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Manipulating Temporal Cues and Message 
Concreteness for Deal Communication:
A Study on Microblogging Site
Yi Liu, Rennes School of Business, Rennes, France

ABSTRACT

Onlinemerchants oftenuse socialmedia to communicate dealmessages to directed consumers,
buttheyfacethefundamentalchallengeofhowtoeffectivelycommunicatedealmessagestothese
consumers using that medium. This research seeks to address this challenge by building on the
construalleveltheorytotheorizethatconsumers’purchaseintentionsinresponsetotheproducts
promotedviasocialmediacommunicationareaffectedbytheconcretenessofpromotionmessages
and its interaction with message promotional time and deal expiration time. A between-subject
experimentwasconducted,andthefindingssuggestthatconcretemessagesleadtohigherpurchase
intentions.Throughinteractingmessageconcreteness,messagepromotionaltimeanddealexpiration
time,weshowthatthecongruencyofaconcretemessagewitheither,butnotboth,temporalcue
leadtohigherpurchaseintention.Thisstudythusprovidestheoreticallygroundedinsightsonhow
tobettercommunicatedealinformationonmicrobloggingsites.

KeywoRDS
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INTRoDUCTIoN

Socialmediahasattractedmerchants’attentionduetoitspotentialtoprovidebusinessvalue(Culnan,
McHugh,&Zubillage,2010;Huang,Zhang,Li,&Lv,2014).Toachieve thisvalue,merchants
communicateandinteractwithconsumersinsocialmediabrandcommunities(Goh,Heng,&Lin,
2013).Theobjectiveofdoingsoistoincreasethelikelihoodthatconsumerspurchaseproductsfrom
thecommunicatingmerchant(Xie&Lee,2015).Amidstthemuch-anticipatedprospect,formerchants,
oftappingintosocialmediatoconnectwiththeirconsumers(Culnan,McHugh,&Zubillage,2010;
Goh,Heng,&Lin,2013;Lukoff,2011;Xia,2013),anecdotalevidenceofsalesgenerationthrough
socialmediaremainsmixed1.Centraltothisislessthequantificationofthevalueofsocialmedia
butmorethepragmaticquestionofhowtoeffectivelycommunicatedealmessagestoconsumersvia
suchmedia(Stelzner,2011).MangoldandFaulds(2009)echoedthisviewpointandindicatedthatthe
degreetowhichsocialmediaiseffectivelyutilizeddeterminesitsvaluerealization.Merchantscould
communicatemessagesonsocialmediawithrichinformationinordertoincreasesales(Goh,Heng,
&Lin,2013).Similarly,activelyrespondingtoconsumers’messagesinsocialmediacommunications
couldpositivelyaffectamerchant’smarketperformance—buttheintensityofsuchmessagesdoes
notaffectthis(Chung,Animesh,Han,&Pinsonneault,2014).Moreover,employingsocialmedia
management tools, adopting broadcasting accounts, and using a conversational communication
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approachcanimprovetheattitudinalloyaltyofconsumers,whichisbeneficialforamerchant’ssale
performance(Risius&Beck,2015).

Althoughsomecharacteristicsofsocialmediamessages(e.g.,richness;intensity)andsocialmedia
accounts(e.g.,broadcasting;conversationalapproach)havebeenexamined,theknowledgegapasto
howmerchantscansuccessfullycommunicateonsocialmediaplatforms—andwhichsocialmedia
strategiestheyshouldpursue—remainstobefilled(Aral,Dellarocas,&Godes,2013).Thisstudy
endeavorstotakethisresearchdirectionbyseekingananswerastohowcommunicationthrough
socialmediacanenticeconsumersbetter,inordertoenhanceproductsales.Specifically,itinvestigates
howthetemporalcuesandtheconcretenessofthepromotionalmessageaffectsconsumers’purchase
intentions.Regardingconsumers’evaluationofmerchants’promotionalmessages,construallevel
theory(CLT)andits“fit”literatureprovideinsights.Ithasbeenfoundthatconsumers’evaluations
could be strengthened when their construal of the messages is congruent with one of the four
dimensionsofpsychologicaldistance—namely,spatial, temporal,social,orhypotheticaldistance
(Trope,Liberman,&Wakslak,2007;Kim,Rao,&Lee,2009).Moreover,theinteractioneffectoftwo
dimensionsofpsychologicaldistancehasalsobeenbrieflyexplored—suchastheinteractioneffect
ofsocialandtemporaldistanceonconsumers’responsestopeerrecommendations(Zhao&Xie,
2011)andconsumers’evaluationstoproducts(Kim,Zhang,&Li,2008).However,twocontextual
cues from the same dimension—cues which are likely to be embedded in the deal promotional
messages—havenotbeeninvestigated.Thisstudylooksatsuchacasebyfocusingonthemessage
promotionaltimeandthedealexpirationtime,whicharetwotemporalcuesregularlyembeddedin
promotionalmessages.Theauthorfurtherexplorestheeffectthattheirinteractions—togetherwith
messageconcreteness—haveonconsumers’evaluations.

Theauthorcontextualizestheresearchinthegroup-buyingdomaininChinawheremerchants
(i.e.,commercialwebsitesthatoffergroupdiscountsforlocaldeals,suchasrestaurantmenuspecials
andmovieticketdiscounts)heavilydependonmicroblogging(i.e.,asocialmediumintheformof
bloggingwithshortposts)fordealcommunication(Liu&Sutanto,2012).Theauthor’sthesisis
thatconsumers’purchaseintentionisinfluencedbytheconcretenessofthepromotionalmessage
anditscongruencywithoneofthetemporalcuespresentedinthatmessage.Thisstudycontributes
toresearchers inseveralways.Firstly, thisstudyenriches theCLTliteratureby investigating the
interactioneffect that twocontextual cues—involved from the samedimensionofpsychological
distance—haveonconsumers’evaluation.Secondly,thisstudyaddressesthemeansthroughwhich
socialmediacanbewellintegratedintodailycommercialactivities,fromthemerchant’sperspective.
Thirdly, thisstudyalsoadds to theexistingsocialmedia literature,whichmainlyfocuseson the
effectsofconsumer-generatedcontent—suchasconsumerreviewsandproductratings—onpurchase
intention(Duan,Gu,&Whinston,2008;Liu,2006;Moon,Bergey,&Iacobucci,2010;Ye,Law,&
Gu,2009).Thefindingsofthisstudyinformmerchantsastohowproductdealscanbecommunicated
viatheirsocialmediaaccounts.

Therestof thepaper isorganizedas follows:First, theauthor reviewspreviousstudies that
examinehowmerchantscommunicatepromotionalmessages toconsumersvia socialmediaand
howgroup-buyingwebsitesusesocialmediaforcommunication.Then,theauthorintroducesthe
theoreticalfoundationanddevelopthesehypotheses.Theresearchmethodologyandtheempirical
resultsarepresentednext.Theauthorthenconcludesthepaperbydiscussingtheimplicationsofthe
researchandbysuggestingdirectionsforfutureresearch.

ReSeARCH BACKGRoUND

Socialmediaisanimportantchannelforinformationcommunication(Goh,Heng,&Lin,2013;Luo,
Zhang,&Duan,2013).Itisusedinvariousareas,includinghumanitarianaid(Yates&Paquette,2011),
e-government(Vakeel&Panigrahi,2018),andorganizations(Aggarwal,Gopal,Sankaranarayanan,
&Singh,2012).Itisalsousedasaproductpromotionalchannelformovies(Chen&Xie,2008;Liu,
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2006;Moon,Bergey,&Iacobucci,2010),hotelroomaccommodations(Ye,Law,&Gu,2009),and
books(Chevalier&Mayzlin,2006).Fromacommercialperspective,byattractingnumerousfollowers
(Zadeh&Sharda,2014),merchantscanengageinaclosecommunicationrelationshipwiththeir
consumers(Laroche,Habibi,Richard,&Sankaranarayanan,2012;Hur,Ahn,&Kim,2011;Ashley
&Tuten,2015).Theoutcomesarepositivebrandattitude(Schivinski&Dabrowski,2016), trust
(Laroche,Habibi,&Richard,2013),equity(Dehghani&Tumer,2015),loyalty(Zhang,Zhang,Lee,
&Feng,2015),andvalue(Yang,Lim,Oh,Animesh,&Pinsonneault,2012).However,thesuccinct
andcrucialquestionaskedregardingusingsocialmediatoreapthesebenefits,includingproductsales
(Ashley&Tuten,2015),isoneword:“How?”Itisproposedthatmerchantscouldemploysocialmedia
managementtools,adoptbroadcastingaccounts,anduseaconversationalcommunicationapproach
inordertoimproveconsumers’attitudinalloyaltiesandword-of-mouthpromotion(Risius&Beck,
2015).Astothemessage-constructionaspect,studieshavesuggestedthatcommunicationmessages
loadedwithrichinformationhaveapositiveeffectonsalesperformance(Goh,Heng,&Lin,2013;
Chung,Animesh,Han,&Pinsonneault,2014).However,theintensity(thevolume)ofthemessages
isnotinstrumentalintermsofsalesperformanceand,intheworstcase,couldleadtoinformation
overloadandbadpublicity(Hutter,Hautz,Dennhardt,&Fueller,2013).

This researchadds to the streamof researchon thedesignofmessagesbyconsidering two
temporalcuesofsocialmediamessagescommunicatedbythemerchants.Itaimstostudyhowthey
jointlyaffectconsumers’evaluationsofpromotedproducts.Foraninvestigationintothisphenomenon,
oneneedsfirsttogainapreliminaryunderstandingofthefocalcontextofgroup-buyingmerchants
communicatingdealpromotionalmessagesthroughsocialmedia.

Social Media and Group-Buying Context
Merchantswhoheavilyusesocialmediaasacommunicationmodeincludethosewhoareinthe
group-buyingbusiness.Group-buyingisthestrategyofsellingquantitiesofproductswithinashort
periodbyofferingagroupdiscount(Liu&Sutanto,2015).Priorgroup-buyingstudieshaveobserved
thatconsumersaredrivenbyincentivemechanismsforparticipation(Kauffman,Lai,&Ho,2010)and
byherdingbehavior(Liu&Sutanto,2012).Itisreportedthatconsumersoftenbecomeawareofdeals
throughsocialmedia(Li&Wu,2013);andthereviewswrittenonthesocialmediacouldinfluence
consumers’perceptionsofgroup-buyingdeals(Lee,Kim,Chung,Ahn,&Lee,2016;Lim,2015).

Group-buyingwebsitesoffernumerousproductsforsale,andeachproductisofferedforashort
period(e.g.,onetoseveraldays).Becauseofthis,fordealcommunication,merchantsrelyonsocial
media, particularly microblogging, rather than on traditional media, such as printed media and
banneradvertising,whicharebothslowandcostlyintermsofreachingconsumers(Liu&Sutanto,
2015). Indeed, microblogging sites can be used to achieve word-of-mouth dissemination and to
convincepotentialconsumerstopurchasethedeals(Risius&Beck,2015).InChina,group-buying
websitesfrequentlyusemicrobloggingsitestopromotetheirdealsandmaintaintherelationships
withconsumers(Liu&Sutanto,2015).Inthisresearch,theauthorfocusesonmicrobloggingsites
andinvestigateshowtobetterbroadcastdealinformationinordertoincreasepurchaseintention.
Theauthor’sthesis,whichhasbeenputforwardearlier,isthattheeffectivenessofthegroup-buying
website’smicroblogsinincreasingpurchaseintentiondependsontheconcretenessofthemessage
andonitscongruencywithoneofthetemporalcuesassociatedwiththemessage.

THeoReTICAL FoUNDATIoN

This study proposes that the manner in which consumers construe communications affects the
effectivenessofthosecommunications.ThepropositionanchorsonCLT,whichisanaccountof
howpsychologicaldistancebetweenindividualsandtheirtargetsinfluencestheindividualconstrual
levelsofthosetargets.Thetheorysuggeststhatpsychologicaldistanceisanimportantdeterminant
ofwhethertheprimaryorthesecondaryperipheralcharacteristicsareusedasthebasisofindividual
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evaluation (Trope & Liberman, 2003; Trope, Liberman, & Wakslak, 2007). CLT assumes that
peoplementallyconstrueobjectsthatarepsychologicallynearthemintermsoflow-level,detailed,
andcontextualizedfeatures,whereastheyconstruethesameobjectsoreventsatadistanceinterms
ofhigh-levelandabstractcharacteristics(Trope,Liberman,&Wakslak,2007).Aspsychological
distanceisegocentric,itsreferencepointistheself,inthehereandnow(Trope&Liberman,2010).
Differencesintime,space,socialdistance,andhypotheticalityconstitutedifferentdistancedimensions
(Liberman&Forster,2009;Trope&Liberman,2010).Severalempiricalstudieshaveinvestigated
theeffectsofpsychologicaldistanceonconstruallevel.Libermanetal.(2002)examinedtemporal
differencesinconstrualsandreportedthatpeoplethinkaboutasetofobjectsinmoresuperordinate,
abstracttermsinthedistant-futureconditionascomparedtothenear-futurecondition.Fujitaetal.
(2006)showedthattheeventsinafilmaredescribedwithmoreabstractlanguagebypeoplewho
believesucheventswerelocatedinaspatiallydistantlocation.Socialdistanceisinfluencedbythe
powerdifferencesamongindividuals(Trope,Liberman,&Wakslak,2007).Liviatanetal.(2008)
reportedthatstudentsprefertheuseofsubordinateandsuperordinateactionidentificationswhen
describingtheactivitiesofstudentsofsimilar(similartargets)anddifferent(dissimilartargets)classes,
respectively.Asidefromtemporal,spatial,andsocialdistances,hypotheticalityaffectspsychological
distance—andtherefore,animprobableeventwouldseemmoredistantthanaprobableeventwould
(Wakslak,Trope,Liberman,&Alony,2006).Inshort,differentdimensionsofpsychologicaldistance
affectmentalconstrual—and theseconstrualsguideprediction,evaluation,andbehavior (Trope,
Liberman,&Wakslak,2007).Allofthesearebasedonhigh-levelconstrualaspsychologicaldistance
increases.Nussbaumetal.(2006)studiedthemannerbywhichtemporaldistanceinfluencesthe
confidenceofpredictingfutureoutcomes.Theyfoundthattemporaldistanceenhancesconfidence
whenderivedfromahigh-levelconstruct.Concerningbehavior,especiallypurchasingbehavior,in
thecontextsofproximaldistanceandtime,consumersformmoreconcretementalconstrualsand
focusoncontextualizedbenefits—which, in turn, induceshigherpurchasingwillingness (Kenny
&Marshall,2000;Luo,Andrews,Fang,&Phang,2014).Forinstance,Luoetal.(2014)examined
mobiledealmessagesviaSMSandfoundthattemporalorspatialproximalmessagesinduceconcrete
construallevelfromconsumers,whichleadstohigherpurchaseintention.

Besidesstudyingthemaineffectofpsychologicaldistanceonindividuals’construallevels,the
valueoffitbetweenthelevelofeventsandmessagesandtheprovideddistancesisalsoexamined.
Studieshavefoundthatconsumers’evaluationswouldbeenhancedwhenthe typeofeventsand
messages fits their mental construal which are influenced by the relative level of distance. For
example,ithasbeendemonstratedthatthepersuasionofapoliticalmessageisenhancedwhenmessage
concretenessiscongruentwiththetemporaldistancetowardstheelection(Kim,Rao,&Lee,2009).
Multipledistancescouldalsoco-existwhenindividualsevaluatetheevents.Whenmultipledistance
dimensionsinteractwitheachothertoformconstruallevelsofeventsandmessages,consumers’
evaluationsfollowasubadditiverulewhichissuggestedbytheWeber-Fechnerlaw(Dehaene,2003).
Itstatesadiminishingsensitivityofhumanperceptionofdistances.Consumerswouldhavelow-level
construalonlywhenbothdimensionsofdistanceareproximal.Wheneitherorbothdimensions
ofdistanceis/aredistant,consumerswouldhavehigh-levelconstrual(Kim,Zhang,&Li,2008).
Evidencehasbeenrevealedinproductreviewcontexts,suchasthejointeffectoftemporalandsocial
distancesontherelationshipbetweenproductreviewconcretenessanditshelpfulness(Tan,Huang,
Ke,&Wei,2018).

HyPoTHeSeS DeVeLoPMeNT

Thepresentstudyexamineshowthemessagetypeanditsinteractionwithtwoperceivedcontextual
cuesfromthedimensionoftemporaldistances(i.e.,messagepromotionaltimeanddealexpiration
time) between consumers and social media communication affect the purchasing intention of
consumers.Thethesisisthatconsumers’purchaseintentionisinfluencedbytheconcretenessofthe
promotionalmessageanditscongruencywithoneofthetemporalcuespresentedinthatmessage.
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AccordingtoCLTliterature,whenconsumersfocusonthecontextualizeddetailsoftheevents,
doingsoeventuallyleadstohigherpurchasingwillingness(Kenny&Marshall,2000;Luo,Andrews,
Fang,&Phang,2014).Thus, concretemessages—whichallowconsumers toconcentrateon the
contextualizeddetailsofsuchmessages—potentiallyinducehigherpurchaseintentionsascompared
withabstractmessages.Moreover,concretemessagesenableconsumerstoperceivemoreinformative
cuesinordertoreduceambiguityindecision-making(Hansen&Wanke,2010).Messageconcreteness
hasbeenfoundtopositivelyinfluenceconsumers’evaluations,asshownintheexistingliterature.For
instance,productreviewconcretenessispositivelyrelatedtoitshelpfulness(Tan,Huang,Ke,&Wei,
2018).Messageconcretenessalsopositivelyaffectsmessagepersuasivenessinhealthcommunication
(Pounders,Lee,&Mackert,2015).

Under thecontextofcommunicatingpromotionalmessagesinmicrobloggingsites,concrete
messagescouldevokeaclearimageofthepromotedproduct—makingiteasierforconsumersto
evaluateit,whicheventuallyinducesconsumerstoaccessthedealpageandpurchasetheproduct.
Therefore,messageconcretenessshouldinfluencehigherpurchaseintentionstowardsthepromoted
product.

H1:Thecontentconcretenessofpromotionalmessagesresultsinhigherpurchaseintention.

Aswithotherdimensionsofpsychologicaldistance,temporaldistanceinfluencesconsumers’
evaluationsof theeventsbyaltering representationsof thoseevents (Trope&Liberman,2003).
Proximal temporal distance enables an individual to generate a low-level construal of an event,
whereasfartemporaldistanceenablesahigh-levelconstrualofanevent(Trope&Liberman,2003).
Giventhatincreasingtemporaldistanceraisesconstruallevel,itaffectsconsumerevaluation(Trope,
Liberman,&Wakslak,2007).Forinstance,real-timecouponsincreasetargetedconsumers’purchase
amounts(Heilman,Nakamoto,&Roa,2002)andinducemoreunplannedspendingingrocerystores
(Hui,Inman,Huang,&Suher,2013).Consumerswhoreceivemobilepromotionalmessagesata
timeclosertotheirshoppingvisitsexperiencehigherinvolvementwiththepromotionsandaremore
likelytohavehigherpurchaseintentions(Luo,Andrews,Fang,&Phang,2014).Thecongruency
oftemporaldistanceandmessageconcretenesshasalsobeenstudied.Forexample,thefitbetween
proximaltemporaldistantandconcretereviewsenhancestheperceivedhelpfulnessofreviews(Tan,
Huang,Ke,&Wei,2018).Thecongruencyofmessageconcretenessandtemporaldistancetowards
theelectionenhancesthepersuasionofthepoliticalmessage(Kim,Rao,&Lee,2009).

Forthecontextofthisstudy,twopossibletemporalcues—whicharemessagepromotionaltime
anddealexpirationtime—couldbepresentedalongwiththemessage.Consumerspossiblyprocess
thesetwotemporaldistancesandgenerateacorrespondinglyhighorlowlevelofconstrualofthe
message. Besides, consumers’ purchase intentions are enhanced when there is a match between
messageconcretenessandtemporaldistance(i.e.,consumers’purchaseintentionsareenhancedfor
concretemessageswhenbothmessagepromotional timeanddealexpiration timeareproximal).
However,thenatureofthecontextneedstobetakenintoconsiderationwhenstudyingthejointeffects
ofdifferentpsychologicaldistances(Liberman,Trope,&Wakslak,2007).Earlierresearchunderthe
contextofpromotionalmessagesrevealedthatproximaltemporaldistancecanhaveadetrimental
effectonconsumers’purchaseintentions(Luo,Andrews,Fang,&Phang,2014).Onamicroblogging
site,consumersreadoldermessagesbyscrollingdownthescreen.Throughscrollingdown,message
postingtimecouldbereflectedandprocessedfirstbyconsumers.Whenapromotionalmessagewith
proximalpostingtimeisavailable,ittriggersconsumers’low-levelconstruals;anditscongruency
withconcretemessagespotentiallyleadstohigherpurchaseintentions(Luo,Andrews,Fang,&Phang,
2014).Distantexpirationtimeallowsconsumersenoughtimetoplanandactaccordinglyonadeal’s
webpage.However,whenmessagepromotionaltimeanddealexpirationtimearebothproximal,
itleavestoolittletimeforconsumerstoplan;andtheymaybereluctanttoprocesscontextualized
detailsof themessage.Thecongruencyeffectbetweenconcretemessageandproximal temporal
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distancesdiminishes.Undertheconditionofdistantpromotionaltimeandproximalexpirationtime,
consumerscouldconstruethemessageatahighlevelandfocusonthe“why”featuresofthemessage
(Trope&Liberman,2003).However,proximalexpirationtime—whichindicatestimepressurefor
consumers—providesastrongpositivesignalastothevalueofthedeal(Eisenbeiss,Wilken,Skiera,
&Cornelissen,2015).Thispositivesignalfromthetighttimeconstraintcouldbeenhancedonlyif
themessageconfirmsitbyitsstrongcontextualizeddetails(Shen,2013).Thus,concretemessages
couldinducehigherpurchaseintentionsundersuchconditions.

H2:Comparedwithanabstractmessage,aconcretemessageinduceshigherpurchaseintentionsunder
theconditionsofproximalpromotionaltimeanddistantexpirationtime,ordistantpromotional
timeandproximalexpirationtime.

ReSeARCH MeTHoDoLoGy

Weemployeda2(messageconcreteness:concrete/low-level[how];abstract/high-level[why])x2
(temporaldistancetowardspromotionaltime:recentpast;distantpast)x2(temporaldistancetowards
dealexpirationtime:nearfuture;distantfuture)between-subjectvignetteexperimentinordertotest
thehypotheses.Theexperimentalvignettemethodallowsresearcherstopresentparticipantswith
carefullyconstructedandrealisticscenarios,whereindependentvariablesaremanipulatedinorder
toassessparticipants’intentionsandbehaviorsthroughsurveyquestions(Aguinis&Bradley,2014).
Thus,ithasbeenwidelyusedinvariousstudies,suchasinstudiesofinformationsystems(Siponen
&Vance,2010)andmarketing(Haisley&Loewenstein,2011).

Stimulus
Participants were provided a deal message posted by a fictional group-buying website on the
microbloggingsite.Tominimizeparticipants’potentialbiastowardsparticulargroup-buyingwebsites,
theauthorusedaneutralnameforthewebsite:“Group-BuyingWebsite.”Acouponforhalf-priced
movieticketswasusedasthedeal.Participantscanbuythiscouponwith1Yuan2andredeemitin
anyWandacinema(apopularcinemaoperator;itscinemasareavailableinmostcitiesinChina)to
purchaseanymovieticketstheylikeforhalfprice.Thisdealwasselectedinthestudyforthefollowing
reasons:First,thecouponforhalf-pricedmovieticketsisoneofthemostcommongroup-buyingdeals
inChina(Liu&Sutanto,2012).Second,participants’differentperceptionsofthesamepricecould
bemitigated.Participantscoulddecidehowexpensivethemovieticketstheywanttopurchasewhen
theywouldredeemthecouponsinthecinemas.Tomanipulatemessageconcreteness,themessage
contentwasvariedthemessagecontentbydrawingonpriorresearch(Trope&Liberman,2003;Kim,
Rao,&Lee,2009).Theconcrete/low-levelmessage(“Purchasethiscouponfor1Yuan.Clickthe
followinglinktoaccessthedealpage.Afterpayment,youcanpresentthecouponorshowtheQR
codeinanyWandacinematoenjoya50%discountforanymovieticket,includingboth2Dand3D
movies.Multiplepurchasesareallowed.Offerends[atmidnight/in10days].”)includeddetailed
informationregardingthedealandstressedthe“how”featuresofthedeal.Theabstract/high-level
message(“Purchasethiscouponfor1Yuantoenjoya50%discountforanymovieticket.Donot
missthisvaluabledeal.Offerends[atmidnight/in10days].”)includednon-concreteinformation
regardingthedealandstressedthe“why”features.Tomanipulatetemporaldistancetowardsdeal
expirationtime,theauthorchose“atmidnight”asthenearfutureconditionand“in10days”asthe
distantfuturecondition,sincegroup-buyingdealsusuallyhavelimitedpromotional timeranging
fromonedaytoafewdays.Tomanipulatetemporaldistancetowardspromotionaltime,theauthor
chose“10minutesago”astherecentpastconditionand“10hoursago”asthedistantpastcondition.
Figure1illustratesthemessagesshowntotheparticipantsineachtreatment.
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Participants and Procedures
Participantswithmicrobloggingsitesexperiencewererandomlyassignedtooneoftheeighttreatment
groupsintheexperiment.Participantswerefirstaskedtoreadthebackgroundinformationregarding
postingdealmessagesonmicrobloggingsitebygroup-buyingwebsites;andwereaskedtoreadoneof
theeightmessageswhichincludedthecontent,postingtime,anddealexpirationtime.Thismessage
appearedafterscrollingdownthescreenonthemicrobloggingsitefortheparticipantsunderthe
treatmentsofdistantmessagepromotionaltime.Then,theparticipantsrespondedtoaseriesofmulti-
itemsofmeasurementsregardingtheirpurchaseintention,whichwasfollowedbytheirperceptions
towardsmessageconcreteness,messagepostingtime,anddealexpirationtime.Seven-pointLikert
scalefrom1(“Stronglydisagree”)to7(“Stronglyagree”)wasappliedforthesemeasurementitems.
Afterproviding theirevaluations,participantswerecompleteseveraldemographicquestionsand
questionsregardingtheirexperienceofmicroblogusageandgroup-buying.Lastly,theywereasked
toindicatetheirimpulsepurchaseintentionandattitudetowardswatchingamovieinthecinema.
Table1 shows the itemsof these surveyconstructs.499valid responseswereobtained, and the
characteristicsoftherespondentsacrosseighttreatmentgroupsareshowninTable2.Concerning
thedealexpirationtime,theauthorhasensuredthattheparticipants,underthetreatmentofeither
theproximalexpirationtime(today)orthedistantpromotionaltime(10hoursago),answeredthe
surveyintheafternoonortheevening,whichruledoutthepossibilityofseeinganexpiredpromotion.

DATA ANALySIS AND ReSULTS

First,ANOVAanalysiswasperformedinordertoidentifyanypotentialbiasconcerningparticipants’
microbloggingandgroup-buyingexperienceacrossthegroups.Ithasbeenfoundthatthereisalack
ofsignificantdifferencefortheparticipantsacrossthese8scenariosregardingtheirmicroblogging
usageexperience(inyears,F=0.25,p>0.1),microbloggingusageexperience(frequency,F=1.20,
p>0.1),andgroup-buyingexperience(inyears,F=1.37,p>0.1).Factoranalysiswasperformed
onmeasurementvariables,andtheresultsofreliabilitiesandvaliditiesareindicatedinTable3.The
valuesofCronbach’salphaandcompositereliability,allofwhicharegreater than0.75, indicate

Figure 1. Messages in each treatment (translated from Chinese into English)
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satisfactory reliabilities for all these constructs (Fornell&Larcker, 1981).Thevalidityof these
constructsisalsoestablished,sincethevaluesofAverageVarianceExtracted(AVE)areabove0.50
andthesquarerootsoftheAVEaregreaterthananyoftheinter-constructcorrelations(Fornell&
Larcker,1981).UnstandardizedLatentVariablescoresforeachmeasurementsvariablearecalculated
basedonunstandardizedouterweights,whichareusedformanipulationchecksandhypothesistesting.

Manipulation Checks
Manipulationcheckswereperformedinorder toexaminewhether theparticipantsperceived the
messagesashadbeenintended.Table4showstheresultsofIndependentSamplesT-Test.Theresults
suggestthatsuccessfulmanipulationsofmessageconcreteness,messagepromotionaltime,anddeal
expirationtimeareensured.

Hypotheses Testing
Table5showsthedescriptivestatisticsofpurchaseintentionforeachtreatmentgroup.

Totestthehypotheses,theauthorfirstlyranone-wayANCOVAanalysisinordertocompare
participants’purchaseintentionbasedonmessageconcreteness.Participants’MovieAttitudeand
PurchaseImpulsivenesswereusedasthecovariateintheanalysis.Theresultsindicatedthatmessage
concretenesshadasignificanteffectonpurchaseintention(F(1,495)=15.45,p<0.001).Comparing
theestimatedmarginalmeansshowedthatconcretemessages(mean=5.42,σ=0.06)inducehigher
purchaseintentionascomparedwiththeeffectofabstractmessages(mean=5.05,σ=0.06).Thus,
H1issupported.One-wayANCOVAanalysistocompareparticipants’purchaseintentionbasedon
messagepromotionaltimewasalsoperformed.Theresultsrevealedasignificanteffectofpromotional
timeonpurchaseintention(F(1,495)=3.02,p<0.10).Proximalpromotionaltime(mean=5.32,
σ=0.65)induceshigherpurchaseintentionascomparedwithdistantpromotionaltime(mean=
5.16,σ=0.66).One-wayANCOVAanalysistocompareparticipants’purchaseintentionbasedon
dealexpirationtimerevealednosignificanteffect(F(1,495)=2.49,p>0.10).Two-wayANCOVA
analysiswasperformedinordertocompareparticipants’purchaseintentionwhilecontrollingfor
participants’ movie attitudes and purchase impulsiveness. No interaction effect has been found

Table 1. Survey constructs

Construct Measurement Items References

MessageConcreteness
(MC)

1:Themessagecontentemphasizesdetails.
2:Themessagecontentemphasizesprocess.
3:Themessagecontentemphasizeshowtopurchasethedeal.

Developedbasedon
TropeandLiberman
(2010)

Promotionaltime
(PT)

1:Thetimewhenthismessagewaspostedisclosetoyou.
2:Thismessagewaspostedjustnow.
3:Thismessagewasnotpostedforlongtime.

Developedbasedon
TropeandLiberman
(2003,2010)

ExpirationTime(ET) 1:Theexpirationtimeofthisdealisclosetoyou.
2:Thisdealwillexpiresoon.
3:Thisdealwillexpireinashorttime.

Developedbasedon
TropeandLiberman
(2003,2010)

PurchaseIntention
(PI)

1:ItislikelythatIwillconsiderpurchasingthedealinthemessage.
2:Iamwillingtopurchasethedealinthemessage.
3:ItislikelythatIwillpurchasethedealinthemessage.

Adaptedfrom
EverardandGalletta
(2006)

Purchase
Impulsiveness

(PM)

1:IbuythingsIdidnotplantobuy.
2:Ibuythingswhichareunplanned.
3:BesidesthethingsIplantobuy,Ialsobuyotherthings.

AdaptedfromLuo
etal.(2014)

MovieAttitude(MA) 1:Ilikebuyingmovietickets.
2:Ioftenbuymovietickets.
3:Ialwaysbuymovietickets.

Adaptedfrom
Limayemetal.
(2007)
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betweenmessageconcretenessandpromotionaltime(F(1,493)=0.40,p>0.10),betweenmessage
concretenessanddealexpirationtime(F(1,493)=0.00,p>0.10),orbetweenmessagepromotional
timeanddealexpirationtime(F(1,493)=2.51,p>0.10).

We ran three-way ANCOVA analysis to compare participants’ purchase intention based on
threemanipulationswhilecontrollingforparticipants’movieattitudeandpurchaseimpulsiveness.
Theyaremessageconcreteness,messagepromotionaltime,anddealexpirationtime.Theresults
revealedasignificantinteractioneffectamongmessageconcreteness,messagepromotionaltime,and
dealexpirationtime(F(1,489)=4.15,p<0.05).Theauthorthenrantwo-wayANCOVAanalysis
separatedbyeachmanipulation.First,two-wayANCOVAanalysisbetweenmessagepromotional
timeanddealexpiration timewasperformedforconcreteandabstractmessagesseparately.The
results,asshowninFigure2,revealedasignificantinteractioneffectbetweenmessagepromotional
timeandthedealexpirationtimeforconcretemessages(F(1,247)=7.03,p<0.01).Nosignificant
interactioneffectbetweenmessagepromotionaltimeanddealexpirationtimewasfoundforabstract
messages(F(1,240)=0.05,p>0.10).

Table 2. Sample characteristics

Treatment 
1

Treatment 
2

Treatment 
3

Treatment 
4

Treatment 
5

Treatment 
6

Treatment 
7

Treatment 
8

Message
Concreteness

Abstract Abstract Abstract Abstract Concrete Concrete Concrete Concrete

Promotional
time

Proximal Distant Distant Proximal Proximal Distant Distant Proximal

Expiration
Time

Proximal Proximal Distant Distant Proximal Proximal Distant Distant

SampleSize 62 59 63 62 64 60 65 64

Items Mean (SD)/
Frequency

Mean (SD)/
Frequency

Mean (SD)/
Frequency

Mean (SD)/
Frequency

Mean (SD)/
Frequency

Mean (SD)/
Frequency

Mean 
(SD)/

Frequency

Mean (SD)/
Frequency

Age 29.52(5.95) 32.44(6.75) 31.33(7.50) 33.39(8.24) 31.80(6.34) 32.07(8.58) 33.66(8.27) 32.22(7.45)

Gender Male 27 26 29 29 31 27 34 34

Female 35 33 34 33 33 33 31 30

Microblog
usage

experience
(inyears)

Lessthan1
year

1 0 1 1 1 1 2 1

1year 2 0 3 2 1 2 2 3

2years 11 11 10 16 12 10 8 10

3years 23 24 16 16 21 19 25 16

4yearsor
more

25 24 33 27 29 28 28 34

Microblog
usage

experience
(frequency)

Alwaysstay
online

7 8 7 2 5 10 8 9

Manytimes
eachday

24 19 15 25 32 17 18 24

Onceor
twiceeach

day

19 19 20 19 17 21 24 19

Afewtimes
eachweek

11 13 21 13 10 10 13 11

Afewtimes
eachmonth

1 0 0 3 0 2 2 1

Group-
buying

experience
(inyears)

Lessthan1
year

7 5 5 10 4 8 8 9

1year 9 8 8 10 7 9 7 9

2years 23 21 17 21 27 17 21 13

3years 18 15 10 12 17 15 15 17

4yearsor
more

5 10 23 9 9 11 14 16



Journal of Global Information Management
Volume 28 • Issue 2 • April-June 2020

120

Table 3. Factor loadings, reliability, and validity of constructs

Construct Item Loading Cronbach’s 
alpha

Composite 
Reliability

Average 
Variance 
Extracted

MC PT ET PI PM MA

MessageConcreteness
(MC)

MC1
MC2
MC3

0.803
0.802
0.850

0.754 0.859 0.670 0.819

Promotionaltime(PT) PT1
PT2
PT3

0.919
0.894
0.872

0.877 0.924 0.801 0.203 0.895

ExpirationTime(ET) ET1
ET2
ET3

0.927
0.868
0.815

0.864 0.904 0.759 0.060 0.151 0.871

PurchaseIntention
(PI)

PI1
PI2
PI3

0.897
0.910
0.886

0.879 0.925 0.805 0.383 0.255 0.055 0.897

PurchaseImpulsiveness
(PM)

PM1
PM2
PM3

0.880
0.911
0.851

0.855 0.912 0.776 0.222 0.113 0.142 0.365 0.881

MovieAttitude(MA) MA1
MA2
MA3

0.897
0.910
0.886

0.850 0.908 0.768 0.207 0.138 0.068 0.438 0.274 0.876

Table 4. Manipulation check results

Manipulation Level Sample 
Size

Mean (SD) Independent Samples T-Test

MessageConcreteness Abstract
Concrete

246
253

4.48(1.18)
5.40(0.85)

t(446)=-9.95,p<0.001

MessagePromotionaltime Distant
Proximal

247
252

4.10(1.51)
5.64(0.91)

t(402)=-13.83,p<0.001

DealExpirationTime Distant
Proximal

254
245

3.39(1.43)
5.14(1.11)

t(476)=-15.27,p<0.001

Table 5. Descriptive statistics

Message Concreteness Message Promotional 
time Deal Expiration Time Mean (SD) of Purchase 

Intention

Abstract

Distant
Distant 5.02(1.33)

Proximal 4.88(1.27)

Proximal
Distant 5.03(1.30)

Proximal 5.12(1.28)

Concrete

Distant
Distant 5.28(1.14)

Proximal 5.46(1.10)

Proximal
Distant 5.70(0.95)

Proximal 5.38(1.08)
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Secondly, two-way ANCOVA analysis between message promotional time and message
concretenesswasperformedforproximalanddistantdealexpirationtime,separately.Theresults,
asshowninFigure3,revealedasignificantinteractioneffectbetweenmessageconcretenessand
promotionaltimeforproximalexpirationtime(F(1,239)=3.25,p<0.10).Nosignificantinteraction
effectbetweenmessageconcretenessandpromotionaltimewasfoundfordistantexpirationtime(F
(1,248)=0.93,p>0.10).

Thirdly,two-wayANCOVAanalysisbetweendealexpirationtimeandmessageconcreteness
wasperformedforproximalanddistantmessagepromotionaltime,separately.AsshowninFigure4,
nosignificantinteractioneffecthasbeenrevealedbetweenmessageconcretenessanddealexpiration
timeforeitherproximalmessagepromotionaltime(F(1,246)=2.02,p>0.10)ordistantmessage
promotionaltime(F(1,241)=2.06,p>0.10).

Simpleeffectanalysisrevealedfurtherinsights.Undertheconditionofproximalexpirationtime
anddistantpromotionaltime,participants’purchasingintentionwassignificantlyhigher(F(1,115)=
10.12,p<0.01)forconcretemessages(mean=5.48,σ=0.14)ascomparedwithabstractmessages
(mean=4.87,σ=0.14).Undertheconditionofproximalpromotionaltimeanddistantexpiration
time,participants’purchasingintentionwassignificantlyhigher(F(1,122)=8.10,p<0.01)for
concretemessages(mean=5.60,σ=0.11)ascomparedwithabstractmessages(mean=5.13,σ=
0.12).Nosignificanteffectofmessageconcretenessonpurchaseintentionhasbeenfoundforproximal
promotionaltimeandexpirationtime(F(1,122)=0.39,p>0.01)orfordistantpromotionaltime
andexpirationtime(F(1,124)=1.61,p>0.01).Thus,H2issupported.

DISCUSSIoN

Toanswerthequestionofhowsocialmediacanbeintegratedintodailycommercialactivities,this
studyinvestigatedhowmessageconcretenessanditsinteractionswithtwotemporalcues(i.e.,message
promotionaltimeanddealexpirationtime)affectsthepurchaseintentionsofconsumers.Basedon
CLT, social media communications should increase consumers’ purchase intentions towards the
promotedproductforconcretemessagesanditscongruencywitheitherofthetemporalcues.The
authorfoundthatmessageconcretenessleadstohigherpurchaseintention.Wheninteractingwith
messagepromotionaltimeanddealexpirationtime,furtherinsightshavebeenobtained.Specifically,
ascomparedwithabstractmessages,concretemessagescouldleadtohigherpurchaseintentionunder
theconditionofproximalpromotionaltimeanddistantdealexpirationtime,andunderthecondition
ofdistantpromotionaltimeandproximaldealexpirationtime.

Limitations and Suggestions for Future Research
Althoughthisstudydesignallowstheauthortoobtainsubjectivedatafromconsumersandexamine
psychologicalmechanisms,consumers’actualbehaviorstowardpromotionalmessagesandpromoted
dealscouldalsobeaffectedbyotherfactors.Forinstance,group-buyingdealshaveshortfeaturetimes
andverydeepdiscounts,whichcouldinfluenceconsumerpurchasingbehaviorsafterreceivingthe
promotionalmessages.Futureresearchcouldinvestigatethegeneralizabilityofthefindingsbeyond
thegroup-buyingcontext.Inthisstudy,theauthordidnotshowthemessagesonthemicroblogging
site on which subjects can also see other neighboring messages. These neighboring messages
couldcontainsimilarpromotionalmessagesfromothergroup-buyingmerchantsandcouldaffect
consumerpurchasingbehaviors.Also,thenumberoftheseneighboringmessagesbetweentemporally
proximalmessagesand temporallydistantmessages (basedonmessagepromotional time)could
affectconsumers’perceptionoftemporaldistance.Thus,futureresearchcouldexaminethisthrough
collaborationswithmicrobloggingsites.Althoughtheauthorhascontrolledconsumers’purchase
impulsivenessandtheirattitudestowardsbuyingmovietickets,otherrelevantfactorscouldinclude
consumers’regulatoryfocus(Lee,Keller,&Sternthal,2010)andthedevicesusedforaccessingthe
messages(Luo,Andrews,Fang,&Phang,2014),whichcouldalsoaffectusers’perceptionstowards
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thepromotionalmessages.Also,besidesdealexpirationtime,couponredemptiontimecouldalsobe
anessentialtemporalcuethatconsumersmaywanttotakeintoaccountwhenmakingtheirdecisions.
Futurestudiescouldfurtherexaminethisbyconsideringtheabovefactors.

Figure 2. Interaction effects, separated by message concreteness
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Theoretical Contributions
Notwithstandingitslimitations,thisstudyoffersseveralcontributionstobothrelevanttheoryand
theextantliterature.

Figure 3. Interaction effects, separated by deal expiration time
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Firstly,thisstudyenrichestheCLTliteraturethroughexaminingmultiplecontextualcues/distances
from the samedimensionofpsychologicaldistance.PreviousCLTstudieshave investigated the
effectsoffit/congruencybetweenmessageconcretenessandonedimensionofpsychologicaldistance
(Kim,Rao,&Lee,2009),andbetweenmessageconcretenessandtwodimensionsofpsychological
distance(Zhao&Xie,2011;Tan,Huang,Ke,&Wei,2018).However,therecouldbemorethanone
contextualcuefromasingledimensionpresentedtoindividualswhentheyperceiveanevent.Thus,

Figure 4. Interaction effects, separated by message promotional time
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thisstudyadvancestheunderstandingofhowtwotypesoftemporaldistancesinfluenceconsumers’
purchase intentionswithin thecontextofpromotioncommunication insocialmedia.Theresults
provideadeeperempiricalunderstandingofthejointeffectsofthesetwotypesoftemporaldistance.

Secondly,thisstudyenrichessocialmedialiterature.Althoughsocialmediaisattractingmore
attentionfromtheindustry,empiricalstudies—especiallytheoreticalframework-anchoredstudies—
arestilllacking.ThisstudyreliesonthetheoryofCLTtoexplainthesocialmediaphenomenon.
Moreover,existingsocialmedialiteraturemainlyfocusesonuser-generatedsocialmediacontent,
suchasconsumerreviewsofproducts(Chen&Xie,2008;Chevalier&Mayzlin,2006)andconsumer-
generatedratings(Moon,Bergey,&Iacobucci,2010;Ye,Law,&Gu,2009).Studiesonhowtouse
socialmediacommunicationforpromotionpurposesarestilllimited(Goh,Heng,&Lin,2013).The
currentstudyextendstheinvestigationofthevalueofmerchant-generatedsocialmediacontentand
measurestheeffectsthatsocialmediacommunicationconductedbymerchantshasonthepurchase
intentionsofconsumers.Thisstudycontributestothesocialmediaresearchbydemonstratingthat
usingCLTasatheoreticallenscanbeusefulinexplainingtheimpactofmessagesthatareposted
onsocialmediasites.

Third, this study contributes to the group-buying literature. The daily-deal group-buying
phenomenonhasattracted researchers fromdifferent fields, suchas information systems (Liu&
Sutanto,2012;Zhou,Xu,&Liao,2013)andmarketing(Kumar&Ranjan,2012).Theoptimization
ofsalesperformance,whichismeasuredbythenumberofsoldcoupons,isacentraltopicinthisarea.
Thisstudyhasextendedtheliteratureongroup-buyingstudiestoincludesocialmediaplatforms,
inordertoexaminetheeffectsofsocialmediapromotiononpotentialsales.Byintegratingsocial
mediaandgroup-buying,studiesongroup-buyingcanattractabroaderaudienceandofferevenmore
valuableimplications.

Practical Contributions
Thisstudyrevealsthatsocialmediacontentwithdifferentlevelsofconcretenessandexpirationtimes,
whicharecommunicatedatvariousperiods,couldaffectconsumers’purchaseintentionstowardsthe
promotedproductdifferently—andthatthis,inturn,subsequentlyaffectstheeffectivenessofsocial
mediapromotion.Existingstudiesonsocialmediaprovideevidenceoftheeffectsofinformation
richnessandsourcesofcommunication(whetheruserormerchant)onmerchants’salesperformance
(Goh,Heng,&Lin,2013).However,theydonotofferguidanceastowhenandhowtocommunicate
promotionalmessagesonsocialmediasites.Merchantscanengagewiththeirconsumersthrough
differentsocialmediaaccountsatdifferentperiods,andthefindingsprovideguidelinesforonline
merchants,especiallygroup-buyingmerchants,forhowtoeffectivelydothis.Theauthorfindsthat
itisbetterformerchantstopostconcretepromotionalmessages—eachwithadistantdealexpiration
time—atatimewhenmostofthefollowersareactive(duringdaytimehours)onthemicroblogging
site,whichenablesthesefollowerstoreadthemessageinreal-time.Additionally,itisalsobetter
topostconcretemessages—eachwithaproximaldealexpiration time—ata timewhenmostof
thefollowersarenotactive(latenight;earlymorning),whichenablesthesefollowerstoreadthe
messageafteraspecifiedperiod.Theabovesuggestionswouldallowmerchantstooptimizetheir
valuerealizationagainstsocialmediaefforts(Mangold&Faulds,2009).Tosummarize,themain
pointsofthisstudyisshowninTable6.
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Table 6. Summary of this study

Research
Gapand
Objective

Howmerchantscansuccessfullycommunicateonsocialmediaremainsunclear.AnchoringonCLT,
consumers’evaluationstowardsthemessagescouldbestrengthenedwhentheirconstrualofthe
messagesiscongruentwiththecontextualcuefromoneofthefourdimensionsofpsychological
distance.However,theinteractionofmessageconcretenesswithtwocontextualcuesfromthesame
dimensionhasnotbeeninvestigated.Thisstudyaimstoinvestigatehowmessageconcreteness—and
itsinteractionswithtwotemporalcues(messagepromotionaltimeanddealexpirationtime)—affects
consumers’purchaseintentions.

Context
andunitof
analysis

Itstudiesindividualconsumers’purchaseintentionstowardsthedealscommunicatedbygroup-buying
merchantsonamicrobloggingsite.

Hypotheses H1:Thecontentconcretenessofpromotionalmessagesresultsinhigherpurchaseintention.
H2:Comparedwithanabstractmessage,aconcretemessageinduceshigherpurchaseintentionunder
theconditionsofproximalpromotionaltimeanddistantexpirationtime,ordistantpromotionaltimeand
proximalexpirationtime.

Research
method

A2(messageconcreteness:concrete/low-level;abstract/high-level)x2(temporaldistancetowards
promotionaltime:recentpast;distantpast)x2(temporaldistancetowardsdealexpirationtime:near
future;distantfuture)between-subjectvignetteexperimentwasemployed.499participantsprovided
validresponses.

Findings Concretemessagesleadtohigherpurchaseintention.Throughinteractingmessageconcreteness,
messagepromotionaltime,anddealexpirationtime,theauthorshowsthatthecongruencyofaconcrete
messagewitheithertemporalcue(butnotbothtemporalcues)leadtohigherpurchaseintention.
Comparedwithabstractmessages,concretemessagescouldleadtohigherpurchaseintentionunderthe
conditionofproximalpromotionaltimeanddistantdealexpirationtime,andtheconditionofdistant
promotionaltimeandproximaldealexpirationtime.

Theoretical
contribution

ThisstudycontributestotheCLTliteraturebyinvestigatingmultiplecontextualcuesfromthesame
dimensionofpsychologicaldistanceandtheirinteractionswithmessageconcreteness.Italsoenriches
thesocialmediaandgroup-buyingliterature.

Practical
contribution

Itprovidesinsightsforonlinemerchantsoneffectivelycommunicatingpromotionalmessagesto
consumersthroughtheirsocialmediaaccounts.Itisbesttopostconcretedealmessageswithadistant
dealexpirationtimeatatimewhenmostofthefollowersareactive;ortopostconcretedealmessages
withaproximaldealexpirationtimeatatimewhenmostofthefollowersarenotactive.

Limitations
andfuture
research
opportunities

Firstly,dealshaveshortfeaturetimesandofferverydeepdiscountswithinagroup-buyingcontext.
Futureresearchcouldexplorethegeneralizabilityofthesefindingsbeyondthegroup-buyingcontext.
Secondly,dealmessageswereshowntotheparticipantswithouttheirneighboringmessages.Future
researchcouldcollaboratewithmicrobloggingsitestostudyhowneighboringsocialmessagesinfluence
consumers’purchaseintentions.Thirdly,futurestudiescouldfurtherexamineconsumers’purchase
intentionsbyconsideringotherfactors,suchasconsumers’regulatoryfocusanddevicesusedfor
accessingthemessages.Moreover,othertemporalcuesassociatedwiththedealmessages(suchas
couponredemptiontime)couldalsobeexplored.
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