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ABSTRACT

Deal-seekingbehaviorisboomingoverthelastdecade.Thisarticleaimstoidentifyonlinedeal-seeking
resources,understandthecurrentstatusofonlinedeal-seekingandidentifykeyinsightsandtrendsfor
understandingonlinedealseeker’sbehaviors.Theauthorsfirstconductedanin-depthreviewofthe
relevantliteratureincludingwhitepapers,surveyreports,onlinenewsarticles,aswellas,numerous
postingsonmultipledeal-seekingwebsites.Then,ablogminingapproachisusedtominerelevant
blogpoststheyfoundfromtheInternet.Thearticleidentifiesdifferenttypesofonlinedeal-seeking
resourcesandsummarizeskeyinsightsandtrendsforunderstandingonlinedealseeker’sbehaviors.
Onlinedealseekingbehaviorisasubjectthatisnotwellexplored.Thearticlesummarizeskeyinsights
andtrendsforunderstandingonlinedealseeker’sbehaviors.Information-seekingtheoriesareused
tohelpexplainshopper’sonlinedeal-seekingbehaviors.
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1. INTRODUCTION

TheInternethasrevolutionizedglobalbusinessandmarketing.Numerouscompaniesareactively
usingtheInternettomarketandselltheirproductsandservicesonaglobalscale(He&Wang,2015).
Withthegrowingpopulationofinternetusersglobally,moreandmorepeoplechoosetoshoponline.
Comparedtoofflineshopping,onlineshoppinghasmanyadvantagesincludingsavingtransportation
cost,easilycomparingpricesacrossdifferentonlinestoresandreceivingmoreproductinformation
(Laudon&Traver,2013).

Peoplewhoshoponlineincludenoviceshoppersandsavvyshoppers.Itisnotedthatmanysavvy
shoppersoftensearchfordealinformationbeforetheymakeonlinepurchases.Searchingfordeals
hasbecomeoneofthemostpopularinternetactivitiesamongtoday’sconsumers(Egol&Lynch,
2010).AccordingtoarecentstudybyMarketTrack,80%ofrespondentssaidtheywoulddoonline
pricecomparisonsbeforemakingapurchaseinaphysicallocation(Renfrow,2017).Manyconsumers
evenwaitforthe“deal”tobecomeavailablebeforepurchasing.
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SearchingontheWebmakesfindingagreatdealeasy.Manyonlinedeal-relatedsitessuchas
slickdeals.comanddealseeking.comareprovidingreal-timedailydealinformationandmoney-
saving tips toshoppers.Shopperscanalsouse thesesites topostdeal informationandshare
theirdeal-seekingskillsandpersonalexperiencesaboutdeals,hotbargains,discounts,coupons,
rebates,pricing-errors,purchaseprocess,product reviewandopinionsandmorewithothers
(Gopaletal.,2006).Many“dealexperts”havebeensharingtheirknowledgeforfindingdeals
online.Moreandmoreconsumersarelearninghowtofinddeals,howtosaveandtheybecome
moredealoriented.Inaddition,wehaveseentheinfluenceofsocialmediaonpeople’sdeal
seekingbehavior.Moreandmorepeopleareusingsocialmediasuchaspersonalblogs,Google
Docs,Facebook,TwitterandFoursquaretoshareanddiscussthedeal information.Asurvey
fromEmpathica(2010)indicatesthat60%ofconsumersfollowabrandviasocialmedia,most
becauseofcouponsorpromotions.Furthermore,insomecountries,suchasChinaandIndia,a
lotofconsumerstendtousemobiledevicestoseekandsharedeals.

Overall, today’s consumers in many countries are becoming more strategic in their
purchasesandareleveragingvariousonlineresourcestohelpthemfindthebestdealsandget
themostsavings.Deal-relatedresourcescanbefoundinmanycountriessuchasTaobaoin
ChinaandeBayintheUSA.Theseonlinedeal-relatedresourcesprovideacost-effectiveway
todisseminatedealinformationtoalargeaudienceinashortperiodoftimeandaredriving
moreandmoreconsumers’onlineshoppingbehaviortoalargeextent(Arnbert&Rubinstein,
2012).Thus,itisimportantforcompaniestorecognizeandunderstandconsumers’deal-seeking
behaviorsaswellasthetremendousopportunitiesbroughtbyleveragingtheknowledgeabout
consumers’deal-seekingbehaviors(Sharma&Khattri,2013).Knowledgeaboutconsumers’
deal-seekingbehaviorcanhelpmarketingmanagersdesignspecificmarketingstrategies to
appeal todealpronehouseholdsandincrease theefficiencyofdistributionofcouponsand
otherpromotionalitems.

Information-seekinganddeal-seekingaretwocommononlineactivitiespeopledowiththe
Internet.Informationresearchershavestudiedextensivelyabouttheinformation-seekingbehaviors
ofpractitionerssuchaslibrarians,academics,teachers,doctors,engineersandlawyers(Andrews
etal.,2005;Fisher,Erdelez,&McKechnie,2005).Thesestudieshavebuilttheknowledgeabout
theinformationneedsofinformationseekersandthewaysinwhichtheythinkandbehaveto
meettheinformationneeds.However,sofartherearefewstudiesdoneonshoppers’onlinedeal
seekingbehavioralthoughonlinedeal-seekingisapopularonlineactivityforpeopleacrossthe
world.Currently,onlinedealseekingbehaviorisasubjectthatisnotwellexplored(Feng,2008)
althoughafeworganizationsorcompaniesconductannualshoppersurveysforconsumersin
theUSA,UKandothercountries.Tobetterunderstandhowsavvyshopperswholookfordeals
onlinefortheirpurchase,weconductedanin-depthreviewoftherelevantliteratureincluding
white papers, survey reports, online news articles as well as numerous postings on multiple
deal-seeking websites, Facebook, twitters and blogs including slickdeals.com, dealsea.com,
dealseekingmom.com,andgroupon.com.Ablogminingapproachisalsousedtominetheblog
postswefoundfromtheInternet.Thestudyprovidesmanyinsightsforunderstandingtoday’s
onlinedealseeker’sbehaviors.Adeepunderstandingofthedeal-seekingbehaviorsofonline
shoppers could not only help information system developers develop better online shopping
environmentanddeal-seekingresources,butalsohelpglobalmarketerstobetterdeterminetheir
salespromotionstrategies,buildpositiverelationshipwithcustomers,increasebrandawareness,
enhancecustomerloyalty,identifyandrectifyissues,andmore(Gopaletal.,2006).

Thispaperisorganizedasfollows:Section2isareviewofonlinedeal-seekingresources.Section
3describestheblogminingmethodweusedforthestudy.Section4describesthefindings.Section
5discussedtheresultsandimplications,andsummarizesinsightsandtrendsrelatedtodeal-seeking
behaviors.Section6presentstheconclusionandfutureresearch.
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2. LITeRATURe ReVIew

Schade(2014)identifiedfivetypesofe-commerceshoppersincludingproductfocused,browsers,
researchers,bargainhuntersandone-timeshoppers:

• Product-focusedshoppersknowexactlywhattheywant,andthegoalisspeed.Theyonlywant
tolocatetheproduct,confirmit’stherightone,andbuyit;

• Browsersareleisurelyshopperswhogototheirfavoritesitesornewsitesforinspirationorto
killtime;

• Researchersaregoaldrivenshopper.Theyplantopurchase,butthepurchasemayhappentoday,
tomorrow,nextweek,orinsixmonths.They’recollectinginformationaboutproductsandprices
andmaybeinanystageofresearch.Researchersmayvisitmultiplesitestogatherinformation
beforecommittingtoapurchase;

• Bargainhunterslookforthebestdealpossible.Someshoppersaresimplylookingforbargains,
enticedintopurchasesbytheideaofgettingagooddeal.Bargain-huntingbehaviormayimpact
anyoftheothertypesofshoppers;

• One-timeshoppersmaybeproductfocused,browsing,bargainhunting,orresearching.Theymay
comewithagoalinmindandtheyhavenointentionstovisitthesiteaftertheinitialpurchase;
theyarevisitingduetoaone-timeneed.

Furthermore, a study from Experian Marketing Services categorizes deal-seekers into six
segmentsbasedontheirattitudes,behaviorsandmotivationsfordeal-seeking.Table1describesthe
sixcategoriesandtheircharacteristics.

KarandeandGanesh(2000)foundthatprice/value,merchandise,recreational,timesavingand
dealseekingaremainreasonswhypeopleshopatfactoryoutlets.Theyidentifiedthreetypesofoutlet
mallshoppers—recreationalshoppers,seriouseconomicshoppers,andtimeconsciousdealprone
shoppers.Ganeshetal.(2010)furtherfoundthattherearesegmentsofonlineshoppersthatarevery
similartotraditionalofflineshoppergroupsandtherearemoresimilaritiesthandifferencesamong
traditionalandonlinestoreshoppers.Chen,SchwartzandVargas(2011)mentionedthatdeal-seeking
travelersoftencontinuetosearchaftertheyhavemadeareservation,lookingforanevenbetterdeal.
Ifabetterdealisfoundaftertheymadetheirinitialbooking,thesedeal-seekerscanceltheirexisting
reservationandrebookthebetterdeal.TheAdvancedBookingDecisionModeloutlinedinSchwartz
(2006,2008)providesatheoreticaldecision-makingframeworktoexploredeal-seekers’searchand
bookingbehavior.Themodelindicatesthatthecustomer’sassessmentofthelikelihoodofasellout
andoftheexpectedbestofferaffectthecustomer’spropensitytobookahotelroom.Ifdeal-seeking
consumersbelievethatfuturepriceswillbehigher,theywillacceleratetheirpurchase.Inaddition,

Table 1. Deal-seeking consumer segmentation (cited from Experian, 2013)

Deal-Seeking Consumer Characteristics

Deal-SeekerInfluentials alwaysseekingthebestdealandthenexthotthing

OfflineDeal-Seekers seekbestdealsusingtraditionalmedia

DealThrillers lovetheirdeals,butarebrandloyaliststoo

DealTakers social,butnotinfluential

DealIndifferents dealornodeal,givethemwhattheywant

DealRejectors getin,getout:conveniencerules
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pricechangepatternsaffectconsumers’expectationsandthepropensitytobookwhiletheconsumer
isengagedinthesearchforagooddeal.Dawra,Katyal,andGupta(2015)pointedoutthatthereis
adifferencebetweenadeal-proneandabargaining-pronecustomer.Deal-pronecustomersarevalue
consciousandpricemavens.Bargaining-pronecustomersarevalue-consciouspricemavensandhave
ahighneedforspecialtreatment(play).

TheInternethaspromoteddeal-seekingbehaviorsandthecreationofadeal-seekingculture
(Schwartz,&Chen,2012).Therearemanyonlineresourceswhicharecommittedtosharethelatest
dealinformationthatmeetstheinterestofonlineshoppers(Sharma&Khattri,2013;Shahzadetal.,
2017;Vila,Vila,González,&Brea,2018).Theseonlineresourcesoftencontainsaleinformation,
linkstoprintablecoupons,couponcodes,rebate,etc.Wereviewedanumberofonlinedeal-seeking
resources.Basedonourin-depthreviewandyearsofpersonalexperience,wecategorizetheseonline
resourcesintothefollowing10types:

1. Dealforumssuchasslickdeal.Thesewebsitesarefree,user-drivendealsharingwebsitesthat
provideconsumersinformationwithfreediscounts,promocodes,reviewsandpricecomparisons
so they can make more informed choices. Through the online forum, consumers post deal
informationandsharetheirdeal-seekingskillsandpersonalexperiencesaboutdeals,hotbargains,
discounts,coupons,rebates,pricing-errors,purchaseprocess,productreviewandopinionsand
morewithothers(Gopaletal.,2006).Thewebsitesdonotsellproductstheylist.Staffofthe
websites researchdealsandpriceandpost thebestdealson the frontpage.Consumerscan
registertothewebsitesandreceivetheupdatesaboutdealsviaemails,RSSfeeds,smartphone
apps,orwishlisttheymade;

2. DealnewswebsitessuchasDealnews.Thesewebsitesalsoreportdealsofferedbythousands
ofmerchants,andtheydonotsellanyoftheproductstheylist.Differentfromthosedealforum
websites,thedealslistedonthesedealnewswebsitescomefromastaffofwriterswhosearch
theInternetdailytofindthebestdealsavailableonavarietyofproducts,ratherthanshared
byconsumers.Similarly,consumerscanreceivelatestdealinformationthroughemailalerts,
newsletter,orRSSfeeds;

3. Deal-of-the-DaywebsitessuchasGroupon,Newegg,andGoogleOffer,etc.Thesewebsites
negotiatediscountswithpopularbusinessesonmerchandisesandservicesandsendthesale
information to theirsubscribedmembersbyemail,Facebookor tweeterfeeds,andother
RSSfeeds.Usually,thesesalesarevalidforaperiodoftime(usually24hours).Customers
purchasethedealfromthesewebsitesratherthanfromsuppliersorretailersofmerchandise
and/orservices.Thesedailydealwebsitesareappealingtoconsumersbecausetheyoffer
lowpriceanddeepdiscounts;

4. GiftcarddealwebsitessuchasPlasticJungleandGiftCardGranny:Thesewebsitessellmerchants’
giftcardsforlessthanfacevalue.They’llalsobuygiftcardsconsumersdonotwantfor80%to
90%ofthecard’svalue(Huddleston,2011);

5. SocialmediafordealssuchasFacebookfordealseekingmom,Hip2Save.com,Totallytarget.
com,couponconsultant,andothersocialmedialtools.Thesearepersonalblogswheresavvy
shopperssharedealinformation.Bysubscribing,consumerscanreceivedailydealsinformation
viaemail.Thesedeal-seekingwebsiteshavethefeaturestopostreal-timedealstothesubscribers
byemailandpushthenotificationsbymobileapps;

6. Mobiledeal-seekingplatformorappssuchasIbottaandWeChat.Forexample,peopleinchina
oftenuseWeChattopost,shareandseekdeals.Manypeoplealsoformgroupstoshareand
discussdealsthroughWeChatapp;

7. OnlinemarketwebsitessuchasAmazon,TaobaoandeBay.Thesewebsitesprovideanonline
marketplacewhereanyonecanbuyandsellpracticallyanything.Consumersregisteranaccount
sotheycanpoststuffstheywanttosellaswellasbuystuffsfromthesewebsites;
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8. Rebate/CashbackwebsitessuchasebatesandshopDiscover.Thesewebsitesalsolistcoupons
andproductsaspreviouslylistedtypesofdealwebsites.However,theyprovidecashbacktothe
consumerswhoshopontheirwebsites;

9. Localclassifiedsand forumssuchasCraigslist.Thesewebsitesprovideanonline space for
consumersandmerchantspostdeals,localclassifiedsaboutjobs,housing,andservices,etc.
Consumersregistertheiraccount,sotheycanpostmessagetotheonlinecommunity.Notlike
AmazonandeBay,thereisnobusinesstransactionsoccurredonthesewebsites;

10.ContestsandSweepstakessitessuchasSear/Kmart’sShopYourWayprogramwhichoffers
sweepstakes,contestsandinstantwingamesformemberstowinpoints,prizesandgiveaway.

Theaboveliteraturereviewshowsthatalthoughmanydeal-seekingresourcesareavailable
andonlinedealseekinghasbecomeawidespreadphenomenon,scholarshavenotyetaddressed
onlinedealseekingbehavioradequately.Academyresearchandreferencestoonlinedealseeking
behaviorsarerare.

3. MeTHOD

Therearenumerousblogsthatprovidevariousdealinformation.Manydealexpertsandconsumers
alsoposttheirdeal-seekingtipsonblogs.Tofurtherunderstandpeople’sdeal-seekingbehavior,we
employedarelativelynovelresearchmethodcalledblogmining.Thismethodologyhasbeenshown
tobeveryusefulininformationandinternet-relatedstudiesbecauseblogsarefreelyandpublicly
availableonline,andcontentswerecreatedbyself-motivatedbloggersindependentlyofthestudy
(Rubinetal.,2011).Ananalysisofactiveblogscanaddcurrencyandrelevancytoresearchstudies
(Chau&Xu,2012).Forexample,Chen(2014)appliedblogminingtoinvestigateMOOCs(massive
openonlinecourse)andidentifiedbothpositiveandnegativeopinionsrelatedtoMOOCs.Thus,
blogscouldbeaveryusefuldatasourceforlearningaboutbrands,trends,opinions,etc.Alimitation
withblogminingisthattheinformationonblogsisnotpeerreviewedasjournalpublicationsand
oftenrepresentspersonalopinionsandattitudes.Duetotheinherentanonymityoftheinternet,the
authorshipofsomeblogpagesiseithernotclearorunknown.Someblogsourcesmaybetiedto
vendorswhohaveanagendatopromotetheirproductsorideas.Itispossiblethatsomevendorsmay
hirebloggerstowritecontenttotheirbenefit.Thus,researchersneedtobecarefuloftheinherent
biasonblogpostswhentheyanalyzethecontentofblogposts.Onewaytomitigatethislimitationis
tocombineblogminingwithanextensiveliteraturesearchforamorecomprehensiveunderstanding
ofthetopicsthatareunderinvestigation.

Astheblogminingapproachisrelativelynewtomanyreaders,adetailedexplanationisdescribed
asfollows.First,weconductedquerysearchwithkeywordssuchasdeal-seekinganddeal-seeking
behavior, using several popular blog search engines including Google’s blog search function,
BlogspotBlogSearchEngine(http://www.searchblogspot.com/),BlogSearchEngine(http://www.
blogsearchengine.org/)andTwinglyBlogSearch(https://www.twingly.com/search).Tworesearchers
skimmedthroughnearly190blogpostsreturnedbythesesearchenginestocheckiftheblogposts
wererelevanttoourresearchinterest.Afterexaminingandremovingredundantandirrelevantblog
posts,weidentified90relevantblogpostsforfurtheranalysis.Theseblogpostsweresavedastext
filesontheharddriveandwereusedassampledatasetwhichprovidedaglimpseintotheongoing
trendsassociatedwithdeal-seekingactivitiesontheInternet.Next,weanalyzedtheblogpostsusing
textminingtechniques.Textminingisusefultoanalyzethequalitativedatafromonlinesources(Tian
etal.,2016).Beforeweperformtextminingtechniques,wedidpre-processingtocleanallthespace
andspecialsymbolsinthedataset,suchas“&”,“@”,“!”andsoon.Weconvertedallthetextsto
lowercasesandremovedcommonwordsineachsentence,suchas“a”,“an”,“the”,“which”and
soon.Becausethosecommonwordsdonothaveanyanalyticvalue,weusefunction“stopwords
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(English)”inRpackagestoeliminatethosewords.Aftertheprocessing,wecreatedadocumentterm
matrixandthenstartedtoexplorethedata.

Thefamousopensourcestatisticalsoftware,R(https://www.r-project.org/)’stextminingpackage
isusedforanalyzingwordfrequency(Joseph,Kar,Ilavarasan&Ganesh,2017).Thewordfrequency
analysisidentifiedtermsthatappearfrequentlyintheseposts.Figure1showsthestepsofablog
miningprocess.

4. ReSULTS

Table2andTable3showsomeofthetopwordsthatwerefrequentlyusedamongallcommentsin
ourdataset.Weremovedthemeaningfulnesswordsandthemostfrequentlywords.Table2shows
wordswithfrequencyislargerthan80andTable3showswordswithfrequencyislargerthan50.

Furthermore,weusedLeximancer(awell-knowntextanalyticstool)toconductclusteranalysis.
Leximancerproducedseveraltypesofconceptmapsthatindicatedtheextractedconceptsfromthe
sampledatasetandtheirinterrelationships.Leximanceralsogeneratedareportthatlistedthethemes
andconcepttermsusingitstextanalyticsalgorithms.Closelylinkedconceptsaregroupedintothe
samecluster.FromthegeneratedclustersbyLeximancer,wewereabletoidentifysixmeaningful
themeswhichincludestudy,deals,coupons,consumers,andshoppers.Table4showsthesixclusters
andcorrespondingconceptterms.

Figure 1. Blog mining (adapted from Abdous & He, 2011; Chen, 2014)

Table 2. Most frequently used words (frequency>80)

behavior consumers coupons deal shopping shoppers study

Table 3. Most frequently used words (frequency>50)

behavior consumers coupons deal shopping shoppers study

deal-seeking brands mobile online percent price rebate

savings search store use year
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Table5showssomequotesofthethemes.
Manyoftheblogpostsreporttheinsightsorfindingsfromvarioussurveystudiesaboutthe

consumerbehaviorsuchasseekingdealsorusecoupons.Wefoundsummarizedfindingsandstatistics
fromdifferentshoppersurveystudiesthroughvariousblogposts(e.g.,Carter,2017).Forexample,a
nationalonlinesurveystudyin2013with1,078respondentsintheUSsummarizedtheirresponses
toa50-questionsurveyexploringtheirdealseekingbehavior(Nanji,2013).Somekeyfindingsposed
onthebloginclude:deal-seekingincreasesovertheyears;peoplearewillingtotravelforsavings;
Facebookisthepreferreddigitalchannelforrebatedeals.

Asdeal-seekingbehaviorisoftenrelatedtosearchofbestvalue,wespecificallyexaminedthe
keyword“value”andtriedtofinditscorrelatedwords.Wefoundthat“percent”isthemostcorrelated
wordto“value”.Shoppersdiscussedhowmanypercentoffwasconsideredagooddeal,orwhat
percentageofdiscounttheygot.“prices”and“brands”wereoftenmentionedintheirdiscussionabout
thevalueofthegoods.Itlookslikemanyshopperswerelookingfordealsbyvalue.Forexample,

Table 4. Cluster of concepts

Cluster of Concepts 
(Theme) Concept Terms

study study,survey,deal,behavior,shopper,price,deal-seeking,spending,habits

deals deals,shopping,search,daily,likely,compare,value,brands,holiday

coupons coupons,discount,rewards,items,policy,strategy,promotions,want,rebate,savings,
download,print,clip,share,swap,redeem

consumers consumers,shoppers,buyers,children,adults,millennials,older,seniors,women,men,baby
boomers,friends

methods online,Web,media,mobile,paper,newspaper,stores,apps,email,circulars,coupons,
rebates,internetsearch,mail,fliers,alerts,printads

feeling/attitude smart,engaged,happy,annoying,feellikewinners,feelovercharged,enjoy

Table 5. Examples of the themes and representative quotes

Theme Representative Quotes

study Theshopperbehaviorstudywasconductedviaanationalonlinesurvey

deals

Deal-seekingbehaviorisbooming:Beforeshopping,90%ofconsumerslookonlineforthebest
dealsand89%lookforsales,deals,cashbackrebatesandbestadvertisedprices;
Demandfordealsinsocialnetworks:1outof3shopperswouldparticipateinasocialmedia
contesttoreceiveanexclusivecashbackrebate;

coupons
Becomefamiliarwiththepoliciesofyourlocalstore.Forexample,canyouuse
bothastorecouponandamanufacturerscoupononthesameitem?
Moreconsumersareusingmobilecouponsandappssincelastyear.

consumers Consumersadvocateagreatofferthey’vefoundtotheirfriends;
consumersaregettingadealevenifit’ssomethingthebuyerdoesn’treallywant;

methods Savvyshoppersusebothtraditionalanddigitalsourcestogarnerthemostsavings;
shoppersusetheirsmartphonesinstores.

feeling/attitude

IfeelsmartwhenIfindthebestdeal.
60%ofconsumersfeelthatshoppingiscompetitiveandgettingabetterpricethanothersmakes
themfeellikewinners;
enjoytakingthetimetofindbargains;
thisisawin-winsituationthatmakeseveryonehappy.
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somehigh-endproductsfrequentlyreceivedalotofdiscussionwhentheywereonsale.Manydeal-
seekerschosetomonitortheproductsforawhileuntil theywereabletogetadiscountfortheir
purchase.Deal-seekersarealsolessbrandloyalandaremorelikelytobuyitemsonsaleratherthan
theirpreferredbrands.Belowisaquotewefoundfromthedataset:

Millennials are also the most likely generation to buy over-the-counter medication and beauty/personal 
care items that are on sale rather than their preferred brand.

Inaddition,couponsinfluencebrandselectionforsomedeal-seekerswhomayswitchbrandfor
agoodsaleorcoupons.Manyconsumersbecomemoresocialintheirsavingsandsharecouponsand
dealswithfamilyandfriendsregularly.Typicalwaystogetcouponsincludethenewspaper,emails,
retailcirculars,Internetsearches,mail,flyersandmobilephone(Fortin,2000;Jayasingh,&Eze,
2009).ThisresultwasconfirmedbyBlackhawkNetwork(2017)’ssurveywith2001peopleassample
size.Over80%ofrespondentsnamedpriceandqualityarethetopfactorsthataffecttheirpurchasing
decisions.Respondentsreported“…usingtheirsmartphonestocheckfordeals(41percent);looking
fordeals,rebatesandadvertisedprices(27percent);lookingfordealsinloyaltyandrewardprograms
(26percent)andaskingtheirpersonalnetworkfordeals(22percent)…”

Atlast,welookedintothestatisticsandsurveyfindingsfromsomeblogpostswefound(e.g.,
Nanji,2013;Carter,2017)andsummarizedsomerelevantinsightsandtrendsrelatedtodeal-seeking
behavior.ThesummarizedinsightsandtrendsarelistedinTable6.

Table 6. Insights and trends related to deal-seeking behaviors

Pattern Insights and Trends

Deal-seekingbehavior
isbooming

•Deal-seekingbehaviorisincreasingregardlessofageorincome.
•Consumersarewillingtoworkharderandtakemoretimetoseekdeals.
•Holidayshoppingseasonistypicallythemostactivetimeofyearfordealseeking.

Seekdealsusing
multipleresources

•Consumersareleveragingbothofflineandonlineresourcestolookfordeals.
•Increaseduseofmobiledevicesandmobilecouponsfordeals(Liuetal,2015).

Discussionabout
Gender

•Womenrepresentthehighestusageofcoupons.Whenshoppingonline,womenaremore
pronetousecouponsthenmen;Menaremorepronetousecouponsforelectricalitemsand
computers(Harmon&Hill,2003)
•Maleconsumerswerelikelyinfluencedbyemotionalgratification,suchasfeelingexcited
aboutfindingagooddealonline.Alternatively,femaleconsumerswerenotinfluencedby
affectionbutbytheircognitiveevaluation(Chen,Phelan,&Jai,2016).

DiscussionaboutAge

•Agehasamoresignificantimpactoncouponusageforwomenthanformen.
•Olderwomenaremorepronetousecouponsforgroceriesandin-storeitemsthanyounger
women;
•Millennialswhohavebelow-averageincomestendtoengagemoreindeal-seekingbehavior.

Useofcoupons

•Deal-seekingbehaviorisincreasinglyseenintheuseofcoupons.
•Manyshoppersexpandtheircouponhuntingfromtraditionalnewspapercircularstoinclude
variousonlineresources.
•Couponsalsopromptmanyshopperstobuyitemsorvisitastorethattheyotherwise
wouldn’t.
•Couponpolicyofindividualstoresisoftendiscussedinonlineforums.
•Manydeal-seekerssharecouponswithfriendsthroughsocialnetworks,coupontrading
groupsandotherchannels

Complaints/Issues

•Overspending.Itbecomesaproblemwhenconsumersoverspendorbuythingstheydon’t
evenneed.Couponsencourageconsumerstospendmore.
•Keeptrackofcouponsordeals.Ittakestimetokeeptrackofdealsandcoupons.People
oftenmissedthedealsorforgottousecouponsbeforetheexpirationdate.
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5. DISCUSSION

Theresultsshowthatmoreandmorepeopleareengagedindeal-seekingbehaviorinordertoget
morevalueforthesamepriceorpaylessforthesameamount.Deal-seekingissimilartoinformation
seekinginmanyaspectsbecausethemajorityofdeal-seekersareactivelyengagedinadeliberate
processofinformationsearchthatisdesignedtoidentifythewaystoobtainthebestdeals.Similar
totheinformation-seeker,deal-seekersexperiencethesearchprocessasaninterplayofthoughts,
feelingsandactions(Kuhlthau,2004).AccordingtoWilson(2000),informationseekingbehavioris
thepurposiveseekingforinformationasaconsequenceofaneedtosatisfysomegoal.Inthecontext
ofdeal-seeking,seekinginformationisalsoparamount.Thegoalofmostdeal-seekersistogetthe
bestdealorvaluebystretchingtheirdollarsinawaytheydeemvaluableand/orsavemoneyforthe
itemstheyneedalthoughsomedeal-seekersalsoconsidersearchingthewebsitesfordealsmoreofa
wayofhavingfun(Scarpi,Pizzi,&Visentin,2014).Deal-seekingisalsodifferentfromknowledge
seeking. Lai and Graham (2009) argue that knowledge seeking is about people who construct
knowledgethroughproblemsolvingandexperientiallearning.Knowledgeseekerstypicallyconstruct
knowledge when they encounter problems and thus knowledge seeking is essentially a learning
process.Asfordeal-seeking,payinglessthanothersforthesameproductsisadrivingmotivefor
manydeal-seekers,whichrelatestoindividualfeelingsoffellinglikewinners,pleasure,prideand
victory.AsasurveystudybyYahoo!/UM(2011)shows,“…60%ofconsumersfeelthatshopping
iscompetitiveandgettingabetterpricethanothersmakesthemfeellikewinners…”Anotherstudy
byWebolutions(2011)showsthat51%ofconsumersfeelslightedand/orannoyedwhentheyhave
topayfullpriceforanitem.Thestudyalsofoundthatconsumersfeelexcitedand/orhappyabout
clippingcoupons.Onthecontrary,whenadealismissed,deal-seekersoftenexperienceanegative
feeling such as disappointment, frustration, anxiety and irritation. Studies show that daily deal
websitesrepresentanespeciallytemptingshoppingcontextforcompulsivebuyers(Kukar-Kinney,
Scheinbaum,&Schaefers,2016).

Theanalysisoftheblogsfoundthatdeal-seekersareleveragingvarioustoolsandresourcestohelp
themfindthebestdealsandgetthemostsavings.Theybecomelessimpulsiveintheirshoppingand
takethetimetodoresearchbeforemakingadecision(Yahoo!/UM,2011).AsthestudybyYahoo!/
UM(2011)describes,theyusedifferenttoolsthroughouttheshoppingprocesstodiscoverdealsthat
fitstheirneeds,evaluatethedealsthroughpricecomparisonsitesinordertofindthebestvaluefor
theirmoney,andalsousesocialmediatoolstogettrustworthyfeedbacktomakesmarterdecisions
faster.Thisphenomenonalignswiththewell-knownmodelofinformationsearchprocessproposed
byKuhlthau(1993).Therearesixprimarytaskstobeaccomplishedinthesearchprocess:initiation,
selection,exploration,formulation,collectionandpresentation(Kuhlthau,1993).Asignificantfinding
ofKuhlthau’sresearchistherelativeuncertaintytheinformationseekersfeelthroughouttheprocess.
Thisprincipleofuncertaintyprovestobeadeterminationinthesuccessorfailureoftheinformation
seeker’sefforts.Kuhlthau’smodelcanbeappliedtohelpunderstandthedeal-seekingbehavioras
well.Asdealseekersmovethroughvariousstagesinthesearchprocesstofindthebestdeals,they
oftenneedtoselecttheproduct,exploretheproduct,evaluatethedeals,compareproductpricesor
performance,seekadditionalinformation,selecttheinformationandfinallyuseinformationtosatisfy
his/herinformationneedsforlearningmoreaboutthedeals.Forexample,theymaycheckonline
consumerreviewsfromforumsorsocialmediaplatformsandusetheinformationtohelpwiththeir
decisionmaking.Dealseekersexperienceuncertaintyintheirdealsearchprocess,particularlywhen
theyencountercontradictoryinformationabouttheproductsordeals.Whenthereisashortageof
information,theymayaskquestionsononlineforumstoseekadditionalcommentsandexperience
frompreviousbuyersinordertoreduceuncertainty.Deal-seekersbenefitfromonlinereviewsbyother
customers.Theycanreadthosereviewsbeforetheymakeadecision(Sharma&Khattri,2013).Inthe
caseofgreatuncertainty,manydeal-seekersarewillingtowaituntiltheyfindenoughinformation
tohelpthemmakedecisions.Itisobservedthatsomedeal-seekersspendmonthstrackingpricesand
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waitingforabargain.Insomecases,deal-seekersmayalsochoosetopurchasethedealfirstandthen
cancelitiftheyareabletofindabetterdeallater(Chen,Schwartz,&Vargas,2011).

Consumersshowvaryinginformationneeds,behaviorsandattitudestodeals(Prasad&Aryasri,
2009).Althoughmanydeal-seekersespeciallymillennialsarepricesensitive,priceisn’tthemost
importantfactorforotherdeal-seekers.Thegrowthofvariousdeal-seekingsitesandpricecomparison
sitesmakeshoppersbelievethatitis“cool”tofindgreatdeals.AstudybyYahoo!/UM(2011)found
thatonlinedeal-seekingmakesshopperslooktechnicallysavvyandsmart.Amajorityofthesurveyed
consumerssaidthatfindingagreatdealmakethemfeellikeawinner.AsurveyreportfromBlackhawk
Network(2017)indicatesthatshoppingfordealsprovidesshopperswithemotionalsatisfaction.About
40%ofrespondentssaidtheyfeelsmartwhentheycanfindthebestdeals.

Deal-seekingbehaviorhasbeenreportedthroughoutthethreestagesofshopping:before,during
andafter theshoppingprocess.Customersdo their researchbeforeshoppingandafter shopping
(BlackhawkNetwork,2017).Forexample,shopperslookfordealsthroughloyaltyandrewardprograms
andreviewcircularsandprintads.Someblogsandforumspostthestorecircularsaheadofoneor
twoweeks.Forexample,iheartcvs.comregularlypostscircularsofCVSfornextweek.Shoppers
reviewthecircularearlyandmakeplanfortheshoppingtripincludingmatchingthecouponsthey
haveon-handandseeiftheyneedtoprintthecouponsonlinetogetthemostdiscounts.Evenafter
shopping,savvyshopperswillsearchforrebatesfortheitemstheyboughtorcomparethenewprices
withwhattheypaidfor.Customersmayposttheirexperiencesonsocialwebsitesliketwitterand
Facebook.RetailersormanufacturerscancollectthetwitterorFacebookdatarelatedtotheirbrands
orproductsandtakeadvantageofsocialmediaplatformtogainthecompetitiveintelligence(Heet
al.,2015;Heetal.,2016).

Wilson(2000)alsopointoutinformationbehaviorasthetotalityofhumanbehaviorinrelations
tosourcesandchannelsofinformation,includingbothactiveandpassiveinformationseekingand
informationuse.Fromthisperspective,wecanalsodivedeal-seekersintotwotypes:activedeal-
seekersandpassivedeal-seekers.Deal-seekerswhoprimarilybrowsethedealsataparticulardeal
sitecanbeviewedaspassivedeal-seekers.Forexample,someshoppersonlybrowseaparticular
dailydealsite.Theydon’tactivelysearchfordealsfrommultiplesitesinordertosavetime.The
Principleofleasteffort(Case,2015)explainsthatinformationseekersprioritiesthemostconvenient
pathtoacceptableinformation.Thesameprinciplecanalsobeappliedtoexplainthebehaviorof
passivedeal-seekersbecauselookingatmultiplewebsiteseachdaytakesalotoftime.Connaway,
Dickey,andRadford(2011)confirmthatconvenienceisafactorformakingchoicesinavarietyof
situations,includingbothacademicinformationseekingandeveryday-lifeinformationseeking.In
contrast,thosewholookfordealsusingdifferencemeanssuchasmultipledealsites,emails,online
chattoolsandsocialmediaareactivedeal-seekersbecausetheywillactivelyuseinformationthey
foundtofindthebestdeals(Arnbert&Rubinstein,2012).Itisobservedthatactivedeal-seekersare
chattinganddiscussingnewoffereddealsontheInternetassoonastheyareannounced.

Researchershaveidentifiedfactorsaffectinginformationsourceselectionindifferentinformation
seekingsituations (Lee,Paik,&Joo,2012).Accessibility,availability,convenience,easeofuse,
accuracy,timelinessandreliabilityareamongthemostfrequentlydiscussedfactors(Xie&Joo,2009).
Wethinkthesefactorsarealsoimportantfactorsfortheselectionofonlinedeal-seekingresources
bydeal-seekers.Theownersoftheonlinedeal-seekingresourcesneedtoworkonthesefactorsin
ordertomaketheirsitesmorepopular.

Thepaperdealswithaninterestingbutnotwellexploredtopic.Theresultscouldhaveimplications
onpracticeandsocietybygettingabetterunderstandingofonlinedealshoppingbehavior.Marketers
canbenefitfromsuchinsightstouseonlinedealseekingresourcesandbehaviortodrivemoresales
andrevenue.Moreandmoreretailersareincreasinglyrespondingtothedeal-seekingshoppers.In
particular,onBlackFridayandCyberMonday(thebiggestbest-sellingseasonoftheyear),retailers
oftentakeadvantagesofdeal-seekingforumsandblogstopromotetheirproducts.Someretailersor
vendorspostedcouponpoliciesontheirwebsitesanddeal-seekingplatformstoassistdeal-seekers
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and clear confusion. Marketers may choose to respond to the deal-seeking culture and leverage
attractivepromotionsandstrategytoturndeal-seekingshoppersintoloyalshoppersandhelpretailers
andmanufacturersimprovesales.Ontheotherhand,marketersdon’tneedtowastetheirtimeand
resourcestosendcouponsordealstothosewhoarenotinterestedindealsorrejectdeals.Theresults
giveinsightsonshoppingbehaviorofe-commerceusersandtheinfluenceofdealsonthatbehavior.
Marketingactivitiesareneeded to increaseawarenessaboutdealwebsites’offerings (Sharma&
Khattri,2013).Researchondeal-seekingbehaviorsalsohasimplicationsonsystemdesignersand
developers.Anunderstandingaboutdifferenttypesofe-commerceshoppers’deal-seekingbehavior
mayhelpdesignersanddeveloperstocreatemoreuseableandflexiblesystems,tools,servicesand
onlineresourcestofacilitatedealdisseminationandsharingwhilesupportingdifferentusers’needs.

6. CONCLUSION

TheInternethasemergedasamajorvenueforprice-consciousconsumers tosearchfor thebest
availabledeals.Moreandmorepeoplearebecomingdealorientedandareincreasinglyusingthe
Internettolookforbetterdealsforsavings.Astudyfoundthat62percentofshoppersengageinat
leastonedigitaldealactivityforhalformoreoftheirshoppingtrips(Egol&Lynch,2010).Savvy
shoppersarewillingtotaketimeandeffortstofindthebestdealsbyusingdifferentmeansinan
attempttobetter“playthesystem”totheirownadvantage(Chen,Schwartz,&Vargas,2011).

Theonlinedeal-seekingresourcesweintroducedinsection2arebeingincreasinglyusedby
consumersinmanycountriestofindandsharedeal-relatedinformation.Theseonlinedeal-seeking
resourcespromotethecultureofdealseekingandtheexpectationforfindingthebestdealsonline
(Chen,2009).Theresultsofthestudyrevealstatus,trendsandconcernsofEnglish-speakingconsumers
indeal-seeking.Abetterunderstandingofdeal-seekingbehaviorofconsumerscanhelpdevelopbetter
deal-seekingresourcesandenableglobalmarketerstomoreeffectivelytakeadvantageofonlinedeal-
seekingresourcesindifferentcountriesandtechnologicaladvancestoincreasesalesandrevenue.

Studiesondifferenttypesofdeal-seekers’informationseekingbehaviorarerecommendedin
futureresearch.Forexample,itisworthwhiletomodelgender-basedcustomerpreferencesandonline
deal-seekingbehavior(Khatwani,&Srivastava,2017).Therearealsofivemaintypesofe-commerce
shoppers(Schade,2014)whohavedifferentmotivationsandhabitsintermsofdeal-seeking.Itwould
beinterestingtofurtherstudytheinfluenceofdealsontheirrespectivebehavior.Furthermore,asthere
aresomanydifferenttypesofdeal-seekingwebsites,itbecomesimportanttofindouthowshoppers
selecttheirfavoritedeal-seekingwebsitesandthefactorsthatinfluencetheirselection.Weplantodo
asurveystudywithonlineshopperstofindouthowtheyselectdeal-seekingwebsites.Im,Jun,Oh,
&Jeong(2016)hypothesizethatdeal-seekingkeywordselicitasearchofgreaterbreadthandthey
findout1)searchqueriescontainingdeal-seekingkeywordsareassociatedwithhigherclick-through
ratesandconversionratesthanaresearchquerieswithoutsuchkeywords;2)thepositiveeffectof
deal-seekingkeywordsonclick-through rates ismorepronounced for experiencegoods than for
searchgoods.Weplantoconductmoreresearchondeal-seekingkeywordsinthefuturetoidentify
furtherinsights.Wewouldliketoconductempiricalstudiestobetterunderstandsavvyshoppers
“visualguilt”.Astudyfoundthatpeoplewhogoonlineandbookthetravelthemselvesfeelguilty
iftheydonotfindabetterdealcomparedtopeoplewhodoitthroughtravelagents,andnamedthis
phenomenonthe“visualguilt”(McCartney,2006).Wewillsurveyandinterviewsavvyshoppersto
betterunderstandtheirmentalmodels,emotionsandbehaviorsfordeal-seeking.
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