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ABSTRACT 

The  following  paper  investigates  the  issue  of  word-of-mouth  communication  of  prices  in  the  context  of
everyday situations. Particularly, it is examined whether discrepancies evolve between positive and negative
price  perceptions  and  who  serves  as  contact  groups  to  talk  about  price  experiences.  Furthermore,
gender-specific  aspects  are  examined.  The  paper  ends  with  management  implications,  limitations  and
suggestions for further research.  
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