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Abstract

The study aims to provide the discriminate relationship among the sensory
hedonics, emotional conditioning, curiosity fulfillment, monetary benefit, and
showing care with the buying decision of consumers. The data were collected
through a self-administrative questionnaire from 260 respondents.
Discriminant analyses were applied to identify the relative variables of
consumption values because of the dependent categorical variable. The
discriminant analysis showed that the curiosity fulfillment which is
consumers need to seek novelty and variety was found to be the strongest
predictor along with sensory hedonics that includes essential flower
characteristics, in particular scent, freshness, and appearance while emotional
conditioning and showing care to others was next in importance as a predictor
and monetary worth was the worst predictor. This study also provides insights
for flower retailers, marketing managers, and horticultural practitioners about
the prioritization of cut flower features by floral buyers.
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Introduction

The florist industry is competing against many other markets
in which fresh-flowers are selling at low prices due to the high increase
in demand for flowers ordering directly from the farm to consumers in
the early 20" century (Berkshire, 2015). It is known now that giving
of “gifts” is one of the key aspects that drive the increase in the growth
of the overall global floral industry. It is known that almost 60% of
Americans use flowers for gifts at least once, and nearly 80% of the
purchases of fresh flower are for gifts (Li et al., 2016). Cut flower
attributes and their consumer preferences have been intensively
studied in the USA (Behe et al., 1999; Behe & Yue, 2008). (Huang,
2005) describes the key factor behind influencing the choice of flowers
for gifts are flowers. Li et al. (2016) identified factors affect buying
decision of consumers in United State and the most effecting factor are
price, visual appeal, Quality of blooms and foliage, availability, and
colors which are 21%, 18.7%, 15.9%, 10.2%, and 9.8% respectively.

Flowers are used to creating an ambiance that suits the home
and business environments. The use of flowers as gifts to express
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feelings of thankfulness, sympathy, affection, or status (Huang & L.in,
2015; Palma & Ward, 2010). Consuming, purchasing, choosing, and
using up commaodities like roses is a complicated social and cultural
process (Ziegler, 2004). Flowers are used for religious, corporate, and
other social events as well. In line with the findings of (Huang, 2005)
academic research reveal that gift giving is a key aspect that compels
the consumer to buy cut flowers. It is mainly used for decorative
purposes, but many flowers have medicinal and other commercial
uses. Their prettiness and emblematic importance of affection towards
others, belongingness, status, festivity, kindness, are the basis that cut
flowers have long been used as gifts to augment social relationships
between people or to symbolize something vital in customs. (Ziegler,
2004).

In Pakistan, the floral business is for the most part located
around the large urban communities like Karachi, Lahore, and
Islamabad and the trade and production of flowers by (Manzoor et al.,
2001). Consumer preferences drive consumer demand for flowers but
there is a lack of knowledge about consumer preferences of cut-
flowers in the floral market of Quetta and also the selling and cutting
flowers in the floral market has always been a concern for the florists
and traders (Huang & Yeh, 2009b). Studying what drives consumers
or what factors influence consumers choice of what to buy, what kinds
of flowers to buy, and how much to buy can help to lessen the concerns
of florists and traders.

Literature Review

In purchasing goods and services the motivation and reason
behind it are clarified by the theory of “consumption values” (Long &
Schiffman, 2000). The theory consists of a range of products and
services it includes Industrial goods and both physical and non-
physical consumption goods. (Sheth et al., 1991b). The five proposed
consumption values are functional and social (Huang, 2005; Ziegler,
2004), emotional (Huang & Lin, 2015), epistemic, and conditional
value (Sheth et al., 1991b). These values tend to influence the choice
of the consumer in buying a specific brand, buy" or "not to buy, and
what type of brand to buy (Huang & Yeh, 2009a). Product categories
and different types of products may deliver different types of
consumption values to consumers. Similarly, flowers deliver different
consumption values to consumers that are sensory hedonics, emotional
conditioning, monetary worth, curiosity fulfillment, and showing
care to others” (Huang & Yeh, 2009b).
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The pleasure and joy aroused through human senses are
known as sensory hedonics. The sense of sight, smell, and touch all
included in sensory hedonics (Huang & Yeh, 2009b). Sensory
hedonics here refers to a functional value which according to the
theory of “consumption values” describes functional value as the
perceived advantage that is acquired from the practical, functional, and
material performance of circumstances. (Sheth et al., 1991). A
consumer decides based on the properties and qualities that a product
is made of or the lack of such properties makes him decide whether
not to purchase a product or to purchase (Huang, 2017). Moreover, in
his study, they discussed various metaphors most often used as a gift
and building social relationships.

Emotion conditioning is a value that is more psychological in
nature and that conditions the consumer's mind into a calm, peaceful,
and pleasant status (Huang & Yeh, 2009b). Consumer behaviors
within a framework can be described as expressions of feelings or
emotional responses towards “product, advertisements, brands and
situations”(Hawkins & Mothersbaugh, 2010). The value that is
emotional in nature can be a gain or benefit acquired due to sensational
or emotional conditions which change with the mood changes like,
fragrance, location, and multi-colors (Ongy et al., 2018). This type of
consumption value is a result of reactions consumers express for a
product (Xiao & Kim, 2009). In a study by (Matsuo, 2008) it was
observed: "that plants have the function of healing and can satisfy the
human being need for self-esteem™. Hardly attention is paid to flowers'
intrinsic value and mostly it is seen to be of symbolic value. It may not
satisfy the basic human needs of food clothing and shelter but it does
incorporate the feelings of self-esteem (Behe, 1989; Behe, 1993).

Curiosity fulfillment is a consumption value related to
consumers' need to explore and seek variety. Value is delivered when
it satisfies the consumer's need to seek variety (Huang & Yeh, 2009b).
Curiosity fulfillment which has been referred to as “epistemic value”
by (Sheth et al., 1991b) can be explained as the perceived or attained
curiosity from the purchase of a product, and his need or desire for
novelty is fulfilled. Consumers with the motive to seek novelty or
variety are sometimes willing to pay high prices on basis of attributes
(Rombach et al., 2018b).

In the case of flowers, men prefer red roses over other colors
while women had preferences other than red and the least preferences
for pink colors (Hutchison & Robertson, 1979). In addition, Wang et
al. (2017) stated that the red color is most predominant in the selection
of roses in Beijing. One can see that women tend to vary. Flower
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composition, display in vase flowers other than red roses that are with
more variety improved the marketability of flower baskets or flower
arrangements as identified by (Dzokoto et al., 2018; Robertson &
Chatfield, 1982). Monetary worth is the consumption value that refers
to the value related to the performance of the product. In the case of
flowers, it refers to the longevity or quality and that is assessed in
conditions of the value in term of the cost that the consumers are ready
to pay (Huang & Yeh, 2009a). The price affects many consumer
decisions, the background of consumers such as the personal values of
customers, and the socio-economic background of consumers may be
responsible to influence consumer decisions. Therefore the price is an
important factor in making a purchase decision. (Huang & Lin, 2015).

The consumption value that is “showing care to others” is
related to the “Social value” of consumption value theory. According
to (Sheth et al., 1991b), social value is explained as the “perceived and
attained benefit as about one social faction or several social factions”.
The attained social advantage for the customer might be contrarily or
emphatically identified with other financial, social, and statistic
gatherings. Opinion leaders or reference gatherings are the ones that
influence the utilization of references (Sheth et al., 1991). This is
further explained by (Schiffman & Kanuk, 2009) that “in society, there
is a hierarchy among the individuals according to their status and this
hierarchy generates the concept of social classes”.

Theoretical Background

In considering the driving factors that in fluence buyers’
decision to pay for the flowers, such as not to purchase or to purchase,
how much to purchase, or what type of flowers to purchase, will assist
floral retailers in resolving such concerns (Sheth et al., 1991b). In
Literature we go through models and theories that explain and analyze
consumer behavior. These models are not adequate to explain post-
modern consumer behaviors. The model that is most up to date in
explaining and analyzing consumer behavior is developed by (Sheth
etal., 1991b). The model is known as the “consumption values model”
and it focuses on explaining consumer behavior using consumption
values.

Purchase of durable goods the consumption values such as
social value, emotional value, quality, and price were considered
(Sweeney & Soutar, 2001), In the case of flowers “consumption
values” that were identified for floral buyers were more relevant to the
epistemic value and the emotional value (Oppenheim & Fly, 2000).
Plants have the utility of curative for human beings and delight for
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them when they share their experiences of taking care of flowers with
their family members and friends; this incorporates the social values
and emotional values (Matsuo, 2008).

The findings of the previous studies were used to identify the
consumption values for floral buyers, as a result, five consumption
values that were digger out included sensory hedonics, curiosity
fulfillment, emotional conditioning, showing care to others, and
monetary worth of flowers. This study gives more insights into the
literature related to consumers buying decisions and consumers' values
related to the floral market. These relationships will also add a new
contribution to the existing models in the modern era of consumer
buying behavior.

Hs: Sensory Hedonics discriminate against the floral buying decision
of the consumer.

H,: Emotional Conditioning discriminate against the floral buying
decision of the consumer.

Hs: Curiosity Fulfillment discriminates against the floral buying
decision of the consumer.

H.: Monetary Worth discriminate against the floral buying decision of
the consumer.

Hs: Showing Care to others discriminate against the floral buying
decision of the consumer.

Research Design and Methodology

The research has used primary sources of data to investigate
the relationships. The nature of research is the deductive approach
(quantitative analysis). The survey questionnaire method is used to
collect the data and from respondents from Pakistan generally not from
specific target groups of people. Finally, 260 responses were collected
through a self-administrative questionnaire using a convenience
sampling technique. The questionnaire consists of 36 questions out of
which the first three questions are related to the socio-economic details
of respondents and the rest are about the variables under study. The
Instrument used for data collection is adopted by (Huang, 2005) and
(Huang & Yeh, 2009a). It was applied to examine the key variation
across the floral consumer groups to their "consumption values” for
flowers. SPSS software (SPSS 25) was used to conduct a statistical
analysis. Discriminate analyses were used to find the consumption
values and discriminate between floral buying decision that is between
those who are “More Likely to buy” and “Less likely to buy”.
Discriminant Analysis is used when the dependent is a categorical
variable.
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Results

The purpose of “Discriminant analyses” is to find or foresee a

group-membership , so we look at if there are any “significant

differences” between the groups on every one of the "independent
variables" using data results showing group means. Means tables give
this information that when and if there are no huge group differences
it is not important going on or continuing any further with the work or
investigation. A rough indicator of variables that might be significant
can be gotten by looking at the group mean's standard-deviations. Here
we can see that all five variables show differences in mean scores, it
suggests that they all are discriminators Table 1. Table 2 also supports
this as inter-correlations between these Independent variables are low.

Table 1- Group Statistics

Purchase Decision Mean S.D.
Monetary worth 2.8792 .96528
Less likely o Show_ing Care o 3.7800 716397
purchase Emt_)tlo_nal COI_’IdItIOﬂIng 3.6781 .88517
Curiosity Fulfillment 3.1571 12722
Sensory Hedonics 3.5625 .65778
Monetary worth 2.6838 95331
Showing Care 3.5205 .95474
Likely to purchase Emotional Conditioning 3.9776  1.07750
Curiosity Fulfillment 3.7106 .79355
Sensory Hedonics 3.9145 .84845
Monetary worth 2.7827 .96134
Showing Care 3.6519 .87044
Total Emotional Conditioning  3.8259 .99309
Curiosity Fulfillment 3.4304 .80748
Sensory Hedonics 3.7363 77585

Table 2- Pooled Within-Group Matrices
() ) ®) @ O

<

'% (1) Monetary worth 1

S (2) Showing Care -.021 1

S (3) Emotional

©  Conditioning -163 119 1
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(4) Curiosity i
Fulfillment 164 | 140 ) 385 | 1

(5) Sensory Hedonics -.028 146 352 211 1

Log determinants and Box’s M

In Discriminant Analyses the essential supposition will be that
the “variance” and “co-variance” matrices are proportional/equivalent.
The Null hypothesis is tested by Box's M test that the covariance-
matrices do not vary between groups made by the dependent. The
analyst needs this test not to be significant with the goal that the null
hypothesis that the gatherings do not vary can be held.

Table 3- Log Determinants

Purchase Decision Rank Log Determinant
Less likely to buy 5 -2.711
More likely to buy 5 -1.294
Pooled within-groups 5 -1.886

Note: The ranks and natural logarithms of determinants printed are those of the group covariance
matrices.

The log determinants should be equal for this assumption to hold.
When tested by Box’s M, we are looking for a non-significant M to
show similarity and lack of significant differences. In the below-
mentioned case, the log determinants have appeared alike or similar
and Box’s M is 19.642 with F = 1.264 which is significant at p <.215
(Tables 3 and 4).

Table 4- Box-M and Eigen Value
Test Results

Box's M 19.642

F (prob.) 215
Eigenvalues

Function 1

Eigenvalue 214

Canonical Correlation 420

Note: Tests null hypothesis of equal population covariance matrices and canonical
discriminant functions were used in the analysis.

Eigenvalues

The greatest number of “discriminant function” delivered is
the number of groups less than 1. We are just utilizing two groups here,
to be specific “less likely to buy” and “more likely to buy”, so just one
function is shown. The value of .420 in Table 4 suggests the model
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explains 17.64% of the variation in the "grouping variable", i.e.
whether a consumer is "less likely to buy" or "more likely to buy'.
The significance of the discriminant function is indicated by
Wilks lambda. The above (Table 5) indicates a highly "significant
function" (p < .000) and it provides the proportion of "total variability
not explained”, i.e. it is the opposite of the squared "canonical
correlation”. So, the 82.4% unexplained variance is shown.

Table 5- Wilks' Lambda
Wilks' Lambda Chi-square Sig.
.824 29.724 .000

Standardized Canonical Discriminant Function Coefficients

The clarification or understanding of the discriminant
coefficients (or loads) resembles that in "multiple regression”. Table 6
gives a file of the significance of each indicator. The sign shows the
heading or course of the relationship. Curiosity Fulfillment and
Sensory Hedonics score was the most grounded indicator while
"showing care to others" (note negative sign) was of subsequent
significance as an indicator. "These three factors with big coefficients
emerge as those that firmly foresee allotment to the "Less likely to
purchase" or "more likely to purchase group”. The emotional
conditioning score is not as successful as the predictor or we can say
it was not large enough to be categorized as a successful predictor.
Structure Matrix

The structure matrix table (Table 6) shows the correlations of
each variable with each discriminate function. These Pearson
coefficients are structure coefficients or discriminant loadings. They
serve like factor loadings in factor analysis. By identifying the largest
loadings for each discriminate function, the researcher gains insight
into how to name each function. The results show that curiosity
fulfillment and sensory hedonics suggest that it discriminates between
"Less likely to buy" and "More likely to buy". Generally, just like
factor loadings, (0.30) is seen as the cut-off between main and less
important variables. Monetary Worth is not loaded on the discriminant
function i.e. is the weakest predictor and suggests that Monetary Worth
is a function of other un-assessed factors.

Table 6- Canonical Discriminant Function and Structure-Matrix
Coefficients
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Unstandardized

Canonical .
S Canonical Structure
Discriminant oL .
. Discriminant Matrix
Coefficients ..
Coefficients
Monetary worth -.105 -.109 -.222
Showing Care -.494 -572 -.327
Emotional -.084 -085 331
Conditioning
Curiosity
Fulfillment 784 1.031 792
Sensory 439 580 506
Hedonics
Constant -2.983

Note: Pooled within-groups correlations between discriminating variables and
standardized canonical discriminant functions Variables ordered by the absolute size
of correlation within the function.

Canonical Discriminant Function Coefficients

These "unstandardized coefficients" are utilized to make the
discriminant function equation. It works simply like a regression
equation. For this research study the discriminant function equation is:

D = (1.031 x Curiosity fulfillment) + (.580 x Sensory Hedonics) +
(=.109 x Monetary Worth) + (-.572 Showing Care to others) + (-.850
x Emotional Conditioning) — 2.983.

The discriminant function coefficient or ‘“beta” of the
standardized form both indicates the fractional contribution of each
variable to the "discriminate function" and “controlling for all other
variables in the equation”.

Classification

The classification results reveal that 72.6% of respondents
were classified correctly into “Less Likely to Purchase” or “More
Likely to Purchase” groups. ‘Less Likely to Purchase’ have been
classified with somewhat good accuracy (77.5%) ‘More Likely to
Purchase’ are classified as (76.9%).

Discussion and Conclusion

Discriminant analysis was carried out to predict whether a
floral buyer was "Less likely to buy flower" or More likely to buy
flower". Predictor variables were Monetary Worth, Sensory Hedonics,
Curiosity Fulfillment, Showing Care to others, and Emotion
Conditioning. Significant mean differences were observed for all the
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predictors on the DV, while the log-determinants were rather alike. A
significant association between all predictors and groups was revealed
by discriminate function accounting for 17.64%, between-group
variability, although as structure matrix was closely examined it
revealed two significant predictors specifically, "Curiosity
Fulfillment™" (.792) and "Sensory Hedonics" (.506) were the strongest
predictors while "Emotional Conditioning"(.331) and "Showing care
to others" (-.327)" were next in importance as a predictor and monetary
worth was the worst predictor. Overall, 75.6% were correctly
classified as shown by cross-validated classification.

Hypothesis Hi, Hz, Hs and Hs are accepted as the results show
that all variables discriminate for floral buyers, although "Monetary
Worth" is seen to discriminate the lowest between floral buyers who
are less likely to buy and more likely to buy therefore we can reject the
Ha4 hypothesis. According to the results "Curiosity Fulfillment" turned
out to be the strongest predictor for floral buyers. This shows that floral
buyers seek variety and novelty in flowers and always want to explore
something new about flowers. Secondly, Sensory Hedonics turned out
to be the strong predictor that is consumers give more importance to
essential flower characteristics in particular “scent”, “freshness” and
“appearance” as earlier studies have also shown (Rombach et al.,
2018a).

The variable explains that floral consumers give more
importance to the functional attributes of the product. This is the case
with fresh flowers as consumers want the floral products to perform
better that is for how long the fresh flowers can stay fresh to grow
quickly. (Behe, 1993) also admitted that consumers tend to smell
flowers just before buying them, this is in line with our results as
consumers find scent an attribute of importance in buying flowers.
Consumers usually evaluate the flower's attributes with the use of their
senses, so the scent of the flowers can give them a good indicator of
the freshness of the flower. It is known that older flowers do not have
a good scent as compared to fresh flowers therefore consumers prefer
flowers that have scent with those without scent.

The study included the consumption wvalues, it is
recommended that future studies can evaluate the potential of specific
varieties, multi-group analysis on gender and age basis in the Pakistani
context, with cultural and cross-cultural level, supply and demand
level, and national and international levels. Further, it is suggested that
it can be imperative to investigate in-depth analysis to answer how
farmers can develop their sector and maximize opportunities to
marginalize in the floral market.
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