). The cruise, organized by the magazine Arvopaperi,
was intended for consumers interested in investing. The questionnaire was pre-tested
with 58 business-school students studying at the University of Tampere.

While the traditional laddering technique begins with an elicitation of product attributes,
the application of the technique used here begins by asking respondents to provide
reasons/justification for their actions. This was done because it was decided to measure
perceived value at benefit/sacrifice level, so it is enough to focus on goals, because they
represent desirable value that consumers pursue by investing. Accordingly, in this study,
a means–end chain is defined as a hierarchy of goals (see Gutman, 1997), and goals are
pleasant consequences to be desired or unpleasant consequences to be avoided, with goal
hierarchies being a way to break down long-term goals into a manageable sequence of
short-term goals that can guide a sequence of investment actions over time.

Accordingly, respondents were asked to state whether they planned an investment (the
“what” of the behavior) in individual stocks (“IS”), voluntary pension plans (“VPP”),
and/or mutual funds (“MF”) in the next 24 months and (if so) to give three reasons for
which they were planning to invest in the product category in question (the “why” of the
behavior) and write these in the boxes in the first row. Then, they were asked to consider
their first reason and to consider why this was important to them, writing the answer in
the second row. After having written why the first reason was important, respondents
were asked to consider why this justification was important and to put their responses in
the box in the third row. The participants were asked to continue in a similar way until
the fifth row was completed. This procedure was repeated for the other two reasons. The
output of the procedure is a set of investment-related self-knowledge structures
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containing interconnected meanings about concrete goals that lead to more abstract goals
(see Bagozzi & Dabholkar, 1994).

The questionnaire included additional background variables (e.g., socio-demographics),
illustrated in Table 2. The total number of respondents was 99, and there were 95 valid
questionnaires. In the sample, the majority of respondents were male (67%). As for age,
six percent of the respondents were under 30 years of age, 30% between 31 and 45, 40%
in the 46–60 category, and 24% above 61. The majority of respondents had a monthly
income above 3,000 euros. Most respondents were married or in a domestic partnership
(76%), with only 24% stating that they were single. In terms of education, the sample
was almost equally split between vocational qualification (52%) and university degree
(48%).
Table 2.

Characteristics of respondents (n = 95) – qualitative study
Characteristics
Age
–30
31–45
46–60
61–
Gender
Female
Male
Education
Vocational qualification
University degree

Percentage

Characteristics
Gross monthly income
Below €2,000
€2,001–€2,500
€2,501–€3,000
€3,001–€3,500
€3,501–€4,000
Above €4,000

6.3
29.5
40.0
24.2
32.6
67.4

Marital status
Married / domestic partnership
Single

51.6
48.4

Percentage
9.5
8.3
17.9
10.5
9.5
44.2
75.8
24.2

4.1.4 Categorization of investment goals
The 95 respondents cited, in total, 763 reasons for investing in IS (n = 546), VPP (n = 73),
and MF (n = 144) (an average of 8.03 goals per respondent). These goals were subjected
to content analysis and a categorization process suggested by Grunert et al. (2001, 78).
Accordingly, the author coded the goals by using terms that summarized similar
meanings. To make the coding process more transparent and reliable, one graduate
student coded the goals by using terms presented by the first coder (the author). The
disagreements (three percent) concerning the categorization of the 763 goals were
resolved by discussion between the coders. The result at this point was a total of 35
categories. The respondents in pilot data and on the cruise also cited 197 reasons for not
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investing in IS (n = 17), VPP (n = 97), and MF (n = 83). These reasons were subjected to
similar content analysis, and the result was a total of 19 categories of reasons for not
investing (see Appendix 3). The reasons were used to assist in the item generation
process by representing the sacrifices avoided when one invests.
Next, the author and one academic colleague (with expertise in perceived value) sorted
(individually) the content-analyzed goals from the qualitative study into categories on the
basis of similarity of characteristics. The goal at this point was to develop conceptual
definitions of the goal categorizations. The disagreements (11%) regarding conceptual
definitions were resolved by discussion between the coders. As a result of this procedure,
two content-analyzed goal categories presented in Table 4 were removed from further
analysis, because they were not being considered as goals in the sense of the definition
nor do they fit any of the conceptual definitions. The final result was a total of 33
categories, with the categories including 746 goals, and four conceptual definitions:
economic, functional, emotional, and symbolic. An identical categorization based on
economic, functional, emotional, and symbolic dimensions was recently presented by
Rintamäki et al. (2007), although in the context of perceived value in retail.

The goals related to money and wealth were categorized as the desired economic
outcomes reflecting the anticipated value of investing. Functional goals are instrumental
and describe how timely and convenient the chosen investments are in delivering what is
expected. Material at the more hedonic end of the continuum of motivations that drive
investment goals implies that investing is also seen as a meaning-laden activity valued
for its own sake. These goals were further classified as emotional, illustrating anticipated
goals related to experience of a playful mood and positive feelings, and symbolic,
illustrated by goals that gain their meanings either through social contexts or through
personal transformations in the value of investing.

4.1.5 The structure of investment goals
It is posited that the relationship of economic, functional, emotional, and symbolic value
concepts is hierarchical (ibid.). Therefore, after the contents of goals and their conceptual
definitions for investment were identified, the next two steps in our analysis were 1) to
examine the hierarchical relations among the goals (the structure of the goals identified)
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and 2) to investigate whether goal structures vary across IS, VPP, and MF. For this
purpose, an implication matrix for each investment alternative was constructed. The cells
in the implication matrix contain the numbers of times the goal in the relevant row leads
to the goal in the relevant column (see the example in Table 4). Among the goals for
investing in IS (n = 557), VPP (n = 60), and MF (n = 130), 747 linkages were identified.

Next, the goals identified in the content analysis were arranged by degree of abstractness
(see Table 3). In line with suggestions by Bagozzi and Edwards (1998), the abstractness
of the goals identified was calculated for each product according to the following
formula: In-degrees ÷ (In-degrees + Out degrees), where “In-degrees” denotes how often
a goal is the object of another goal, whereas “Out-degrees” indicates how often a goal is
an origin. The abstraction ratio, ranging from 0 to 1, measures the proportion of the time
a goal serves as a destination as opposed to serving as a source. The more abstract a goal,
the more likely it is to be an end in itself. Following the theories of goal-directed
behavior (e.g., Austin & Vancouver, 1996), the goals at lower levels of abstraction are
suggested to be short-term, whereas goals at higher levels of abstraction are longer-term.

To simplify the information in the implication matrices, linkages between goals were
then reconstructed to form a map of goals. For us to construct a map of goals, it was
necessary to select a cutoff level for links between goals. A correlative of variation in
sample sizes between the investment alternatives, a cutoff level of 4 for IS and 2 for VPP
and MF was established and all connections below these levels were ignored. Figure 8,
illustrating the goal hierarchies associated with IS, VPP, and MF, was derived from the
data in the implication matrices for each alternative, graphing all linkages that met or
exceeded the cutoff level chosen. With these cutoff levels, direct and indirect relations
between 21 categories of goals were included in the final map of goals. The vertical
positioning of the goals follows the relative ordering implied by the abstraction ratios.
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Table 3.

Implication matrix (individual stocks)
Goals

1

1. To increase one’s self-respect

2

3

4

5

6

7

8

9

10

11

12

13

14

15

16

17

18

19

20

21

22

23

24

25

26

27

Outdegrees

1

0

0

0

0

0

0

0

0

0

0

0

0

0

0

0

0

0

0

0

0

0

0

0

0

0

1

0.92

0

0

0

0

1

0

1

0

0

0

0

0

0

0

0

0

0

0

0

0

0

0

0

0

0

5

0.87

0

0

0

0

0

0

1

0

0

0

0

0

0

0

0

0

0

0

0

0

0

0

0

0

2

0.85

0

0

0

0

0

0

0

0

0

0

0

0

0

0

0

0

0

0

0

0

0

0

0

4

0.78

0

0

0

0

0

0

0

0

0

1

0

0

0

0

0

0

0

0

2

0

0

0

6

0.70

0

0

0

0

0

0

0

0

0

0

0

0

0

0

1

0

0

0

0

0

0

6

0.67

1

1

1

0

2

1

0

0

0

0

0

0

0

1

0

0

0

0

0

0

15

0.63

0

0

0

2

0

0

0

0

0

0

0

0

0

0

0

0

0

0

0

6

0.60

1

0

2

1

0

0

0

1

0

0

0

1

0

0

1

0

0

0

9

0.59

0

0

0

0

0

0

0

0

0

0

0

0

0

0

0

0

0

18

0.58

0

0

0

0

0

0

0

1

0

0

0

0

0

0

0

0

6

0.54

0

0

0

0

0

0

1

0

0

0

0

0

0

0

0

10

0.52

0

0

0

0

0

1

0

0

0

0

0

0

0

0

5

0.50

0

0

0

0

0

0

0

0

0

0

0

0

0

3

0.50

0

0

0

0

1

0

0

0

0

0

0

0

2

0.50

0

0

0

1

0

1

0

1

0

0

0

3

0.40

0

0

0

1

0

0

0

0

0

0

3

0.40

0

0

1

0

0

0

0

0

0

3

0.40

0

2

0

0

0

0

0

0

44

0.39

0

0

0

0

0

0

0

4

0.33

0

0

0

2

0

0

58

0.33

0

0

0

0

0

7

0.30

4

0

0

0

7

0.30

0

1

0

25

0.27

0

0

12

0.14

1

7

0.14

7

0.14

2. To live a pleasant life

3

3. To have peace of mind

0

1

4. To express benevolence

3

0

0

5. To have content to life

0

3

0

0

6. To develop oneself

2

3

0

0

0

7. To have financial security

0

4

4

0

0

0

8. To improve one’s standard of living

0

3

0

0

0

0

1

9. To improve one’s pension

0

1

0

0

1

0

0

0

10. To have a financial opportunity to express oneself

1

8

1

1

3

1

3

0

0

11. To save money for a certain target

0

2

1

0

0

0

0

2

0

0

12. To leave a bequest

0

1

0

8

0

0

0

0

0

0

0

13. To be able to influence the length of one’s working career

0

1

1

0

0

0

0

0

0

2

0

0

14. To manage risks (investment-related)

0

0

2

0

0

0

1

0

0

0

0

0

0

15. To avoid functional effort (investment-related)

0

0

0

0

0

0

0

0

0

0

0

0

0

1

16. To have autonomy in investment decisions

0

0

0

0

0

0

0

0

0

0

0

0

0

0

0

17. To invest in a top-rated way

0

0

0

0

0

0

0

1

0

1

0

0

0

0

0

0

18. To save money (passive)

0

0

0

0

0

0

1

0

1

0

0

0

0

0

0

0

0

19. To increase one’s wealth

2

2

1

1

1

0

10

3

5

11

2

2

2

0

0

0

0

0

20. To have the possibility of realization (investment-related)

0

0

0

0

0

0

1

0

0

0

0

0

0

1

1

1

0

0

0

21. To earn profit

0

2

1

0

0

0

6

2

3

8

5

1

1

1

0

1

0

1

24

0

22. To invest cost-effectively

0

0

0

0

0

0

1

0

0

0

0

0

0

0

0

0

1

0

0

0

23. To have experiences (investment-related)

0

0

0

1

0

0

0

0

0

0

0

0

0

0

0

0

0

0

1

0

1

0

24. To have a hobby (investment-related)

0

1

0

1

9

11

0

0

0

0

0

0

0

0

0

0

0

0

0

0

1

0

1

25. To invest at the right time

0

0

0

0

0

0

0

0

0

0

0

2

0

0

0

0

0

0

0

0

9

1

0

26. To own companies

0

0

0

2

0

0

0

0

0

0

0

0

0

0

0

0

0

0

0

0

2

0

1

1

0

27. To earn dividends

0

0

0

0

0

0

1

0

1

0

0

0

0

0

0

0

0

1

0

0

3

1

0

0

0

0

In-degrees

11

33

11

14

14

12

26

9

13

25

7

11

5

3

2

2

2

2

28

2

28

3

3

9

2

1

75

5

0

1

557

Abstractness

Table 4.

Conceptual definitions of goal categorizations
Total mentions

Total mentions

Desired economic outcomes

Desired economic
outcomes are the result of
putting money into
something with an
expectation of gain within
a certain time

Examples

IS

VPP

MF

To earn profit

To gain profit; the increase of investments' value;
[...]

76

1

14

To earn dividends

Stock dividends; I want to earn dividends; [...]

7

0

To enjoy tax benefits

Tax benefits; to enjoy tax benefits; [...]

0

To invest cost-effectively

Cost-efficiency; low fees; [...]

To increase one’s wealth
To improve one’s pension

Desired emotional
outcomes include
anticipated goals related
to experience of a playful
mood and positive feelings

IS

VPP

MF

To invest at the right time

It is now a buyer's market; It is a good time to buy
stocks; [...]

15

0

1

0

To invest in a top-rated way

It is the best way to invest; it is the best investment
alternative; [...]

6

0

1

8

0

To invest in foreign stock markets

To be able to invest in foreign stocks; to be able to
invest in development; [...]

1

0

6

12

1

1

To have a financial route to
fulfilling oneself

It makes it possible to accomplish my dreams; a
possibility to travel and fulfill myself; [...]

34

6

5

To increase personal wealth; to increase personal
investment property; [...]

51

2

12

To leave a bequest

To leave a bequest to my children; to leave
something to my children; [...]

18

2

5

To improve pension; (public) pension payouts are
quite modest; [...]

21

12

1

To have financial security

To prepare for a crisis (e.g., illness); to be
financially independent; [...]

39

7

8

To have the possibility to make
several small payments

It is a good alternative in this phase of life, because
it makes it possible to invest small amounts; low
stakes; [...]

0

1

1

To avoid functional effort
(investment-related)

Easiness; it is easy; [...]

3

0

7

To be able to influence the length
of one’s working career

To have a possibility to decide when to retire; to
leave working life; [...]

To improve one’s standard of
living

To improve my standard of living; to have a
financially better life in the future; [...]

Just saving; to save – otherwise, I spend everything;
[...]

6

6

2

To save money for a certain
target

I save for a new house and car; I save money to buy
more stocks; [...]

10

0

3

Desired functional
outcomes are
instrumental and defined
as convenience and
efficiency: the chosen
investments deliver what
is expected

6

2

2

13

0

4

Financial markets are too complicated; I cannot
handle big risks; [...]

0

1

10

To save time (investment-related)

I can spend time on other things (than investing);
saving time (more free time); [...]

0

0

6

8

To have the possibility of
realization

Liquidity; possibility of realization; [...]

9

0

0

2

To manage risks

Diversification of risks; risk management; [...]

10

1

14

To have heteronomy in
investment decisions

Professional portfolio managers; to delegate
investment decisions to portfolio managers; [...]

0

0

8

To have autonomy in investment
decisions

My own power of decision; own choice; [...]

12

0

0

Examples

IS

VPP

MF

Examples

IS

VPP

MF

To have a hobby
(investment-related)

An interesting and nice hobby; a nice hobby; [...]

42

0

2

To avoid cognitive effort
(investment-related)

To have peace of mind

The feeling of security; the sense of controlling your
own life; [...]

15

1

1

To live a pleasant life

Joy of life; to live a pleasant life; [...]

12

3

To have experiences

Experiences and gambling; a little excitement; [...]

10

0

Desired symbolic outcomes
Desired symbolic
outcomes are illustrated
by goals that gain their
meanings either through
social contexts or through
personal transformations

Examples

To save money (passive)

Desired emotional outcomes

Desired functional outcomes

Examples

IS

VPP

MF

To own companies

Willingness to own companies; to be a part of
business; [...]

11

1

0

To develop oneself

Concrete learning; learning and self-development;
[...]

28

0

2

To increase one’s self-respect

To be appreciated by others; to boost my ego; [...]

18

1

5

To express benevolence
To have content to life

For the children to have a better life than I've had;
charity; [...]
To have a twist in life; to have content in my life;
[...]

76

Dropped categories

23

2

6

Good earlier experiences

33

5

6

An external factor

I’ve been successful before; Mother's good
example; [...]
I have to – the agreement with the bank; the bank
peddled this; [...]

4

0

0

1

10

2

CONTENT AND STRUCTURE OF GOALS OF INVESTMENT
Functional & Symbolic

Functional

Economic, Functional, & Emotional

To live a pleasant life To have peace of
mind

High-level
To express benevolence

To be financially able to
express oneself
ABSTRACTNESS
OF
GOALS OF INVESTMENT

To increase wealth
To earn profit

Low-level

To manage risks
(investment-related)

Symbols
used in
Figure 8

Figure 8.

To have heteronomy in
investment decisions

Mutual
funds

Map of investment goals

77

Applies to
mutual funds
only

To invest
cost-effectively

Individual
stocks

To develop
oneself

To have
content to
life

To save
money for a
certain target

To avoid cognitive
effort
(investment-related)

To avoid functional effort
(investment-related)

Longer-term

To have financial
security

To improve
To leave a one’s pension
bequest

To save time
(investment-related)

Symbolic &
Emotional

To have experiences
(investment-related)

To invest at the
right time

Applies to
individual
stocks only

TEMPORAL
EXTENT OF
GOALS OF
INVESTMENT

To have a hobby
(investment-related)

Voluntary pension
plans

Shorter-term

4.1.6 Discussion of the results of the qualitative study
As a result of the analysis of the map of goals in investing, four distinct goal structures
can be identified. Moving from left to right in Figure 8, one can first identify a functional
goal structure characteristic of MF. This goal structure is clearly focused on managing
risks and on minimizing the time, as well as effort, used in investing. The second goal
structure consists of only two goals: leaving a bequest and hence being able to express
benevolence. The widest goal structure is aimed at emotionally valued outcomes through
first prioritizing utilitarian goals. Finally, the fourth goal structure consists of emotional
reasons to invest in IS, contributing to symbolic outcomes. This emphasizes an
experiential approach to investing. In addition, the analysis suggests that investing may
also yield short-term benefits, such as avoiding effort and having experiences (again, see
Figure 8). This implies that investing can be considered as a form of continuous
“consumption,” in which the long-term sequences of acquisition and/or forfeiture choices
resulting in monetary profits (or losses) are complemented by the valued outcomes on the
basis of continual elaboration of these choices.

When we transfer the results to our conceptualization of perceived value in the
investment context, four observations are evident from the data. Firstly, the expectation
of utilitarian goals is the precondition and a key driver for investment; however, the
results indicate that investments’ value is not embedded solely in the investment
products’ transaction-based utilitarian benefits and in the information delivered by the
service provider. Accordingly, perceived value in the investment context seems to be a
multi-dimensional construct.

Second, the utilitarian goals for investing are complemented by their more hedonistic
counterparts. Accordingly, investment goals might be cumulative and in that sense
hierarchical. This indicates that also value perceptions might be hierarchical; utilitarian
benefits may also contribute to hedonic value. Third, the results point to the possible
dynamic nature of perceived value, because analyzing the distinctions between
investment alternatives reveals interesting differences. Accordingly, investing in
individual stocks seems to provide the richest variety of anticipated outcomes –
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economic, functional, emotional, and symbolic outcomes are all pursued via this option.
Investment in mutual funds seems to involve a special emphasis on the functional
outcomes, whereas voluntary pension plans are clearly seen as rewards in the distant
future for the self and any offspring. Finally, the content-analyzed reasons for investing
(see Table 4) and content-analyzed reasons for not investing (see Appendix 3) illustrate
the possibly bipolar nature of perceived value in investment context. An example can be
understood as functional value, where “to save time (investment-related)” represents a
benefit and “takes too much time” a sacrifice.

4.2

Item generation

Next, a combination of the review of the literature on perceived value in different
marketing and consumer research contexts and the results of the qualitative study is used
in the development of a comprehensive pool of scale items and construction of a
multi-dimensional perceived investment value scale (see Table 5). Given our
conceptualization of perceived value in the investment context and the results of the
qualitative study, the items should be bipolar, allowing the contribution of both benefit
and sacrifices in a way that is generalizable to all investment alternatives; be
multi-dimensional; and be meaningful to consumers.

While items measuring perceived value, also in the investment context, should be
bipolar, allowing for both benefit and sacrifices, it is impossible to measure both with
one item. Hence, probably the best way of distinguishing benefits/sacrifices from value
dimensions is that benefits and sacrifices are measured still as unipolar, independent
constructs the tradeoff between which contributes to a certain value dimension.
Accordingly, such items illustrate value that is perceived when the benefits are seen as
greater than the sacrifices. For example, Rintamäki et al. (2006, 18) used a seven-point
Likert scale and measurement items such as “I made inexpensive purchases,” “I was able
to shop without disruptive queuing or other delays,” and ‘I was able to make my
purchases conveniently” to measure utilitarian value. In this example, it can be assumed
that scoring an item 4 or less on the Likert scale meant that the person was, for example,
“not able to shop without disruptive queuing or other delays.” Thus, in the case of the
current item, the utilitarian sacrifices outweigh the utilitarian benefits.
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As also summarized above, the items measuring perceived value in the investment
context should be multi-dimensional, in a manner that is generalizable to all investment
alternatives. For this purpose, the author generated a pool of items reflecting different
aspects of perceived value in the investment context. The items originate from the
literature review and from the combination of goal categorizations and reasons for not
investing that were outputs of the qualitative study. Regardless of the investment
alternative, all content-analyzed goals and all content-analyzed reasons not to invest were
exploited. Correspondingly, a full set of 24 items to measure perceived investment value
was constructed. The relevant items all correspond to one of the four a priori defined
dimensions: economic, functional, emotional, and symbolic. Thus the importance of each
of the four dimensions was confirmed, and there are no indications that an additional
dimension should be taken into account.

Since Hardesty and Bearden (2004) and Rossiter (2002) stress the importance of expert
judgements for correct definition of a construct, the author, one graduate student, and one
academic colleague (with expertise in perceived value) critically evaluated all items. The
judges

paid

attention

to

content

validity,

representativeness,

dimensionality,

comprehensibility, unambiguousness, and level of abstractness (which should be
considered as outcomes). One should note, however, that the level of abstractness slightly
increases when we move from the economic dimension towards the symbolic dimension.
This is because value dimensions are cumulative and in that sense hierarchical. Many
items were reworded to take into account the judges’ comments. This procedure yielded
a conceptual model of perceived investment value with six of its 24 items referring to
economic PIV, six to functional PIV, six emotional PIV, and six symbolic PIV (see Table
5). Each of these dimensions is briefly defined and discussed in light of theoretical
explanations of prior research findings in marketing-related research streams.
Accordingly, the four types of perceived investment value were each represented with six
statements (again, see Table 5). A rating for each statement was captured on a seven-point
scale from “strongly disagree” (1) to “strongly agree” (7). The questionnaire also
included multiple dependent measures to establish the nomological and predictive
validity of the PIV scale discussed later.
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Table 5.

Development of the PIV scale

Perceived investment value dimensions and their
definitions

Examples of related concepts and existing support

The economic value is the perceived value by investing
as the result of putting money into something with a
realization of gain, within an expected period of time.
Monetary savings

ECONOMIC

Risk-adjusted return*

The functional value is the perceived value by investing
as the result of convenience and appropriate outcomes
of investing.
Convenience

FUNCTIONAL

Appropriate outcomes

Examples of desired and undesired
outcomes from the qualitative study

Measures

Item
code

Investing in individual stocks…
Economic costs, monetary price, monetary savings, operating costs, price / direct
costs

Desired outcomes:

is an inexpensive way to invest
(management fees)

MS1

De Ruyter et al. (1997); Chandon et al. (2000); Gale (1994); Grönroos (1997); Mattson
(1991); Petrick (2002); Rintamäki et al. (2006); Sanchez et al. (2006); Sheth et al.
(1991); Smith & Nagle (2005); Sweeney & Soutar (2001); Ulaga (2003); Woodall
(2003); Zeithaml (1988)

To invest cost-effectively

is fairly priced (management fees)

MS2

To earn profit

is reasonably priced (management fees)

MS3

Expected return, perceived investment performance, perceived material wealth,
perceived price/earning ratio, profit, risk-adjusted return, total profit

Undesired outcomes:

increases the value of my assets adequately
in view of the risk I am bearing

RR1

* In the financial literature, the perceived value is embedded solely in the
risk-adjusted return. Examples: Fama (1998); Clark-Murphy & Soutar (2004; 2005);
Grinblatt & Keloharju (2000; 2001); Markowitz (1959); Sharpe (1964); Sharpe (1995)

Not cost-efficient

is a profitable way to invest in view of the
risk I am bearing

RR2

Too risky

increases my wealth adequately in view of
the risk I am bearing

RR3

Convenience, functionality, little physical and cognitive effort, time and effort,
behavioral price

Desired outcomes:

is a convenient way to invest

CON1

Babin et al. (1994); De Ruyter et al. (1997); Farquhar & Rowley (2010); Grönroos
(1997); Holbrook (1999); Mattson (1991); Petrick (2002); Rintamäki et al. (2006);
Rintamäki et al. (2007); Seiders et al. (2005); Sheth et al. (1991)

To avoid functional effort
(investment-related)

is an easy way to invest

CON2

To invest in a top-rated way

is not unnecessarily time-consuming

CON3

Appropriate performances, efficiency, excellence, customization, quality,
performance quality, product characteristics, product quality, reliability

Undesired outcomes:

is a sufficient way to satisfy requirements I
have concerning investing

AO1

Holbrook (1999); Lapierre (2000); Möller & Törrönen (2003); Petrick (2002); Sheth et
al. (1991); Sweeney & Soutar (2001); Ulaga (2003); Wang et al. (2004); Walters &
Lancaster (1999); Woodall (2003)

Cognitive effort
Other investment alternatives are
better

is an efficient way to invest
is a well-functioning way to invest

AO2
AO3
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Table 5 (continued)
Perceived investment value dimensions and their
definitions

Examples of related concepts and existing support

The emotional value is the perceived value by investing
as the result to arouse experiential playful mood and
positive feelings.
Experiences

EMOTIONAL

Emotions

Examples of desired and undesired
outcomes from the qualitative
study

Measures

Item
code

Adventure, behavioral value, emotional (play, enjoyment, affective arousal, humor),
epistemic value (knowledge, novelty, curiosity, fantasy), experiential, hedonism

Desired outcomes:

is a fun hobby

EXP1

Arnold & Reynolds (2003); Babin & Attaway (2000); Chandon et al. (2000); Holbrook
(1999); Khalifa (2004); Pine & Gilmore (1999); Turley & Milliman (2000)

To have a hobby
(investment-related)
To have experiences

gives me something interesting to follow up

EXP2

is a nice way to spend time

EXP3

gives me pleasure

EMO1

Undesired outcomes:

is exciting in a good way

EMO2

Investing is boring

is entertaining

EMO3

Altruism, gift-giving, morality, self-expression, social exchange, symbolism, symbolic
content
Csikszentmihalyi (2000); Dichter (1961; 1964; 1979); Umberger et al. (2010); Fine
(2010); Solomon (1983); Sorokin (1950)

Desired outcomes:

gives me an opportunity to support my
nearest and dearest
gives me an opportunity to support the
well-being of other people
gives me an opportunity to express
benevolence toward other people

ALT1

Congruence between product image and self, personal meaning, reputation,
self-concept, self-identity/worth, self-image, symbolic meaning

Undesired outcomes:

makes me feel valuable or important

ET1

Belk (1988); Bellenger & Korgaonkar (1980); Browne & Kaldenberg (1997); Chandon
et al. (2000); Csikszentmihalyi (2000); Dichter (1979); Firat & Venkatesh (1993); Flint
(2006); Holbrook (1999); Holbrook & Hirschman (1982); Levy (1959, 1981); Sheth et
al. (1991); Sheth & Parvatiyar (1995); Smith & Colgate (2007); Solomon (1983)

Not having enough competence to
invest in a proper way

boosts my self-esteem

ET2

increases my self-confidence

ET3

Affective states, emotional response, feelings, hedonism, pleasure
Arnold & Reynolds (2003); De Ruyter et al. (1997); Duff (2006); Grönroos (1997);
Mattson (1991); Petrick (2002) Pine & Gilmore (1999); Rintamäki et al. (2007);
Sanchez et al. (2006)

The symbolic value is the perceived value by investing
as the result of the congruence between symbolic
meaning of investing and self-concept.
Altruism

SYMBOLIC

Esteem
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To express benevolence
To increase self-respect

ALT2
ALT3

4.2.1 Economic PIV
Economic PIV is the perceived value gained by investing as the result of putting money
into something with an expectation of gain, within an expected time. Thus consumers
experience economic value when their monetary needs are met. Economic PIV has a
twofold characterization: as risk-adjusted return (e.g., Markowitz, 1959; Sharpe, 1964;
Sharpe, 1995) and as monetary savings (e.g., Chandon et al., 2000; Petrick, 2002;
Rintamäki et al., 2006).

Risk-adjusted return is understood as a means to gain a profit in a manner accounting for
the personal-risk tolerance of the consumer. According to the financial literature (e.g.,
Fama, 1998; Markowitz, 1959; Sharpe, 1964), when comparing investments, a consumer
should compare the same risk measures to each alternative investment in order to get a
relative performance perspective. Hence, “risk-adjusted” refers to a ratio of profit to risk,
and risk-adjusted return reflects the monetary value of a profit, depending on the
consumer’s expectations. Here, risk-adjusted return is measured on a seven-point scale of
“strongly disagree” (1) to “strongly agree” (7), with the following three items: Investing in
individual stocks… “increases the value of my assets adequately in view of the risk I am
bearing,” “is a profitable way to invest in view of the risk I am bearing,” and “increases
my wealth adequately in view of the risk I am bearing.” Examples of risk-adjusted return
from the qualitative study include desired outcomes such as “to earn profit” and “to
increase my wealth” and, on the other hand, undesired ones such as “too risky.”

Monetary savings, in turn, reduce the pain of paying (Chandon et al., 2000); therefore,
economic value increases when management fees (the investment alternatives’ monetary
price) are perceived to be low. Monetary savings is measured on a seven-point scale, from
1 for “strongly disagree” to 7 for “strongly agree,” with the following three items: Investing
in individual stocks… “is an inexpensive way to invest (management fees),” “is fairly
priced (management fees),” and “is reasonably priced (management fees).” In the case of
appropriate outcomes, examples from the qualitative study include desired outcomes
such as “to invest cost-effectively” and undesired outcomes such as “not cost-efficient.”

83

4.2.2 Functional PIV
Functional PIV is the perceived value in investing as the result of convenience and
appropriate outcomes of investing. Accordingly functional PIV involves convenience
and increasing investments’ appropriate outcomes. Convenience can be defined as a
ratio of inputs to outputs, with time and effort being the relevant inputs (Holbrook, 1999;
Rintamäki et al., 2006).

Farquhar and Rowley (2009, 434) state, “The convenience of a service is a judgement
made by consumers according to their sense of control over management, utilization, and
conversion of their time and effort achieving their goals associated with access to and use
of service.” Accordingly, convenience is dependent on consumers’ personal goals, so it is
valued differently by consumers who prefer to have more leisure time, dedicating less
time to investment matters, and consumers who enjoy activities such as browsing
investment alternatives. On account of this, the PIV scale’s items measuring convenience
took forms such as “investing in individual stocks is not unnecessarily time-consuming”
(emphasis added). Investing may be perceived as time-consuming also by consumers
who enjoy such activities but still not unnecessarily so. Convenience is measured on a
seven-point scale, “strongly disagree” (1) to “strongly agree” (7), with the following
three items: Investing in individual stocks… “is a convenient way to invest,” “is an easy
way to invest,” and “is not unnecessarily time-consuming.” Examples of convenience
from the qualitative study include desired outcomes such as “to avoid functional effort
(investment-related),” “to avoid cognitive effort (investment-related),” and “to save time
(investment-related)” and undesired outcomes such as “not cost-efficient” and “takes too
much time.”

Functional PIV is also characterized as involving appropriate outcomes. Sheth et al.
(1991, 160) define functional value as the “perceived utility derived from an alternative’s
capacity for functional, utilitarian, or physical performance.” Sweeney and Soutar (2001)
defined functional value (performance/quality) as the utility derived from the perceived
quality and expected performance of the product. In sum, “appropriate outcomes” in
investment means the investment’s delivery of what is expected. In this work, these
appropriate outcomes are measured on a seven-point scale, from 1 (“strongly disagree”)
to 7 (“strongly agree”), with the following three items: Investing in individual stocks…
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“is a sufficient way to satisfy requirements I have concerning investing,” “is an efficient
way to invest,” and “is a well-functioning way to invest.” For appropriate outcomes,
examples from the qualitative study include desired outcomes such as “to invest in a
top-rated way” and the undesired outcome “other investment alternatives are better.”

4.2.3 Emotional PIV
Emotional PIV designates those facets of investing that are related to the multisensory,
fantasy, and emotive aspects (Holbrook & Hirschman, 1982) of one's investment
experience. In the economics literature, the emotional view attracted interest through
happiness economics and hedonomics (see Hsee et al., 2008). Happiness economics
typically treats such happiness-related metrics, rather than wealth, income, or profit, as
something to be maximized (Frey & Stutzer, 2001). While the field of happiness
economics has grown substantially since the late 20th century, the focus has not, at least
so far, been on investment value.

In the marketing literature, discussion of the experiential view has highlighted the
aforementioned “three ‘F’s” – fantasies, feelings, and fun – representing the hedonic
aspects of consumption (Holbrook & Hirschman, 1982). Thus emotional value is
characterized as self-purposeful and self-oriented (Babin et al., 1994; Holbrook, 1999).
On the PIV scale, consumers realize emotional value when the act of investing is
appreciated in its own right. When compared to economic PIV and functional PIV,
emotional PIV is more abstract and more subjective. Emotions and experiences are
considered to contribute to emotional PIV. For some, the mere act of investing creates
positive emotions, such as enjoyment, thrills, stimulation, and excitement. The emotions
aspect is measured on a seven-point scale: 1 (“strongly disagree”) to 7 (“strongly agree”)
with the following three items: Investing in individual stocks… “gives me pleasure,” “is
exciting in a good way,” and “is entertaining.” The examples from the qualitative study
include desired outcomes such as “is entertaining” and the undesired outcome “investing
is boring.”

Experiences, in turn, provide emotional value when consumers appreciate the excitement
of the investment alternative or information search. Unlike emotions, experiences are
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pursued actively and can be characterized as play or as a hobby. Experiences include
activities such as browsing investment alternatives, reading investment-related
magazines, joining virtual discussion groups in order to exchange opinions about
investment issues, and taking part in investment-related happenings (such as investment
cruises). The concept of experiences too is measured on a seven-point scale (“strongly
disagree” at 1 and “strongly agree” at 7), with the following three items: Investing in
individual stocks… “is a fun hobby,” “gives me something interesting to follow up,” and
“is a nice way to spend time.” Examples of experiences from the qualitative study
include desired outcomes such as “to have a hobby (investment-related)” and “to have
experiences.”

4.2.4 Symbolic PIV
Symbolic PIV can be understood from a symbolic interactionist perspective (Belk, 1988;
Firat & Venkatesh, 1993; Solomon, 1983), which emphasizes the importance of
investment for setting the stage for the multitude of social roles that people play.
Investing represents a social act wherein symbolic meanings, social codes, relationships,
and the consumer’s identity and self may be produced and reproduced. Symbolic value
has a twofold character, as altruism and as esteem.

Altruism is related to the need to love and be loved, in providing opportunities to
demonstrate one’s benevolence. In Csíkszentmihályi’s (2000) reasoning, consumers
express themselves to each other through extravagant baby showers, elaborate funeral
arrangements, and graduation presents and diamond rings, by allowing the loved one to
own things. The existence of pure altruism can be challenged by the suggestion that the
greater the appreciation or love felt by the giver, the greater the obligation the recipient
may feel in return (ibid.). However, at least on occasion, gifts are expressions of
relatively selfless, agapic love (Sorokin, 1950). Accordingly, Etzioni (1988) argues that
there are true acts of altruism that transcend self-interested concern with pleasure or pain.
These might be heroic acts such as saving a stranger from a burning building at great risk
to oneself or can be simple acts such as returning a lost wallet to a stranger (Sullivan &
Miller, 1996). In both cases, calculation of exchange and pure altruism, the act of
investing can provide a symbolic benefit, for consumers are able to express their personal
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values by investing. Accordingly, the thought of expressing benevolence through a
bequest may be perceived as rewarding in the present even though the actual outcome
obviously is expected to arise posthumously. In this study, altruism is measured on a
seven-point scale (again, 1 = “strongly disagree” and 7 = “strongly agree”). The following
three items are used: Investing in individual stocks… “gives me an opportunity to
support my nearest and dearest,” “gives me an opportunity to support the well-being of
other people,” and “gives me an opportunity to express benevolence toward other
people.” Examples of altruism from the qualitative study include desired outcomes such
as “to express benevolence.”

Enhancement of esteem, in turn, is a benefit experienced when symbolic features derived
from investing are attached to self for defining and maintaining one’s concept of self.
Consumers who engage in esteem- or status-seeking are characterized as “high
self-monitors,” who are mainly concerned with how they play their role – i.e., what kind
of impression they give to others (Browne & Kaldenberg, 1997). Many consumers may
invest also because it clearly expands their financial capabilities and the act of investing
therefore enhances their status and/or self-esteem, which contribute to symbolic value.
Examples of sources of symbolic PIV from the qualitative study include desired
outcomes such as “to increase self-respect” and the undesired outcome “not having
enough competence to invest in a proper way.” Esteem is measured on the
aforementioned seven-point scale by means of these three items: Investing in individual
stocks… “makes me feel valuable or important,” “boosts my self-esteem,” and “increases
my self-confidence.”

4.3

The structural equation modeling in brief

Because the focus in this study is on dimensions of perceived investment value but also
on interaction of value concepts and other constructs (namely, word of mouth, repurchase
intentions, and satisfaction), it was decided to use SEM for testing of PIV dimensions
and estimation of causal relations between the constructs. The decision was based on the
utility that SEM has shown in solving many substantive research problems in the social
and behavioral sciences (Jöreskog & Sörbom, 1989). These models have been utilized in
the study of consumer behavior; studies of genetic and cultural effects, racial
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discrimination in employment, housing, and earnings; and evaluation of social programs,
intergenerational occupational mobility, and many other social and behavioral
phenomena (Raykov & Marcoulides, 2006; 2011).

As noted in Chapter 2, experimentation in the behavioral sciences is rarely performed in
controlled situations. Theories may be formulated in terms of theoretical constructs that
are not directly measurable or observable. It may be more workable to employ a number
of indicators or “symptoms” for study of these theoretical constructs. For example, the
construct’s capacity may, though not directly observable, be measurable indirectly via
scores on standardized reading and math tests. Using SEM can accommodate issues of
measurement and complex causal relationships. The model consists of two parts: the
measurement model and the structural equation model. (Raykov & Marcoulides, 2006)

The measurement model specifies how the latent variables or hypothetical constructs
(economic PIV, functional PIV, emotional PIV, and symbolic PIV) are measured in
terms of the observed variables. It also describes the measurement properties, the
validities and reliabilities, of the observed variables. The structural equation model
specifies the causal relationships among the latent variables (PIV, satisfaction,
repurchase intention, and word of mouth) and describes the underlying effects and the
amount of unexplained variance (ibid.; Raykov & Marcoulides, 2011).

According to Raykov and Marcoulides (2006), who apply SEM as a confirmatory
technique, the model must be specified correctly in view of the type of analysis that the
researcher is attempting to confirm. Two main components of models are distinguished
in SEM: the structural model, showing potential causal relationships between variables
(PIV, satisfaction, repurchase intention, and word of mouth), and the measurement
model, showing the relations between latent variables and their indicators (PIV).
Confirmatory factor analysis models, for example, feature only the measurement part,
while path diagrams can be viewed as a structural equation model that has only the
structural part.

In specifying pathways in a model, a researcher will specify a set of theoretically
plausible models in order to assess whether the model proposed is the best of the set of
possible models. Not only must the researcher account for the theoretical reasons for
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building the model as it is, but he or she must also take into account the number of data
points and the number of parameters that the model must estimate to identify the model
(Hoyle, 1995).

Parameter estimation is done by comparing the actual covariance matrices representing
the relationships between variables and the estimated covariance matrices of the
best-fitting model (ibid.). This is done through numerical maximization of a fit criterion
as provided most commonly by maximum likelihood estimation (ibid.). For this purpose,
the program LISREL 8.80 was employed in this study. Assessment of fit is a basic task in
SEM: forming the basis for accepting or rejecting models and, more usually, accepting
one model over a competing one. The output of LISREL 8.80 includes matrices of the
estimated relationships between variables in the model. Assessment of fit essentially
calculates how similar the predicted data are to matrices containing the relationships in
the actual data (ibid.). In the SEM literature, discussion of fit has led to a variety of
recommendations on the precise application of the various fit indices and hypothesis tests
(ibid., 7–9). Some of the more commonly used measures of fit include the following:
-

Chi-square ( 2) – a fundamental measure of fit used in the calculation of many
other fit measures. Conceptually, it is a function of the sample size and the
difference between the observed and the model covariance matrix. The ratio of
chi-square to degrees of freedom estimates how many times larger the actual
value is than the expected value (under H0) of a variate with a given number of
degrees of freedom (Kaplan, 2000).

-

Root mean square error of approximation (RMSEA) – another test of model fit
that estimates how well the fitted model approximates the population covariance
matrix over the degrees of freedom (df).

-

Comparative fit index (CFI) – in examination of baseline comparisons, an index
that depends in large part on the average size of the correlations in the data. If the
average correlation between variables is not high, the CFI will not be very high.

-

Goodness-of-fit index, or GFI (Jöreskog & Sörbom, 1993) – the proportion of the
variances and covariances in the sample covariance matrix that is jointly
explained by the population covariance matrix. The GFI values range from 0 to 1,
with values close to 1 being indicative of good fit (Kaplan, 2000).
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-

Adjusted goodness-of-fit index (AGFI) – GFI adjusted (Jöreskog & Sörbom,
1991) for (loss of) df (adjustment on the basis of the same logic as in the case of
an adjusted R2); values greater than .9 are deemed desirable (Kaplan, 2000).

-

Non-normed fit index (NNFI) – a measure of the proportional improvement in fit
(defined in terms of noncentrality) as one moves from the baseline to the target
model, over df (ibid.).

The model may need to be modified for improvement of the fit, thereby estimating the
most likely relationships between variables. LISREL 8.80 provides modification indices
that report the improvement in fit resulting from addition of an additional path to the
model. Modifications that improve model fit are then flagged as potential changes to the
model. In addition to providing improvements in model fit, it is important that the
modifications make theoretical sense. In sum, for the CFI, GFI, and NNFI, values over
.90 are acceptable and values over .95 are indicative of good fit (ibid.). The

2

/df ratio of

less than 2.0 is considered indicative of good fit while one between 2 and 5 suggests
satisfactory fit (ibid.).

4.4

Hypotheses

For measurement purposes in this study, a multi-dimensional construct, such as PIV, can
be classified as a latent model (Law et al., 1998), because it is a higher-level construct
that underlies its various dimensions. While, for example, the SERV-PERVAL scale of
Petrick (2002) uses a single-item scale to measure overall perceived value and it also
assesses consumers’ perceptions of the value of services through five distinct dimensions
of value (see Appendix 1), it can be argued that an independent concept such as overall
perceived value does not necessarily exist in the real world. In fact, from Holbrook’s
(1999) argument that different dimensions of perceived investment value exist and occur
together to varying degrees in any investment experience, one may conclude that for PIV
the dimensions are simply different forms manifested by the PIV and that all items on the
measurement scale measure PIV, with a certain degree of error. Similarly, different
dimensions of PIV represent the same construct, with different degrees of accuracy (see
Law et al., 1998). Therefore, these dimensions of PIV – namely, economic, functional,
emotional, and symbolic PIV (see Figure 9) – are treated as unobservable latent variables.
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The research hypotheses supporting this proposal are then as follows:

H1: Perceptions of economic PIV are positively related to PIV
H2: Perceptions of functional PIV are positively related to PIV
H3: Perceptions of emotional PIV are positively related to PIV
H4: Perceptions of symbolic PIV are positively related to PIV

EconPIV

FuncPIV
PIV

EmotPIV

SymbPIV

Figure 9.

The proposed PIV model

We need to be sure that the PIV concepts we measure are actually perceived as being
value for the consumer and hence are important antecedents of consumer decision-making
in the investment context. Thus the meaningfulness and importance of the PIV scale is
established by linking satisfaction, word of mouth, and repurchase intention scales to the
PIV scale in order to see that the PIV scale has a positive effect on these scales.

Unlike satisfaction, PIV as conceptualized may be formed either pre- or post-investment
(or both). In addition, PIV is conceptualized to encompass both the functional benefits
(such as economic PIV and functional PIV) of performance and non-functional benefits
(such as the emotional PIV and symbolic PIV). PIV is considered a cognitively based
construct that captures any benefit/sacrifice discrepancy in much the same way that
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disconfirmation does for variations between expectations and perceived performance
(Lee & Overby, 2004). Satisfaction, on the other hand, is primarily an affective (Hunt,
1993; Oliver, 1997; Seiders et al., 2005) post-investment evaluation and a response to the
overall investment experience. Accordingly, satisfaction in the investment context can be
characterized as the degree of overall pleasure felt by the consumer, resulting from the
ability of the investment to fulfill the consumer’s desires, expectations, and needs in
relation to the service. PIV, in turn, is perceived and evaluated in any phase of the
investment experience as overall appraisal of the net worth of the investment, based on
the consumer’s assessment of economic, functional, emotional, and symbolic benefits,
and economic, functional, emotional, and symbolic sacrifices in acquiring and utilizing
the investment alternative.

To allow linking of satisfaction to PIV, an adaptation of Mägi’s (2003) three-item
American Customer Satisfaction Index (ACSI) scale from the work of Fornell et al.
(1996) was employed. After rewording of the ACSI scale to match the purposes of this
study, the items were “How satisfied are you with investing in individual stocks?” (very
dissatisfied – very satisfied), “How well does individual-stock investment match your
expectations?” (not at all – completely), and “Imagine a perfect investment alternative.
How close to this ideal are individual stocks?” (not at all close – very close).

A PIV scale must also predict investment behavior in everyday life. To assess the
predictive validity of the PIV scale, measures of word of mouth and repurchase
intention were employed as the criterion variables. Accordingly, there should be a
relationship between the PIV scale and the relevant behavioral intentions. Satisfaction
has been shown in a number of works to be a reliable predictor of repurchase intentions
(Bitner, 1990; LaBarbera & Mazursky, 1983; Patterson, 1994); however, Petrick (2002)
suggests that, while perceived value and satisfaction both are important antecedents of
behavioral intentions such as word of mouth and repurchase intention, they affect
behavioral intentions separately.

For example, some services can be very satisfying to consumers who still consider them
of poor value on account of, for example, a perception of the costs as high (ibid.). Thus it
is that a consumer may, for example, experience ambivalence toward a service (such as a
boat trip): even though he or she may be very satisfied, the consumer might perceive the
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service as poor value when considering the money spent on that service (ibid.). Since the
focus here is on perceived value, it was decided to model the effect of PIV and its
dimensions particularly for behavioral intentions, specifically word of mouth and
repurchase intention.

Repurchase intention can be characterized as a consumer’s judgement about investing
again in a designated investment alternative when taking into account his or her current
situation and likely circumstances. Consumers may refrain from purchasing an
investment alternative if the management fees or risks are outside their range or the price
signals that the quality is inferior. Of course, it stands to reason that if the management
fees are unacceptable then the offer must have little, if any, net perceived value.
Therefore, it is understandable that the perception of value might directly influence
repurchase intention, as depicted in model by Zeithaml (1988).

Since past research has indicated that perceived value is a reliable predictor especially of
repurchase intentions (Bitner, 1990), PIV is expected to be positively related to
repurchase intention. The scale measuring repurchase intention was adopted from the
work of Jones and Reynolds (2006, 120). Since they studied repurchase intentions in a
retail context (ibid.), the items were reworded to be consistent with the context of this
study. Accordingly, the items employed are as follows: “I intend to invest in individual
stocks in the future,’ “I will probably invest in individual stocks in the future,’ and “It is
very unlikely that I will invest in individual stocks in the future” (reversed).

Word of mouth, in turn, can be characterized as interpersonal communications in which
all of the participants are consumers and not, for example, company representatives.
Consumers who actually perceive value will probably recommend investing to other
people as well. This reasoning is based on previous research, which suggests that most
consumers will employ more than one cue during the service encounter (Bitner, 1990).
Thus, whereas the word of mouth of some consumers may depend entirely on global
assessments (satisfaction), other consumers may base their recommendations on specific
dimensions of PIV. The paths from value to word-of-mouth intentions, as judged from
previous research, are expected to be positive (e.g., Bolton & Drew, 1991; Zeithaml,
1988).
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In this study, word of mouth is defined as positive word of mouth; therefore, the positive
word-of-mouth scale of Jones and Reynolds (2006) is utilized. The items suggested by
Jones and Reynolds (ibid., 120) were reworded to be reconciled with the investment
context: “I’m likely to say good things about investing in individual stocks,” “I would
recommend investing in individual stock to my friends and relatives,” and “I recommend
investing individual stocks to others.”

Satisfaction, word of mouth, and repurchase intention are introduced as endogenous
variables, and all items were accompanied in the study by seven-point Likert scales. It is
concluded then that PIV is an antecedent of satisfaction, word of mouth, and repurchase
intention (see Figure 10). Accordingly, three additional hypotheses were postulated:

H5: PIV is positively related to satisfaction
H6: PIV is positively related to word of mouth
H7: PIV is positively related to repurchase intention

EconPIV

ACSI

FuncPIV
PIV

WOM

EmotPIV

SymbPIV

Figure 10.

REPUR

Proposed relationships between PIV, satisfaction, word of mouth, and
repurchase intention
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4.5

Quantitative study 1

Quantitative study 1 is intended to assess the 24-item perceived investment value scale in
relation to investment in individual stocks and to purify the scale. To ensure that all PIV
dimensions are covered and only relevant aspects are taken into account, a review of the
literature and the conceptual definitions of value dimensions is combined with
exploratory factor analysis (EFA). This process allows us to be confident that we are
beginning with the appropriate items. Then, the scale is tested and refined by means of
structural equation modeling to create a short, practical, and easy-to-use scale.

4.5.1 Respondents and procedures – study 1
On November 23, 2010, in total, 2,004 online survey invitations were sent by e-mail to
members of the Federation of Stock Investors. In all, 309 of the e-mail messages were
returned because the address had an error or was invalid in some other way. The purpose
of the Federation of Stock Investors is to promote stock investing and treasury
management among non-institutional investors – i.e., consumers. Accordingly, the
members of this federation are household investors.

The questionnaire included the 24 PIV items; additional background variables (e.g.,
socio-demographics); and also some other variables, such as self-congruence and
investment experience, which lie beyond the scope of this study. The respondents were
asked to state whether they had experience of an investment in individual stocks, and,
since 300 respondent answered that they did, the final size of the sample (collected
between November 23 and December 10, 2010) is n = 300 (response rate: 15%). To allow
establishment of convergent validity, the three-item American Customer Satisfaction
Index scale by Fornell et al. (1996) was included (alphaACSI: .779). As assumed in
hypothesis 5 (H5), high correlation between the PIV scale and this overall satisfaction
scale for individual stock investment (modified ACSI) is expected. All items are
measured with a seven-point Likert scale (1 = strongly disagree ... 7 = strongly agree).

The background variables are illustrated in Table 6. In the sample, most respondents
were male (81%). As for age, none of the respondents were under age 18, two percent
were between 18 and 24, 12% were in the 25–34 age range, 15% were between 35 and 44
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years of age, 18% were 45–54 years of age, 29% were between 55 and 64 years old, 21%
were 65–74, and two percent were above 75. Most respondents were married (64%), and
16% were in a domestic partnership. Roughly 14% were single, four percent were
divorced, and two percent were widows or widowers. As for education, 43% had a
university degree and 12% had a degree from a university of applied sciences; four
percent had a primary-school, six percent a high-school, and 35% a vocational-studies
qualification. In terms of occupation and status claims, 15% of respondents were
entrepreneurs, six percent held a management position, 25% were higher and nine
percent lower officials, eight percent were unspecified employees, three percent were
students, almost 32% were pensioners, just above two percent were unemployed, and just
under one percent were stay-at-home parents.
Table 6.

Characteristics of respondents (n = 300) – quantitative study 1
Characteristics

%

Age
–18
19–24
25–34
35–44
45–54
55–64
65–74
74–

Characteristics

%

Marital status
0.0
2.0
12.3
15.0
18.0
29.3
21.0
2.3

Gender

Single
Married
Domestic partnership
Divorced
Widow/widower

Characteristics

%

Status
14.0
63.7
16.0
4.0
2.3

Education
Primary school

4.0

Vocational qualification

34.7
6.0

Entrepreneur
Management
Higher official
Lower official
Employee
Student
Pensioner
Unemployed
At home, raising
children

14.7
6.0
25.3
8.6
7.7
3.0
32.0
2.3

Characteristics

%

0.3

Female

19.0

Male
Characteristics
Gross monthly
income
€2,500 or below

81.0
%

21.7

High school
University of applied
sciences
University degree
Characteristics
Experience of investing
in individual stocks
Less than a year

0.3

€50,000 or less

€2,501–€3,500

29.0

1–5 years

20.0

€50,001–€150,000

30.7

€3,501– €4,500

19.7

6–10 years

18.7

€150,001–€250,000

17.0

€4,501–€5,500

14.7

11–15 years

19.3

€250,001–€350,000

11.0

€5,501–€6,500

4.7

16–20 years

9.0

€350,001–€450,000

5.3

Above €6,500

10.3

More than 20 years

32.7

12.0
43.3
%

Investment assets
18.0

€450,001–€550,000

3.6

More than €550,000

14.3

About 22% had an income below 2,501 euros per month and 29% an income between
2,501 and 3,500 euros, 20% were in the 3,501–4,500-euro income category, 15% had an
income between 4,501 and 5,500 euros, five percent had an income of 5,501–6,500
euros, and 10% had an income above 6,500 euros a month. Roughly 18% of respondents
had (financial) investment assets of 50,000 euros or less, 31% between 50,001 and
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150,000 euros, 17% between 150,001 and 250,000 euros, 11% between 250,001 and
350,000 euros, five percent 350,001–450,000 euros, four percent between 450,001 and
550,000 euros, and 14% more than 550,000 euros.

As noted above, the final sample was chosen for those who had experience of investment
in individual stocks. Only 0.3% had less than one year of said experience, 20% had 1–5
years of experience, 19% had 6–10 years’ experience, 19% had experience of 11–15
years, nine percent were in the 16–20-years-of-experience category, and a full 33% of the
respondents had more than 20 years of experience of investment in individual stocks.

4.5.2 Explorative factor analysis
The psychometric properties of the new PIV scale were assessed by means of principal
component analysis with varimax rotation (SPSS, version 16). Instead of the postulated
four factors, this analysis yielded six factors with eigenvalues exceeding 1.0 (see Table
7). The six factors account for 78.10% of the total variance, and each factor explains at
least 4.79% of the total variance, fulfilling the minimal requirements presented by
Netemeyer et al. (2003).
Table 7.

Eigenvalues and total variance – quantitative study 1

Factor
1
2
3
4
5
6

Total
8.93
3.60
2.00
1.64
1.42
1.15

Initial eigenvalues
% of variance
37.22
14.99
8.34
6.83
5.93
4.79

Cumulative %
37.22
52.21
60.55
67.38
73.31
78.10

The items MS1, MS2, and MS3, illustrating monetary savings, formed an independent
factor. Similarly, ALT1, ALT2, and ALT3 and ET1, ET2, and ET3 constituted two
independent factors instead of the theorized single factor. Moreover, the items AO1,
AO2, and AO3, illustrating appropriate outcomes and theorized to be antecedents of
functional value (quality and efficiency) (e.g., Smith & Colgate, 2007; Sweeney &
Soutar, 2001), are apparently related to risk-adjusted return in the investment context.
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This is, in fact, quite logical, because a risk-adjusted return is probably the dominant
utility derived from the appropriate outcomes and performance of the investment.

In the view of Hardesty and Bearden (2004) with their emphasis on the importance of
expert judgements for correct delineation of a construct, appropriate definition of the
constructs could have been achieved in the item generation process by means of more
experts being employed to evaluate the constructs and all of the items (ibid.; Rossiter,
2002). However, the results of the explorative factor analysis led to AO1, AO2, and AO3
being included in the EconEF factor. With reference to the background literature and
exploratory factor analysis results, the six factors (see Figure 11 for the revised PIV
scale) explaining perceived investment value were labeled
1.

Economic value – monetary savings (EconMS),

2.

Economic value – efficiency (EconEF),

3.

Functional value – convenience (FuncCON),

4.

Emotional value – emotions and experiences (EmotEE),

5.

Symbolic value – altruism (SymbALT), and

6.

Symbolic value – esteem (SymbET).

In accordance with Hair et al. (2006), items exhibiting low factor loadings (< .50), high
cross-loadings (> .30), or low communalities (< .50) were candidates for elimination. All
24 items exhibited sufficient factor loadings and communalities (> .50) and were retained
for further analysis (see Table 9).

The only items that exhibited high cross-loading were RR1 and ET1 (> .30). However,
both of these items were retained for further analysis, because their cross-loadings were
relatively low and both factor loadings (RR1 = .793, ET1 = .754) and communalities
(RR1 = .743, ET1 = .727) were fairly high. The Cronbach’s alphas of the six dimensions
are comfortably high: alphaEconMS = .880 (three-item scale), alphaEconEF = .938 (six-item
scale), alphaFuncCOV = .811 (three-item scale), alphaEmotEE = .928 (six-item scale),
alphaSymbALT = .862 (three-item scale), and alphaSymbET = .907 (three-item scale).
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MS1
MS2

EconMS

MS3
RR1
RR2
RR3

EconEF

AO1
AO2
AO3
CON1

FuncCON

CON2
CON3

EXP1
EXP2

EmotEE

EXP3
EMO1
EMO2
EMO3

SymbALT

ALT1
ALT2
ALT3
ET1

SymboET

ET2
ET3

Figure 11.

Revised PIV scale

4.5.3 Confirmatory factor analysis
The two-step approach advocated by Anderson and Gerbing (1988) for testing SEM was
used. This approach requires estimating and refining the measurement model before
testing the structural model. In SEM, the measurement model is the part that relates
measured variables (e.g., perceived monetary savings) to latent variables (perceived
value) and the structural model is the part that relates latent variables to one another (e.g.,
perceived value of satisfaction) (Raykov & Marcoulides, 2008). The scale purification
procedures rely on an iteration of confirmatory factor analysis (CFA), with the goal being
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to improve the congeneric measurement properties of the scale (Anderson & Gerbing,
1988; Bagozzi, 1980; Bearden et al., 1993; Chin & Todd, 1995; Gerbing & Anderson,
1988; MacCallum, 1986).

While, as illustrated in Table 8, the data were not normally distributed, CFA using
LISREL 8.80 (Jöreskog & Sörbom, 1996) with maximum likelihood estimation (MLE)
was conducted for a couple of reasons; first, MLE is the most commonly used estimation
procedure in motivational research, even though most of the time the data in consumer
research are not normally distributed. In fact, this is something that has not been
discussed widely even in the top journals of psychology, marketing, or the social sciences
in general. That is probably because, in many contexts, there is a paradox concerning
good measurement items in behavioral sciences and normal distribution; a good item
measuring, for example, perceived value should get high means, because the purpose of
this item is to capture value that is actually perceived by the consumer. This, in turn,
leads to negative skewness, indicating that the tail on the left side is longer than the right
tail and most of the values lie to the right of the mean. Finally, this causes non-normality
in the distribution.

Since this was the case with the current data, it was impossible to improve the
distribution as a whole by deleting outliers: observations that are numerically distant
from the rest of the data. In fact, in the current data only in the case of three variables
(EXP1, EXP2, and EMO2) did the skewness go beyond the recommended limit of -1.00
or 1.00 (Hoyle, 1995). However, two of these variables (EXP1 and EXP2) were removed
in further steps of the analysis, as discussed later. While non-normality (especially when
the skewness of the variables is very high, > 3) may affect models’ fit indices negatively
(ibid.), we can be fairly confident that in this case the possible effect on actual results
when maximum likelihood estimation is used is, in fact, small – especially when the
sample size (n = 300 in study 1 and n = 438 in study 2) is more than 200 (ibid.) and when
the item loadings to construct and the correlation between the constructs are highly
significant (t > 4.5; when

= .05) as attested by Chebyshev’s inequality (see

Abramowitz & Stegun, 1972).
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Table 8.

Tests of normality in study 1

Kolmogorov-Smirnov

MS1
MS2
MS3
RR1
RR2
RR3
AO1
AO2
AO3
CON1
CON2
CON3
EXP1
EXP2
EXP3
EMO1
EMO2
EMO3
ALT1
ALT2
ALT3
ET1
ET2
ET3

Statistic
.212
.171
.157
.193
.209
.186
.198
.223
.222
.183
.191
.148
.225
.240
.191
.198
.217
.171
.152
.124
.149
.166
.188
.192

df
300
300
300
300
300
300
300
300
300
300
300
300
300
300
300
300
300
300
300
300
300
300
300
300

Shapiro-Wilk

Sig.
.000
.000
.000
.000
.000
.000
.000
.000
.000
.000
.000
.000
.000
.000
.000
.000
.000
.000
.000
.000
.000
.000
.000
.000

Statistic
.863
.920
.932
.904
.903
.915
.896
.882
.867
.903
.907
.939
.846
.799
.889
.897
.871
.928
.939
.947
.931
.928
.931
.931

df
300
300
300
300
300
300
300
300
300
300
300
300
300
300
300
300
300
300
300
300
300
300
300
300

Sig.
.000
.000
.000
.000
.000
.000
.000
.000
.000
.000
.000
.000
.000
.000
.000
.000
.000
.000
.000
.000
.000
.000
.000
.000

Data are normally distributes if Sig. > .05

Thus, after the variables were changed from ordinal to continuous (see Bollen, 1989),
CFA using LISREL 8.80 (Jöreskog & Sörbom, 1996) with maximum likelihood
estimation was conducted, using as input the covariance matrix from the sample (n = 300).
Correspondingly, PIV was expected to be significantly correlated with the ACSI
measurement scale for satisfaction. It was also expected that the PIV would explain a
high proportion of the variance in satisfaction. The aim of the CFA was to test the fit of
the model obtained in the derivation sample. All factors were permitted to correlate with
all other factors. Statistically, the model is evaluated via comparison of two variance/
covariance matrices. From the data, a sample variance/covariance matrix is calculated.
From this matrix and the model, an estimated-population variance/covariance matrix is
computed. If the latter matrix is very similar to the known-sample variance/covariance
matrix, the model is said to fit the data well. A chi-square statistic is computed to test the
null hypothesis that the model cannot be said to fit the data well.
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As illustrated in the previous section, there are also other estimators for goodness of fit,
designed to estimate how well the model fits the data. The indices used to test the overall
fit of the model were chi-square ( 2), comparative fit index, goodness-of-fit index,
adjusted goodness-of-fit index, and the root mean square error of approximation.
RMSEA values below .05 are considered good, and values between .05 and .08 are
considered satisfactory (Kaplan, 2000). For the CFI, GFI, and NNFI, values over .90 are
acceptable and over .95 are indicative of good fit (ibid.). The
and a

2

2

should not be significant,

/df ratio of less than 2.0 is considered indicative of a good fit, while one between

2 and 5 suggests a satisfactory fit (ibid.).

A 24-item, six-dimension confirmatory factor model was estimated, and inspection of
model fit revealed an RMSEA index that was above the acceptable threshold (.08);
(237)

2

= 748.383, p = .000, CFI = .961, GFI = .830, NNFI = .954, RMSEA = .084. Items’

squared multiple correlations (SMCs) ranged from .324 to .964, and an inspection of the
modification indices (MIs) revealed five items (MS1, RR2, EXP2, EMO1, and ALT1) as
candidates for removal, each accounting for three or more significant (> 3.840)
modification indices (ranging from 3.925 to 15.362). The items RR2, EXP2, and EMO1
were removed from further analysis; however, MS1 and ALT1 were retained, because of
their contribution to the content of the scale (see Rossiter, 2002).

A second confirmatory model was then estimated for the remaining 21 items. Item SMCs
ranged from .468 to .976. Model fit was improved:

2
(174)

= 480.236, p = .000, CFI = .964,

GFI = .867, NNFI = .957, RMSEA = .077. With an aim of achieving the best possible fit
for a six-factor scale, a step-by-step examination of modification indices, focusing on
two constructs with more than three items (EconEF and EmotEE), was conducted. This
was necessary because, for the use of SEM, it is recommended that researchers use at
least three indicators (variables) to examine the theoretical factor / latent variable
considered (perceived value) in order to obtain a more complete and reliable picture than
is provided by a single indicator (Raykov & Marcoulides, 2006; 2011). In consequence
of this process, the items RR1, EXP1, and AO3 were removed from further analysis.

Then, a final confirmatory model was estimated for the remaining 18 items. The fit of
this revised model was good:

2
(120)

= 254.826, p = .000, CFI = .977, GFI = .913,

NNFI = .970, RMSEA = .061. See Table 9 for the items and factor loadings: these assist
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in defining the meaning of each of the value dimensions. Also reported in Table 9 are the
average variance extracted (AVE) and construct reliability (CR) statistics for each factor.
Taken together, the size of the factor loadings (all above .5), AVE measurements (all
above .5), and CR scores (all above .6) lend support to convergent validity for each scale
(Hair et al., 2006). It can be concluded that the final 18 items parsimoniously represent
the six value dimensions, each item taps into a unique facet of each value dimension, and
the final scale provides good domain representation (see the gray-marked rows in Table
9).

Table 9.

Results of EFA and, in parentheses, final CFA

MS1
MS2
MS3

n = 300,
Likert 1–7
Standard Cronbach's
Mean
deviation
alpha
5.867
1.369
.880
5.007
1.445
4.940
1.418

RR1*
RR2*
RR3
AO1
AO2
AO3*

5.367
5.387
5.247
5.497
5.653
5.780

1.645
1.135
1.207
1.158
1.136
1.066

.938

CON1
CON2
CON3

5.203
4.977
4.520

1.491
1.159
1.557

.811

EXP1*
EXP2*
EMO1*
EXP3
EMO2
EMO3

5.643
5.410
6.087
5.317
5.450
4.843

1.345
1.299
1.028
1.482
1.357
1.527

.928

ALT1
ALT2
ALT3

4.493
3.870
3.933

1.685
1.168
1.664

.862

EFA with > .300 factor loadings (final CFA)
EconMS

EconEF

FuncCON

EmotEE

SymbALT

.780 (.762)
.883 (.898)
.869 (.873)
.308

.793
.838
.846 (.845)
.841 (.949)
.794 (.800)
.755
.839 (.810)
.812 (.818)
.772 (.682)
.841
.762
.699
.878 (.898)
.851 (.879)
.818 (.871)
.710 (.716)
.899 (.907)
.861 (.863)

ET1
ET2
ET3

SymbET

CR**

AWE**

(.883)

(.717)

(.900)

(.751)

(.815)

(.597)

(.914)

(.780)

(.870)

(.693)

3.327
1.648
.907
.358
.754 (.721)
4.093
1.623
.879 (.988) (.918) .792)
4.247
1.596
.882 (.938)
* Deleted items with relatively high modification indices
** The average variance extracted was computed (see Hair et al., 2006 for the formula) as an indicator of convergent validity
** Construct reliability was computed for each factor (see Hair et al., 2006 for the formula)
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4.5.4 The multi-dimensional PIV model
The CFA results indicate that PIV is a multi-dimensional construct as theorized:
respondents derived value from investing in individual stocks in six distinct but
correlated, ways (see Table 10).
Table 10. Correlations and t-values (non-significant t-value: < 1.645*)
EconMS

EconPT

FuncCOV

EmotEE

SymbALT

EconEF

0.445 (8.551)

FuncCON

0.319 (5.206)

0.482 (9.122)

EmotEE

0.161 (2.578)

0.458 (9.040)

0.354 (5.967)

SymbALT

0.080 (1.245)*

0.293 (5.013)

0.271 (4.299)

0.400 (7.305)

SymbET

0.042 (0.681)*

0.329 (6.053)

0.188 (3.022)

0.468 (9.646)

0.496 (10.380)

For testing of the PIV higher-order structure of the six value dimensions, the model with
the single second-order factor (latent model) was compared with a uni-dimensional
model (see Bollen, 1989). Second-order CFA using LISREL 8.80 (Jöreskog & Sörbom,
1996) with maximum likelihood estimation was conducted to test the fit of the
multi-dimensional latent model and uni-dimensional model. This multi-dimensional
latent model’s fit was sufficient and was proven to be significantly superior to that of the
one-factor uni-dimensional model. All fit indices (see Table 11) support the single
higher-order factor model over the uni-dimensional solution.

Table 11. Comparison of the fit indices of the multi-dimensional factor model and a
uni-dimensional solution
Model
Uni-dimensional
Multi-dimensional

2

df

CFI

GFI

NNFI

RMSEA

2853.547

135

.588

.485

.533

.260

326.169

129

.965

.892

.959

.072

The AVE measures were all above .5 and CR scores were all above .6, proving sufficient
internal and discriminant validity (see Table 12). The average variance extracted is
always larger than the squared correlations between the factors (cf. Fornell & Larcker,
1981), proving the discriminant validity of the dimensions. Additionally, each variable’s
completely standardized loading on the underlying construct is above .6, and each
dimension’s estimated maximum likelihood loading on PIV is significant (see Figure 12).
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In summary, it can be concluded that the multi-dimensional PIV scale and its dimensions
have good internal consistency (see Anderson & Gerbing, 1988; Peter, 1981).

EconMS
(4.947)

EconEF
(7.429)

FuncCON

(9.961)
PIV

EmotEE

(7.551)

(10.464)
SymbALT

(7.985)
SymbET

Figure 12.

The t-values of the latent PIV model (non-significant t-value: < 1.645)

One should note that, while in our PIV latent model presented in Figure 12, SymbET and
(especially) SymbALT represent dimensions that have high correlation with PIV, the
means of the items measuring SymbET and SymbALT (see Table 12) are relatively low.
Accordingly, SymbALT and SymbET make a substantial contribution to the PIV but in
the context of individual stocks are not necessarily perceived as being aspects of value
that are as important as other PIV dimensions. While focusing solely on correlations is
typical in many studies of perceived value, concluding from Figure 12, that SymbALT is
the most important dimension of PIV would be misleading and, in fact, wrong. Figure 12
illustrates that the PIV scale and its dimensions have good internal consistency; however,
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using direct importance measures alone does not tell anything (or just little) of the
performance of individual stocks. Accordingly, we need to be sure that the concepts
measured are actually perceived as being value by the consumer and hence are important
antecedents to consumer decision-making in the investment context.

Table 12. Results with the PIV latent model and PIV-ACSI model
PIV LATENT MODEL, study 1
Item-total Composite
correlation reliability

Construct

Item

EconMS

MS1

.759

MS2

.902

MS3

.871

EconEF

FuncCON

EmotEE

SymbALT

SymbET

ACSI

RR3

.840

AO1

.956

AO2

.796

CON1

.811

CON2

.816

CON3

.683

.883

.900

.815

PIV-ACSI MODEL, study 1

Average
variance
extracted
.716

.751

.597

Mean

Standard
deviation

Item-total
correlation

5.867

1.369

.763

5.007

1.445

.899

4.940

1.418

.872

5.247

1.207

.850

5.497

1.158

.943

5.653

1.136

.802

5.203

1.491

.807

4.977

1.159

.823

4.520

1.557

.678

5.317

1.482

.902

5.450

1.357

.878

EXP3

.899

EMO2

.878

EMO3

.871

4.843

1.527

.869

ALT1

.711

4.493

1.685

.705

ALT2

.917

3.870

1.168

.925

ALT3

.856

3.933

1.664

.851

ET1

.719

3.327

1.648

.719

ET2

.917

4.093

1.623

.989

ET3

.856

4.247

1.596

.938

ACSI1

5.873

.909

.776

ACSI2

5.570

.991

.801

ACSI3

5.143

1.036

.651

.914

.870

.918

.780

.693

.793

Composite
reliability

Average
variance
extracted

.883

.716

.900

.752

.815

.596

.914

.780

.870

.693

.920

.797

.780

.543

4.5.5 Testing of the structural model for PIV – overall satisfaction
To provide validation, the multi-dimensional PIV scale was tested for criterion validity,
which refers to the extent to which it corresponds to another measure. Correspondingly,
PIV was expected to be significantly correlated with the ACSI measurement scale for
satisfaction. It was also expected that the PIV would explain a high proportion of the
variance in satisfaction. The fit of the PIV-ACSI model was sufficient:

(182)

2

= 425.215,

p = .000, CFI = .968, GFI = .881, NNFI = .963, RMSEA = .067. CR is always above .6
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and AVE above .5 (see Table 12). Additionally (see Figure 13), PIV appears to be
strongly correlated with the ACSI construct (r2 = .878, t = 12.292) and explains 77% of
the total variance in overall satisfaction (ACSI).

EconMS

(6.612)

EconEF

(13.134)
FuncCON
(8.597)

EmotEE

PIV

(12.292)

ACSI

(9.243)

(6.281)
SymbALT

SymbET

Figure 13.

(7.039)

The t-values with the PIV-ACSI model (non-significant t-value: < 1.645)

The confirmation of the expectation of economic efficiency (EconEF) as a precondition
and key value dimension for investment in individual stocks is illustrated in Figure 13.
However, on the basis of study 1, it is appropriate to agree with recent studies indicating
that investments’ value is not embedded solely in the investment products’
transaction-based utilitarian benefits. Accordingly, the data show that the role of the
EconMS, EconEF, and FuncCOV value dimensions is further complemented by the
EmotEE, SymbALT, and SymbET dimensions. While they are well-established
dimensions in marketing literature (e.g., Sheth et al., 1991; Smith & Colgate, 2007), the
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latter three dimensions contribute to a novel understanding of the anticipated outcomes
underlying investment in general and to insights as to individual stocks in particular.

4.6

Quantitative study 2

The purpose of scale validation activities is twofold. First, it is desirable to replicate the
exploratory factor structure and latent PIV model with an independent sample, thereby
reducing error due to capitalization on chance (Chin & Todd, 1995; MacCallum et al.,
1992). Second, to demonstrate the usefulness of the scale, some degree of predictive
validity of the perceived-value measures is shown.

4.6.1 Respondents and procedures – study 2
The data collection procedures employed for the sample in quantitative study 1 were
replicated in the second study for the validation sample. On May 24, 2011, in total, 3,113
online survey invitations were sent by e-mail to members of the Federation of Stock
Investors who were not participants in study 1. In total, 444 completed surveys were
returned and 368 e-mail messages were returned because the address had some error or
was otherwise invalid (between May 24 and June 10, 2011).

Both the sampling procedures and the instructions for respondents that were used for the
calibration sample were applied here too. Again, respondents were asked to state whether
they had experience of investment in individual stocks. Of the 444 respondents, 438
answered that they did, making the final sample size n = 438 (response rate: 15.9%). A
questionnaire was constructed that contained all 24 PIV items and an additional six items
from prior research for predictive validity tests. Correspondingly, to measure word of
mouth and repurchase intention, a three-item word-of-mouth scale (alphaWOM: .901) and
three-item repurchase intention scale (alphaREPUR: .667) by Jones and Reynolds (1996)
were employed. All items were measured via a seven-point Likert scale (1 to 7).

The background variables for study 2 are shown in Table 13. The demographic profile of
the validation sample was highly consistent with that of the calibration sample, matching
the sample in study 1. In the sample for study 2, the majority of respondents were male,
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81% (comparative: 81%). As for age, none of the respondents were under 18 years old,
four percent (two percent) were between 18 and 24, 13% (12%) were in the 25–34 age
category, 15 (15%) were between 35 and 44 years of age, 20% (18%) were between 45
and 54, 27% (29%) were between 55 and 64 years old, 17% (21%) were between 65 and
74 years of age, and five percent (two percent) were above 75. Most respondents were
married, 62% (64%); 15% (16%) were in a domestic partnership; 14% (14%) were
single; six percent (four percent) were divorced; and three percent (two percent) were
widows or widowers.

Education too was considered. Roughly 44% (43%) had a university degree and 17%
(12%) had a degree from a university of applied sciences. Five percent (four percent) had
a primary-school, eight percent (six percent) a high-school, and 27% (35%) a vocational
qualification. In their stated occupation and status, 13% (15%) of respondents were
entrepreneurs, six percent (six percent) held a management position, 27% (25%) were
higher and 11% (nine percent) lower officials, eight percent (eight percent) were
unspecified employees, three percent (three percent) were students, 28% (32%) were
pensioners, just over three percent (three percent) were unemployed, and none spent the
work day raising children at home (one percent).

In terms of monthly income, 24% (22%) earned 2,500 euros or less, 24% (29%) had an
income between 2,501 and 3,500 euros, 22% (20%) were in the 3,501–4,500-euro
category, 12% (15%) had an income between 4,501 and 5,500 euros, six percent (five
percent) had an income between 5,501 and 6,500 euros, and 13% (10%) earned more
than 6,500 euros. Around 20% (18%) of respondents had (financial) investment assets of
50,000 euros or less, 28% (31%) reported investment assets of 50,001–150,000 euros, for
14% (17%) the figure was between 150,000 and 250,000, it was between 250,001 and
350,000 euros for 12% (11%), and for four percent (five percent) it was 350,001–450,000
euros. For 10% (four percent), the figure was between 450,001 and 550,000 euros, and
17% (14%) of respondents had more than 550,000 euros in financial investment assets.

As described above, the sample was selected such that all respondents in the final sample
had some experience of investing in individual stocks. Only 0.3% had less than one year
of this experience, 20% had 1–5 years’ experience, 19% had experience of between six
and 10 years, 19% had 11–15 years of experience, nine percent were in the 16–20-year
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category, and a full 33% of respondents had more than 20 years of experience of
investment in individual stocks.
Table 13. Characteristics of respondents (n = 438) – quantitative study 2
Characteristics

%

Age
–18
19–24
25–34
35–44
45–54
55–64
65–74
74–

Characteristics

%

Characteristics

Single
Married
Domestic partnership
Divorced
Widow/widower

14.1
61.9
15.1
6.2
2.7

Education
Primary school

4.8

12.8
5.8
26.5
11.2
8.4
4.6
27.9
3.0

Vocational qualification

26.5

Entrepreneur
Management
Higher official
Lower official
Employee
Student
Pensioner
Unemployed
At home, raising
children

7.5

Characteristics

%

Marital status
0.0
3.7
12.6
14.6
20.3
26.7
17.3
4.8

Gender

%

Social status

0.0

Female

19.2

Male
Characteristics
Gross monthly
income
€2,500 or less

80.8
%

23.5

High school
University of applied
sciences
University degree
Characteristics
Experience of investing
in individual stocks
Less than a year

2.5

€50,000 or less

€2,501–€3,500

24.2

1–5 years

21.2

€50,001–€150,000

28.1

€3,501– €4,500

21.9

6–10 years

14.6

€150,001–€250,000

13.9

€4,501–€5,500

11.6

11–15 years

17.6

€250,001–€350,000

11.6

€5,501–€6,500

6.1

16–20 years

13.0

€350,001–€450,000

4.3

Above €6,500

12.6

More than 20 years

31.3

€450,001–€550,000

9.9

More than €550,000

16.7

16.9
44.3
%

Investment assets
20.3

4.6.2 Replicate explorative factor analysis
A replicate exploratory factor analysis (the principal component analysis with varimax
rotation) yielded exactly the same six factors with eigenvalues exceeding 1.0 as in study
1 (see the comparison of the exploratory factor analysis results of study 1 and study 2 in
Table 14). All 24 items exhibited sufficient factor loadings and communalities (> .50).
The items MS1, AO3, and ET1 were the only items that exhibited cross-loadings above
.300 (see Table 14). However, their cross-loadings were relatively low, and both factor
loadings (MS1 = .804, AO3 = .766, ET1 = .755) and communalities (MS1 = .774,
AO3 = .766, ET1 = .725) were relatively high. All in all, since the exploratory factor
structure and factor loadings are relatively similar in study 1 and study 2, we may conclude
that all PIV dimensions are covered and there is no error due to capitalization on chance.
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Table 14. Comparison of EFA results (studies 1 and 2)
Explorative factor analysis results, studies 1 and 2

MS1
MS2
MS3
RR1
RR2
RR3
AO1
AO2
AO3
CON1
CON2
CON3
EXP1
EXP2
EXP3
EMO1
EMO2
EMO3
ALT1
ALT2
ALT3
ET1
ET2
ET3

n = 438, Likert 1–7
(study 1)
Standard
Mean
deviation
1.401
5.594
(1.369)
(5.867)
1.389
5.082
(1.445)
(5.007)
5.068
1.355
(4.940)
(1.418)
1.208
5.332
(1.645)
(5.367)
5.317
1.246
(5.387)
(1.135)
1.250
5.244
(1.207)
(5.247)
5.463
1.217
(5.497)
(1.158)
1.195
5.648
(1.136)
(5.653)
1.147
5.747
(1.066)
(5.780)
5.219
1.593
(5.203)
(1.491)
1.621
5.071
(1.159)
(4.977)
1.581
4.584
(1.557)
(4.520)
5.772
1.367
(5.643)
(1.345)
1.025
6.160
(1.299)
(5.410)
5.365
1.532
(5.317)
(1.482)
1.294
5.438
(1.028)
(6.087)
1.322
5.500
(1.357)
(5.450)
4.929
1.580
(4.843)
(1.527)
1.709
4.562
(1.685)
(4.493)
1.702
3.811
(1.168)
(3.870)
1.641
3.416
(1.664)
(3.933)
1.670
3.523
(1.648)
(3.327)
1.605
4.201
(1.623)
(4.093)
1.595
4.326
(1.596)
(4.247)

Factor loadings > .300
(study 1)
Cronbach's
EconMS
alpha
.891
.804
(.880)
(.780)
.877
(.883)
.874
(.869)
.947
(.308)
(.938)

EconEF

FuncCON

EmotEE

SymbALT

SymbET

.304

.811
(.793)
.851
(.838)
.867
(.846)
.842
(.841)
.854
(.794)
.766
(.755)

.819
(.811)

.342
.823
(.839)
.849
(.812)
.776
(.772)

.929
(.928)

.846
(.841)
.747
(.762)
.895
(.878)
.812
(.699)
.832
(.851)
.837
(.818)

.872
(.862)

.743
(.710)
.896
(.899)
.896
(.861)
.322
(.358)

.900
(.907)

.755
(.754)
.915
(.879)
.915
(.882)

In study 2, the six factors together account for 79.27% of the total variance, and each
factor explains at least 5.06% of the total variance (see Table 15), fulfilling the minimal
requirements presented by Netemeyer et al. (2003).
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Table 15. Eigenvalues and total variance – quantitative study 2

Factor
1
2
3
4
5
6

Initial eigenvalues
% of variance
36.79
13.61
10.44
7.04
6.33
5.06

Total
8.83
3.27
2.51
1.69
1.52
1.21

Cumulative %
36.79
50.40
60.84
67.87
74.21
79.27

4.6.3 Replicate test of the multi-dimensional PIV model
After exploratory factor analysis, an analysis focusing on the 18-item multi-dimensional
PIV model suggested in study 1 was tested. In order to retest the model’s higher-order
structure of the six value dimensions, second-order CFA using LISREL 8.80 (Jöreskog &
Sörbom, 1996) with maximum likelihood estimation was conducted. The fit of this
multi-dimensional latent model was good:

2
(129)

= 373.575, p = .000, CFI = .970,

GFI = .913, NNFI = .964, RMSEA = .066.

Here, the composite reliability is always above .6 and average variance extracted is
always above .5 (see Table 16) Additionally, each variable’s completely standardized
loading on the underlying construct is above .6, and each dimension’s estimated
maximum likelihood loading on the PIV is significant (see Figure 14). In summary, it can
be concluded that the multi-dimensional PIV scale and its dimensions have good internal
consistency (see Anderson & Gerbing, 1988; see also Peter, 1981).
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EconMS

(9.921)

EconEF
(13.313)

FuncCON

(8.736)
PIV

EmotEE

(9.421)

(7.793)
SymbALT

(8.571)
SymbET

Figure 14.

The t-values of the latent PIV model in study 2 (non-significant t-value:
< 1.645)

4.6.4 The PIV scale’s predictive validity
A PIV scale must also predict investment behavior in everyday life. Predictive validity is
defined as the ability of a measuring instrument to estimate some criterion behavior
external to the measuring instrument itself and is shown by the correlation between the
instrument and the criterion variable (Nunnally & Bernstein, 1994). To assess the PIV
scale’s predictive validity, measures, as noted earlier, of word of mouth (WOM) and
repurchase intention (REPUR) were used as the criterion variables. PIV was expected to
be significantly correlated with the WOM and REPUR measurement scales. One should
note that, because the aim was to achieve the best possible fit for the PIV–WOM–REPUR
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model, an examination of modification indices (see Appendix 4) suggests that the SymbET
construct and its three items (ET1, ET2, and ET3) should be removed from analysis.

While the modification indices for SymbPIV (or “Estee” as in Appendix 4) are relatively
high, it was retained, because the fit of the PIV–WOM–REPUR model was otherwise
good:

2
(244)

= 607.676, p = .000, CFI = .972, GFI = .896, NNFI = .969, RMSEA = .058.

The composite reliability is always above .6, and the average variance extracted is always
above .5 (see Table 16). Additionally (see Figure 10), PIV appears to be positively
correlated with the behavioral intention constructs (WOM: r2 = .808, t = 15.042 and
REPUR: r2 = .542, t = 9.864) and explains 65% of the total variance in WOM and 29%
of the total variance in REPUR. In addition, each dimension’s estimated maximum
likelihood loading on the PIV is significant (see Figure 15).

EconMS
(10.071)

EconEF
(16.098)
WOM
FuncCON

(15.042)

(9.058)
PIV

EmotEE

(9.412)
(9.864)
REPUR
(7.301)

SymbALT

(8.396)
SymbET

Figure 15.

The PIV–WOM–REPUR model’s t-values (non-significant t-value: < 1.645)
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Table 16. Results of the PIV latent model (study 2) and PIV–WOM–REPUR model
PIV–WOM–REPUR MODEL, study 2

PIV LATENT MODEL, study 2
Construct
EconMS

EconEF

Item

Average
Item-total Composite
variance
correlation reliability
extracted

MS1

.795

MS2

.887

MS3

.888

PT3

.873

AO1

.922

AO2

.893

.920

.736

.792

Mean

Standard
deviation

Item-total
correlation

5.594

1.401

.799

5.082

1.389

.887

5.068

1.355

.886

5.244

1.250

.871

5.463

1.217

.924

.875

5.648

1.195

.875

FuncCON CON1

.892

5.219

1.593

.889

CON2

.876

5.071

1.621

.880

CON3

.574

4.584

1.581

.574

EXP3

.894

5.365

1.532

.897

EMO2

.800

EMO3

.888

ALT1

.678

ALT2

.954

ALT3

EmotEE

SymbALT

SymbET

WOM

REPUR

4.7

.832

.896

.631

5.500

1.322

.800

4.929

1.580

.886

4.562

1.709

.677

3.811

1.702

.955

.889

3.416

1.641

.888

ET1

.717

3.523

1.670

.717

ET2

.991

ET3

.916

.883

.912

.743

.720

.779

4.201

1.605

.992

4.326

1.595

.915

WOM1

5.258

1.419

.849

WOM2

5.137

1.540

.781

WOM3

4.767

1.648

.740

REPUR1

6.484

0.909

.780

REPUR2

6.523

0.891

.922

REPUR3 (reversed)

5.550

2.274

.907

Composite
reliability

Average
variance
extracted

.893

.736

.920

.792

.832

.631

.896

.743

.883

.720

.912

.779

.833

.625

.904

.760

The summary of the reliability and validity of the
scale-development and measurement results

There are two central concepts to take into consideration when one conducts research and
evaluates the quality of the study: reliability and validity. Reliability is the extent to
which an experiment, a test, or any measurement procedure yields the same results in
repeated trials (Carmines & Woods, 2005). Reliability is defined as the “accuracy or
precision of a measuring instrument” (Kerlinger, 1980, 443). Thus reliability refers to the
degree to which a measure is free of variable error. Validity has to do with whether the
findings are really what they appear to be. That is, validity refers to the extent to which
an instrument measures what it claims to or is intended to measure.
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Probably the best way to provide validity is to use scales that are generally accepted,
frequently used, and proven valid in the field (Karjaluoto et al., 2008). However, because
of lack of previous scaling efforts for perceived value in the investment context, this
study followed the accepted methodology for measurement-scale development provided
by Churchill (1979). Therefore, the items originate from the review of the literature and
from the combination of goal categorizations and reasons for not investing that were
found in the qualitative study. To define the constructs correctly, the author, one graduate
student, and one academic colleague (an expert in perceived value) critically evaluated
all items, paying attention to content validity, representativeness, dimensionality,
comprehensibility, unambiguousness, and level of abstractness.

Instead of the four factors hypothesized, the principal component analysis (varimax
rotation) in both studies yielded exactly the same six factors with eigenvalues exceeding
1.0. After this analysis, the two-step approach advocated by Anderson and Gerbing
(1988) was used for estimating and refining the six-factor measurement. The scale
purification procedures relied on an iteration of CFA, with the objective of improving the
congeneric measurement properties of the scale. The CFA was carried out to test the fit
of the model obtained in the derivation sample. All factors were permitted to correlate
with all other factors. A final confirmatory model was then estimated for the remaining
18 items. The fit of this final model was good.

The most common way to assess the reliability of a measurement instrument is to
evaluate the internal consistency of the scale’s items. Internal consistency is the degree of
homogeneity among the items that constitute a metric – that is, the degree to which the
items are interrelated and measure a single trait or entity (Brown, 1970). Internal
consistency is determined through statistical examination of the results obtained,
typically equated with Cronbach’s coefficient alpha in explorative factor analysis, and
with average variance extracted and composite reliability in structural models.

The exploratory factor analysis in both studies (with the 24-item PIV scale) yielded
exactly the same six factors with eigenvalues exceeding 1.0. Cronbach’s alphas were
always above .8; a common guideline is that acceptable alphas are above .5 (Nunnally,
1978). In the final 18-item PIV scale, in the CFA in both quantitative studies, the AVE
measures were all above .5 and CR scores were all above .6, proving sufficient internal
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and discriminant validity (Hair et al., 2006). Additionally, each variable’s completely
standardized loading on the underlying construct was above .6, and each dimension’s
estimated maximum likelihood loading on the PIV was significant.

For testing of the higher-order structure of the six value dimensions, the model with the
single second-order factor (latent model) was compared with a uni-dimensional model.
Second-order CFA using LISREL 8.80 (Jöreskog & Sörbom, 1996) with maximum
likelihood estimation was conducted to test the fit of the multi-dimensional latent model
and the uni-dimensional model. The fit of this multi-dimensional latent model was
sufficient, and this model proved significantly superior to the one-factor uni-dimensional
model. All the fit indices supported the single higher-order factor model over the
uni-dimensional solution. Accordingly, the multi-dimensional PIV scale and its
dimensions have good internal consistency (see Anderson & Gerbing, 1988; see also
Netemeyer et al., 1990; Peter, 1981).

In addition, in all (multi-dimensional) models presented, the error term was always
positive but generally below .5. However, for CON3, ALT1, ACSI3, and REPUR3, it
was above .5, though not once above .7. In sum, the fit of all of the final models
considered in this thesis were good and it can be concluded that the final 18 items
parsimoniously represent the six value dimensions, each item taps into a unique facet of
each value dimension, and the final scale provides good domain representation.
Accordingly, the research hypotheses are supported, with some reservations, as follows:

H1: Perceptions of economic PIV are positively related to PIV. The items MS1,
MS2, and MS3, illustrating monetary savings, formed independent factor EconMS.
Moreover, AO1 and AO2, illustrating appropriate outcomes and theorized to be
antecedents of functional value, were related to risk-adjusted return – i.e., to
economic PIV. In view of the explorative factor and confirmatory factor analysis
results of quantitative study 1, the items AO1, AO2, and RR3 were included in a
second economic factor, labeled as EconEF. With respect to background literature
and exploratory factor analysis results, the economic dimension was reallocated
to two independent factors: “economic value – monetary savings” and “economic
value – efficiency.” Since the latter includes measures from risk-adjusted return
and appropriate outcomes, this hypothesis is supported only partly. However,
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from the results of the quantitative studies, it can be concluded that these
dimensions have good internal consistency.

H2: Perceptions of functional PIV are positively related to PIV. This hypothesis
too is supported only in part. This is because it was assumed that functional PIV
is the perceived value in investing as the result of both convenience and
appropriate outcomes of investing. However, on the basis of the quantitative
studies, the functional PIV is characterized as convenience of investment
experience. Therefore, this hypothesis is supported only partially.

H3: Perceptions of emotional PIV are positively related to PIV. This hypothesis is
supported, although some of the items were dropped from the final PIV scale.

H4: Perceptions of symbolic PIV are positively related to PIV. The item sets
ALT1, ALT2, ALT3 and ET1, ET2, ET3 formed two independent factors
(SymbALT and SymbET) instead of the theorized one factor. It can still be
concluded that the results support our hypothesis, for the symbolic value
dimensions are positively related to perceived investment value. While SymbALT
and SymbET make a substantial contribution to PIV, these aspects of value are
not necessarily perceived as being equally important to other PIV dimensions in
the context of individual stocks. This is because the means of the items
measuring SymbET and SymbALT were relatively low.

To strengthen and verify the validation, the multi-dimensional PIV scale was tested for
criterion validity, which refers to the extent to which it corresponds to another measure.
Correspondingly, in quantitative study 1, PIV was expected to be significantly correlated
with the ACSI measurement scale for satisfaction. It was also expected that the PIV would
explain a high proportion of the variance in satisfaction. The fit of the PIV–satisfaction
model was sufficient: CR was always above .6 and AVE always above .5. Additionally,
PIV appeared to be strongly correlated with the ACFI construct (t = 12.292) and
explained 77% of the total variance in overall satisfaction (ACSI).

In addition, predictive validity was defined and tested as the ability of a measuring
instrument to estimate some criterion behavior external to the PIV and is shown by the

118

correlation between the PIV and the criterion variable (Nunnally & Bernstein, 1994). To
assess the predictive validity of the PIV scale in quantitative study 2, we employed
measures of word of mouth and repurchase intention as the criterion variables. To
measure WOM and REPUR, six items from prior research were used: a three-item
word-of-mouth scale (alphaWOM: .901) and a three-item repurchase intention scale
(alphaREPUR: .667) by Jones and Reynolds (1996).
While the modification indices for SymbPIV (“Estee” in Appendix 4) are relatively high,
the item was retained, since the fit of the PIV–WOM–REPUR model was good otherwise:
(244)

2

= 607.676, p = .000, CFI = .972, GFI = .896, NNFI = .969, RMSEA = .058.

Accordingly, the scale was found to be reliable and valid for satisfaction, word of mouth,
and repurchase intention. It can be concluded also that the final PIV scale predicts
investment behavior in everyday life. Accordingly, the following hypotheses are
supported:
H5: PIV is positively related to satisfaction
H6: PIV is positively related to word of mouth
H7: PIV is positively related to repurchase intention
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5. DISCUSSION AND CONCLUSIONS

The purpose of this research in approaching the research phenomenon, non-institutional
investing, from a marketing-theoretical perspective was to establish a consumer-centric
definition of value in the investment context. The axiom of this research was that
consumers desire and perceive value also in the investment context in a manner
congruent with marketing theory. While major financial theories build largely on the
“rational man” / “irrational man” metaphor, the marketing-theoretical concept of
perceived value follows a more polymorphic view of the consumer, also acknowledging
the metaphor of the “experiencing man” from the subjective world paradigm (Arndt,
1985). The argument here relies on consumers composing their overall evaluations of the
different investment options on the basis of economic criteria but also experience and
emotional criteria (Aspara & Tikkanen, 2010; Dorn & Sengmueller, 2009).

As emphasized at the beginning of this thesis, the aim was not to challenge the rationality
/ bounded rationality assumptions of finance / economics and behavioral finance /
economics theories. However, since this research gained influences from that literature,
the results of this project may also provide insights into finance/economic and behavioral
finance / economics, especially by explicating consumers’ investment goals and their role
in subjective evaluations in the investment context, in particular.

While marketing theories in general have a long history of contributing to examination of
consumers’ subjective evaluation in consumption situations, it was noticed that in the
investment context an abundance of concepts for measuring these subjective evaluations
still exists. Accordingly, different studies address different aspects of these evaluations,
and relatively loosely defined concepts such as preferences and motives are used to
illustrate these evaluations. It is obvious that there is a need to address the challenge of
framing and capturing these drivers under a well-defined concept. For this purpose, the
concept of perceived value was chosen for special attention in this thesis, because it
encompasses both desired and received value and emphasizes that value stems from
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consumers’ learned perceptions, preferences, and evaluations (Woodruff, 1997).
Moreover, the perceived value has not only utilitarian aspects but also more personal and
less objective value components (Sheth et al., 1991). This is important, because the
assumption in this thesis was that consumers’ investment preferences may go beyond risk
and return, including, for instance, entertainment and status considerations as illustrated
by Dorn and Sengmueller (2009) and Statman (2004). While studies recognizing that
consumers’ evaluations may be characterized by also other than utilitarian considerations
are commonplace in the marketing and consumer behavior literature, the approach in this
thesis has been quite different from that traditionally applied in marketing research, since
the latter most commonly focus on consumption decisions in a non-investment context.
This research was designed to fill this gap in the literature by conceptualizing and
measuring the concept in the investment context.

5.1

Recap of the research process

Given the nature of the research as both theory development and theory-testing, the role
of existing literature on perceived value was to provide guidance and a foundational basis
for the empirical part of the research. In the present research, the purpose was to establish
a consumer-centric definition of value in the investment context by defining and
measuring the value that consumers perceive when investing. Thus, in terms of the
research process presented in Figure 16, the aim was to characterize and measure the
principles that account for this research aim; therefore, two objectives were addressed
that both provided new insight into the value concept in the investment context:
1. To conceptualize the perceived value in the investment context
2. To develop and validate a scale measuring perceived value in the investment
context

Accordingly, the relevant literature on perceived value and the recent developments in
subjective evaluations in the investment context were reviewed, for an initial
understanding of the central characteristics of the essence of the value consumers
perceive in an investment context and to reach the first objective of this research – i.e.,
receive guidance for conceptualization and finally conceptualize perceived value in the
investment context (see Figure 16). An attempt was made to ensure that the conceptual
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definition of perceived value in the investment context was well-designed, because 1)
modern empiricism demands that it be testable and measures should exhibit reliability
and

validity

and

2)

when

structural

equation

modeling

is

used,

the

construct-conceptualization issue should be theory-driven and precede any discussion of
structural relationships between constructs.

In line with the first objective – to conceptualize perceived value in the investment context
– theoretical background and previous research conducted in relation to marketing
theory’s concept of perceived value were utilized. Accordingly, the models and
dimensions of perceived value, along with the measurement strategies, were examined
first in consumption and marketing contexts. It was concluded that perceived value is
commonly conceptualized in accordance with value-component models, benefit/cost-ratio
models, or means–end models and, in addition, measured as a uni- or multi-dimensional
construct. These models and measures all have their merits and weaknesses in
configuration of the concept of perceived value. The focus, based on a review of the
various research streams, was on giving background and justification for adaptation of the
concept of perceived value to an investment context. Through an integrative configuration
of perceived value and traditional investment value; studies of goal-directed behavior; and
a synthesis of benefit/cost-ratio models, means–end models; and multi-dimensional
measures, the structure of perceived value in an investment context was, at that point,
defined as a structure wherein investment alternatives are judged as benefits and/or
sacrifices. Consumers seek investment alternatives that provide benefits (positive
outcomes) or avoid sacrifices (negative outcomes). Benefits are positive evaluations of
outcomes and sacrifices negative evaluations of outcomes. The value is perceived when
the benefits are perceived to be greater than the sacrifices. These outcomes are evaluated
by the consumer and triggered in any phase of the investment experience. Thus the
outcomes get their meaning and importance from both short-term and more abstract
elements and are related to rather stable long-term investment goals. Although
investment value is traditionally considered as a uni-dimensional construct (risk/profit),
perceived value in the investment context is probably best modeled as a multidimensional

construct

that

includes,

for

example,

entertainment

and

status

considerations. Thus different types/dimensions of perceived value tend to be
“compresent” (i.e., occur together to some extent) in any investment experience.
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Method
LITERATURE REVIEW
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investment context

Marketingtheoretical
perspective

The concept of
utility

1

2

Subjective
evaluations

KNOWLEDGE
CLAIMS
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RESEARCH OBJECTIVES
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CONSTRUCTION OF
PERCEIVED INVESTMENT
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QUANTITATIVE STUDY 1

QUANTITATIVE STUDY 2

Figure 16.

Summary of the research process and findings
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Findings
1. CONCEPTUALIZATION as a structure
wherein investment alternatives are judged as
benefits and/or sacrifices. Consumers seek
investment alternatives that provide benefits
(positive outcomes) or avoid sacrifices
(negative outcomes). Benefits are positive
evaluations of outcomes, and sacrifices are
negative evaluations of outcomes. Value is
perceived when the benefits are seen as being
greater than the sacrifices. These outcomes
are evaluated by the consumer and triggered
in any phase of the investment experience.
Thus the outcomes get their meaning and
importance from both short-term and more
abstract elements and are rather stable
long-term investment goals. Although
investment value is traditionally considered as
a uni-dimensional construct (risk/profit),
perceived value in the investment context is
probably best modeled as a multi-dimensional
construct that includes, for example,
entertainment and status considerations. Thus,
different types/dimensions of perceived value
tend to be “compresent” – that is, they tend to
occur together to varying degrees – in any
investment experience.

2. MEASUREMENT:
Laddering
data
collected
from
95
non-institutional investors and network
analysis were used to reveal and identify 747
linkages amongst 33 content-analyzed goals
as reasons for investing in individual stocks,
mutual funds, and/or voluntary pension plans.
The results suggested that consumers’ goals
associated with investments are, besides
economic, also functional, emotional, and
symbolic. Accordingly, it was concluded that
the perceived value in the investment context
is probably a multi-dimensional construct.
The results of the qualitative study and the
review of the literature on perceived value in
different marketing and consumer research
contexts were used in the development of a
comprehensive pool of scale items and
construction of a multi-dimensional perceived
investment value scale. For this purpose, the
author generated a pool of items reflecting
different aspects of perceived value in the
investment context. Correspondingly, a full
set of 24 items to measure perceived
investment value was constructed, of which
six involve economic PIV, six functional PIV,
six emotional PIV, and six symbolic PIV.
It was concluded that the final 18 items
parsimoniously represent the six value
dimensions, each item taps into a unique facet
of each value dimension, and the final scale
provides good domain representation. In study
2, the analysis focusing on the 18-item
multi-dimensional PIV model suggested in
study 1 was tested. In summary, since the
results were quite similar between these two
studies, it was concluded that all the PIV
dimensions are covered and there is no error
due to capitalization on chance. In addition,
the reliabilities, factor structures, and validity
tests indicate that the 18-item PIV scale and
its six dimensions have sound and stable
psychometric properties.

The next step in this project corresponded to the second major objective of the doctoral
research – to develop and validate a scale measuring the value consumers perceive when
investing (see Figure 16). In line with modern empiricism, to provide solid grounds for
accepting the knowledge claims concerning perceived value in the investment context,
the process for this research was designed to be transparent, allowing readers to evaluate
for themselves the suitability and appropriateness of the measurement. Consequently, the
project followed the accepted methodology for measurement-scale development provided
by Churchill (1979), including three phases: qualitative inquiry, calibration sample, and
validation sample.

The aim of the qualitative study was to expand understanding of desired value in relation
to investment, through an empirical study that investigated the links between consumer
goals and certain investment alternatives. For this purpose, laddering data collected from
95 non-institutional investors and network analysis were used to reveal and identify 747
linkages among 33 content-analyzed goals as reasons for investing in individual stocks,
mutual funds, and/or voluntary pension plans. The results suggested that consumers’
goals associated with investments are, besides economic, also functional, emotional, and
symbolic. Accordingly, it was concluded that the perceived value in the investment
context is probably a multi-dimensional construct.

The results of the qualitative study and a synthesis-type literature review focusing on
perceived value in different marketing and consumer research contexts were used in the
development of a comprehensive pool of scale items and construction of a
multi-dimensional perceived investment value scale. For this purpose, the author
generated a pool of items reflecting different aspects of perceived value in the investment
context. Correspondingly, a full set of 24 items to measure PIV was constructed, six each
for economic, functional, emotional, and symbolic PIV.

In quantitative studies 1 and 2, a parsimonious and practical four-dimensional scale of
the theorized concept of perceived investment value was tested. Quantitative study 1 was
intended to assess the 24-item PIV scale in relation to investment in individual stocks and
to purify the scale. Instead of the postulated four factors, the exploratory factor analysis
yielded six factors with eigenvalues exceeding 1.0. The six-factor scale was refined in
quantitative study 1 via confirmatory factor analysis aimed at improved congeneric
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measurement properties for the PIV scale. As a result of this process, six items were
removed from further analysis, and a final confirmatory model was then generated for the
remaining 18 items.

It was concluded that the final 18 items parsimoniously represent the six value
dimensions, each item taps into a unique facet of each value dimension, and the final
scale provides good domain representation. In quantitative study 2, the analysis focusing
on the 18-item multi-dimensional PIV model suggested in quantitative study 1 was
tested. Since the results of the two studies were quite similar, it was concluded that all
dimensions of PIV are covered and there is no error due to capitalization on chance. In
addition, the reliability measures, factor structures, and validity tests indicate that the
18-item PIV scale and its six dimensions have sound and stable psychometric properties.

5.2

Knowledge claims

Following the epistemology applied in this thesis – namely, modern empiricism – I
treated this concept of perceived investment value as one that exists in the real world;
however, its exact and “true” nature probably can never be known for certain.
Nonetheless, it is possible to discover patterns and justify the knowledge claims (see
Figure 16) among the concepts as one attempts to explain the phenomena (Hunt, 2002)
associated with non-institutional investment.

In general, the approach taken to the concept of value in this thesis was quite the opposite
of the notion applied in mainstream financial theories, where it is suggested that it is
somehow possible to assess investment value objectively. Accordingly, every consumer
should invest in the “market portfolio” – holding a portfolio consisting of all existing
securities in proportion to their market capitalization – since consumers are compensated
only for taking necessary risks, not unnecessary risks. The same assumption as to the
nature of investment value defines behavioral finance / economics, although from quite
the opposite perspective.

There is no doubt that, in financial terms, consumers should aim to maximize the
financial/monetary return of wealth at a certain risk level, or to minimize the risk at a
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certain financial/monetary return level. However, this is probably not done in the real
world. In reality, not every investor aims to be the next Warren Buffett any more than
every home cook tries to reach the level of René Redzepi (chef and co-owner of the
restaurant Noma, which was named “Best Restaurant in the World” in 2010).

While these examples can be approached from the behavioral finance / economics
perspective and explained in terms of limitations and difficulties when people pursue
some end, it seems reasonable to question the reduction to rational vs. irrational that even
today is taken to define the essence of value in a non-institutional-investment context.
Accordingly, it can be argued that, for some consumers, the important role of experiences
in investing and the role of investments in one’s identity suggest that the emotional and
symbolic meanings of investment are central to value, even though these are not
appreciated by some other investors, as illustrated in Figure 17.

Desired short- and long-term
positive outcomes and/or
avoided negative outcomes

Symbolic

Received outcomes judged as
benefit and sacrifices

The evaluation of received
multi-dimensional benefits minus
sacrifices

Benefits
Economic
Functional
Emotional
Symbolic

Perceived
investment value
Symbolic

Emotional

Evaluation of
investment’s
outcomes

Emotional

Functional
Functional

Economic

Figure 17.

Sacrifices
Economic
Functional
Emotional
Symbolic

Economic

The framework of perceived investment value

Figure 17. draws attention to the interaction and relationship between consumers and
investments. For example, functional outcomes delivered by investment in individual
stocks may be evaluated as emotionally rewarding by consumers who enjoy activities
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such as company research, reading financial reports, and staying apprised of how the
economy is doing along with how that will affect a company and its industry.
Accordingly, for some consumers, the wide selection of investment alternatives might
contribute to emotional value – i.e., positive emotions and a playful mood as one
explores various companies. However, for some consumers, the same functional outcome
may contribute to decreased symbolic value – lower self-esteem through lack of
understanding of how each company is doing or inability to pick companies whose
industries or sectors are on the upswing. The latter type of consumer may pick mutual
funds in order to avoid having to learn how each company is doing – that is the fund
manager’s job – and for that reason the outcome delivered by mutual funds may be
perceived as a functional benefit by consumers who prefer having more leisure time for
projects not related to investment. By contrast, the functional outcome delivered by
mutual funds may be perceived as an emotional sacrifice by consumers who enjoy
activities such as browsing investment alternatives, because the mutual-fund manager
does do this for them. Clearly, the judgement of outcomes is dependent on the
consumer’s personal goals so is valued differently by different consumers.

These examples illustrate the dynamic nature of perceived value in the investment
context, showing how much the evaluation of the outcomes depends on the consumer’s
goals, investment alternatives, etc. Depending on the consumer’s goals, the first example
can be understood as emotional or as symbolic value, with outcomes judged as emotional
benefits or as symbolic sacrifices. In the latter example, outcomes delivered by mutual
funds are judged as functional benefits or as emotional sacrifices contributing to
functional value or diminishing emotional value. Further, these examples show that value
perceptions are cumulative, and in that sense hierarchical: outcomes judged in terms of
functional benefits and sacrifices may also contribute to emotional and symbolic value.

In the same way, consumers’ functional goals for investment are complemented by
emotional and symbolic counterparts. The goal levels are related by virtue of the fact
that, over the long run, consumers acquire possessions to perform actions that move as
closer to realizing our values and ideal selves (Belk, 1988). Accordingly, more abstract
goals refer to more or less stable characteristics of consumers, whereas more concrete
goals are more situational and context-specific (Rokeach, 1968; Olson & Reynolds,
2001). In Huffman et al.’s (2001) categorization (based on Sartre’s expressions of being,

127

having, and doing), at the “being” level, behavior and decision-making is guided by
longer-term goals such as “life themes and values” and “life projects,” whereas the
shorter-term “doing” level is more about “current concerns” and “consumption
intentions.” The “having” level is the most short-term and context-specific; here, “benefit
sought” and “feature preferences” are in focus. Accordingly, long-term goals refer to
more or less stable characteristics of consumers while short-term goals are more
situational and context-specific (Rokeach, 1968; Olson & Reynolds, 2001).

A consumer might invest in individual stocks in an aim to achieve emotional benefits (a
longer-term goal) and avoid functional sacrifices (a shorter-term goal). Accordingly, that
consumer uses the functional outcome “autonomy in investment decisions” for attaching
importance to the emotional outcome “positive experiences.” Again, a consumer learns to
desire “autonomy in investment decisions” in accordance with its ability to help him or
her gain the “positive experiences.” In this case, the emotional value is perceived when
positive experiences take their meaning and importance from “autonomy in investment
decisions” and “positive experiences” and when the “positive experiences” outweigh the
possible “negative experiences.” Thus it is that the meaningfulness and importance
associated with the perception of benefits and sacrifices are derived from the consumer
goals level and the links of these to investment contexts and situations.

However, the reader should not conclude that goals related to functional value are always
short-term or that goals related to emotional value are always for the long term. In fact,
the qualitative data show that investing may be perceived as an emotionally rewarding
activity (hobby) in the present although many of the economic outcomes are expected to
be realized in the future, even the distant future. Moreover, while investing is seen as
time-loaded, meaning that products’ potential benefits are beyond consumers’ everyday
time horizon (Gibbs, 1998, 997), it can be concluded that the potential desired monetary
outcomes may also be realized in the near future, not only far in the future.
Correspondingly, investing can be seem as a long-lasting and continuous form of activity
in which the consumer may reach both short-term and long-term goals that are perceived
as economic, functional, emotional, and symbolic value in any phase of the investment
experience
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In sum, from the foregoing conceptualization and measurement of perceived investment
value, it can be concluded that also in an investment context the consumer is the one who
in the end determines not only how much value but also what kind of value there is. This
is because the meaningfulness and importance in perception of value is derived from the
consumers’ personal goals and their links to the investment situations. Therefore, to
define the concept of value from consumers’ perspective in the investment context, one
must recognize that consumers’ investment experiences can be characterized also by
logics other than rational/irrational economic decision-making. It can be concluded that
the following 10 elements determine where the essence of consumer-centric definition of
value in the investment context (i.e., of perceived investment value) lies:
1. It is a meaningful, comparative, personal, and situational experience
2. Wherein investment alternatives are judged as multi-dimensional benefits and/or
sacrifices;
3. Consumers seek investment alternatives that provide benefits (positive outcomes)
or avoid sacrifices (negative outcomes);
4. Benefits are positive evaluations of outcomes and sacrifices negative evaluations
of outcomes;
5. Outcomes get their meaning and importance from multi-dimensional goals, which
are short-term and long-term investment goals (e.g., economic, functional,
emotional, and symbolic short-term and long-term investment goals);
6. Outcomes are evaluated by the consumer and triggered in any phase of the
investment experience; and
7. Investment value is perceived when the benefits are perceived to be greater than
the sacrifices.
8. Perceived investment value is best modeled and measured as a multi-dimensional
construct.
9. This multi-dimensional construct includes many types of value (e.g., economic,
functional, emotional, and symbolic), which are – the present research shows –
best measured with six independent dimensions;
10. These multiple dimensions (illustrated in Figure 18 and explained below) are
overlaid to varying degrees – in any investment experience.
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Figure 18.

Measurement scale for perceived investment value

Economic PIV – monetary savings is perceived economic value that is increased when
premiums and management fees (the monetary price) of investment alternative are
perceived to be low.

Economic PIV – efficiency is understood as a means to gain appropriate outcomes and
profit in view of the personal risk-tolerance of the consumer. Consequently, risk-adjusted
return reflects the monetary value of a profit, depending on the consumer’s expectations.
Appropriate outcomes in investment mean the investment delivering what is expected.

Functional PIV – convenience is the perceived value by the consumer investing as the
result of convenience. Convenience can be defined as a ratio of inputs to outputs, with
time and effort being the relevant inputs; it depends on consumers’ personal goals so is
valued differently by consumers who prefer more leisure time / dedicating less time to
investment matters and those who enjoy activities such as browsing investment alternatives.
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Emotional PIV – emotions and experiences is realized when the act of investing is
appreciated in its own right. For some, the mere act of investing creates positive
emotions, such as enjoyment, thrills, stimulation, and excitement. Experiences, in turn,
provide emotional value when consumers appreciate the excitement of an investment
alternative or information search. Compared to emotions, experiences are pursued more
actively and can be characterized as play or as a hobby. Experiences include activities
such as browsing investment alternatives, reading investment-related magazines, joining
virtual discussion groups in order to exchange opinions about investment issues, and
taking part in investment-focused happenings such as investment cruise.

Symbolic PIV – altruism is related to the need to love and be loved by providing
opportunities to demonstrate one’s feelings through benevolence. Thus the act of
investing can provide a symbolic benefit, since consumers are able to express their
personal values by investing. Accordingly, the thought of expressing benevolence by
leaving a bequest may be perceived as rewarding in the present even though the actual
outcome is obviously expected to occur posthumously.

Symbolic PIV – esteem is experienced when symbolic features derived from investing
are attached to self in order to define and maintain one’s concept of self. As noted above,
consumers who engage in esteem- or status-seeking are concerned mainly with how they
play their role – i.e., what kind of impression they give to others. Many consumers may
invest also because it clearly tests their financial capabilities, the act of investing thus
enhancing their status and/or self-esteem, which contributes to symbolic value.

5.3

Managerial implications

Management implications of the research results provide guidelines for financial service
providers on how to provide facilities that support consumers’ investment-related needs,
and how to gain strategic benefit from a consumer’s subjective evaluations. In the
investment context, the creation of value is mostly considered being based on investment
product, implying the companies define the value for consumers. However, as illustrated
above, the concept of perceived investment value is by definition consumer-centric. This
notion is also in line with recent developments in service marketing literature. Especially
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service logic by Grönroos (2006; 2007; 2008) and service-dominant logic by Vargo and
Lusch (Lusch & Vargo, 2011, Lusch et al., 2007, Vargo & Lusch, 2004; 2008) highlight
that customers (consumers) are in fact the ones who define what value is, and the
companies can only do value propositions. While consumers define value also in the
investment context, financial service providers can, as they aim to gain competitive
advantage, support consumers in their investment-related activities. Following Rintamäki
et al. (2007), we see competitive advantage and perceived value as linked through value
creation. For this purpose, Rintamäki et al.’s adaptation of Khalifa’s (2004) value buildup model offers a good foundation. Correspondingly, from a financial service company’s
perspective, gaining competitive advantage stemming from the perceived investment
value dimensions may take one of four distinct forms, the level of each of which can be
lower or higher (see Table 17): price, solutions, experiences, and meaning (ibid.; see also
Rintamäki et al., 2007).

The purpose of the framework in Table 17 is to encourage service providers to consider
and reconsider their position in the investment marketplace. As the data show, consumers
are willing to take control of their investment affairs and express themselves by investing
in, for example, individual stocks. In view of suggestions from a service marketing
context (e.g., Grönroos, 2008), these actively managed investment alternatives, such as
individual stocks, offered by service providers can therefore be considered
value-supporting resources, whereas investment services related to such investment
alternatives are considered to be value-supporting processes. Accordingly, it is suggested
that the consumer should be considered important in creation of investment value,
especially in individual stock investments, with value created if the service provider is
able to affect the consumer’s own value-creating activities. Hence, the results of this
research suggest that the decision on what kinds of investment alternatives but also what
kinds of services are offered should become a relevant strategic question from the
competitive advantage point of view for financial service providers in the investment
marketplace.
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Table 17. Perceived investment value dimensions as a source of competitive advantage

PIV dimension

Competitive
advantage

Consumer
role

Symbolic PIV –
esteem
Symbolic PIV –
altruism

Emotional PIV –
emotions and
experiences

Focus on meaning
More active

Economic PIV –
monetary savings

Can we build our
competitive advantage
on offering superior
symbolic value?
Can we build our
competitive advantage
on offering superior
emotional value?

Focus on experience

Can we build our
competitive advantage
on offering superior
functional value?

Functional PIV –
convenience
Economic PIV –
economic
efficiency

Guiding questions to financial
companies

Focus on solution
More passive
Focus on price

Can we build our
competitive advantage
on offering superior
economic value?

Services
offered

Message to consumers

Positive self-image
What can our
company do
with
consumers?

Face-to-face
and
personalized
Positive experiences

Simple solutions
What can our
Mass services
company do for
(e.g., online)
consumers?

(Adapted from Khalifa, 2004; Rintamäki et al., 2008; Wind & Rangaswamy, 2001)

Low management fees

In Table 17, the perceived value dimensions proceed hierarchically from the more
concrete (“economic PIV – monetary savings,” “economic PIV – efficiency,” and
“functional PIV – convenience”) to the more abstract (“emotional PIV – emotions and
experiences,” “symbolic PIV – altruism,” and “symbolic PIV – esteem”). As we move
from more concrete to more abstract dimensions, the consumer’s role as a value-creator
increases. Accordingly, perceived value dimensions range hierarchically also from more
transaction-based (price and solution) to more interaction-based (experience and
meaning). Therefore, from the competitive advantage point of view, the question in the
financial services industry should be “What can financial companies do for consumers?”
(price and solution) but also “What can financial companies do with consumers?”
(experience and meaning) (cf. Wind & Rangaswamy, 2001, 21). This is important from
the business perspective because monetary savings, economic efficiency, and convenience
tend to be more directly related to the core offering (price and solution), while emotional
and symbolic dimensions increase the value of the core offering by differentiating and
complementing it with value-supporting services (experience and meaning).

5.3.1 Competitive advantage by focusing on price
Perceived economic value is increased when the management fees of the investment
alternative are perceived to be low. For most financial companies, decisions on what kind
of investment alternatives to offer and at what price have important strategic resonance.
This is because the competitive advantage in the financial services sector still builds
heavily on low management fees, especially in the context of non-institutional investing.
Laying the foundation on price, however, leaves little or no room for adjustments, and, in
essence, delivering superior monetary savings requires resources and competencies that
stem from economies of scale, a focus purely on online investment services, or
concentrating on passive wealth management (as many brokers do).

The company Seligson & Co (see http://seligson.fi/), for example, has gained competitive
advantage by focusing on low management fees within the area of passive
sustainability-index funds. The management fees for these passive funds are usually
lower than the fees for actively managed funds. This is because with passive funds a
consumer receives a diversified stock portfolio consisting of shares in the index with only
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one trade after which the company manages funds more or less passively. Accordingly,
the company is able to minimize management fees by reducing its own costs caused by
trade volumes and market monitoring. Thus by following its mission, Seligson
“concentrate[s] on helping [its] customers meet their long term investment objectives
with time-tested, easy to understand investment services leading to superior long term
results – for [the] customers!” (http://www.seligson.fi/english/).

One should note that the low management fees are and will be important drivers of
investments. In fact, reasonable management fees are the foundation to all other forms of
competitive advantage. This is because excessive management fees may drive away
possible investors and therefore possible customers. For example, the results of the
qualitative study show that one of the main reasons consumers were not willing to invest
in voluntary pension plans offered by life-insurance companies was that this was not
considered to be a cost-efficient investment alternative (see Appendix 3).

5.3.2 Competitive advantage by focusing on solutions
As well as focusing on price, focusing on solutions is crystallized by asking the consumer
“What can our company do for consumers?” Hence, in the investment context, the
solution (economic value – efficiency and functional value – convenience) is obtained by
extending the offering to include support features that cover some of the activities the
consumer usually performs when investing. Thus the solution is associated with
investment alternatives whose investment processes increase the convenience of
investing. Convenience is an important dimension of value, especially for consumers
who prefer to devote less time to investment matters. Here competitive advantage is
based on being able to minimize consumers’ time and effort but still being able to
provide low-cost investment solutions. The online company Nordnet is a good example
of an entity that has gained competitive advantage by focusing on solutions. Nordnet
delivers “smart solutions” – i.e., investment services that simplify savings, investments,
and loans. The main drivers in its business are “Be modern, Keep it simple, Stay active”
(http://org.nordnet.se/en/about/about-nordnet/in-a-hurry/nordnet-in-brief). In addition,
when focusing on solutions, companies should utilize professional portfolio managers,
since they aim to offer phenomenal yield averages for their investment alternatives. This
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is because economic value is perceived when the consumer is able to reach outcomes and
profit that are appropriately aligned with his or her personal risk-tolerance.

5.3.3 Competitive advantage by focusing on experience
Focusing on experiences is crystallized by asking the consumer “What can consumers do
with our company?” Accordingly, the consumer becomes part of the transformation
process rather than a mere recipient of its end results. The emotional value delivered
should be related to economic value and functional value, 1) because availability of
profitable investment alternatives is likely to arouse positive emotions and 2) functional
value depends on consumers’ personal goals – it is valued differently by consumers who
prefer to dedicate less time to investment-related matters and consumers who enjoy
activities such as browsing investment alternatives. However, the experience dimension
takes into account not only the expectations of the consumer concerning economic and
functional features of investments but, more importantly, the emotional elements derived
from the investment experience as a whole (Smith & Wheeler, 2002). Accordingly, more
complicated investment alternatives, such as management of individual stocks, entail
contribution from consumers and are also possible sources of emotional value.

When a company’s focus is on delivering experiences, it should concentrate on
consumers who follow economic and emotional desires to find profitable investment
alternatives and to seek and enjoy the thrill of investment activities. For these consumers,
the mere act of investing creates positive emotions, involving enjoyment, thrills,
stimulation, and excitement; investment can therefore be characterized as play or a hobby
for them. A company that aims to deliver superior investment experiences should support
these activities. This requires service delivery formats that provide consumers with 1) the
information and tools they need for both making investment decisions and evaluating
them in the long run and 2) those that enforce their perceptions of themselves as investors
in the present. Accordingly, while the consumer often creates the emotional value for
him- or herself, the company should be able to take part as the facilitator of value. This is
seen especially in online platforms and mobile applications that support consumers’
value creation, both widely used in investing.
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Considering experiences (e.g., what kinds of tools can be provided that support and
facilitate investment as a hobby) may reveal directions for future service-development
that aid in differentiating as well as strengthening the relationship between consumer and
company. However, these have so far, as a rule, been designed purely around functional
value. A recent example of encouragement of consumers to spend time and enjoy
investing involves ING Bank’s focus on consumer experience as a means of
differentiation. ING has designed lounge-like branches with cafés where financial
information can be easily accessed and has opened a Dutch Web site (http://minjgeld.nl/)
for offering consumers tools and information related to financial matters and risks.

5.3.4 Competitive advantage by focusing on meaning
Meaning (symbolic value – altruism and symbolic value – esteem) magnifies the worth
of the investment experience. It links the immediateness of the experience to the
durability of strongly held personal philosophy. It takes the experience to new heights of
self-actualization – i.e., symbolic meaning. The difference between experience and
meaning is that the former can be understood as “living through” something while the
latter can be thought of as “living for” some purpose (Khalifa, 2004). On the basis of this
thesis, the meaning in an investment context can be defined as altruism and esteem.

When one focuses on altruism, competitive advantage can be derived from symbolic
value emphasizing consumers’ self-expression through socially interpreted codes
embedded in investment. For example, ethical issues may be the ground for the next
competitive advantage in the financial services industry – especially now, when the
public seems to have the perception that the financial services sector is more unethical
than other areas of business (one need only consider the Occupy Wall Street movement
across, for example, the US, Canada, and Europe). There is a clear opportunity for some
company to create superior value by focusing on ethical concerns. For example, it might
limit investment alternatives to securities of firms meeting certain social standards.
Ethical alternatives would exclude securities of companies that are known to practice
discrimination, that operate in certain countries, or that do or don’t produce specific
products (for example, those having to do with nuclear weapons or nuclear power plants).
Although ethical investing is not big business yet, there are some companies, such as
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AustralianEthical, that aim to gain competitive advantage by focusing on ethical
investment issues.

Esteem, in turn, is a benefit experienced when symbolic features derived from investing
are attached to the self in order to define and maintain one’s concept of self. Consumers
who engage in esteem- or status-seeking are characterized as mainly concerned with how
they play their role – i.e., what kind of impression they give to others. Many consumers
may invest also because it clearly tests their financial capabilities; the act of investing
enhances their status and/or self-esteem, which contributes to symbolic value. For
example, a person investing in individual stocks may not perceive him- or herself to be
the same kind of player as top investors but may attempt to become more like them by
reading a lot about them and trying to follow similar investment strategies (Allen &
McGoun, 2000).

Accordingly, companies placing emphasis on meaning should find innovative ways to
enter the process in which the consumer attempts to become more like top investors. So
symbolic value in an investment context can be seen as a process whereby consumers
engaged in investing come to see themselves as “investors.” Correspondingly, companies
focusing on meaning could be of help in consumers’ self-development processes by
arranging courses in investment so that consumers can learn the tricks of the trade.
Furthermore, the development of information technology has made it possible to share
information about conventions and micro processes of investing. Accordingly, a
company aiming to deliver superior symbolic esteem value could create resonance for
competitive advantage by getting its customers to see themselves as top-ranking investors
in the market.

As well as supporting these self-actualization processes, companies may support the
socialization processes related to investing. For example, companies may establish
investment clubs that are composed of elderly people, young people, or consumers who
are concerned about ethics issues. In fact, from the socio-demographic distribution in the
qualitative study and in both quantitative studies, it can be suggested that, since most
respondents taking part in the investment cruise or holding Federation of Stock Investors
membership are men, there is a need for investment clubs composed in greater part, or in
full, of women. The Chicks Laying Nest Eggs Investment Club is a good example of the
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latter (see www.chickslayingnesteggs.com/). It can be argued that such investment clubs
may be seen as attempts to lure more women to invest and thus enter financial markets as
investors and possible customers of financial services companies.

5.4

Suggestions for managers in financial conglomerates

In sum, financial services is a vast and expanding industry, with various possibilities in
terms of value creation and competitive advantage, especially if its products and services
are seen more holistically than as the allocation of funds from savings surplus units to
savings deficit units. As the data show, consumers are willing to take control of their
investment affairs and express themselves by investing. Hence, the decision on what kind
of experiences and processes are offered should become a relevant strategic question
from the competitive advantage point of view also in the financial services industry.

Despite the fact that, at the general level, the financial market in Finland is one of the most
consolidated markets in the world in the sense that a couple of major financial companies
rule the banking and insurance industry, the competition in the non-institutional investment
market is intense. As competition has become tougher, banks and insurance companies
have recognized a need for mutual cooperation and are now offering a wide assortment
of investment products, including individual stocks and mutual funds but also
insurance-related investment alternatives such as voluntary pension plans. As suggested,
the predominant reason for the form taken by these alliance structures (financial
conglomerates) has been in increasing one’s share in non-institutional investment
markets. Accordingly, for most of these conglomerates, decisions on what kinds of
investment alternatives to offer have remained the primary strategic resonance.

While financial conglomerates’ strategies are built on these characteristics today, the
emphasis may shift to capabilities that enable a business to deliver superior value to
consumers consistently. This is because similar investment alternatives can be obtained
from brokers for lower management fees. Accordingly, for the financial conglomerates,
the decision on how to sell – i.e., what kind of experience is offered – may become a
relevant strategic question in the not-so-distant future.
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Thus economic and functional but also – and especially – emotional and symbolic
investment value give insight into these strategic decisions that enable financial
conglomerates to deliver value-supporting services to consumers. Accordingly, more
complicated investment alternatives, such as management of individual stocks, entail
contribution from consumers and are also possible sources of emotional and symbolic
value. Considering that these more active investment alternatives (as compared to mutual
funds and voluntary pension plans) often entail face-to-face service and the fact that the
number of financial conglomerate personnel in branch-office services makes this
face-to-face service possible, one can suggest that financial conglomerate companies
should probably compete in terms of experiences and meaning.

In addition to services, the results of this research contribute to understanding of
investing at product category level. In fact, the concept of perceived investment value
may explain some of the changes in demand for certain investment alternatives, such as
the dramatic loss in popularity of voluntary pension plans that has been seen in Finland in
the last couple of years (for example, there were 69,000 new voluntary pension plans
purchased in 2008, while the equivalent figure for 2010 was only 8,400). While these
figures can be explained by changes in the law (making other forms of pension savings
more attractive), the fact is that only a few consumers are using alternative pension
saving alternatives today that compensate for the voluntary pension plan.

From the point of view of this research, at least some of the shortcomings of voluntary
pension plans offered by financial conglomerates and life-insurance companies can be
explained with the concept of perceived investment value. First of all, voluntary pension
plans are not very cost-efficient: the management fees are probably too high when
compared to the benefits consumers perceive from using them. In fact, it is reasonable to
ask what is the value that characterizes a voluntary pension plan. It is certainly not very
functional, in that one is able to convert it into actual money only at the point of retiring.
One option lies in lower management fees, but, as already concluded, that is probably
impossible in the case of financial conglomerates and life-insurance companies in view
of what brokers can offer. The most common argument supporting the existence of
voluntary pension plans lies in tax benefits; however, as the figures show, these benefits
are definitely not enough to outweigh the sacrifices caused by the relatively high
management fees and non-functionality characteristic of voluntary pension plans.
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The other option, therefore, is to make voluntary pension investment more attractive by
means of services that support active pension-fund management (i.e., changes in the
investment portfolios). The results of this project, however, indicate that probably the
best practice is to deliver value via voluntary pension plans that stems from emotions and
meaning. Because voluntary pension plans are intended for the very long term, it is
important for consumers to feel that, although the management fees are relatively high,
the investments yield solid financial performance, thus engendering a sense of security.
In addition, these pension plans could invest in companies with positive environmental
and social practices, thus contributing to sustainable development in an unstable world.
In sum, the value offered by voluntary pension plans must be something that outweighs
the sacrifices seen in the management fees and non-functionality. Otherwise these plans
will definitely disappear, an alternative whose benefits do not balance out the sacrifices.

5.5

Theoretical implications

Fundamentally, this research responds to the call for using marketing theories and
techniques in more holistic study of individuals’ investment behavior (e.g., Aspara &
Tikkanen, 2010; Garmaise, 2009; Statman, 2004). While recent research has begun to
recognize the importance of the concept of perceived value, or customer value, also in
the financial services context (e.g., Maas, 2010; Maas & Graf, 2008), the present piece of
research remains, to the best of the author’s knowledge, the first to take a comprehensive
approach, defining and measuring consumers’ value perceptions in the investment
context. This consumer-centric definition of value in the investment context presented in
the current research – namely, perceived investment value – clearly has various
theoretical implications, though also presenting certain limitations (see Figure 19).

From the perspectives of the financial literature and consumption literature, one of the
main theoretical contributions of this research is that it does indeed appear that, in a value
perceptions sense, consumption and investing should not be considered opposites of each
other. While in microeconomics investing is treated as a process wherein consumption in
the present is forgone for the sake of obtaining a greater return in the future (Laibson,
1998; Modigliani, 1988; Raeva et al., 2010), this study indicates that investing can, in
fact, be considered as, in a sense, a form of continuous consumption in which long-term
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sequences of acquisition and/or forfeiture choices resulting in monetary profits (or losses)
are complemented by the valued outcomes on the basis of continual elaboration of these
choices. But how does this conception contribute to the finance / economics literature?

In realistic terms, financial models such as the widely used capital asset pricing model,
building on the earlier work of Markowitz on modern portfolio theory, and other classic
underpinnings of finance literature, will probably not be revised on account of this study.
The CAPM, as are the major financial theories, is intended to capture the phenomena of
financial markets as a whole. Most financial models support the hypothesis of efficient
markets and therefore do not reflect reality perfectly (e.g., not all investors aim to
maximize economic utility, are rational and risk-averse, and trade without transaction or
taxation costs). These models do, however, provide valid and meaningful explanations
and predictions of reality. Therefore, even if some anomalies with respect to rationality
exist, they are either quickly priced out of the market or explained through an appeal to
market microstructure arguments as seen in hundreds of journal articles. This is because
most investors are, in fact, rational (Brealy & Myers, 1991).
The theoretical contributions of this thesis: The consumer-centric
definition of value in the context of non-institutional
investment

Marketing

Concept of
perceived
investment
value

Concept of utility

Finance/economics

Rational / bounded
rational
framework

Figure 19.

Subjective
evaluations

Behavioral
finance / economics

Theoretical contributions

Since this research is limited in its application to market situations, it does not directly
contribute to generalizations on economic behavior, nor does it challenge the assumption
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of effective markets. Also, the central issue here is not explanation of why market
participants make systematic errors. The results of this project may, nonetheless, yield
insights into the concept of utility, which is a foundational element of both
economics/finance and behavioral finance / economics. Our findings show the concept of
perceived investment value to be multi-dimensional, and multiple value dimensions
explain non-institutional investment behavior better than do economic value items alone.
Accordingly, if we accept that the concept of perceived value is applicable to investment,
we are probably much closer to the “true nature of utility” in the investment context –
that is, that investing is definitely more than an instrument for acquiring cash return.

While non-economic aspects of value may appear as artifacts in efficient markets, they
might in consumers’ terms just be efforts to gain value that is other than economic. For
example, a consumer or even an institutional investor may limit investment alternatives
to securities of firms meeting certain social or ethical standards. This does not mean that
investors’ goals are not in gaining profit; it may just be that not all are willing to gain the
greatest possible profit at the cost of accepting an investment alternative that does not
meet certain social or ethical standards.

While these decisions appear as anomalies in the face of rationality in the behavioral
finance / economics literature and systematic error in, for example, the capital market
line in finance / economics literature (ibid., etc.), these non-economic value components
are important factors of value in consumers’ terms and, therefore, definitely explain at
least some of the “irrationality” that is traditionally considered to be caused by
limitations and difficulties when people make investment decisions.
In the CAPM, the capital market line is a line that plots the extra return an investor expects against
change in the level of risk. Rational investors expect higher returns for riskier assets, and the
capital market line shows this graphically.

In addition to the financial literature, this research contributes to marketing theory and,
especially, to the conceptualization and measurement of the marketing-theoretical
concept of perceived value where so far there has been a lack of agreement among
scholars with respect to conceptualization and measurement of perceived value. In view
of the complexity and lack of consensus in this area, this dissertation provided an

143

overview of the major approaches to the concept of perceived value, with particular
emphasis on the importance of understanding the multi-dimensionality of the construct in
the investment context. In pursuit of this objective, the research examined the various
schools of thought that exist in the literature on the subject and identified their major
contributions and limitations.

After an examination of the models, dimensionality, and measurement of perceived
value, and theories of goal-directed behavior, it was concluded that perceived value is
best modeled and measured as a multi-dimensional construct based on synthesis of
means–end-type and benefit/cost-ratio models. Forgoing value-component models and
also some parts of means–end-type models in the construction of the synthesis, the work
focused on benefits and sacrifices instead of attributes (as in value-component models).
This is because an awareness-based reading of value-component and means–end models
shows perceived value to be composed of preference for specific and measurable
dimensions – that is, the attributes, attribute performances, and consequences linked to
goals for use situations. It was concluded that attempts to conceptualize and measure
attributes, attribute performances, consequences, and consumers’ goals for perceived value
would be needed; however, these are probably empirically impossible in a single study.
This is especially true if one accepts that perceived value is a multi-dimensional construct
(as it is not considered in means–end models), in which case also attributes, attribute
performances, consequences, and consumer goals should be viewed as multi-dimensional.

One should note, however, that if the aim involves concrete products’ or services’
development and innovation, value-component models and attribute-based measurement
might be needed. In contrast, when one is interested in an overall perception of the value
of a product or service in general, measurement of perceived value should be carried out
on a more general level – i.e., the consequence/outcome level (Zeithaml, df1988). In this
process, benefits can be considered to be positive evaluations of outcomes and sacrifices
to be negative evaluations (Woodruff, 1997). Accordingly, value is perceived when the
benefits are viewed as being greater than the sacrifices (Andersson & Narus, 1998; Butz
& Goodstein, 1996; Zeithaml, 1988). Here the meaningfulness and importance of the
evaluation and perception of benefits and sacrifices is derived from the consumers’ goal
levels as suggested in means–end types of models.
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This thesis has shown that the matter of meaningfulness and importance can be in fact
addressed. First, a qualitative study can be employed to explore consumers’ goal
categorizations related to some specific context in the aim of determining what kind of
value consumers desire from a service / a product / shopping. Then these goals can be
used in the development of a comprehensive pool of scale items and construction of a
measurement scale. Finally, the meaningfulness and importance can be established
through linking of, for instance, satisfaction or repurchase intention scales in order to
show that the concepts measured have a positive effect on them and hence are important
antecedents of consumer decision-making. This is because using direct perceived-value
measures alone does not tell us anything, or says only a little, of the performance of the
subject evaluated.

5.6

Limitations and directions for future research

In terms of appropriate reliability and validity, the conclusions of this research are also
subject to several caveats. Nonetheless, they point to many interesting suggestions for
future research on perceived value in the investment context. First, as was mentioned in
the theory-oriented section, there are tremendous controversies over the definition of the
concept of perceived value. The measures established here originate from a combination
of material from the literature with results from conceptual definitions of goal
categorizations, and other measurement systems may yield different results. Accordingly,
perceived investment value may encompass other, multiple dimensions. However, this
possibility was admitted at the very outset in this research through adoption of modern
empiricism as the scientific approach. Accordingly, while the concept of perceived value
in the investment context exists in the real world, the exact and “true” nature of the
concept can probably never be known for certain. That said, this thesis aimed to discover
patterns surrounding the concept. Still, further studies are needed as a means of adopting
multi-dimensional measures to verify the results.
Also the extent to which the results and findings may be extended to all investment
alternatives remains to be explored. As previously explained, the author employed
consumer perceptions of individual stocks in the course of the PIV scale’s development.
Whether the resulting scale applies equally well to other investment alternatives cannot
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be stated. In fact, the results of our qualitative study point to the possibly dynamic nature
of perceived value, in that analysis of the distinctions between investment alternatives
revealed differences. However, investing in individual stocks seemed to provide the
richest variety of anticipated outcomes – economic, functional, emotional, and symbolic
outcomes are all pursued via this option. This was also the main reason consumer
perceptions related to individual stocks were employed in the testing of the PIV scale.
Replication of this research with different investment alternatives will be necessary in
further research.

In addition, the present project developed a perceived investment value scale, based on
consumers’ investment goals (in the qualitative study); the work examined
pre-investment situations. However, value assessment criteria may change across these
scenarios, and this needs evaluation (Woodruff, 1997; Parasuraman, 1997). Studies
employing a longitudinal framework shed different light upon the relative importance,
and perhaps the susceptibility to change, of the dimensions of value. It would be
interesting also to find out how perceived investment value evolves in different stages of
the investment experience. In other words, do more or less abstract dimensions become
more important as, for example, consumers’ investment skills improve? In addition,
revealing whether there are differences in how respondents perceive dimensions of
investment value might be of interest. Although segmentation as a concept and clustering
as a method have sometimes been considered to be outdated and old-fashioned,
identifying clusters of consumers formed on the basis of their perceptions of investment
value dimensions might be important, especially from the managerial point of view.

There is also a limitation to be found in the samples, which were drawn from consumers
who can be considered active investors. We have noted that the data in the qualitative
study were collected from the participants in an investment cruise on the Baltic Sea, a
cruise organized by the magazine Arvopaperi for consumers interested in investing. The
data in quantitative studies 1 and 2, in turn, were collected from members of the
Federation of Stock Investors. Accordingly, the results of this research cannot be widely
generalized, because the sample was not representative of the general population.
Compared to average household investors, who probably invest when they believe in the
potential for long-term appreciation, the participants in the studies described here are
likely to be more active in investment affairs and probably check on their investments
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quite frequently, continuously monitoring their activity in order to exploit various
investment alternatives. Naturally, the choice of samples affects the result.

It was concluded that perceived investment value is a multi-dimensional concept that
includes, for example, symbolic or emotional considerations. While the empirical results
support this view, it is important to note that these aspects of investment are probably
more important to a participant in an investment cruise and/or to a member of the
Federation of Stock Investors than to average household investors. The point of this
project lay in mapping all possible value dimensions, so it is a subject for further research
to study how much average household consumers perceive the value dimensions
presented here.

The final limitation is that the work described here aimed to conceptualize and measure
perceived value at the level of consequences (i.e., benefit–sacrifice level), so we lost
important information about the concrete elements that contribute to value in the
investment context – attribute-based measurement in the investment context might be
needed. For example Aspara and Tikkanen (2010) emphasize the potential role of
subjective product and brand evaluations in creation of attraction of individual investors
beyond expected financial returns. The implications of this work would serve
segmentation and targeting when it comes to marketing of a particular company in the
financial market so as to attract individual investors. Therefore, it might be interesting to
explore the perceived investment value dimensions that are presented here also at the
brand level, by linking attributes of certain investment alternatives to value dimensions.
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Appendix 1. Summary of studies of perceived value
Authors

Year

Method

Context

Region

Concept and Dimensions of
value (number of items)
Perceived value
conceptualized as multidimensional construct [M]
Perceived value
conceptualized as unidimensional construct [U]

Correlation between value
construct and other variables
[antecedents and/or
consequences] (number of
items)

Selected findings derived mainly from the abstracts and
conclusions

Babin and
Attaway

2000

Empirical (quantitative)

Shopping

USA

[M] Shopping value (1)
Utilitarian value (4)
Hedonic value (5)

Customer share (5)
Positive and negative affect (9)

Babin et al.

1994

Empirical (quantitative)

Shopping

USA

[M] Shopping value
Utilitarian (4)
Hedonic (11)

Baker et al.

2002

Empirical (quantitative)

Store
environment

USA

[U] Merchandise value (3)

Experiential shopping
motivations (8)
Compulsive buying scale (5)
Pleasure (6)
Arousal (5)
Bargain perceptions (1)
Amount spent (1)
Unplanned purchases (1)
Time pressure (3)
Overall satisfaction (1)
Patronage intentions (3)
Interpersonal service quality (4)
Merchandise quality (2)
Monetary price (2)
Time/effort cost (3)
Psychic cost (3)

The paper investigates the impact of positive and negative
affect associated with ambient environmental conditions.
Structural equation results suggest that both positive affect
and negative affect impact this measure, but the impact is
facilitated through both feelings' relationship with hedonic
and utilitarian shopping value.
The authors develop and validate the scale using a multistep
process. The results demonstrate that distinct hedonic and
utilitarian shopping value dimensions exist and are related
to a number of important consumption variables.

Bick et al.

2004

Empirical (quantitative)

Banking
industry

South
Africa

[M] Customer perceived value
Operational excellence (8)
Product leadership (8)
Customer intimacy (8)

Customer expectations (9)

Brady et al.

1999

Empirical (quantitative)

Fast food

USA &
Ecuador

[U] Service value (1)

Behavioural intentions (3)
Satisfaction (1)
Service quality (2)
Sacrifice (1)

The authors propose a comprehensive store choice model
that includes three types of store environment cues. They
then empirically examine the extent to which environmental
cues influence consumers’ assessments of a store on various
store choice criteria and how those assessments, in turn,
influence patronage intentions. The results of two different
studies provide support for the model.
The results suggest that customers are not satisfied with the
service, products and level of customer intimacy delivered
to them by their banks. Thus, they did not believe that they
were getting the value they expected.
The results suggest that service value and satisfaction drive
consumers' behavioural intentions in USA, whereas Latin
Americans are found to emphasize satisfaction in their
service assessments.
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Carpenter et al.

2005

Empirical (quantitative)

Retail brands USA

[M] Shopping value by Babin
et al. (1994)
Utilitarian (4)
Hedonic (11)

_

Chandon et al.

2000

Empirical (quantitative)

Sales
promotion

[M] Benefits of sales
promotions
Utilitarian:
Savings (3)
Quality (3)
Convenience (3)
Hedonic:
Value expression (3)
Exploration (3)
Entertainment (3)

Monetary promotions (4)
Sales promotion’s effectiveness is determined by the
Non-monetary promotions (4) utilitarian or hedonic nature of the benefits it delivers, and
the congruence these benefits have with the promoted
product. Monetary promotions (high-equity brands) are more
effective for utilitarian products than for hedonic products.

Chen and
Dubinsky

2003

Empirical (quantitative)

e-commerce

[U]
Perceived customer value (3)

Valence of Experience (3)
Reputation (4)
Product quality (3)
Perceived risk (4)
Product price (3)

The article presents an exploratory study of a conceptual
model of perceived customer value in a business-to-consumer
e-commerce setting. Key precursors of perceived customer
value included in the model are valence of on-line shopping
experience, perceived product quality, perceived risk, and
product price. Relationships among these variables (as well as
mediating variables) and their relationship to on-line
shoppers’ value perceptions are explored. The authors
suggest that the theoretical framework proposed includes
new variables relevant to an e-commerce setting and by
integrating several key variables into one model.

Cheng et al.

2009

Empirical (quantitative)

Internet
retailing

[M] Customer perceived value
Functional (5)
Social
(5)
Emotional (5)
Epistemic (4)

Behavioural intentions (3)

The study investigates the impact of perceived value
(functional, social, emotional, and epistemic) on customer
intention to use the internet as a retailing platform. The
findings indicate that both functional and epistemic values
have a significant impact on information collection and order
placement. Nevertheless, social value has an impact only on
information collection, whereas emotional value has a
significant impact only on order placement.

France

Taiwan

The results indicate that consumers expect both hedonic and
utilitarian value to be present when shopping in the store as
brand context.
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Cronin et al.

2000

Empirical

Services

USA

[U] Service value (2)

Behavioural intentions (3)
Satisfaction (5 + 3)
Service quality (10 + 3)
Sacrifice (3)

Cronin et al.

1997

Empirical (quantitative)

Service
industry

USA

[U] Service value (1)

Purchase intentions (2)
Service quality (10)
Sacrifice (9)

Diep and
Sweeney

2008

Empirical
(quantitative/qualitative)

Shopping

Australia

[M] Shopping trip value
_
Utilitarian (4):
Store value - utilitarian (8)
Product value - performance (6)
Product value - for money (4)
Hedonic (9):
Store value - hedonic (7)
Product value - social (4)
Product value - emotional (5)

Fiol et al.

2011

Empirical
(quantitative/qualitative)

Industrial
context

Spain

[M] Global perceived value
Functional value:
Durable quality - product (3)
Technical quality - product (3)
Tangibility and technical
competence - firm's service (7)
Reliability - firm's service (5)
Security - firm's service (3)
Employees service (4)
Price (4)
Convenience (4)
Switching costs (2)
Social value:
Social image (4)
Reputation (3)
Emotional value:
Experience (5)
Personalized attention (2)
Interpersonal relationship (5)

_

The paper aims to synthesize and build on the efforts to
conceptualize the effects of quality, satisfaction, and value
on consumers’ behavioural intentions. The authors report an
empirical assessment of a model of service encounters that
simultaneously considers the direct effects of these variables
on behavioural intentions. The results suggest that the
indirect effects of the service quality and value constructs
enhanced their impact on behavioural intentions.
Finds from the results of two empirical studies that models
of consumer decision-making which include service value
explain significantly more variance in purchase intentions
than models which include only service quality or cost
factors.
The authors suggest that utilitarian store value and
performance-related product value have significant effects
on utilitarian shopping trip value, whereas hedonic shopping
trip value is influenced most by hedonic store value and
emotional product value. In addition, women appear more
prone to hedonic shopping trip value yet also utilitarian store
value, while men were more attentive to utilitarian product
value.
The paper aims to demonstrate that aspects of a rational or
functional character and aspects of an emotional and social
nature condition the perceived value of the exchange
relationships among firms in an industrial cluster. The results
obtained support the hypotheses put forward, and in
particular the importance of emotional and social values in
industrial relations
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Gallarza and
Saura

2006

Empirical (quantitative)

Tourism

Spain

[M] Perceived value (3)
Efficiency (5)
Service quality (9)
Social value (5)
Play (4)
Aesthetics (4)
Perceived monetary costs (4)
Perceived risk (8)
Time and effort spent (7)

Satisfaction (3)
Loyalty (6)

The paper investigates the dimensionality of perceived value
in travel-related context and its relations between
satisfaction and loyalty. The results supports the existence of
a quality–value–satisfaction–loyalty chain and illustrate the
complexity of value dimensions that have been shown to be
highly sensitive to the tourism experience.

Gentile et al.

2007

Empirical (quantitative)

Various
products

Italy

[M] Utilitarian and hedonic
value
Pragmatic (4)
Cognitive (2)
Sensorial (6)
Emotional (1)
Lifestyle (3)
Relational (2)

Commitment (1)
Involvement (1)

The authors suggest that a relevant part of the value
proposed to customers, and actually recognized by them, is
linked to experiential features. The authors found that,
regardless of the context, living a positive Customer
Experience can promote the creation of an emotional tie
between a firm’s brand and its customers which in turn
enhance customer loyalty.

Grewal et al.

1998

Empirical (quantitative)

Advertising

USA

[U] Acquisition value (9)

Perceived quality (3)
Selling price (1)
Search intentions (3)
Satisfaction (3)

The authors suggest that the effect of advertised selling price
on buyers' acquisition value was mediated by their
perceptions of transaction value. In addition, the effects of
perceived transaction value on buyers' behavioural intentions
were mediated by their acquisition value perceptions.

Hyun et al.

2011

Empirical (quantitative)

Advertising

Republic
of Korea

[M] Perceived value
Utilitarian value (6)
Hedonic value (5)

Valuative dimensions of
advertising:
Relevant news (6)
Brand reinforcement (5)
Stimulation (5)
Empathy (5)
Familiarity (2)
Confusion (3)
Emotional responses:
Pleasure (5)
Behavioural intentions (3)

The paper investigates the structural relationships between
patrons’ emotional responses induced by advertising, their
perceived value, and their behavioural intentions in the chain
restaurant industry; and to investigate which attributes of
advertising bear the strongest impact on behavioural
intentions. Based on the literature review, six evaluative
dimensions of advertising were derived (relevant news, brand
reinforcement, stimulation, empathy, familiarity, and
confusion). The results suggest that the level of arousal
induced by advertising plays a moderating function in the
relationship between patrons’ emotional responses and
hedonic value.
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Korda and Snoj

2010

Retail
Empirical
(quantitative/qualitative) banking

Slovenia

[U) Perceived value (3)

Perceived Quality
Core service (3)
Physical evidence (4)
Safety and confidence (4)
Satisfaction (3)

The paper aims to validate the perceived retail banking
service scale in the case of a small transitional economy of
Europe and to research service quality-customer satisfaction
relationship and the role of perceived value within it. The
authors suggest that the perceived value variable has a
potential to be mediating variable between perceived quality
and customer satisfaction relationship in retail banking
setting.

Lapierre

2000

Empirical
Industrial
(quantitative/qualitative) context

Canada

_

The findings generally support both structures and provide
empirical support for a value proposition with 13 value
drivers. Furthermore, results indicate that most of the 13
drivers are assessed in a similar way by industrial customers
of three service sectors surveyed, ICE (information,
communication, entertainment), distribution and finance.

Laukkanen

2006

Empirical (qualitative)

Finland
Internet
fund transfer
and
brokerage
service

[M] Customer perceived value
Benefits:
Alternative solutions (3)
Product quality (4)
Product customization (4)
Responsiveness (3)
Flexibility (4)
Reliability (5)
Technical competence (5)
Suppliers image (2)
Trust (5)
Solidarity (4)
Sacrifices:
Price (5)
Time/effort/energy (5)
Conflict (3)
[M] Customer perceived value
Efficiency
Convenience
Safety
Preciseness
Privacy
Play

_

This study explores the customer-perceived value of
electronic fund transfer service and internet brokerage
service by using a means-end approach. The results indicate
how different electronic services create value for customers
in service consumption.

Laukkanen

2007

Empirical (qualitative)

e-banking

[M] Customer perceived value
Efficiency
Convenience
Safety

_

The results indicate that customer value perceptions in
banking actions differ between internet and mobile channels.
The findings suggest that efficiency, convenience and safety
are salient in determining the differences in customer value
perceptions between internet and mobile banking

Finland
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Mathwick et al.

2001

Empirical (quantitative)

Internet and
catalogue
shopping

USA

Overby and Lee

2006

Empirical (quantitative)

Internet
retailing

USA

Patterson and
Spreng

1997

Empirical
B2B
(quantitative/qualitative)

Australia

Petrick

2002

Empirical
Cruises
(quantitative/qualitative)

Pura

2005

Empirical (quantitative)

Caribbean [M] Perceived value
cruise
Quality (4)
Monetary price (6)
Behavioural price (5)
Emotional response (5)
Reputation (5)
Finland
[M] Customer perceived value
Monetary value (3)
Convenience (4)
Social value (3)
Emotional value (5)
Conditional value (2)

Mobile
services

[M] Experiential value
Customer ROI:
Economic value (3)
Efficiency (3)
Service excellence (2)
Playfulness:
Enjoyment (2)
Escapism (3)
Aesthetics:
Entertainment (3)
Visual appeal (3)
Perceived value
Utilitarian (4)
Hedonic (4)

[U] Professional business
service value (1)

Retail preference (2)
Future patronage intent (2)

Predictive modelling points to the value of the experiential
value scale as a measurement tool, useful in describing the
perceived make-up of a retail value package and predicting
differences in shopping preferences and patronage intent in
multichannel retail systems

Preference (4)
Intentions (4)

The paper examines the relevancy of value dimensions for
online shopping and the relationship between value
dimensions, preference towards the Internet retailer, and
intentions. Findings from the large-scale study indicate that
utilitarian value is more strongly related than hedonic value
to preference towards the Internet retailer and intentions
and that shopping frequency can play a moderating role.
The authors suggest that the effect of perceived value on
repurchase intentions is completely mediated through
satisfaction. Paper adds new insight to the respective roles of
perceived value, satisfaction and post-purchase intentions.
Describes the development of a 25-item measure, SERVPERVAL, to assess customers’ perceptions of the value of
services. Five distinct, value dimensions emerged that were
termed quality, monetary price, behavioural price, emotional
response, and reputation.

Satisfaction (3)
Repurchase intentions (3)
Attribute performance (14)
_

Commitment (4)
Behavioural intentions (4)

The paper analyzes the direct effect of perceived value
dimensions (monetary, convenience, social, emotional,
conditional and epistemic value) on attitudinal and
behavioural components of loyalty: commitment and
behavioural intentions to use location-based mobile services.
The results suggest that the behavioural intentions are most
influenced by conditional value; the context, in which the
service is used, followed closely by commitment and to some
extent monetary value. The influence of social and epistemic
value was not significant.

Appendix 1 (continued)
[M] Customer perceived value
Utilitarian:
Monetary savings (3)
Convenience (3)
Social value:
Status (3)
Self-esteem (3)
Hedonic value:
Entertainment (3)
Exploration (3)
[M] Customer value
propositions
Economic
Functional
Emotional
Symbolic

_

The authors suggest a tripartite conceptualization of total
customer value. In particular, social value is an independent
construct. Further, social value varies in shopping context by
day-of-week, with a significant increase on Saturday (versus
weekdays) when the store is more crowded, whereas no such
differences in utilitarian and hedonic values were detected.

_

The authors suggest a framework for identifying competitive
customer value propositions (CVPs) where four hierarchical
key dimensions of customer value – economic, functional,
emotional, and symbolic – are identified. It is proposed that
economic and also functional CVPs are more likely to
represent points of parity, whereas emotional and symbolic
CVPs represent points of difference for retail companies
seeking differentiation from their competition and gaining of
competitive advantage.
Perceived value is found to be a multi-dimensional construct
composed of six dimensions: functional value of the
establishment, functional value of the personnel; functional
value of the service; functional value price; emotional value;
and social value. A scale of overall perceived value in financial
services was obtained, composed of six dimensions and
represented by 22 items that are significant for
their measurement.

Rintamäki et al.

2006

Empirical (quantitative)

Shopping

Finland

Rintamäki et al.

2008

Conceptual

Retailing

_

Roig et al.

2006

Empirical (quantitative)

Banking
industry

Spain

[M] Customer perceived value
by Sánchez et al. (2006)
Functional value price (3)
Funct.val. installations (4)
Funct.val. professionalism (4)
Funct.val. quality (4)
Emotional value (5)
Social value (2)

_

Sánchez et al.

2006

Empirical
Tourism
(quantitative/qualitative)

Spain

[M] Customer perceived value
Functional value price (3)
Funct.val. installations (4)
Funct.val. professionalism (4)
Funct.val. quality (4)
Emotional value (5)
Social value (4)

Satisfaction (1)
Loyalty (1)

The paper describes the development of a multi-dimensional
procedure to measure perceived overall value of a purchase
through 24 items grouped into six dimensions: (1) functional
value of the travel agency (installations), (2) functional value
of the contact personnel of the travel agency (professionalism),
(3) functional value of the tourism package purchased
(quality), (4) functional value price, (5) emotional value, and
(6) social value.

Appendix 1 (continued)
_

Sandström et al.

2008

Conceptual

Technologybased
services

Sheth et al.

1991

Conceptual with
empirical evidences

Consumption _

Sparks et al.

2008

Australia

Timeshare
industry

Australia

Sweeney and
Soutar

2001

Empirical
Retail
(quantitative/qualitative) purchase
situation durable
goods

Australia

[M] Customer perceived
value/value
propositions/value in use
Functional
Emotional

_

_
[M] Consumption values
Functional value (*)
Social value (*)
Emotional value (*)
Epistemic value (*)
Conditional value (*)
*Various items in different
contexts
Satisfaction (3)
[M] Consumer value
Relaxation (5)
Gift (4)
Status (4)
Quality product (3)
Flexibility (5)
Fun (3)
New experience (3)
Financial worth (3)
[M] Consumer perceived value Predicting behaviour (3)
Quality (6)
Price (4)
Emotional (5)
Social (4)

Conceptual paper suggests a new theoretical frame of
reference describing value in use through service experience
in technology-based services. According to this article, a
service experience is the total functional and emotional value
of a consumed service. The service experience is unique to
every individual customer and the service consumption
situation. Value in use is the cognitive evaluation of the
service experience.
The authors present a comprehensive theory of consumer
behaviour that is operational and has been tested in more
than 200 separate investigations involving a wide variety of
products. The theory identifies five consumption values
(functional, social, emotional, epistemic, and conditional)
influencing consumer choice behavior
Confirmatory factor analyses showed consumer value to be a
multi-dimensional construct comprising opportunities for
relaxation, gift-giving, status, quality, flexibility, fun, new
experiences, and financial benefits. These value dimensions
varied with other factors such as type of timeshare
ownership (e.g., weeks, points).

The paper describes the development of a 19-item measure,
PERVAL, that can be used to assess customers’ perceptions
of the value of a consumer durable good at a brand level.
Four distinct, value dimensions emerged that were termed
emotional, social, quality/performance and price/value for
money. The reliability and validity of the scale was assessed
in a repurchase situation, using exploratory and confirmatory
analyses. All four value dimensions were found to help
significantly in explaining attitudes and behaviour.

Appendix 1 (continued)
Sweeney et al.

1999

Empirical (quantitative)

Retail electrical
appliance

Australia

[U] Perceived value for money
(2)

Functional service quality (5)
Technical service quality (2)
Product quality (4)
Relative Price (2)
Performance/financial risk (2)
Willingness-to-buy (3)

The paper aims to extend previous research on perceived
value by including the role of perceived risk within a model of
the antecedents and consequences of perceived value. The
model is tested in a retail setting using a sample of consumers
actively looking for an electrical appliance. Empirical results
suggest that not only do perceived product and service
quality lead to perceived value for money in a service
encounter but that these quality components reduce
perceived risk.

Varki and Colgate

2001

Empirical (quantitative)

Banking
industry

USA &
New
Zealand

[U] Customer value (1)

Satisfaction (1)
Behavioural intentions (2)
Service quality (1)
Price (3)

The authors build propositions of price’s role vis-à-vis
customer value, satisfaction, and behavioural intentions and
then test these propositions. The findings indicate that price
perceptions have a stronger influence on customer value
perceptions than quality, and price perceptions have a
significant direct effect on customer satisfaction and
behavioural intentions — over and above their mediated
effect through the construct of customer value.

Wang

2010

Empirical (quantitative)

Hairstylist
and barber
service

Taiwan

[U] Customer perceived value
(2)

Service quality (10)
Switching costs (3)
Customer loyalty (5)
Corporate image (5)

The paper aims to move beyond customer-perceived value
and corporate image and demonstrates that switching costs
are important factors in influencing a customer's decision to
stay with a service provider. This work finds support for a
contingency model involving customer-perceived value,
corporate image, and switching costs. The results indicate
that the impacts of customer-perceived value and corporate
image on customer loyalty decrease under conditions of high
switching costs.

Appendix 2. Example questionnaire page (on mutual funds)

Why is this important?

Why is this important?

Why is this important?

Why is this important?

Why is this important?

Why is this important?

Why is this important?

Why is this important?

Why is this important?

Why is this reason
important?

Why is this reason
important?

Why is this reason
important?

1st reason to invest

2nd reason to invest

3rd reason to invest

Reasons why I intend to invest in mutual funds in the next 24 months

180

Appendix 3. Classification of undesired outcomes

Classification of undesired
outcomes
Undesired economic outcomes

Cruise data

Pilot data (students)

IS

VPP

MF

IS

VPP

MF

Too low expected profit

0

4

4

1

3

5

No stock dividends

0

0

2

0

0

0

Not cost-efficient

0

23

25

0

4

3

Too risky

4

0

0

11

0

4

IS

VPP

MF

IS

VPP

MF

Unliquidy

0

7

2

0

0

0

No autonomy in investment decisions

0

7

13

0

0

5

No decentralization

1

0

0

0

0

0

Other investing alternatives are better

4

9

6

3

9

7

Cognitive effort

0

5

4

1

0

1

Takes too much time

1

1

1

5

0

0

Not right time to invest

0

0

1

3

1

3

IS

VPP

MF

IS

VPP

MF

Uncertainty concerning long investing time

0

10

1

1

8

0

It is boring

0

0

1

0

1

0

Sceptics towards service providers

0

9

12

0

4

1

Undesired functional outcomes

Undesired emotional outcomes

IS

VPP

MF

IS

VPP

MF

Do not have enough competence

Undesired symbolic outcomes

2

1

1

16

23

9

It has no importance in person's life

0

3

5

1

4

2

Other undesired outcomes

MF

IS

VPP

MF

IS

VPP

Bad earlier experiences

0

3

3

0

0

3

Money goes to something else

5

0

1

37

32

27

Not topical right now

0

15

1

0

16

6

Total mentions

17

97

181

83

79

105

76

Appendix 4. Lisrel output of PIV-WOM-REPUR model
STRUCTURAL MODEL
PIV-WOM-REPUR (LISREL 8.80)
Observed Variables
MS1 MS2 MS3 RR1 RR2 RR3 AO1 AO2 AO3 CON1 CON2 CON3
EMO1 EMO2 EMO3 EXP1 EXP2 EXP3 ALT1 ALT2 ALT3 ET1 ET2 ET3 WOM1
WOM2 VOM3 REPUR1 REPUR2 REPUR3
Covariance Matrix from File C:\LS\stocks2.cov
Means from File C:\LS\stocks2.mn
Sample Size = 438
Latent Variables
Monet Effe Comve Emoti Altru Estee Wom Repur Value
Relationships
MS1 = Monet
MS2 = Monet
MS3 = Monet
!RR1 = Effe
!RR2 = Effe
RR3 = Effe
AO1 = Effe
AO2 = Effe
!AO3 = Effe
CON1 = Conve
CON2 = Conve
CON3 = Conve
¡EXP1 = Emoti
!EXP2 = Emoti
EXP3 = Emoti
!EMO1 = Emoti
EMO2 = Emoti
EMO3 = Emoti
ALT1 = Altru
ALT2 = Altru
ALT3 = Altru
ET1 = Estee
ET2 = Estee
ET3 = Estee
WOM1 = Wom
WOM2 = Wom
WOM3 = Wom
REPUR1 = Repur
REPUR2 = Repur
REPUR3 = Repur
Monet Risk Effe Comve Emoti Experi Altru Estee = Value
Repur = Value
Wom = Value
Path Diagram
Wide Print
Print Residuals
Number of Decimals = 3
Method of Estimation: Maximum Likelihood
LISREL OUTPUT: TV RS MI SS SC TO IT=1000

WOM3 0.445 0.501 0.377 0.388 0.510 0.559
REPUR1 0.521 0.449 0.325 0.492 0.733 0.735
REPUR2 0.511 0.449 0.339 0.578 0.805 0.820
REPUR3 0.394 0.535 0.449 0.609 0.832 0.818
Covariance Matrix
WOM1
WOM2
WOM3 REPUR1 REPUR2
-------- -------- -------- -------- -------- -------WOM1 0.751
WOM2 0.580 0.962
WOM3 0.565 0.575 1.117
REPUR1 0.483 0.502 0.564 2.013
REPUR2 0.480 0.451 0.603 1.562 2.370
REPUR3 0.475 0.410 0.617 1.644 2.128 2.715
Standardized Residuals
MS1 MS2 MS3 RR3
AO1
AO2
-------- -------- -------- -------- -------- -------MS1
-MS2 -1.650
-MS3 -1.615 3.875
-RR3 3.567 1.303 2.149
-AO1
2.117 0.232 1.317 0.323
-AO2
4.264 1.220 1.012 -0.757 0.489
-CON1 3.177 0.498 1.237 0.968 0.201 3.097
CON2 1.825 -1.033 -0.056 -1.304 -1.527 0.013
CON3 -0.323 1.113 0.484 -0.618 -1.031 -0.317
EXP3 -0.049 -1.214 -1.106 -1.220 -0.400 -1.604
EMO2 -1.260 -2.772 -1.670 0.382 1.386 -0.481
EMO3 -2.129 -3.218 -2.913 -1.509 -1.300 -2.872
ALT1 3.799 2.795 1.782 3.973 3.557 2.874
ALT2 0.604 0.147 -1.095 0.774 -2.023 -1.027
ALT3 -0.300 -0.326 -1.413 -0.821 -3.624 -2.285
ET1 -1.215 -2.105 -1.776 -1.248 -2.253 -1.500
ET2 -1.914 -1.709 -2.053 -1.193 -2.556 -1.316
ET3 -0.695 -0.829 -1.448 1.538 0.077 0.263
WOM1 3.631 -0.061 -0.679 -1.269 0.494 -0.546
WOM2 1.265 -2.259 -2.014 2.671 2.596 0.055
WOM3 3.530 -1.144 -0.457 1.053 1.108 2.956
REPUR1 2.052 1.108 -0.545 0.969 0.822 1.002
REPUR2 -0.078 -0.341 -1.724 -2.093 -1.314 -0.682
REPUR3 0.175 -0.448 -1.608 -1.155 -1.853 -1.098
Standardized Residuals
CON1
CON2 CON3 EXP3 EMO2
EMO3
-------- -------- -------- -------- -------- -------CON1
-CON2 -0.266
-CON3 -1.867 2.016
-EXP3 1.585 2.320 0.063
-EMO2 2.056 2.400 -0.241 -2.602
-EMO3 1.791 2.365 0.382 1.856 1.048
-ALT1 2.159 0.348 1.032 3.408 2.557 2.293
ALT2 -0.970 -2.555 0.052 1.364 0.959 0.686
ALT3 -0.097 -1.567 1.034 1.864 1.274 1.121
ET1 -0.358 -0.478 0.787 4.022 4.155 4.505
ET2 -1.215 -1.731 0.686 2.422 4.938 2.780
ET3 -0.491 -1.021 0.004 2.836 4.584 2.555
WOM1 0.406 -0.826 -0.849 0.293 1.331 -1.193
WOM2 0.280 -0.577 -0.894 -1.087 -0.348 -2.083
WOM3 1.648 1.700 1.021 0.011 -0.058 -1.782
REPUR1 -0.446 0.133 1.226 0.763 0.016 -1.932
RRPUR2 -2.475 -1.338 -0.553 1.217 0.141 -0.807
REPUR3 -1.505 -1.471 0.167 1.380 0.453 -0.400

Covariance Matriz
MS1 MS2 MS3 RR3
AO1
AO2
-------- -------- -------- -------- -------- -------MS1 1.963
MS2 1.365 1.929
MS3 1.330 1.491 1.835
RR3 0.745 0.669 0.690 1.563
AO1
0.674 0.637 0.664 1.225 1.480
AO2
0.749 0.638 0.612 1.132 1.177 1.428
CON1 0.705 0.517 0.562 0.674 0.651 0.757
CON2 0.596 0.397 0.464 0.552 0.571 0.602
CON3 0.247 0.410 0.342 0.351 0.337 0.359
EXP3 0.423 0.377 0.375 0.547 0.613 0.506
EMO2 0.236 0.167 0.238 0.491 0.553 0.428
EMO3 0.255 0.223 0.241 0.539 0.580 0.446
ALT1 0.689 0.606 0.492 0.743 0.707 0.628
ALT2 0.474 0.473 0.356 0.644 0.518 0.519
ALT3 0.348 0.385 0.283 0.486 0.356 0.382
ET1 0.224 0.179 0.204 0.398 0.350 0.365
ET2 0.297 0.370 0.334 0.594 0.566 0.565
ET3 0.360 0.394 0.335 0.689 0.624 0.591
WOM1 0.507 0.403 0.373 0.498 0.554 0.495
WOM2 0.443 0.330 0.331 0.629 0.633 0.530
WOM3 0.575 0.378 0.400 0.597 0.613 0.634
REPUR1 0.535 0.494 0.360 0.589 0.594 0.567
REPUR2 0.472 0.501 0.389 0.580 0.650 0.625
REPUR3 0.518 0.518 0.414 0.657 0.655 0.634

Standardized Residuals
ALT1 ALT2 ALT3 ET1 ET2 ET3
-------- -------- -------- -------- -------- -------ALT1
-ALT2 -1.973
-ALT3 -1.079 5.444
-ET1 6.758 7.278 7.861
-ET2 5.139 6.048 5.580 3.440
-ET3 6.523 6.116 5.392 -3.122 -0.227
-WOM1 3.234 -2.962 -2.442 -2.763 -2.995 -1.060
WOM2 2.050 -1.976 -2.145 -3.383 -3.065 -1.455
WOM3 1.960 1.272 -0.070 0.553 0.822 2.324
REPUR1 2.213 0.471 -0.399 1.580 3.337 3.680
REPUR2 1.290 -0.736 -1.329 1.452 2.789 3.357
REPUR3 0.047 -0.111 -0.389 1.430 2.540 2.799

Covariance Matrix
CON1
CON2 CON3 EXP3 EMO2
EMO3
-------- -------- -------- -------- -------- -------CON1 2.538
CON2 2.019 2.629
CON3 1.249 1.336 2.500
EXP3 0.625 0.699 0.315 2.347
EMO2 0.540 0.576 0.215 1.435 1.747
EMO3 0.659 0.721 0.355 1.930 1.489 2.496
ALT1 0.586 0.379 0.341 0.710 0.506 0.600
ALT2 0.371 0.206 0.308 0.598 0.443 0.543
ALT3 0.412 0.261 0.388 0.598 0.432 0.537
ET1 0.347 0.336 0.341 0.809 0.685 0.884
ET2 0.402 0.354 0.404 0.723 0.794 0.774
ET3 0.425 0.375 0.303 0.727 0.743 0.719
WOM1 0.431 0.384 0.221 0.419 0.364 0.368
WOM2 0.446 0.407 0.222 0.375 0.312 0.332
WOM3 0.533 0.541 0.353 0.435 0.332 0.344
REPUR1 0.380 0.435 0.389 0.478 0.319 0.252
REPUR2 0.322 0.423 0.288 0.632 0.419 0.470
REPUR3 0.424 0.428 0.381 0.683 0.467 0.530
Covariance Matrix

REPUR3

Standardized Residuals
WOM1
WOM2
WOM3 REPUR1 REPUR2
-------- -------- -------- -------- -------- -------WOM1
-WOM2 3.190
-WOM3 -1.208 -1.874
-REPUR1 3.161 2.691 3.445
-REPUR2 0.651 -0.581 2.278 -1.310
-REPUR3 -0.151 -1.868 1.894 -0.984 3.147
-Modification Indices for BETA
Monet Effe Conve Emoti Altru Estee
-------- -------- -------- -------- -------- -------Monet
-7.998 0.867 6.400 0.024 4.693
Effe 7.998
-0.003 2.449 1.865 4.806
Conve 0.867 0.003
-5.930 1.749 1.870
Emoti 6.400 2.449 5.930
-2.528 13.437
Altru 0.024 1.865 1.749 2.528
- - 42.510
Estee 4.693 4.806 1.870 13.437 42.510
-Wom 0.062 6.095 0.176 1.083 3.661 7.592
Repur 0.545 2.642 2.968 0.095 0.162 10.370

¨

Wom
Repur
-------- -------Monet 0.063 0.545
Effe 6.095 2.642
Conve 0.176 2.968
Emoti 1.083 0.095
Altru 3.661 0.162
Estee 7.592 10.370
Wom
-1.927

ALT1 ALT2 ALT3 ET1 ET2 ET3
-------- -------- -------- -------- -------- -------ALT1 2.920
ALT2 1.869 2.895
ALT3 1.668 2.374 2.692
ET1 1.129 1.244 1.256 2.790
ET2 0.949 1.109 1.010 1.911 2.577
ET3 1.089 1.096 0.969 1.701 2.326 2.545
WOM1 0.466 0.276 0.251 0.182 0.326 0.357
WOM2 0.432 0.314 0.259 0.132 0.313 0.345
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REPUR3
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