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Abstract

Consumers always like to bargain with salespeople when they are shopping. Past researches about
“bargaining” concern the influence on transaction and neglect consumers’ perception. In this
study, 30 consumers are interviewed, and researcher observes their attitude and behavior when
they bargain with salespeople. This study investigates the “events” consumers bargain with sales-
people specially focused on “product” or “transaction.” The relationship between these events and
Prospect theory is examined. The results show that the “perceived acquisition value” and “per-
ceived transaction value” of service provided by salespeople also can fit the features of value func-
tion in Prospect theory.

Keywords

Bargain, Perceived Acquisition Value, Perceived Transaction Value, Prospect Theory

R BENEMEZmAZ S ARMNE

B
ARV R, BT

Email: 076658 @mail.fju.edu.tw, yutse@alumni.nccu.edu.tw

Weks H i 201445 H31H ;s &I HEA: 20144F6H25H; FHHB: 20144F7H2H


http://www.hanspub.org/journal/ssem
http://dx.doi.org/10.12677/ssem.2014.34006
http://www.hanspub.org
mailto:076658@mail.fju.edu.tw
mailto:yutse@alumni.nccu.edu.tw
http://creativecommons.org/licenses/by/4.0/
mailto:076658@mail.fju.edu.tw
mailto:yutse@alumni.nccu.edu.tw

PRV B EN AN AE 2 77 i M AE 2 R A AE.

HE

HREENIHBOEETERER “RN” , TEXRTHBEZFINTERR, SFEEEEHRTER
PR, DEHREFINTERE RN RO A5 43306032 1U5E l—X — R BT R M
TR, MRRERFEVMEES, 5 “=REAS” M1 “XHHR” HRE “REEL” , HRxs
AfEfts “REHER” ZREME. IASRETHIEN TLRREH “MERBNE” 5 “MEx
BME” , RSBERNSERBREBRS “REER” MHERBRE.

XK ia
A, FAERBOE, MR HNE, REHR

ik

1. 5]

TEIT 0% 5% R FRAAH G SCIRTR TR RBT % 22 LU OR B R B 248 58 2 1 A AR [1], e
FELEAT R BV 2 BRI Sk (A, i 2 0 I pR SRR A 52 30 B o 3 (1445 2 B R [ 2]« [R1
LR AR A A U O AR AR A, R AEF R4, IR THMKRRIERE, BEY %k
o) RIS E” $em. WA RT CHNME” KT, RE AR s e VR 3] [4]
B AT T 2 8 B AN AN A BT (1 [BE[5] [6]. SR, X LS FTHS R a2 AT SRS G BRAE b, X T %0
WOE” AN, HFRAMUNE. ARERFEF ARG R “RKan” , okt
CHRRT A ARMEIRARIEGE, o AR E XA .

IR 2K DT 2 “/AN 7 IR, W2 A e B 20N, ATRERIRERIHE 2, FIRER
B, FRER o, W WERER AN, (A8 E RS TR, 5 MR KAMAE. d%
KT AN BRIt 2 225 BAETH 9 AN B KIS [7]-[9], DA WFFER I e R i) Bk S, T
8 % TH 6T L5 A% A IS 1 937 6 S5 st AR /D A S [T 7T . Kahneman and Tversky (1979)f2H! “ B2 BH 87
(Prospect Theory), &1 ANITFEANSE T OL T BITRSEAT AE 0T, LAglid “ W24 #i8 ” (Expected Utility
Theory) (77 J& KA /& Z AL[10] 0 X LeiR IR bl V2 iR FH BT O AL, R HORTES HA . ISk
W S (R B S AR R B A [11] [12]0 ART, FEIE 25 AR ST h R BTN “ ek FERFE[13] [14], Ik
AR HETIN “Rs” k.

AT AR FE VIR 7730, BN B TEE B R, A AR B2 “3R37 , AR
R BR” o JRE— BT, MR SBIART AT [ “3REET , MRS T
“ToHEET K KT s MFEM, MRERA SRR T PR AT B R, IR A
T CXGEE W R o PRI CJREELS” RO, YHATE W RE A S I BRI R AR B R 1
BT, “REHR” DRMERBRRAMIEE, UARSEHRM MM EME SR 2%, Highgs
55 FAT R R Z L H o
2. REEBRSMERY
21, SEREWSHL

Kahneman and Tversky (1979)#2 Hi f& B i (Prospect Theory), i#t— Ui AIEMGERERS, L4
AAEEX T “REE7 S “HUR” BIMERE, T OE R B =DM 55— MHEREWOE LAE “H
B 3 7 55 451 2% (perceived gains and losses)” , fEULERUE & “H1ue” , JREA SHSAE. B ME



PR B EN AN AE 2 77 i M AE B R A AE.

bR 3R 28 bR B R N S T (concave) 1), T AE B 2R BR A AR T (convex) . 27 = 453 2K pR B0 B L3R
BRI N BEUE 107

e, MMIMERHEE N FRREAT A, ZEABNANESAR, Ch2FRTHECHSE N,
WER ERE AN T 2% SOk e 1), TiAREAN NIIFRERS—FE . 7t R B e 2 RO ih 955, 24
AMAFTAZ B 2 SRR AR, HLT A2 2 BOF A, T Thaler (1985)53E— 45K 24 FH el By AN 1 2 FBE
s, RS LB R AR = A B m AUH 0= e A, RS SR A A B S 1]

W, “OMERE” A —DEERER, PG B2 MR i 2, Frig gk w2 e 2k
TR PRI 0 (4 52 P BB AT SR A (LR I B R s T 8 S, 386 m A B T 0B S T
M 419, 42 120 R R 1

B, MERBAESUR IR, RIREBE, RS, RRRE. Wt vl, MERET T3R8
FFISE BN GURR,  TRRTR BEE I ECA BUR . B AR U, KER AN, TN I 3G A T
K& R, ORI EN . AN ENFRR, @A KX & 5Rnr, O B R R

22. REFRASKIESIRE

Kahneman and Tversky (1979)& M8k 3K i 5 45 25 B i 4R N R BIAT 9 [ L, i 454 SI ot 7 4 4k
Rad LAVRY KNEL G I REFR P2k s ” Bka 58k, Ba, | HEN BB My, HE
REMESCIA Y S o “F= ARG 1 CSEEMAS T, BRI LA SN P A AR BE[10].

SO, AR SR T S E NS SO, TR A SR AR RAR S RIBUR” B R B
KGR, MR AR KRR Xt “F= i MV FIRZ, 257 %5 S8R IR a4
KL, ant—k, B RPG RS IS, | R AR A % A v o R P A R, KR
(BN MRS R, S R CAEENAE” AR, A DR TF R CBE
SEEPEE R, kXS CEMEE T IREEARE . Bl WA Ao S, B A AR
—OARBEMN—E G, MELRERE PR, — ORI I0, XX~ S EME” SRR .

G, 6 R R M E R e A INE” 5 s H M E” WA . B “ Rk
BE” TS, MRFMMORZ ARG T “FaAS” , il 55 REF— A, sUEHHE
MM EREN G T B LR, BRI T HARA = ARG 1) “/NEY, MHRHL, W& AR RS
RFJE RETF=mARGH) “ARATPREE” o S RFHEL G KNS FRE B R 4, BTk
R KOBR” HREIWK SR RSB AN LIRSz, Bk, AR,
TH R B2 B M ANE” TR 2 a0 fE B R I E eR A —

2.3. RBEXZHEHNRESHE

RTIR B “RIBEIRAGOME " RATXT “F ihA S 7, FAR IS B EA2 5 S RE i il “ 2 5 1687 |,
IR B BRI P amAT” , “LHRMa” o “SERRESE” © CEBRRT MR
HRE “SHEME” MTBL MAMBRER R “SHMK S, T E SRAZSHEERRA”
B ORBRSEEIERA » TG e LA RN B X% L5 VISR, =5 RE
SR L BURIEL, R ROUUPRE R, | RV ATA A %77 U 2 I SR, AT
ETHWE FERZHEE” . KRS S TR, X R CSEORT A
PR, AN B LA 9% S B S 3% 3 Qe 77 i “ S50 IR MR A . Bl
IR RAF L AN, U (S IR L I LSS T S B G I B, ARG 2 B 4 T 4
RIvpBh, XFEXT R “SHNR T SRERE .



PRV B EN AN AE 2 77 i M AE 2 R A AE.

BRI DR TE, M RE E D RESGRRE TR “ZHEER” . i JE RS TR
i, BEOIING, BRI T HAL S A S BT RH) ONE” , R N EERRA T “K
GAEEL” . ARG AR, ATRERNG RO, HURTR T A B B R . R Bk
R MARERE R4S TR T s AR B AR P87 o B BRE AL S L i R B e S i
P, BARIZEI “IRas” K R HREBIRM “EH” G SRURMBGERBICH BAETHE, H
I RET S, BRIZMARLT “ZHTEE" MK, TR LR 2 ST X HRE . B, AT
Ve, T2 P2 B “RIBEE” TR 2 W e AL (0 R R K A

3. ARG =E

ATIFELA X VREE RIS AT, BT BN T <RI 55 “ RS S i
B CATASH S DAL R G A T ROMBE “HPI” S92 F “PeRAE” ) 33" L T
WSS 22T S BT UM, SRR AT R, RAZT 7
BRSBTS T RHITEE 0BT SRR AR

3.1 RiFERREFHE

AT Z Vi BT 30 fesz i, bk 15 fn, S 15 . LR RES 5 A, PR 12 £,
A 13 AIREAE RS S AT A 20 B 63 %

BT AR Sy “aemE” , 8 TROHZ A, FEZhE kgL, Sk
ZUH SUNRE G MR BGRE, Wtk R Uik O B R R k. 7R AT K C b
Yrige” i, REPGER S ZH] CEEIRERT i EE s, B8 BRSO, RS
BN SEAT IR Vi, IR S 2 P 30 T8 A 00 518 LA B R BUR, 25025 2 75 1 K i 7 v
PCE] BRI 5 PR o TE UK T, ARFRRBREECN T MU, DUk A AR SR
W RAER, XEZUH, BTAS WA WA, Bin kA SCE R SRS, Kk, xT
WEATA TN Ui 5 “AAF” SEESIHRIBEZE], BEEBIRAIRT “FEMmE” .

3.2. KRG T

BRI E VRIS FERAPA/NE, WL =B B B 56, 1 B8 LR T i 05 3 W K7 b
MR ok, KRIIFWERZVIER “Ras” K R KNGS, H=, BEZUHEKN “PaE” &k 8
KRR

FETT L RIER 5y, AAZBSE 1 MR 38 W SKRT P 5 RE B R, DA SR P i RS2 . 734k, T 2R R
SEVIE) R BCBUR RT3 RTINS B S SRR R SERRIE SRR
CLRAEZ USRS, 32058 mT LM “ S0k s 2N 4wk, Frbl, eI i, B2
FER 52 T7 8 RZAE R AT AR M A i 2 b, DL S SERRSIAH TR 22, DA 2 Ui & 1
CRIEIRIMAE” e R GME” o wJa, BHTERER CRBEIHE” XA AR, K
g, T A T CIRRFSEAME” BOR R A E " TR T HS AT R, R AT
VIRAVE T, FETTROCE B0 1) 00t 2 B 35 SR S A A

3.3. &IEihERE

BT R E” RS RRER L, I R TR BRI, DIk, ASHE TR AN A 32
P ) “ R IRAGINE " f R B AIE” RIS SRR, BRI 5 AT 05 i r e

ARSI,



TRV B RSN B 7 i S 52 2 A sE 4B

3.4. #wH5(Coding) A K 4mi5& (Coder)

FEVIRGTA e, BF T8 R D7 R N 7 BE PR Z 7, R ik — D 3 el 2 198 Rad U 08 S 3%
AW i Tr A, E W TEE ARG KRB R R G, G SR g B i e B £ 45 SR [+ D
SEFTVAJE B i W SR P AL G P B G RN, WS 50— A s B e SO ER = A g 5 R 4
LA 2 itk 175 2R E Pl G B B 45 2R

4. IRER
4.1 AREBMESNRZFNEZRERI

ABETCGE R, EORH B E AN LA R, PTRAER) RIS IME” 5 R B AE” AR
M, AR RS S 3R SR, T RAA SN I A 1R s BARSR I

ZmnRMEIR, PR 1R DS ERNE, AR, P AT LAX ok
A GBI GHERAENE, AR T F R, 57, WRE MBI &
Rt HHURIMEL T SLR R flin.

------ M LR A BRSSP, ATEETEE, RE R G DAEX HAL
575‘5%"7 ......

HH

7
555

------ HIREBIMARE,  (H2 G G TCIEFEANFEH], T HELIN GG T A BRI ST+
H B2 U5 RIA T LUE A, AR dhA B 3R a sl ok, B2 58 5y 1% B AR 2 B 2k
R RN EE AR TR 16 S i ) T

42. 5ERASHEXZER

MRAEVTRIVEIR, AR 2 RREBER AT LUE R AE, 1B SE ART “P AR BT LA
GINLLT L. R RO I SR, Eak. AV,

421 FFERERSH#E
PR ANERE FREREENRI, QHRETLLRFETER, Mo E. %t B
FE ] LUK AR 077 5, w2y 9 BB v EL e, Bt

------ PRI E LG — T BT RETCEI RN 15+ FHCENTT 6 KHT T BT TR

ZR PR, VBB A SR T T, REALRR T R AT E A SRR, W 2 ATLAH] R
B, 30 fRVIE N, A 23 MR VIHERIEW, B A&/ R IERE M, H CUHE T dy

B HREEMERRETE, FREBHEEAGTREZENFE.
4.2.2. MESSEM

IR BB ARG I i, R A B, & kil S e, it A B . AR A
2 WLGEH, 67%MR2 Ui E RIA N, POV I RS HARBT MR SRS mR, 7
JEEE . il

O,



o

PRUT B FN AN AE 2 77 i A B R v A E

Table 1. The action of perceived acquisition value and perceived transaction value
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