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Abstract
In situations of high competition, it is not easy for firms to increase or maintain
their sales volume, market share, or profitability of their products or services without the
support of marketing activities. One of marketing activities implemented in order to reach
such goals is sales promotion. One type of sales promotion often used by consumergoods manufacturers is coupons that are considered as price-oriented promotions.
The objectives of this research were to (I) study the factors that can explain
consumer's intention toward redemption of mobile coupons and (2) explain the
relationship between those factors and intention to redeem mobile coupon.
In this study, the survey research method was used for collecting the data from the
target population with self-administrated questionnaires. The target population was Thai
people who are 16 years of age and above, have own mobile phone, and live in Bangkok
area. A total of 393 complete responses were obtained from the samples and were
analyzed using SPSS program.
The descriptive analysis of respondent's characteristics in this research shows that
most of the respondents who have own mobile phone are female. Most respondents are
students whose ages are between 16-20 years and who are accustomed to use short
messaging service. Most respondents are single and have at least a bachelor's degree. In
addition, the majority ofrespondents' household income is over 50,000 baht per month.
From the results of hypothesis testing, the researcher found that four factors out of
five factors - convenience, perceived ease of use, permission marketing, and availability have positive relationships with consumer's intention to redeem mobile coupon for
purchasing products or services during the next three months. In addition, the results also
indicate that there is no significant difference in intention to redeem mobile coupons for

purchasing products or services during the next three months between the experien.ced
respondents and the inexperienced respondents.
'The findings of this empirical study are expected to provide initial insights into
consumer behavior toward mobile coupon redemption in order to help marketers
effectively design promotional strategies for appealing to target consumers who are
willing to adopt and redeem such new coupon forms.

Acknowledgements

The completion of this thesis has been possible because of the assistance and
support of several people. Thus, the researcher would like to express heartfelt
appreciation to those people whose valuable suggestions and constructive comments
contributed to the completion of this thesis.
First of all, my gratitude goes to Asst. Prof. Dr. Teay Shawyun (my thesis advisor)
who advised me throughout the accomplishment of this thesis.
Next, I would like to thank all the thesis committee members Dr. Chittipa
Ngamkroecjoti, A. Thierry De Gorguette d' Argoeuves, and Dr. Patricia Arttachariya
for their superb guidance and useful suggestions during the writing up of this thesis,
especially Dr. Patricia for her merciful helpfulness.
Furthermore, I would like to thank all the respondents who give their cooperation
in answering the questionnaires of this research.
Also, my thanks go to my friends for their valuable suggestions, helpfulness, and
friendship.
Finally, I am deeply indebted to my family for their love, blessing, finance, and
encouragement throughout the completion of this thesis.

Supapeera Hanwananont

Assumption University
December, 2005

TABLE OF CONTENTS
Page
Table of Contents
List of Tables

IV

List of Figures

VI

Chapter I
1.1

Generalities to the Study

Background of the Study

I

1.1.1

4

Coupon Promotions in Thailand

1.2

Statement of the Problem

7

1.3

Objectives of the Research

8

1.4

Scope of the Research

9

1.5

Limitations of the Research

9

1.6

Significance of the Study

10

1.7

Definition of Terms

10

Chapter II
2.1

Review of Related Literature and Studies

Definitions and Concepts Related to Mobile Coupons

13

2.1.1

Coupons

13

2.1.2

Mobile Coupons

18

2.2

Definitions and Features oflntention to Redeem Mobile Coupon

23

2.3

Behavior Intention Theory

24

2.3.1 Theory of Pl armed Behavior

27

2.4

Perceived Value

29

2.5

Convenience

32

2.6

Availability

36

2. 7

Permission Marketing

37

2.8

Perceived Ease of Use

40

2.9

Prior Experience

42

2.10 Review of Previous Research

44

TABLE OF CONTENTS
Page
Chapter III

Research Framework

3.1

Theoretical Framework

52

3.2

Conceptual Framework

56

3.3

Definition and Conceptualization of Variables

58

3.4 Research Hypotheses

60

3.5

62

Operationalization ofindependent and Dependent Variables

Chapter IV

Research Methodology

4.1

Research Design

65

4.2

Sampling Design

65

4.3

Research Instrument and Measurement

68

4.4

Pretest I Reliability

70

4.5

Data Collection Methods

71

4.6

Statistical Techniques of Data Analysis

72

Chapter V
5.1

5.2

Descriptive Analysis

76

5.1.1 The Characteristics of Respondents

76

Inferential Statistics

82

5.2.1 Hypothesis Testing

83

Chapter VI
6.1

Presentation of Data and Critical Discussion of Results

Summary of Findings, Conclusions, and Recommendations

Summary of Findings

91

6.1.1 Respondents' Characteristics

91

6.1.2 Summary of Hypothesis Testing

93

6.2

Conclusions

95

6.3

Recommendations and Managerial Implications

100

6.4

Suggestions of Future Research

106

References
Appendix

A. Questionnaire (English version)
B. Questionnaire (Thai version
C. Tables of SPSS Analysis

LIST OF TABLES
Page

Table 2.1

Couponing Objectives

15

Table 2.2

Coupon Distribution Vehicles

17

Table 2.3

Previous Studies on Coupon Redemption Underlying the

45-46

Characteristics of Coupon-Prone Consumer
Table 2.4

Previous Studies on Coupon Redemption Underlying the

47-51

Characteristics of Coupons
Table 3.1

Concept and Variables Operationalization

Table 4.1

Theoretical Sample Sizes for Different Sizes of Population and

63-64
67

A 95 Percent Level of Certainty
Table 4.2

The Questions Related to Questionnaire

69

Table 4.3

Reliability of the Questionnaire for the Pretest Survey

71

Table 4.4

Interpretation of the Coefficient Correlation

74

Table 5.1

Frequency Distribution of Respondents' Gender

77

Table 5.2

Frequency Distribution of Respondents' Age

77

Table 5.3

Frequency Distribution of Respondents' Marital Status

78

Table 5.4

Frequency Distribution of Respondents' Education

78

Table 5.5

Frequency Distribution of Respondents' Occupation

79

Table 5.6

Frequency Distribution of Respondents' Monthly Household Income

80

Table 5.7

Frequency Distribution of Respondents' Experience of Short Messaging 81
Service Usage

Table 5.8

Frequency Distribution of Respondents' Mobile Phone Payment

81

Table 5.9

Frequency Distribution of Respondents' Experience of Coupon

82

Redemption
Table 5.10

Spearman's Rank-Order Correlation Coefficient between Perceived

83

Value and Intention to Redeem Mobile Coupon
Table 5.11

Spearman's Rank-Order Correlation Coefficient between Convenience
and Intention to Redeem Mobile Coupon

84

LIST OF TABLES

Page

Table 5.12

Spearman's Rank-Order Correlation Coefficient between Permission

85

Marketing and Intention to Redeem Mobile Coupon
Table 5.13

Spearman's Rank-Order Correlation Coefficient between Perceived

87

Ease of Use and Intention to Redeem Mobile Coupon
Table 5.14

Spearman's Rank-Order Correlation Coefficient between

88

Availability and Intention to Redeem Mobile Coupon
Table 5.15

Mann-Whitney U Test of the Difference in Intention to Redeem

89

Mobile Coupon when Segmented by the Prior Experience of Coupon
Redemption
Table 6.1

Summary of Total Average Mean and Standard Deviation of

93

Independent and Dependent Variables
Table 6.2

Summary of Hypothesis testing

93

LIST OF FIGURES
Page
Figure I.I

Types of Consumer Promotions Used by Packaged-Goods

3

Manufacturer
Figure 2.1

Schematic Diagram of Theory of Reasoned Action

26

Figure 2.2

Theory of Planned Behavior

28

Figure 3.1

Theoretical Framework

55

Figure 3.2

Conceptual Framework

58

Chapter I
Generalities of the Study
1.1 Background of the study
In today's business, promotions are being used with increasing frequency by
consumer product firms because they are confronting many pressures from highly
competitive environments caused by less differentiation among products, services, and
brands, greater price sensitivity among consumers, and so forth. These situations have a
great impact on firms in keeping up their competitive advantages thereby helping them to
gain sales, profit, and market share. One important component of marketing mix is "sales
promotions" which are often recognized as marketing communication activities. These
activities are increasingly used by manufacturers and retailers who attempt to increase or
sustain their firms' sales and market share in a particular time period.
In recent years, sales promotions constitute a large expenditure for packagedgoods manufacturers. A decade ago, the advertising-to-sales-promotion ratio was about
60:40 whereas, currently, the growth in sales promotions accounts for 65 to 75 percent of
the total marketing budget (Kotler, 2003). According to the Promotion Marketing
Association in the United States, marketing expense shifted away from advertising
significantly in 2003. The respondents of this survey (e.g., marking executives) reported
that they had increased their expenditure of consumer sales promotions by twice as much
as they did on consumer advertising (Press release of Promotion Marketing Association,
1/04/2004). One critical reason leading to the above phenomenon in most of the consumer
product manufacturers is that there is a lack of product differentiation, which makes it
difficult for advertising to appeal to consumers by touting unique product features.
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Typically, sales promotions can be broadly classified into two main groups
underlying price orientation. First, price-oriented promotions such as shelf-price
discounts, coupons, rebates and price packs are likely to provide prompt rewards to the
consumer and they are transactional in character. These sales promotions are used for
increasing sales and market share, brand trial, as well as stimulating brand switching. The
second groups are non-price-oriented promotions such as contests, sweepstakes, loyalty
programs, and premiums that tend to involve delayed rewards and are more relationshipbased. They are also used for adding excitement as well as value to brands, and
encouraging brand loyalty (Srinivasan and Anderson, 1998; Huff and Alden, 1998).
Considering the given advantages of sales promotions, all types of sales
promotions seem likely to be the effective marketing tools of marketers in practice. Yet,
this raises the question of which type of sales promotions is the most popular when used
with an ultimate consumer in the consumer goods market. Belch and Belch (2004) cited
that coupon promotion is the consumer promotion activity most used by nearly all
packaged-goods firms and that direct mail coupon is the most popular method (see Figure

I.I).
In 2003, manufacturers in the United States offered a total incentive value of
coupons amounting to more than USD 250 billion, resulting in USD 3 billion in
consumers' total saving from coupon redemption. Coupons are now offered not only for
consumer packaged goods but also for a variety of other product and service categories
such as quick serve restaurants, apparel, home electronics, and even four-star dining
establishments (Press release of Promotion Marketing Association, 1/09/2004). As such,
it seems that coupons are easily available and consumers can use them for nearly all of
their purchases from daily purchasing goods to luxury items.
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Promotion type

Percent of Respondents

Couponing -consurrer direct

100%

Cents-off prorrotions

98%

Couponing in retailer's ads

93%

Couponing-in-store (self dispenser, handouts)

88%

Sarrpling new products

85%

Premium offers

78%

Money-back offers/ other refunds

78%

Sarrf>ling established products

j 78%
j 76o/o

Bectronic retail prorrotions /(;-;:_\o'::-,:,-.:-:

Sw eepstakes
Internet A"omotions
Contests
A"epricing (on product package)
Other

wl'''"'''~·~~-"-'"'-"~=·"-"'I 73%

I''
I;
j

c>cd 71%
· 166%
158%

l'-'--~_,127%

Figure 1.1 Types of consumer promotions used by packaged-goods
manufacturers
Source: Belch, George E. Belch and Belch, Michael A. (2004). An Integrated
Marketing Communications Perspective. {61h ed.), p.526.

In general, consumers would have the right to get the promotional benefits of
coupons when they follow the terms and conditions stated on coupons, usually consumer
must purchase the products or services of the firms which provide coupons as well. Yet
consumers, of course, tend to prefer coupons that offer a high face value (i.e., price
reduction). Hence, while appealing to consumers to join in coupon campaigns, the firms
always offer higher incentives by increasing the face value than the competitors' offering.
Sometimes, an increase of face value is not adequate to induce consumers to participate in
coupon campaign because, for some consumers, coupon redemption represents a timeconsuming activity due to several deliberate actions; scanning, assessment, clipping,
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orgamzmg, and redeeming (Ramaswamy and Srinivasan, 1998). The important
component of successful management of coupon promotion lies not only in the level of
discount but also the characteristics of coupons, such as the method of coupon
distribution, coupon availability in product category, market share of brand, and so forth.

1.1.1 Coupon Promotions in Thailand

In Thailand, although coupon promotions have usually been used by almost all
consumer goods and services firms as one of sales promotional tools for their products or
services for a long time, they are not actually the most popular promotional tool. Coupons
are continually used to promote a variety of product and service categories along with
different aims such as product trial, brand switching, repurchase, and even loyalty
programs. For example, Advance Info Service (AIS) sent a book of discounted coupons
to its mobile phone subscribers as part of a loyalty program. This coupon promotion is
based on the cooperation between AIS and Central Pattana (the owner of Central Plaza);
the variety of product and service categories of volatile brands which have the outlets in
Central Plaza appear in that discounted coupon book. Examples of these product and
service categories are clothing (e.g., SISLEY), beauty (e.g., HANAKO), decoration (e.g.,
Modemform), restaurant (e.g., Pizza Hut), and so forth.
The information of the number of coupons distributed and redeemed in Thailand
is not now available but .the study of Huff and Alden (1998) provided some important
insights into the effects of coupon promotions on Thai consumers. The findings revealed
that Thai consumers have a good response toward coupon promotions.
Coupon distribution in Thailand is seen in various charmels such as print media
(e.g., newspaper, magazine), direct mail, leaflets, and product packages; these channels
are perceived as the traditional methods of coupon distribution. Selecting each
distribution method (i.e., channel) depends on many relevant factors such as target group,
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budget, product and service category, and brand. Nonetheless, these traditional channels
of coupon distribution (i.e., print media, direct mail, product package) may not be able to
effectively capture today's consumer behavior changes due to the evolving needs
influenced by the technological advancement. Indeed, it is well accepted that technology
has a major influence on consumer's lifestyles. Technologies such as the Internet and
mobile phones are the obvious examples. When the consumer-centric approach is the
principle marketing concept of all firms in this age, marketers attempt to develop their
marketing strategies to be associated with consumer lifestyles related to the technological
stream.
Today, more than half of all people in Thailand have used mobile phones. As
reported by Kasikorn Research Center, the number of mobile phone users in Thailand are
estimated at 29 million at the end of the second quarter in 2005, approximately
accounting for 46 percent of total population (Kasikom Research Center, 19/05/2005);
Correspondingly, the survey of National Statistics Organization entitled "the proportion
of technology and information usage of Thai population in 2003-2004," reported that
mobile phones are the most popular communication devices for Thai people compared to
fixed line and the Internet both in Bangkok (including vicinity area) and upcountry areas
(Statistical Report of National Statistics Organization, 2004). This implies that the mobile
phone has already become the key communication device of Thai people.
With the advancement of mobile technologies, the perceptions of the mobile
phone are changing; the mobile phone is taking on a new meaning and has outperformed
its utility as a medium solely for voice telephony; it is increasingly perceived as a multipurpose device that is used to receive and compose text messages (SMS) or graphical
messages (MMS), to take and send pictures, to obtain information about the news, traffic,
or weather. Such diverse capabilities are creating unparalleled opportunities for firms to
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enter into the direct communication with consumers on one-to-one basis. Moreover, the
mobile channel is highly expected to improve the possibilities of reaching consumers by
allowing personalized content and context (Heinonen and Strandvik, 2003). As such,
mobile phones are increasingly used as a new marketing channel for firms' marketing
communication program, based on the large number of mobile phone users and the
growing usage of mobile phones. Any marketing practices conducted over mobile phone
channels are known as "mobile marketing."
Nowadays, people can use their mobile phones to receive electronic coupons
when marketers have applied the transmission data application such as short messaging
service (SMS) and multimedia messaging service (MMS) for sending text message about
coupon promotions to individuals. This coupon form is called "mobile coupon" whereby
firms add the value to text message by turning their message into a usable coupon via
mobile phone channel (Haig, 2002). However, most of the mobile coupon promotions
offered by firms are to send promotional message to target consumers underlying the
most popular features of mobile phone "short messaging service."
Recently, a survey of Nokia's global research reported that 31 percent of mobile
users would actually welcome receiving electronic coupons for shopping (Synergise
News Archives, 29/04/2004). Correspondingly, Raskino (2001) forecasted that consumers
will use mobile coupons 300 times more often than ordinary paper coupons (Dickinger et
al. 2004).

In Thailand, coupon promotion via mobile phone channel is just beginning to be
used by firms for different purposes, such as to distinguish the promotional campaign
from the competitors, to reach out to new targets, or to complement their marketing
activities with direct communication and measurement. With nearly 30 million mobile
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phone users already in use in Thailand, acceptance of mobile coupons is continuing to
grow.

1.2 Statement of the Problem
In recent years, Thailand has seen dramatic growth in the adoption and usage of
mobile phones. Such phenomenon allows marketers to exploit mobile phone as the
potential marketing channel for their marketing activities to the specific targets. Couponwhich is one type of sales promotion and often used in the promotional program- is now
apparent on mobile phones in the form of SMS message or MMS message, which is the
integration of mobile phone channel and coupon promotion. It reflects the marketing
trend of being compatible with consumer's digital lifestyle. For example, mobile coupons
are based on text messages via mobile phone channels that make consumers unnecessary
to clip coupons any more, unlike paper coupons. However, though mobile coupons might
seem to be an effective form of coupon promotion, it does not mean that consumers
actually use it because of reliable delivery system (e.g., technical support of mobile
phone, privacy, and mobile network) as well as behavioral and psychological factors
involving in consumer decision making. Thus, to design effective mobile coupon
promotions, marketers need to understand how these factors influence consumer response
to mobile coupons. After all, there is a need to understand how this new electronic
coupon influences consumers' coupon redemption and what the factors affecting mobile
coupon redemption behavior are.
To better understand consumer's intention to redeem mobile coupon, this study
examined the factors that influence consumer's tendency to redeem this new electronic
coupon. This is, of course, important information for marketers to formulate effective
marketing strategies. Aside from the determination of the factors related to intention
toward redeeming mobile coupon, to identify the precise target is also important for
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marketers because different segments of consumers will tend to respond to coupon ·
promotions differently. The implication of this might be that targeting the potential group
would increase the coupon redemption rate while at the same time, reduce a firm's cost of
coupon promotion. In consumer decision making, experience is an important influence to
his/her decision in performing any activity. In the same situation and activity, consumers
who have experienced in that activity will possibly formulate the different expectations of
consequence of engaging that activity from consumers who have not experienced. Thus,
examining the relationships between factors expected to involve mobile coupon
redemption and intention to redeem mobile coupon, and identifying the potential segment
of this electronic coupon promotion can provide insights into the relative importance of
those factors and serve as a guide for marketer to develop the mobile coupon promotion
strategies.
From the above discussion, the research questions addressed in this research are
specified as follows:
1) Are there significant relationships between the factors expected to involve
mobile coupon redemption behavior and consumer's intention to redeem mobile coupons
for purchasing products or services?
2) Is there a significant difference between experienced consumers and
inexperienced consumers of coupon redemption in intention to redeem mobile coupon for
purchasing products or services?

1.3 Objectives of the Study
Based on the research question of this study, the research objectives are stated as
follows:
1. To study the effect of factors involving mobile coupon redemption on intention to
redeem mobile coupons.
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2. To explain the relationship between the factors involving mobile coupon
redemption and intention to redeem mobile coupons.

1.4 Scope of the Research
Previous studies on coupon redemption showed that there are many factors that
have an effect on consumer's coupon redemption such as attitude, face value, norms,
embarrassment, method of coupon distribution, brand loyalty, availability, web
exploratory skill, consumer characteristics, inconvenience, ease and difficult to use, prior
experience, and so forth. Despite a large number of factors influencing coupon
redemption, this research focused on some factors anticipated affecting consumer's
intention to redeem mobile coupon. The main factors influencing mobile coupon
redemption included the perceived consequence and behavioral control with respect to
mobile coupon redemption and prior experience coupon redemption.
For prior experience of coupon redemption, the researcher used this factor to
segment the respondents into two groups: (1) experienced consumers and (2)
inexperienced consumers.
In addition, the promotional message of mobile coupon in this study was based on
text messages which are sent with the data transmission application "short message
service" (SMS) via mobile phone channel only.

1.5 Limitations of the Research
I) The pattern of mobile coupon distribution focused on this study underlies the
dimension of business-to-consumer, to the extent that consumers receive mobile coupons
from firms directly without their requests by sending SMS message following the firm's
conditions.

JO
2) Due to the specific target population under this study, the generalization of this
study was confined to target respondents in Bangkok area, the results of this study cannot
be generalized to all Thai consumers' intention.
3) The characteristics of mobile coupon of this study did not specify any category
of product or service, and brand.
4) In the part of the respondent's profile in questionnaire, the question about
respondents' education might be inaccurately interpreted by some respondents, especially
the respondents who are studying. They may identify their level of education according to
the level of education which they are studying instead of the latest education level they
graduated. This may lead to the conflict numbers of respondents' education found in this
research.

1.6 Significance of the Study
The findings of this study will be valuable for marketers, who are interested to use
mobile coupons as a promotional tool, in enhancing the understanding of consumer's
mobile·coupon-redemption behavior in terms of consumer's intention to redeem mobile
coupons. Consequently, the marketers can utilize this understanding for developing and
designing the effective marketing strategy for coupon promotions via mobile phone
channels to meet their target groups' requirement and attract them toward mobile coupon
redemptions.

1. 7 Definition of Terms
Attitude toward behavior: It refers to the degree to which a person has favorable and
unfavorable feeling of performing the behavior (Ajzen, 1988).
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Availability:

It refers to the degree to which consumers perceive the products and

services as easy to find in the market (Huff and Alden, 1998).

Behavioral intention: It refers to consumer's willingness to perform a particular action
with respect to the acquisition, disposition, and use of products and services (Fishbein and
Ajzen, 1975).

Convenience: It refers to the value placed on, and the active search for products and
services that provide personal comfort and/or save time in performing various activities
(Brown, 1989).

Mobile coupon: Coupons are sent to mobile phone via short messaging service from
firms (Dickinger et al. 2004).

Mobile marketing: Mobile marketing is any form of marketing, advertising or sales
promotion activity aimed at consumers and conducted over a mobile channel (Mobile
Marketing Association, 2005).

Multimedia messaging service (MMS): A technology which delivers a total
communication experience, allowing personalized multimedia content such as images,
audio, text, video, and combinations of these (www.gsmworld.com).

Prior experience: It refers to the knowledge and information gained from past behavior
(Dorsch et al. 2000).

Perceived ease of use: It refers to the degree to which an individual believes that using
the target system to be free of effort (Davis et al. 1989).
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Permission marketing:

It refers to any marketing massage sending to consumers

depends on the permission of consumers (Haig, 2002).

Perceived value: It refers to consumer's overall assessment of the utility of a product
based on perceptions of what is received and what is given (Zeithaml, 1988).

Sales promotions: It consists of a diverse collection of incentive tools, mostly short
term, designed to stimulate quicker or greater purchase of particular products or services
by consumers or the trade (Kotler, 2003).

Short messaging service (SMS): A technology that allows data to be sent and received
via mobile phone by each message limited only 160 bytes of information at a time; one
byte equates to one character (Haig, 2002).
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Chapter II
Review of Related Literature and Studies
This chapter discusses the definitions and concepts related to the use of mobile
coupons as a sales promotion tool. As behavioral intention is of central interest in this
study, behavioral intention theories are presented for better understanding of this variable.
Moreover, the variables influencing mobile coupon redemption have been described in
detail. Finally, prior researches on coupon redemption are reviewed at the end of this
chapter.

2.1 Definitions and Concepts Related to Mobile Coupons
2.1.1 Coupons
Coupon is one of the most widely used and most effective sales promotional
techniques. It is defined as a document that entitles the holder to a price reduction, a
special value, or a gift on the purchase of a particular product or service. Moreover,
coupons have been used to provide all sorts of incentives to the customer, from refunds to
combination offers and even free samples of the products (Schultz and Robinson, 1992;
Belch and Belch, 2004).
Coupon promotions are one type of sales promotion events or activities initiated
by manufacturers and retailers. These sales promotion tools are classified as consumeroriented promotions by serving different objectives for manufacturers and retailers, which
typically stimulate the purchase behavior of ultimate consumers (Srinivasan and
Anderson, 1998; Fortin, 2000). For the consumers, coupons give opportunities to them
for obtaining promoted products or services at reduced prices.
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Gardner and Strang (1984) suggested that people taking advantage of deals
including coupons may be engaging in mindless behavior (Mittal, 1994). In contrast,
Shimp and Kavas (1984) stated that coupons are the promotional offerings used by a user
underlying rational, systematic, and thoughtful behavior rather than under the control of
unconscious motives.
One study in Marketing News (1990), investigated some promotions with respect
to their impacts on the change of consumer purchase behaviors by comparing four
consumer sales promotion tools: coupons, rebates, sweepstakes and premiums.
Consumers' purchase behaviors were interpreted as consumers' cognitions in terms of
purchasing-behavior statements such as purchasing product they did not need, purchasing
a product they had never tried before, purchasing a different brand than they regularly
used, purchasing sooner than common use, and purchasing later than common use. From
the results of the study, it was revealed that coupons were the most effective promotions
for changing the purchase behaviors, more than 70 percent of the consumers reported they
purchased a product they had never tried before because of coupons, and over 75 percent
said they purchased a different brand than they regularly use because of a coupon.
Moreover, the study also indicated that of the four sales promotional tools, coupons are
the most available and easiest to use (Peter and Olsen, 2002).
Typically, coupons have been mainly used as incentive for three purposes: (I) to
attract new users into a reformed product or a trial of new product, (2) to get users within
a product to switch brands, and (3) to repurchase of the same brand (Raju and Hastak,
1983; Blattberg and Neslin, 1990). In a practice, coupon is a merchandising tool that can
be used for a variety of marketing objectives but the fundamental goal of coupon
promotions is to generate an increase in sales of products or services. Table 2.1 shows
that coupons take not only the form of pull promotions directly to the end-user or the
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form of push promotions to the trade channel member but also can be integrated with
advertising or other promotions, for example, some marketing campaigns use coupon
promotions combined with advertising in order to increase the consumers' interest in
advertising.
Tybout and Scott (1983) suggested that consumers who use coupons will view
them as a positive piece of information which consumers use to evaluate a brand before
making a repurchase decision. In particular, firms can benefits from coupon-based
campaigns, using them to add value to a loyalty program.

Table 2.1 Couponing Objectives
Direct Sales Impact

Attract product trial
Attract brand
switchers
Increase category
consumptions
Maintain or
enhance repeat
purchase rates
Defend market
Share

RetaUTrade
Related
Gain in-store
promotional
support
Increase
distribution
Motivate the sales
force
More directly
control retail
price

Integrated with
Advertising and Other
Promotions
Reinforce or enhance
print media
advertising
"Synergize" with
other marketing
instruments

Use as a Strategic
Tool
Preempt the
competition
Price discriminate
Cushion a price
increase
Reach the
appropriate target
group
Gain trial for
another product

Source: Adapted from Robert C. Blatteberg and Scott A. Neslin (1990). Sales Promotion: Concepts,
Methods and Strategies, Prentice Hall, p.269.

As mentioned earlier, coupons have been used to provide var10us types of
incentives to consumers. However, a price reduction either m form of percentage or
amount is the most popular pattern used to induce consumers to buy products and
services. Consequently, a firm which employs coupon as a promotion tool attempts to
strategically discriminate between price-sensitive and non-price-sensitive consumers. In
doing so, a firm would maximize its gains by harnessing maximum profitability from
non-price sensitive users; the more price sensitive consumers would use the coupons to
reduce the actual retail price (Narashima, 1984).
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Coupon promotion is used by only two groups: (I) wholesalers and retailers, and
2) manufacturers, but most coupons found in the marketplace are originated by
manufacturers. One interesting notion of coupon promotion is that anyone who wants to
distribute coupons can do so, either a giant corporation or a local supermarket. As
depicted in Table 2.2, coupons issued by manufacturers or retailers are distributed to
consumers in different methods. Nevertheless, there are four traditional vehicles used: (1)
media distribution, (2) direct mail, (3) package, (4) retailer distribution. Each method of
coupon distributions has a unique pattern which provides the distinct advantages or
disadvantages. However, this is relevant to many factors such as objectives, product and
service categories, target segments, geographical area, cost of distribution and production,
and so forth. The most popular distribution method is a media distribution known as the
free-standing insert (Belch and Belch, 2004) but direct mail is the channel that in known
to return the highest redemption rate (Bawa, 1996).
The supportive evidence from many studies indicates that the method of
distribution has a large impact on redemption rates (e.g., Reibstein and Traver 1982,
Ramaswamy and Srinivasan, 1998). The method of coupon distribution is often
associated with the characteristics of consumers who receive it. For example, a
manufacturer may target mail coupons to the selected deal prone households, whereas
newspaper coupons are for whoever reads the newspaper (Bawa and Shoemaker, 1987b).
Although it appears that coupon promotions provide several benefits to both firms
and consumers, however, there are many problems with coupon promotions. From a
firm's viewpoints, the problems with coupon promotions are low effectiveness of
reaching the targets, low redemption rate, misredemption, and high costs of production
and distribution. To minimize these troubles, marketers who are still favoring the use of
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coupon promotions as promotional devices continue to seek solutions to deal with such
troubles. One interesting way is to develop a new method of coupon distribution.

Table 2.2 Coupon Distribution Vehicles
Media Distributed
Free-standing insert. A. leaflet of coupons for various products that can be inserted into a
(usually Sunday) newspaper.
ROP (run-of-press) newspaper. Coupons that appear on the actual pages of newspapers,
rather than being inserted as a separate page or section. Often these coupons appear in as
advertisement for a brand (these are called "in-ad" coupons).
Sunday supplements. Coupons that appear on the pages of a newspaper "Sunday
supplement" magazine such as Parade and Family Weekly.
Magazine. Coupons that appear in magazines other than Sunday supplements, such as Better
Housekeeping. The coupons can be actually on a page, or attached using special "tip-in" or
"pop-up" cards.

Direct Mail
Coupons are mailed directly to consumer using the U.S. Postal Service. One mailing usually
includes several coupons from various manufacturers, although much more expensive solo
mailing is possible.

Package
On-package. The coupon appears on the outside of the package and can be used for a
subsequent purchase.
Instantly redeemable. The coupon is on the outside of the package but can be easily
removed and used on the current purchase
In-package. The coupon is inside the package can be used for a subsequent purchase.
Cross-ruff. The coupon is for another brand, manufactured either by the same or a different
firm. The coupon itself can be either in or on package.

Retailer Distributed
Retailer coupons. Coupons distributed by the retailer rather the manufacture. The coupons
can be distributed.
Coupon-dispensing machine. Manufacturer coupons are distributed by a machine located in
the store. The machine displays which coupons are available and shopper specifies which
coupons he or she wants.
Source: Robert C. Blatteberg and Scott A. Neslin (1990). Sales Promotion: Concepts. Methods, and
Strategies, Prentice Hall, p.266.
In addition to those traditional methods of coupon distribution, recently coupons
are also distributed via other channels. The new channels rely on technological conditions
which intensively involve consumers' everyday living - the automatic teller machine, the
Internet, and mobile phone.
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Automatic teller machine (ATM) is applied as a medium of coupon distribution by
utilizing each back page of transaction slip with the coupon message.
Coupons are now distributed to consumers via the Internet called "online coupons
or e-coupons" that are a paperless, newly emerging electronic coupon version (Fortin,
2000). In 2002, online coupons continued to register a growth of over 50 percent in
distribution volume over each of the previous three years (Press release of NCH
Marketing Services, 9/4/2003).

2.1.2 Mobile Coupons
Consumers can now receive coupons through their mobile devices such as mobile
phone, personal digital assistant (PDA), and smart phone. This new innovative coupon
promotion is called "mobile coupon or m-coupon" that is a coupon in terms of SMS or
MMS message by using mobile devices as the medium to receive and send coupon
messages directly between firm and consumer. Most coupon messages found in mobile
coupons seem to be SMS message because of the standard application of mobile phone
and the most popular non-voice features used by mobile users (Sandes et al. 2004).
Moreover, it is important to note that mobile coupons have all of the promotional benefits
of paper coupons, combined with the immediacy of the mobile channel. Due to the large
number of mobile phone users, this electronic coupon promotion has focused on mobile
phone users as a majority target group. As a result, mobile coupons are always viewed as
promotional tools used in mobile phones only rather than other mobile devices. This
electronic coupon can also be considered as the promotion of direct marketing due to the
direct interaction between firms and consumers.
Nowadays, many firms in Thailand (e.g., KFC, Boots, Chalachon, Suan Siam
Major Cineplex, Nai Int Book Store) have employed mobile coupons as promotional tools
in their marketing programs through several product and service categories (e.g., fast
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food, beauty, hair cut, movie, restaurant, book store, amusement parks, etc.). Similarly,
mobile coupons as one type of mobile marketing are considerably and increasingly used
by many firms in many countries (e.g., KFC in China, Carlsberg in the United Kingdom,
Dunkin' Donut in the U.S.). More interestingly, some mobile marketing agencies have
developed the solutions of mobile coupons that allow firms to communicate with their
target consumers in a direct and measurable way.
•

The Pattern of Mobile Coupon Distribution

There are two primary ways of mobile coupon distribution. First, manufacturers or
retailers deliver mobile coupons for promoting their products or services to target
consumers directly by themselves, marketing agencies, mobile network operators or
mobile service providers (Gavitec, 2005). However, the two latter parties (mobile
network operators and mobile service provider) are the important business partners of
firms in mobile coupon distribution due to the mobile network and the database of mobile
phone subscribers. In this pattern, mobile coupon can be sent to target consumers based
on firm's customer database or other sources (e.g., marketing agency, mobile service
provider). For example, one campaign of Dunkin' Donuts is undertaken by Enpocket
which is a leading agency of mobile marketing in the United States. Mobile coupons in
form of SMS were delivered to 7,500 targeted mobile users who were high school/college
students in Boston area. The promotional message was relevant to the trial inducement of
Dunkin' Donuts hot lattes with drive in-store to coupon redemption of USD 0.99 in
month of October. The result indicated a 21 percent increase in store traffic (Case Studies
of Mobile Marketing Association, 5/12/2004).
Second, consumers can request mobile coupons associated with products or
services they are interested by sending a SMS message code or making a request from
Web site. Like that, consumers have participated in mobile coupon promotions categories
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in each brand offered with mobile coupons from different sources such as the Website,
other informational sources advertising or the in-store promotion of some firms. In this
practice, consumers will have to bear the cost of sending SMS. For example, consumer
who has currently used AIS network can request the mobile coupons for Boots products
by typing the word "Boots" and sending that message to the number 81456. Within
seconds, consumer would receive a mobile discount coupon of Boots for purchasing
products at Boots's outlets, however, consumer will be charged about six baht per mobile
coupon by AIS. This pattern of mobile coupons is based on the cooperative strategy
between firms and mobile network operators which give firms a more targeted approach
than many other types of direct marketing with cost effectiveness. Whether consumers
receive mobile coupons from firms by request or without request, consumers simply
redeem them at the firms' specified redemption points (Digital coupon of mobileLife,
2003).
•

Advantages of Mobile Coupons
The advantages of mobile coupons are described in terms of firm's perspectives

and user's perspectives as follows:
•

Firm's perspectives

- Reaching the target groups efficiently and effectively: With the high coverage
area of mobile network and consumers holding a mobile phone with them all the time
allow marketers to send mobile coupons to their specific consumers anywhere at anytime
and can reach a large number of prospects or participants quickly.

- The more personalized coupons: Firms can provide more tailored coupons
associated with individual preferences based on their customer database or customer's
requests.
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- Time sensitivity: Mobile coupon campaigns can be executed extremely quickly
and can be sent to target groups rapidly because of short production timescales and the
good coverage of mobile network. Moreover, this type of coupon can be used as the
surprise coupon with real-time sending with respect to location-based services. For
example, imagine that a consumer is walking in Center Point at Siam Square. The local
Starbucks manager is having a quiet morning, so he/she sends a text message to the
consumer saying: "Hi go into the Starbucks in Kasikom bank at Siam Square. Show this
message to get a half price latte." As such, the consumer may be unable to resist and
punctually walks into Starbucks, allowing the retailer to make a sale they otherwise
wouldn't have (Buckley, 2004).

- Security: The specific numeric code or barcode is incorporated in mobile
coupon message for ensuring that the coupon cannot be reused or transferred.

- Efficient handling: Regarding the specific code and barcode, firms can
efficiently and effectively manage the redemption database based on digital form by
simply scanning at mobile phone screen or entering code of mobile coupons into the
particular software.

- Cost effective: The production, distribution, and collection are cheaper than
traditional coupon distribution because mobile coupon is paperless. In addition, mobile
coupons can be forwarded virally among users (i.e., viral marketing) if those mobile
coupons are not designed for redemption control.
•

User's perspectives

- Time and effort saving: Unlike the paper-based coupons, mobile coupons
save consumers' time and effort because they are unnecessary to seek and clip, except for
a self-request with text messaging.
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- Get the items of interest: If consumers have opted to receive mobile coupons

from firms, they are more confident to get the coupons highly related to they needs.
- A more involvement: In case of consumers' self-request or permission, the

decision making is moved to users increasingly. As such, it seems likely that consumers
may be more interested in coupon promotion because they have the right to select coupon
offers they are interested in.
- Efficient handling: In most cases, a mobile phone is comfortably carried with

the consumers unlike paper coupons that may be mislaid or forgotten.
•

Limitations of Mobile Coupons

Although mobile coupons have shown several advantages, they still have some
limitations in implementation the firm's viewpoints. To employ the security features such
as barcode or unique number code in controlling the circulation and misredemption of
mobile coupons, firms have the high cost in changing their cashier systems at point of
sales as well as the database management system at the head office for checking,
gathering, and measuring the redemption rate and/or incremental sales from mobile
coupons. The cost of this investment may be too expensive for some firms that are smallsize firms and do not have high sales volumes.
When marketers will send mobile coupons underlying the electronic bar codes,
marketers need to know that only mobile phones that support text graphic can be
received. Thus, it is necessary for marketers to know that targeted consumers' mobile
phones have such features. Moreover, traditional in-store scanning equipment (i.e., barcode reader) often has difficulty reading bar codes displayed on mobile screens, the firms
might have to install the specialized machine which provides paper coupon after scanning
mobile coupon. The above case includes the mobile coupon that has the promotional
message as picture messages, includes both the logo of the brand being promoted and
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encrypted information to prevent fraud redemption. This message form is based on the
mobile application of multimedia messaging service (MMS).
Without security system, there is less possible control of mobile coupons because
SMS message can be sent in among mobile users, it is different from paper coupons
which actual redemption numbers can be controlled and average redemption rates are
estimated. Consequently, the actual number of mobile coupons redeemed by consumers
may be higher than the actual number of mobile coupons distributed by firms. In addition
to mobile coupon redemption, the face value or expiration date on mobile coupons,
especially the text message form, may be modified by savvy mobile users. All of these
are the incremental cost of firms which may lessen the effectiveness of mobile coupon
promotion campaigns.

2.2 Definitions and Features of Intention to Redeem Mobile Coupon
The prediction of consumer behavior always is of concern to marketers because
many important decisions of firms (e.g., production schedule, distribution, and
advertising program) derive from the forecasts of consumer behavior. An accurate
forecast is predominant; merely small error predictions might result in high cost.

In

marketing literature, there are many relevant factors influencing consumer behavior, thus
it is essential to identify and understand such factors of consumer behavior in order to
design marketing strategies for controlling those factors as effectively as possible. Many
researchers have used behavioral intention as the important element to analyze and
predict consumer behavior (Miniard and Cohen, 1979).
The concept of behavioral intention used in this study comes from Fishbein and
Ajzen (1975)'s behavioral intention theory in which behavioral intention is referred as an
individual's subjective probability that he/she will perform some behavior. In accordance
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with their theory, the best way to predict an individual's behavior is to measure his/her
behavioral intention (Giles et al. 2004). However, behavioral intention will predict the
performance of any voluntary act accurately when unless the intention changes prior to
actual performance or the intention is umelated to the behavioral components - action,
target, situation, and time frame - each of these elements varies along a dimension of
specificity. Fishbein and Ajzen's behavioral intention would appear to be valid within the
constraints the researcher defines (Sheppard et al. 1988).
The results of several studies related to consumer's coupon redemption behavior
indicated that intention to redeem coupons is an effective predictor of coupon redemption
in varying method of coupon distribution such as newspaper, magazine, inion pack, freestanding insert (e.g., Shimp and Kavas, 1984; Bagozzi et al. 1992; Ramaswamy and
Srinivasan, 1998). The concept of intention to redeem coupon in those studies represents a
person's willingness toward redeeming coupons for purchasing goods or services in the
near future accompanying incentives (e.g., price off from regular price). As this study
deals with consumer's mobile coupon redemption, the researcher conceptualizes intention
to redeem mobile coupon as a person's intention to redeem mobile coupon which offers a
discount to purchase a product or service during the next three months.

2.3 Behavioral Intention Theory
Although the evidence of substantial researches supports the strong relationship
between behavior intention and the actual behavior (e.g., Fishbein and Ajzen, 1975; Ryan
and Bonfield, 1975; Ajzen and Madden, 1986; Sewell; 1981; Ryan, 1982; Ajzen, 1991),
in managerial perspectives, behavioral intention may not be sufficient to explain how that
action occurs, to the extent that people rationalize the implications of their actions from
the information available to them before they decide to engage or not engage in certain
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actions. Thus, to identify and understand other motivational influences on behavior is
important for controlling and changing behavior more effectively.
•

Attitude toward Behavior

An attitude typically is defined as a learned predisposition to respond in a
consistently favorable or favorable manner with respect to a given object (Fishbein and
Ajzen, 1975). Simply speaking, an attitude refers to a person's overall evaluation in terms
of positive or negative feeling directed at some object. As such, therefore, attitude toward
behavior refers to a person's a favorable or unfavorable evaluation of a given behavior.
Based on the theory of reasoned action, an individual forms his/her attitude
toward behavior on the basis of beliefs about the outcomes or consequences of
performing the specific behavior and the person's evaluation of these consequences (see
Figure 2.1). These beliefs are termed as behavioral beliefs. Some beliefs are acquired
from direct experience, some are from the information of various external sources, or
some are the combination of both internal and external sources. However, it appears that
only a relative small of beliefs actually influence a person's attitude. A few of these
beliefs are called salient beliefs and they are termed behavioral belief (Ajzen and
Madden, 1986). If a person has the positive beliefs about the outcomes of his/her
behavior, consequently he/she may present a positive attitude toward that behavior. To
obtain a person's overall attitude toward behavior, a person's salient belief strength about
the outcome associated with that behavior is multiplied by his/her evaluation for that
outcome as positive or negative.
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Figure 2.1 Schematic Diagram of Theory of Reasoned Action
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Source: Adapted from Richard J. Lutz, in Harold H. Kassarjian and Thomas S. Robertson (eds.) (1991).
The Role of Attitude Theory in Marketing Perspective in Consumer Behavior. (4 1h ed.).
Englewood Cliffs, New York, Prentice Hall, p. 333.

•

Behavioral Intention
As the theory of reasoned action stated that behavior intention, which is seen as

the immediate antecedents to behavior, is determined by attitudes and subjective norms
concerning the behavior. Behavioral intention refers to a person's tendency to perform or
not perform the behavior. This could imply that the stronger a person's intention, the more
the person expects to try, the greater the likelihood of the behavior occurs.

•

Other Antecedents of Intention
According to the theory of reasoned action, a person's intention to perform any

behavior is influenced by his/her attitude toward behavior and his/her subjective norm.
The theory are also proposed that the other variables are expected to have an effect on
intentions can influence only indirectly through their impact on attitudes and/or subjective
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norms (Fishbein and Ajzen, 1975). However, some researchers have found that some
variables have direct effects on intentions and/or behavior, unmediated by attitudes and
subjective norms or intentions. One of those variables is past behavior; several studies
have shown that the effects of past behavior directly on behavioral intentions (e.g.,
Bentler and Speckart 1979; Bagozzi, 1981; Fredricks and Dossett 1983; Bagozzi et al.
1992). However, whether or not past behavior should be held as one variable in the theory
of reasoned action probably is contingent on the behavior of interest.

2.3.1 Theory of Planned Behavior

The theory of planned behavior is an extension of the theory of reasoned action
(Fishbein and Ajzen, 197 5) to account for conditions where individuals do not have the
complete volitional control over their behavior because, of course, not all behavior are not
fully under volitional control. That is, though a person may be highly motivated by
his/her intention, he/she may not actually perform the behavior due to the disruption of
some conditions. Some these conditions are internal factors to the individual such as
skills, abilities and knowledge, some are external factors such as time, opportunity, and
dependence of the behavior on the cooperation of other people. The successful
performance of intended behavior depends on the individual's control over several factors
that are estimated to have the negative effect on the behavior achievement (Ajzen, 1988;
1991). To ensure the accurate prediction of behavior over which persons have a limited
control, the additive element is encompassed in the original theory of reasoned action.
This element is the perceived behavioral control (Ajzen and Madden, 1986).
Similar to the theory of reasoned action, the heart of the theory of planned
behavior is the intention to perform a given behavior. According to the theory of planned
behavior, attitude toward behavior and subjective norms about engaging in the behavior
presumably are the antecedents of influence intention and, in turn, intention influence
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subsequent behavior. For the perceived behavioral control over engaging in the behavior,
this element represents a factor influencing behavioral intention indirectly and through
behavior directly (see Figure 2.2).

Figure 2.2 Theory of Planned Behavior
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Source: Ajzen, leek (1988). Attitudes, Personality and Behavior, Persey Press, p.133.

The theory of planned behavior has been employed in many different studies in a
wide variety of different behaviors such as class attendance (Ajzen and Madden, 1986),
blood donation (Giles et al. 2004), the behavior underlying information and
communication technologies (e.g., Taylor and Todd, 1995; Pederson et al. 2002), the
evidences of these studies indicated the predictive and explanatory power of this
theoretical model in a person's given behavior.
•

Perceived behavioral control

Perceived behavioral control refers to the individuals' beliefs how easy or difficult
performance of behavior is likely to be. In other words, this element reflects the beliefs
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about the access to resources and opportunities needed to perform a given behavior; the
more resources and opportunities individuals think they possess, and the fewer obstacles
they anticipate, the greater should be their perceived control over the behavior (Ajzen and
Madden, 1986; Ajzen, 1988; 1991).
Perceived behavior control is formed by persons' beliefs concerning whether the
resources and opportunities are available to achieve the behavior (control beliefs) and
how each of those resources and opportunities facilitating the behavior influence the
perceived behavioral control (perceived facilitation). Note that only the control beliefs
perceived to the possible effect on achievement of behavior is considered and it
presumably may reflect past experience with the behavior.
The study of Taylor and Todd (1995) decomposed the control beliefs as two
components: a first component is internal notion of individual "self-efficacy" that refers
to as an individual's belief of his/her capabilities to perform a specific task (Bandura,
1997). The second component is the external resource constraints "facilitating
conditions," similar to the notion of Triandis (1979), relative to the availability of
resources needed to engage in the given behavior (i.e., time, money, skills, equipments,
and so forth).

2.4 Perceived Value
The concept of perceived value has been accepted for its importance and wide
popularity in the business environment because consumers will purchase a product or
service from the firm that they see as offering the highest perceived value (Kotler, 2003),
and such relationship has become the strategic implications for the success of companies.
It is argued that the products perceived as offering high value not only influence

customers' purchase behavior at the prepurchase stage (i.e., willingness to buy) but also
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affect their satisfaction, intention to recommend and return behavior at the postpurchase
phase (Dodds et al. 1991 ).
Zeithaml (1988, p.14) defined consumer's perceived value as "the consumer's
overall assessment of the utility ofa product based on perceptions of what is received and
what is given". By implication, perceived value is "a consumer's tradeoff between a get
and a give", to the extent that the get and give components can be interpreted as the
benefits and sacrifices relative to the use of a product or service, respectively. On the
other hand, perceived value has most often been operationalized in terms of the tradeoff
between quality (benefits consumer perceive in a product) and cost (prices consumer
perceive for paying to get a product) (Grewal et al. 1998).
Consumers judge the benefits of a product or service on the basis of the variety of
informational cues. The characteristics of these cues are intrinsic attributes, extrinsic
attribute, perceived quality and other relevant high level abstraction of a product or
service (Zeithaml, 1988).

Cues that are intrinsic attribute may present physical

characteristics of the product itself (such as color, size, taste, and smell) which are
normally used to judge the benefits of product with respect to the quality. As mentioned
earlier, the judgment of benefit does not consider only the perception of quality but
encompasses a higher level abstraction such as prestige, convenience, and smart shopper.
The extrinsic cues are used to judge the product quality such as price, packaging,
advertising, or even social influence. Buyers can combine those cues to justify their
product choice decisions.
Perception of value is partially determined by price consumers pay for getting the
product or service. Consumers usually have a set of expected prices that are acceptable to
pay for products or services they purchase. In other words, this expected price has been
most termed "consumer's internal reference price" that is relatively strong in price
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evaluation (Shindler, 1992). Consumer's internal reference price is derived either from
(1) experience with the products and services (e.g., average price of similar products, the
price of the most frequently purchased brand, the price last paid) or (2) readily accessible
information from the environment such as advertising and promotions (Lichtenstein et al.
1990). If the offer price is not acceptable, consumers are likely to desist for that product
and will either further search for an acceptable offer or forgo any purchase. Although,
firms use the one price stimulus to all consumers, consumers' price perception may vary
across individuals, across products, perception skill, situation, and time.
Extrinsic cues such as price is most used as a signal indicating the quality of
product instead of other information cues since in some situations other information cues
are too difficult used in evaluation or not available. People always think that product
which has a high quality is sold at a high price. Therefore, price can be both an indicator
of amount sacrifice (cost) needed to purchase a product and an indicator of the level of
quality. Other things remaining the same, a high pricing product leads to higher perceived
quality and consequently a greater willingness to buy. At the same time, the higher price
represents the increased buyer's perceptions of their sacrifice (i.e., amount of money) to
purchase the goods, therefore it negatively affects a willingness to buy (Lichtenstein et al.
1990).
To complete successfully in a value-oriented environment, firms must emphasize
the value of their offerings. One value-based strategy involves emphasizing the value of
acquiring the product or service (i.e., acquisition value) which represents a cognitive
tradeoff between the benefit and sacrifice associated with the product or service. Firms
can increase a perceived acquisition value by enhancing buyers' perceptions of the
product's quality or benefits relative to the selling price. Thus, firms might consider one
of three value-based positioning strategies: high quality, low price, or some balance of
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quality to price (Grewe! et al. 1998). For example, if the firms need to enhance buyers'
value perceptions in terms of low price, discount coupon promotion may be selected to
use. This coupon is likely to increase the advertising that buyers will save 20 percent from
the regular price of the same product when they redeem firm's coupons. This valueoriented strategy is aimed at enhancing buyers' deal perceptions because price-related
promotion often leads to a positive response of purchase behavior.
Lichtenstein et al. (1990) conceptualized the perceived value, namely value
consciousness, as a concern with ratio of quality obtained to price paid in purchase
transaction that helps measure consumer's perception of value effectively. In other words,
value consciousness is based on the price-perceived quality relationship. Their study
found that value consciousness is the crucial characteristics of consumer in coupon
redemption behavior.
The study of Mittal (1994), which investigates the effect of diverse consumer
characteristics on coupon redemption, pointed out that the cost/benefits perceptions
underlying the concept of time costs, economic benefits enjoyment and encumbrances
influence the consumer's attitude toward coupon redemption in supermarket.

2.5 Convenience
Convenience has a direct and substantive effect on consumer preferences and
shopping styles. It has been asserted as one of the important determinants of consumer's
purchasing decisions regarding numerous products and services. It is widely seen that
consumer's the convenience-driven demand is increasing that reflected in many products
and services such as home-delivery businesses (foods, services), office equipments (fax
machines, copier), convenience stores. Such growing demand in convenience is
stimulated by the desire for a more comfortable lifestyle. For example, time and effort
saved as a result of purchasing a convenient product or service which in turn may lead the
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consumer to seek other convenience-oriented products and services used for performing
their activities (Gross and Sheth, 1989; Anderson and Shugan, 1991; Luqmani et al.
1994). The continuous growth in consumer's demand for convenience has been attributed
from the abundant products and services, socioeconomic change, technological progress,
more competitive business environments, and opportunity costs along with the affluent
(Berry et al. 2002).
In early marketing literature, the term "convenience" is used as the classification
of goods and services. Later, convenience is conceptualized more widely by Brown
(1989) who described that convenience refers to the value placed on, and the active
search for products and services that provide personal comfort and/or saves time in
performing various activities. On the other hand, convenience does not necessarily only
save time but also may save physical effort. In general, consumers have to spend their
time and effort resources to receive the benefits whether it is high or low expenditure. The
greater the time costs associated with product or service consumption, the lower are
consumers' perceptions of product and service convenience. Time is generally recognized
as a limited and scarce resource and therefore "saving time" refers the reallocation of time
from one activity to another to achieve a greater efficacy (Feldman and Hornik, 1981).
Effort has been viewed as a relevant and positive input to an exchange: In an equal
exchange, the more effort one exerts, the more outcome he/she expects in return (Berry et
al., 2002). Moreover, effort can reflect to varying dimensions such as cognitive,
emotional, and physical aspect. Convenience-oriented consumption conceived by Brown
(1989) is not limited to the purchase of only low-risk or low-involvement products and
services but ranging from frozen foods to microwave ovens (Luqmani et al. 1994).
A large body of marketing literature indicated that convenience 1s a
multidimensional construct. Yale and Venkatesh (1985) proposed that convenience can
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be decomposed into six major dimensions: time use, accessibility, portability,
appropriateness, handiness, and avoidance of unpleasantness. Those dimensions are the
original concept of Brown's (1989) that suggested the convenience relating to product has
five dimensions: time dimension, place dimension, acquisition dimension, use dimension,
and execution dimension.
Besides the concept of product convenience, Berry et al. (2002) conceptualized
consumers' time and effort perceptions related to buying or using a service and explained
how time and effort costs influence consumers' overall convenience perceptions. They
also proposed the varying dimensions of convenience-based service goods which are
associated with the stage of buying or using a service. There are five dimensions of
service conveniences suggested in their study as follows:

•

Decision convenience: Consumers who desire a particular service perceived the

devoted time and effort to deciding how to obtain the service.
•

Access convenience: Consumer's the perception of time and effort expenditures

are rationalized about the action of obtaining the service.

For example,

convenience in buying goods is enhanced by the convenience of a store's location
or home delivery with order via telephone.
•

Transaction convenience:

Consumers perceive time and effort expenditures on

a transaction of receiving the services. For example, it is supposed that consumers
who intend to book an air ticket via Website of Air Asia but find that the Website
has low-speed rate, may make them feel dissatisfied and they may not continue
with the process.
•

Benefits convenience: Consumers devote the amount of time and effort to get the

experience in service's core benefits, for example, taking the subway to office or
home.
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•

Postbenefit convenience: This dimension of convenience relates to the time and

effort used after purchasing or using the product or service such as repurchasing,
repair, maintenance, or exchange after the consumer got or used the benefit of
service.
Although some authors have suggested that convenience is a multidimensional
construct (e.g., Yale and Venkatesh, 1986; Brown, 1989; Berry et. al. 2002), with overall
analysis, all of their dimensions relate primarily to two dispositions: time and effort
saving orientation. These two facets combined made up convenience orientation
consumption
For promotional strategies, firms can use convenience-based need to appeal to
consumers for participating in their promotion campaigns. Another method is that firms
use benefit convenience complemented with other appeals (e.g. monetary incentive).
Promotional strategies that combine convenience with other primary appeals would be
very effective in targeting convenience-oriented consumers. For example, consumers who
would like to use coupon they have to spend time and effort in searching, organizing,
sorting, and redeeming coupons (Luqmani et al. 1994).
Shimp and Kavas (1984) stated that coupon usage represents significant
expenditures of time and effort of consumers in using coupon and this concern is related
to coupon usage in terms of inconvenience. The term "inconvenience" in their study
means that the more time and effort are spent in coupon use, consumers perceive more
inconvenience in using coupon. The findings of their study revealed that inconvenience
significantly has the negative relationship with the attitude toward coupon usage.
Fortin (2000) quoted that to make the decision for using coupons, consumer
usually makes a tradeoff between money savings and the associated costs of using
coupons. Two key components of these costs are time and flexibility.
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2.6 Availability
Mowen (1993) mentioned the availability in terms of the availability heuristic
that people may assess the probability of an event by which the event can easily be
recalled in mind. The demonstration of this conceptualization is proved by the
experiment of Tversky and Kahnem an and (1973 ), the subjects were asked the relative
frequency about the words had the letter r as the first versus third position. The results of
this experiment revealed that most respondents judged that a greater number of words
start with the letter r. Yet, in fact, words with r as the first letter were fewer than words
with r as the third letter. They argued that it is a natural result of words stored in the
individual memory, which the word beginning with r is more available in memory and
easy to recall. Obviously, people are influenced by events that are readily available in
memory (Becker and Khun, 1984). It can be argued that the easier the outcomes can be
recalled, the more likely will people think about the outcome that will occur.
In accordance with consumer's purchasing decision, once consumers recognize a
need or want that might be satisfied by consuming the product, he/she will determine the
way (i.e. information of product or service related to his/her needs) to satisfy his/her
existing arousal needs or wants. This begins with an internal search; consumer usually
first searches in his/her memory. In general, individual is able to recall the information of
products or services when they are available in the market (Foxall and Goldsmith, 1998).
But if consumer's memory can not provide adequate useful information of products or
services to satisfy his/her needs or wants, consumer next undertakes the external search
for more information. Whether consumer's information search engages in internal or
external state, the lower product or service availability can lead to the lower customer
satisfaction and the increased propensity to switch to other brands. Moreover, availability
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consistency affects consumer's memory about the presence or absence of product or
service in the choice set on a given purchase occasion (Swait and Erdem, 2002).
In terms of the sales promotion, Dodson et al. (1978) studied how deal purchase
affecting brand switching and repeat purchasing for existing packaged-goods brands.
They found that all deals induce more brand switching than when no deal is available or
used.
According to Green's (1996) study, African-Americans used coupons less than
White Americans as they are less exposed to the types of media that are traditionally used
to coupon distribution. This is similar to the findings of Hispanic-Americans' coupon
usage of Kaufman and Hernandez (1990). In addition, Hernandez (1998) mentioned that
Puerto Ricans would use more coupons if manufactures and retailers offered coupons
more frequently. The study of Huff and Alden (1998), which defined coupon availability
as the degree of consumer's awareness of coupon in the market, found that availability of
coupons has the positive impact on consumer's use of coupons.

2. 7 Permission Marketing
Nowadays, new information and communication technologies such as Internet and
mobile phone employed by marketers have provided the great opportunity for improved
market segmentation and target marketing. However, it seems likely that sometimes these
technologies invade consumer privacy.

Consumer privacy has always been a critical

issue in marketing, especially direct marketing, but has become a greater significance in
recent years with the boom of Internet-based marketing (Haghirian et al. 2005).
Consumers are growing more concerned about marketer's ethical information practices in
their personal information to maximize sales and profits through marketing campaign
whether a firm directly collects from them or purchase from others sources with they do
not give any permission. According to Rule et al. (1980), consumers have expressed an
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increasing concern about the erosion of their personal pnvacy resulting from the
collection and use of personal information by state and federal government agencies and
business institutions. Wassestrom (1978, p.148) stated that privacy involves the question
of the kind and degree of control that a person ought to be able to exercise in respect to
knowledge or the disclosure of information about himself or herself, privacy in this sense
has been called "informational privacy" (Foxman and Kilcoyne, 1993). Of course, if the
consumers' privacy concerns influence their purchasing behavior, protecting consumer
privacy could have a positive impact on the firm's sales and profits (Culnan and
Armstrong, 1999).
From a study of Milne and Boza (1999), they found that the relationship between
the consumer's attitude toward direct marketing and the level of privacy concern was not
statistically significant. In the contrary, Phelps et al.'s (2001) study examined the
interrelationships among the antecedents and consequences of privacy concerns in the
context of direct-mail marketing. The results indicated that consumer's attitude toward
direct-mail marketing and his/her desired for information control are associated with their
level of privacy concerns. In turn, privacy concerns are negatively associated to purchase
behavior and the purchase decision process.
Nowadays, a number of firms have substantially undertaken the effective use of
Internet technologies into their business. The most pervasive Internet application such as
e-mail is increasingly used by marketers in part of direct marketing that acquire the new
customers, inform new product and enhance customer relationship (Krishnamurthy,
2001 ). Due to the millions of e-mail users, marketers consider e-mail the perfect targeting
tool, providing direct access to consumers. This result shows that e-mail has become an
important tool for direct marketing. However, the volume of commercial messages in
consumer's e-mail inbox is currently overflowing, most of them are identified as
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unsolicited message or spam message, where the recipient has not given any permission
for any promotional message to be sent. There are two reasons for this: (!)low cost of
communication and (2) instantaneous interaction (Hoffman and Novak, 1996).

The

increasing trend toward unsolicited e-mail message has negatively impacted the use of email as marketing medium. Also, it has become a big concern of consumers about
personal information in terms of e-mail address. Today's consumers are more likely to be
independent and individual. The more unsolicited e-mail messages consumers receive, the
more negative feelings toward e-mail marketing they have.
To acquire the permission of target consumers would seem ideally suited to e-mail
marketing, ensuring that messages go straight to people who want them. The concept of
"permission marketing or opt-in marketing" proposed by Godin (1999) is the new idea to
deal with such increasing problem; it refers to any marketing activity that depends on the
permission of consumers (Haig, 2002). In other words, consumers have granted a
marketer permission to send them promotional messages about product, service, special
offer or sale associated with their certain interest categories. To get consumer's
permission is typically done by asking the consumer to fill out a survey indicating interest
when registering for a service. The marketer then uses this information to match
advertising or sales promotional messages with the consumers' interests. This is seen as
reducing clutter of direct- marketing message and lowering search costs for the consumer
while increasing the targeting precision of marketers. Moreover, marketers obtain the
trust of the consumer and build two-way relationships with consumers (Krishnamurthy,
2001). However, permission marketing can be implemented not only e-mail marketing
but also in other direct mediums.
Mobile phone has become commonplace in people everyday lives. This relative
importance has drawn marketers to explicitly exploit this mobile device as the new
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marketing channel in order to enhance the marketing communication with reaching
targets more effectively compared to pervious channels of direct marketing. This digital
medium is considered as high personal channel because consumers regard their mobile
phones as a high private device because they hold their mobile phone almost all the time.
Consequently, they are rather sensitive about receiving marketing messages without their
permission from unknown persons or organization. When permission could assuage the
individual's privacy concern and also improve firm's targeting, thus it is crucial to
effectively address the idea of permission-based marketing in the mobile marketing
strategy (Haig, 2002). Nevertheless, permission marketing is not a guarantee to bring the
increased attraction of consumers indefinitely, it is only a door opener and gives an
indication of the consumer's potential interest areas (Heinonen and Strandvik, 2003).
The study of Haghirian et al. (2005) indicated that customers who consider
privacy as very pivotal are less likely to perceive the advertising on mobile phone as
valuable information. In the context of permission-based advert via mobile phone,
Barwise and Strong (2002) explored the effectiveness of SMS text messaging as
advertising medium for reaching young adults in the United Kingdom. The findings
indicated that respondents have a positive response on permission-based advertising
through mobile phone. It seems likely that the consumers view permission-based
advertising as a good way for marketers to communicate with them.

2.8 Perceived Ease of Use
The relative importance of information and communication technology has
become one part of people's lives in various dimensions such as consumption, shopping,
working and so forth. As such, firms have generally applied some information and
communication technologies (e.g., Internet and mobile device) into their marketing
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strategies in order to provide new innovative marketing and improve their
competitiveness. The important notion underlying the implementation of these
technologies as marketing channel is that the outcomes of promotional activities may fail
to meet firms' performance expectation because consumers are not interested in any
activities related to marketing via these channels. Marketers may view this failure
probably occurs from the performance of information and communication system rather
than the attributes of promotional practices. Interestingly, Henderson and Divett, (2003)
indicated that the poor performance of information and communication system, post
implementation, is typically due to behavioral factors rather than technical factors,.
Therefore, the intrinsic factors affecting consumers' decisions such as ease of use may be
a characteristic associated with the actual use of promotional program via the channel
underlying information and communication system.
According to Davis et al. (1989), consumer's perceived ease of use refers to the
degree to which an individual believes that using a particular technology would be free of
physical and mental effort. It is likely that the technology which is perceived easy to use
is more acceptable among users than the technology that is perceived difficult to use.
According to Clarke (2000), a mail survey by Embedded Solutions among 800
professionals in England in 1999 found perceived ease of use among the top five factors
in order of significance for determining use of wireless handheld devices. The empirical
evidence of some studies related to the use of mobile device system - mobile internet
(Cheong and Park, 2005), wireless internet (Lu et al., 2003) - implies that perceived ease
of use affect people's intention to use the communication technology application
indirectly through attitude toward using that technology application. All else being equal,
an application perceived to be easier to use than another is more likely to be accepted by
users.
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In a sense, the nature of coupon usage entail many stages involving consumer to
use coupons such as search, clip, organize, and redeem. Many stages make consumers
feel that it is too difficult for him/her grapple with those coupons. Chakraborty and Cole
(1991) who experimentally examined the effect of coupon on brand choice and
repurchase behavior noted that the effect of ease or difficulty of coupon usage underlying
the perceived cost of using coupon has the influence on whether or not consumer will
continue to purchase a formerly discounted brand.

2.9 Prior Experience
In social psychology and marketing literature, consumer behavior is viewed as the
decision making process, the outcome of which is determined by consumer's intellectual
information processing is based on the information available to consumer. However,
consumers do more than process physical information to make purchasing choices. They
also engage in imaginative, emotional and appreciative consumption experience
(Holbrook et al.1984). The consumption experience is conceived as a person's knowledge
and information which is accumulated over his/her lifetime from learning. In general, an
experience is the consequence of postpurchase evaluation in terms of individual
information about products or services derived from the consumption. This experience
will then be stored in personal memory in form of knowledge and information by which
can be recalled to the criteria of purchasing choice in the future (Schiffamn and Kanuk,
2004). In general, an experience from product or service consumption often reflects
people's feeling of satisfaction or dissatisfaction toward such behavior. Consumer who
has strong satisfaction with the purchase serves to reinforce future behavioral responses in
the form of repeat purchases. Consumer's ability to remember product information
directly relates to the number of his/her product-related experiences (Alba and
Hutchinson, 1987).
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Consumption experience can be classified into two ways: direct (i.e., past
behavior) and indirect (e.g., observing from the others of behavior) manner. Clearly,
direct experience differs from indirect experience obviously because of its interactive
character with trying and evaluation what consumers did and they tend to privilege
conclusion drawn from experience. Moreover, direct experience is easier to remember
because they are more vivid and concrete; they are also more credible than someone else'
reported experiences and are likely to be more involving and motivation. In marketing
literature, the attitude is made up of the beliefs toward objects from the direct experience
and the information of other sources, and this attitude demonstrates the feeling toward the
behavior. The attitude that is developed through the direct experience tends to be more
confidently held, more enduring and more resistant to change than those developed via
indirect experience (e.g., information from the advertising in television or Internet, and
the other people' telling) (Mowen, 1993).
Prior experience has been found to be an important determinant of behavior and
specifically it has also been suggested that the knowledge and information gained from
past behavior will help to shape their intention (e.g., Bentler and Speckart, 1979; Bagozzi,
1981; Frederick and Dossett, 1983; Ajzen and Madden, 1986). From the study of service
category, Dorsch et al. (2000) indicated that effects of past behavior have strong direct
effect on consumer intentions; this can be explained that if consumers gained more
experience with that behavior; their decision choices tended to become more automatic.
Moreover, the findings suggest that prior experience tends to limit one's consideration set
of service brands to the experienced service category. Additionally, the study of Bagozzi
et al. (1992) that investigated consumer's coupon redemption behavior supported that the
effect of past coupon-usage behavior is significant to both consumers' intentions to use
and the actual usage of coupon in shopping at the supermarket. Quite simply, past
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behavior, a result of past attitudes and belief should also play a role when a person is
confronted with a new purchase decision. For example, if a person frequently uses
discount coupons in purchasing products or services, his/her experience about that should
influence the importance of the specific factors present in the new purchase situation.
Prior experience plays an important role in the formation of customer benefit
expectations that is partially used as criteria decision of the future purchase. Marketers
can enhance their targeting and the product or service improvement by learning the
benefit expectations of their customers (Dorsch et al. 2000). Thus, if customers
possessing more experience with a product or service should anticipate receiving a greater
level of benefits than customers with less experience with that product and service.

2.10 Review of Previous Research
As mentioned earlier, although considerable attention has been paid in coupon
promotion literature in identifying the factors influencing coupon redemption behavior in
the variety of coupon forms, no relative empirical work has been done in coupon
promotions which are distributed through mobile phone channel. Thus, this review of
previous research emphasizes the studies on coupon redemption behavior in different
methods of coupon distribution, except mobile phone channels. The previous researches
on coupon redemption in this study are organized into two perspectives. The first
perspective is relevant to prior studies on the characteristics of consumers who are
coupon prone. The second perspective describes the coupon characteristics. The table
below exhibits the conclusion of previous researches in the

context of coupon

promotions that comprises the purposes of research, the type of coupon, factors or
constructs in the research model, the theoretical base of the research, the measures and
method of analysis employed, and the key findings.

Table 2.3 Previous Studies of Coupon Redemption Underlying the Characteristics of Coupon-Prone Consumer
Studies

Websters
(1965)

Montgomery
(1971)

Blattberg et
al. (1978)

Bawa and
Shoemaker
(I 987a)

Donthu and
Cherian
(1992)

Research purposes

To identify the deal-prone
consumer

To identify the deal-prone
household

To identify the deal- prone
household on the basis of
demographic variables

To verify the households are
likely to use coupon
consistently across product
class and the demographic
and socioeconomic of
coupon prone households
are different from honcoupon-prone households

To determine Hispanic
people' coupon redemption;
in case of strong Hispanic
and weak Hispanic

Types of
coupon
examined
Not specified

Coupon in
magazine

Not specified

Not specified

Factors or constructs
developed

Theory

Method
analysis

Purchase on deal, demographic,
socioeconomic and purchasing
characteristics

-

Regression

Deal-prone consumer is an older housewife.
lighter purchasers of the product quantity, and
more likely to low brand loyalty.

Purchase on deal, brand loyalty,
interest, the presence of children,
media exposure, opinion
leadership, venturesome,
gregarious
Purchases on deal, demographic
and household resources (e.g.,
home and car)

-

Regression

Purchases made on deal increased from the level
of brand switching, greater media exposure.,. and
for the household in which wife was
venturesome and gregarious.

Cross
tabuJation

Deal-prone households are car owners,
homeowners, non \\'Orking wives, no children
under six years, high income.

Purchase on coupon proneness.
five product classes, household
characteristics

Household
inventory
model

Utility
maximization
model

Major findings

Cross
tabulation and
t-test

I
Coupon
distributed via
magazine and
newspaper

Culture ( brand loyalty, budget
constraints)~ pride, in-store
marketing efforts(display,
salespeople), marketing
communication channel (Spanish
magazines and newspapers),
coupon redemption.

-

Househoids who heavily redeem coupon in one
product class tend to redeem coupon heavily in
other product classes as well.
Coupon-prone households are likely to have a
more educated husband~ reside in urban area,
less store and brand loyalty, this is contrary to
the characteristics of non-coupon-prone
households.

Ethnic
Strong Hispanic uses more coupon than weak
identification, . Hispanic, driven by brand loyalty, shopping
chi-square
! list, budget, reading printed media \vritten by
Spanish.

I
I
I

I

I
~

v.

Studies

Research purposes

Types of
coupon
examined

To examine the response of
Green (1996)

different ethnics to coupon
promotions on the
motivational factors; in

Not specified

Factors or constructs
developed

Theory

Method
analysis

Major findings

Coupon proneness, value on time,
value consciousness (price/quality
relationship), and perceived image,
demographics

-

Univariate

White Americans are more coupon proneness
and perceived economic benefits for using
coupon than African-Americans, but AfricanAmericans rather concern the greater time
saving for coupon redemption. Additionally,
there is no difference in the perceptions of image
and demographic profile .

case of Anglo-American
and African-American

t-test

.

.,.
°'

Table 2.4 Previous Studies of Coupon Redemption Underlying the Characteristics of Coupons
Studies

Research purposes

Types of
coupon
examined

Factors or constructs
developed

Theory

Method
analysis

Major findings

Reibstein and
Traver ( 1982)

To develop a model of
predicting coupon
redemption rate as well as
determine the relative
importance of various
factors on coupon
redemption rate

Newspaper, freestanding insert,.
magazine,
in-pack, direct
mail, Sunday
supplement

Redemption rate, method of
distribution~ face value of coupon,
discount offered, intensity of coupon
distributed, brand's market share

-

Regression

The model of predicting coupon redemption rate
is the function of distribution method, face
value~ discount offered, size of coupon drop, and
brand' marker share.

Raju and
Hastak (1983)

To examine the impact
of cent-off coupon on
pre-trial cognitive
variables (e.g., beliefs,
attitudes, behavioral
intentions, and cognitive
response)

Free-standing
insert with direct
delivery

Cognitive responses, beliefs,
attitudes, behavioral intentions, the
coupon face value

-

One-way
ANOVA

Shimp and
Kavas (1984)

Narashima
(1984)

To examine the
applicability of the theory
of reasoned action in both
the original model and the
modified model to explain
coupon redemption
hehavior

To investigate the
relationship between
household characteristic
and coupon redemption

Coupon deals influence the intention to trial
only due to economic incentive, and have no
significant effects on the pre-trial cognitive
structure (beliefs, attitude toward brand,
attitude toward trying the brand.

I

I

i

i~

I
0:

~

Magazine,
newspapers,
direct mail and
inion package

Not specified

Attitude toward the act,. subjective
norms, behavioral intention, behavior
beliefs about consequence from
coupon usage (inconvenience,
encumbrances, rewards), and
normative belief (family ,spouse,
friends)

Coupon redemption and
demographic profile (e.g., income,
education, children, employed wife)

Theory of
reason action

Price
discrimination
theory

Structural
equation
modeling

Regression

Individual attitudes and subjective norms
influence intention to use coupons, accounting
for 48%. Behavioral intention has the strong
relationship with coupon usage. Rewards from
coupon usage (saving and smart shopper) played
the most influence on attitudes. The thought of
spouse presented the strongest relationship with
subjective norms.
Coupon user is middle income~ more educated
with no children under 18 and an unemployed
wife.

..,.
....,

f
~
~

~
~

Sit
··ff$
~

·~
~

Studies

Research purposes

Types of
coupon
examined

Factors or constructs
developed

Theory

Method
analysis

Major findings

Henderson
(1985)

To develop the model of
consumer's decision to
redeem a coupon on a
purchase occasion

No specified

Coupon redemption (collection,
intention, redemption), the
characteristics of coupon. the
presence of other promotions. brand,
purchase characteristics,
demographics

-

Logistic
regression

Purchase characteristics \.vith respect to purchase
quantity and the store of purchase, brand loyalty,
manufacturer ad and the coupon characteristics
(face value and market share of brand) are
correlated with redemption.
Heavy coupon users tend to be more selective in
redeeming brand's coupon which is high market
share and provides higher value.

Intentions to redeem coupon and
coupon characteristics (face value,
mail-in coupon, free-standing insert,
favorite brand, market-level brand
, and three segments of coupon
user(coupon chasers, easy couponers,
picky ccuponers)

-

Latent
segmentation
Approach,
ANOVA
(Duncan's
test)

The different segments responded coupon
characteristics distinctly. The coupon chasers
(deal-prone consumer) were likely influenced by
a higher face value~ particular direct mail
coupon, whether it is occasionaJ or favorite
brand. Consumers intend to redeem larger for
higher market share brand. Coupon proneness
of consumers related consumer characteristics
better predictors than demographics.

Incremental purchasing, buyer
segment of the promoted brand,
demographic characteristics (e.g.,
income~ wife's education,
homeowner, household size), face
value of coupon~ household by
coupon redemption( redeemer and
nonredeemer)

-

LOGIT model,
Single
multivariate
analysis

Direct mail coupon lead to a significant increase
in incremental sales volume and that
incremental sales are greater for higher face
value. Coupon redeemers are the main sources
of incremental sales from a direct mail coupon
but the influence of coupon can also gerierate
incremental sales from nonredeemer. Household
that were more educated, larger, and
homeowners generated more incremental
volume associated with the incremental
purchasing increase with the household's prior
probability of buying the brand. The incremental
sales response to coupon promotions can be
increase by targeting specific demographic
segment through whether direct mail coupon or
other coupon forms.

Ramawany

and
Srinivasan
(l 989)

Ba\.vaand
Shoemaker
(1989)

To determine Coupon
user segments. marketlevel share and coupon
redemption intention

They want to examine the
association of the
following variables: (I)
incremental purchasing
and coupon redemption
behavior of redeemer and
nonredeemer, (2)
incremental purchasing
and household-level
segment, (3) the greater
incremental purchasing
volume per direct mail
coupon come from current
buyers or non.buyers of
the promoted brand

Free-standing
insert~ on-pac~

and mail in

Direct mail

.,,.
00

I
I

I

Lichtenstein
et al. (1990)

To investigate the
relationship between
coupon proneness and
value consciousness
underlying couponresponsive behavior

Not specified

Coupon proneness, value
consciousness, coupon redemption
(general and the specific product
category), cognitive constructs
(enduring involvement, situation
involvement, product knowledge,
price knowledge, shopping
competitiveness, deal retraction,
marginal utility, behavioral
constructs (brand loyalty: scale
behavior, other categories)
consumer Reports readership

Chakraborty
and Cole
(1991)

To examine the effects of
coupon characteristics on
brand choice and
repurchase behavior.

Not specified

Bagozzi el at.
(1992)

To evaluate the moderator
effecting of state versus
action orientation along
with a measure of past
behavior which are added
as the additional construct
to the theory of reasoned
action

Direct mail,
newspapers,
magazines in/on
pack, in store

Acquisition transaction
utility theory

T-test,
Regression
Pearson
coefficient
correlations

Coupon redemption behavior is determined by
coupon proneness and value consciousness.
Coupon proneness and value consciousness are
distinct constructs based on cognitive constructs
and behavioral construct. The studies also
suggested that appropriate measurement of
coupon proneness should rely on cognitive
constructs whereas value consciousness should
be measured with behavioral aspect.

Coupon redemption and brand
repurchase, face value, the degree of
effort, brand loyalty and deal
proneness

-

Logistic
Regression,
chi square,
t-test

Coupon users are more deal prone and less
brand loyalty than nonuser. Deal proneness and
brand loyalty were the most important predictors
of whether a person would redeem or would not
redeem a coupon t is not statistically significant
associated to coupon redemption. Redemption
rate are higher for high-value and low-effort
coupons.

Attitude toward coupon use,
subjective norms, intention, coupon
usage, action and state orientation,
and past behavior

Theory of
reasoned
action

Regression

Action-oriented users were more relative on
attitudes to influence intentions, whereas stateoriented users relied more on subjective norms.
Past behavior in coupon redemption had a direct
influence on intention and behavior.
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Studies

Research purposes

Types of
coupon
examined

Factors or constructs
developed

Theory

Method
analysis

Shindler
(!992)

To determine the
consumer response to
coupon and sale
advertising based on
price-promotion
characteristics (under
conditions of low price,
internal reference price,
and regular price)
To propose the model of
consumer characteristic
effects on coupon
redemption and examine
the effect of each
construct on coupon
redemption

Direct mail
(cent-off)

Probability of brand trial, pricepromotion characteristic in form of
cent-off coupon and sale advertising

-

A paired t-test

Respondents responded to the price promotion
in form of coupon more than saie advertising
in all three conditions).

Not specified

Coupon redemption, coupon attitude~
individual- difference variables
(IDVs); objective IDVs
(demographics), subjective
IDVs(consumers' self- perceptions
of general traits), domain IDVs (the
domain of shopping), and cost/
benefit percentions
Only study of coupon usage - level of
coupon use, attitude toward coupon,
availability, price consciousness,
fumiliarity, attitude of family and
friends toward using coupon~ and
embarrassment

Mediational
model

Structural
equation
modeling

The proposed model explained significant
variance 38- percent in coupon use. The overall
casual assumption, demographics
subjective IDVs ______,... domain IDVs __,...
cost/benefit perceptions _____.. coupon attitudes
___.. coupon usage.

-

Regression

All of three countries, familiarity, attitudes of
friends and fami1y, and price consciousness all
have significant positive impact, whiie fear of
embarrassment has a negative impact on
consumer
attitudes
toward
coupon.
Furthermore, consumer attitude and availabi1ity
have significant positive effects on consumer's
coupon use while price consciousness does not
have a significant impact on attitudes toward
coupons in neither Thailand nor Malaysia.

Mitt al (1994)

Huff and
Alden (1998)

Develop and test model
explaining consumers'
attitudes toward and use
of coupons and
sweepstakes in three
newly industrialized
markets {Taiwan,
Thailand, and Malaysia)

Not specified

Major findings

-

V>

0

Studies

Han et

al.(2001)

I Research purposes

I To examine the consumer
responses to the new form
of coupon distribution
such as online coupons

I

Types of
coupon
examined
Online coupon

(e-coupon)

I

Factors or constructs
developed
Attitude toward online coupon,
intention to redeem online coupon,
online coupon
redemption, web
motives, Web skill I exploratory
behavior , attitude offline coupon,
intention to redeem offline coupon,
offline coupon redemption

Theory

I

I
The theory of

reasoned
action and the

Method
analysis

Major findings

One-way
ANOVA,

Web motive in terms of shopping and
information search was highly related to
intention to redeem online coupon. The Web
skill/exploratory behavior has the effect on

stimulation

chi-square,
structural
equation

level theory

modeling

optimal

attitude toward online coupons and the intention

to redeem on line coupon but don't show the
association with online coupon redemption. The

offline coupon attitude are associated with
online coupon attitude ~nd intention, while
offline coupon redemption behavior is
associated with only online coupon intention.
It is important notion that online coupon
redemption is not determined by online coupon
attitude and intention to redeem online coupon.
On the other hand, the casual relationship
among three constructs; attitude -+- intention
-+ behavior, evidenced in some coupon
studies based on the theory of reasoned action
model can not be used explain the on line coupon
redemption behavior.

Vl
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Chapter Ill
Research Framework
This chapter discusses the theoretical framework, the conceptual framework, the
research hypotheses, and the operationalization of the independent and dependent
variables. The theoretical framework is a model that explores the relationship of variable
in a logical pattern.

The conceptual framework is the research model to test the

hypotheses of this study. Research hypothesis is the statement specifying the relationship
between interesting variables. Lastly, the operationalization of variables is a translation of
the conceptual meaning of all variables into actual measures.

3.1 Theoretical Framework
The theoretical framework of this study has been drawn from the literature and
prior studies which have been described earlier. Unlike paper coupons that are distributed
through traditional vehicles, consumers are not involved in some deliberate steps (such as
clipping) in mobile coupon redemption. To distribute paper-based coupon via traditional
methods (e.g., direct mail, newspaper, magazine), a coupon user must be familiar with
many steps (i.e., scanning, evaluating, organizing, intending, and redeeming) which is
considered as a reflection of systematic decision making. As such it can be argued that
coupon redemption behavior is rational, systematic, and thoughtful behavior rather than
mindless or under the control of unconscious motives (Shimp and Kavas, 1984).
Therefore, to explain mobile coupon redemption which is a voluntary individual behavior
one needs to rely on consumer behavioral theories. Prior empirical researches concerning
coupon redemption behavior are based primarily on the theory of reasoned action (e.g.,
Shimp and Kavas, 1982; Bagozzi et al. 1992). These researches have shown significantly
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supportive evidence of the relationship between behavioral intention and the behavior
with respect to coupon redemption, and the major roles in determining intention to
redeem coupons of both personal attitudes and subjective norms. All of these results are
consistent with Fishbein and Ajzen's (1975) proposition and several studies (Warshaw,
1980; Bumkrant and Page, 1982; Sheppard et al. 1988, Taylor and Todd, 1995).
However, the researcher believes that mobile coupon redemption may be not
under individuals' complete control, some factors which are perceived high relative to
mobile coupon redemption (e.g., mobile phone, SMS application, the availability of
mobile coupon) can impede the achievement of this behavior. These factors reflect a
person's ability to actual control or lack of control over mobile coupon redemption.
Hence, the research model of this study incorporates some controls as the predictor of the
actual mobile redemption. As such, the theory of planned behavior proposed by Ajzen
(1988, 1991) seems appropriate as a base model for understanding mobile coupon
redemption behavior in this research, not only because the theory is superior to the beliefbased model for dealing with behavior under incomplete overt control but also the
constructs in the model have a logical linkage with each other.
According to the theory of planned behavior, the theory contends that behavior is
preceded by behavioral intention and, in turn, intention is determined by the individuals'
attitude, subjective norms, and perceived behavioral control concerning the behavior in
question. Behavioral intention is the central construct of the model and it is assumed as
best predictor of individual's behavior. Of course, in the case of mobile coupons, when
the consumer obtains these coupon offers, he/she need not redeem the coupons
immediately. The consumer may form intentions to redeem the coupons and these
intentions might transform into actual behavior over a subsequent period of time. Thus,
the researcher replaces the measurement of mobile coupon redemption with behavioral
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intention. Also, this constitution is consistent with the research's objectives of studying
the relationship between the selected factors and the intention to redeem mobile coupons.
Although the original model of theory of planned behavior is used as the
backbone paradigm of the theoretical model in this research, only two cognitive
constructs are included in the theoretical model: attitude toward behavior and perceived
behavioral control. One important reason for excluding subjective norm in the theoretical
model of this study; even though there is the strong support in this element as one
antecedent of intention to redeem mobile coupon (e.g., Shimp and Kavas, 1982; Bagozzi
et al. 1992), is that the individual' attitude toward behavior generally is made up of the
beliefs about consequence of engaging in that behavior which comes from the direct
experience and information of several sources (e.g., print media, television, radio, the
Internet, referents).
In addition to perceived behavior control which are additional antecedents that

influence intention directly, some researchers (Bentler and Speckart, 1981, Frederick and
Dossett, 1983, Bagozzi et al. 1992) have found that some variables have a direct effect on
intention and/or behavior that are not mediated by attitude and subjective norm as the
original proposition of theory of reasoned action, prior experience is an antecedents
mentioned in that point because the level of satisfaction or other feeling (e.g., enjoyment)
resulting from behavioral experience may be the important driver to redo (or not redo)
that behavior or decide to perform (or not perform) the similar behavior.

After

performing any behavior, individuals will produce the feeling toward that behavior
whether it reflects the satisfaction gained from that action, namely the experience. Prior
experience is regarded as one type of informational input to a person's decision to
perform, in addition to attitudes and subjective norms. For example, a person's
satisfaction of past behavior toward scuba diving at Bali (Indonesia) may influence
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his/her intention to further diving in other sea (e.g., Australia). In case of coupon
redemption, a person who has experienced coupon redemption may affect his/her current
intention to use coupons (Bagozzi, et al. 1992). Fortin (2000) proposed the conceptual
framework for examining the online coupon redemption behavior by using the theory of
planned behavior and also augments the past behavior in the conceptual model. Thus, the
researcher added the prior experience into the theoretical framework.
The theoretical framework used in the study is shown in Figure 3.1. It represents
the relationship of three main independent variables: attitude toward behavior, perceived
behavioral control, and prior experience, and one main dependent variable, that 1s,
behavioral intention.

Figure 3.1 Theoretical Framework

Attitudes
toward
behavior

Perceived
behavior
control

Prior
Experience

Source: Adapted from David R. Fortin (2000). Clipping Coupons in Cyberspace: A Proposed
Model of Behavior for Deal-Prone Consumers. Psychology & Marketing. 17(6), 515533.
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3.2 Conceptual Framework
The conceptual framework below is drawn from literature and previous studies.
This framework is used to examine the relationships among the several variables that
have been identified as important to this research.
As shown in Figure 3.2, intention to redeem mobile coupon represents is the
dependent variable. Independent variables include beliefs about perceived consequences
of mobile coupon redemption - perceived value, convenience, permission marketing, and
perceived ease of use - under attitude toward redeem mobile coupon, control belief over
mobile coupon redemption - availability - under perceived behavioral control, and prior
experience about coupon redemption.
In the context of mobile coupon redemption behavior, it is assumed that some
belief-based factors influence the intention to redeem mobile coupon consisting of
perceived value (Zeithaml, 1988), convenience (Berry et al. 2002), perceived ease of use
(Davis et al. 1989), permission marketing (Haig, 2002), and availability (Huff and Alden,
1998).
More

specifically,

these

belief-based

determinants

- perceived

value,

convenience, permission marketing, and perceived ease of use - represent the beliefs
about perceived consequences of mobile coupon redemption underlying attitudinal
construct toward redeeming mobile coupon. According to Triandis' (1979), each act or
behavior is perceived as having potential outcome that can be either positive or negative.
An individual's choice of behavior is based on the probability that an action will elicit a
specific consequence. Based on the theory of reasoned action and theory of plarmed
behavior, the beliefs such as perceived consequences are completely mediated by attitude
toward behavior. The study of Taylor and Todd (1995) which examined the effectiveness
of three behavioral intention theories - the theory of reasoned action, the theory of
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planned behavior, and the technology acceptance model - in explaining the usage of
information technology (computer system), modeled the perceived consequence as an
antecedent of attitude. On the other hand, Triandis (1979) model perceived consequences
as a direct antecedent of intentions (Limayem et al. 2000). In this study, the researcher
assumes that beliefs about perceived consequences of mobile coupon redemption have
direct effects on intention to redeem mobile coupon under the attitudinal construct.
Likewise, the control belief over mobile coupon redemption underlying perceived
behavior control such as the availability of mobile coupon is assumed to have the direct
effects on intention to redeem mobile coupon. Prior experience herein represents the
consumer characteristics in terms of prior experience of coupon redemption regardless of
mobile coupons. Based on the research question examining the differences in this study,
the respondents were segmented as per their prior experience of coupon redemption that
were classified into two groups: coupon redeemers are regarded as the respondents who
have experience in redeeming coupon for purchasing a product or service, and
nonredeemers are regarded as the respondents who do not have experience in redeeming
coupon for purchasing a product and service.
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Figure 3.2 Conceptual Framework
Attitude toward redeeming
mobile coupon
•
•
•
•

Perceived Value
Convenience
Permission
Perceived ease of use

Perceived behavioral
control
•

Availability

Prior experience of
coupon redemption
•
•

Coupon redeemer
Nonredeemer

3.3 Definition and Conceptualization of Variables
•

Attitude toward redeeming mobile coupon
It refers to an individual's salient beliefs whether the evaluation of the

consequence of mobile coupon redemption will be favorable or unfavorable.
•

Perceived value
Perceived value refers to a person's perception of tradeoff between the quality

he/she perceives in a product and the price he/she perceive in paying from mobile coupon
redemption. Consumer who redeems mobile coupon perceive that they would gain both
money saving and the optimal quality of the promoted product or service.
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•

Convenience

Convenience refers to consumer's time and effort used to receive and redeem
mobile coupons. In general, consumer tends to like the object that he/she spends minimal
time and effort to approach or consume.
•

Perceived ease of use

Perceived ease of use refers to the degree to which a person's belief of redeeming
mobile coupon would be free of effort. Such a belief is formed by the assessment of
his/her ability or skill in dealing with mobile coupons on his/her mobile phones and
redeeming them at the redemption point.
•

Permission marketing

Permission marketing refers to any marketing massage either text advertising or
promotional message whereby marketers must get the receiver's permission before the
message is sent. Permission marketing enhances individual's privacy in control of his/her
personal data and individuals can choose the information they want to receive or consume
more effectively.
•

Perceived behavioral control

It reflects the individual's thoughts about the possibility of exercising resources
and opportunities in performing the behavior of interest successfully. Although a
consumer has a strong desire to redeem mobile coupons, sometimes consumer may not be
able to achieve his/her this intention because of some intervening factors.
•

Availability

Availability herein refers to the degree of consumer perceived mobile coupons as
easy to find in the market. It can be viewed as the important external factors that may
prevent consumer's intention to redeem mobile coupon. Since consumer really wants the
mobile coupon for redemption in order to get a discount from a regular price, it is
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necessary to have a mobile coupon of the product or service which he/she is interested in
before going to the redeeming step.
•

Prior experience

The prior experience is referred as the prior experience of coupon redemption that
is used to segment the respondents into two groups: (1) a person who has experienced in
redeem any coupons (redeemer), and (2) one who never have the experience in redeeming
any coupons (non-redeemer). With the assumption of the effect of prior experience of
coupon redemption, it is important to note that the experienced consumers are able to
employ the information gained from their prior experiences of coupon redemption to form
their intentions to redeem mobile coupon in the future whether they satisfied or
dissatisfied with that redemption.
•

Intention to redeem mobile coupon
It refers to consumer's propensity of redeeming mobile coupon for purchasing

products or services. A person has a strong intention to redeem mobile coupons;
consequently the high probability of mobile coupon redemptions occurs to him/her.

3.4 Research Hypotheses
Hypothesis is an unproven proposition or supposition that tentatively explains
certain facts or phenomenon; a proposition that is empirically testable. The null
hypothesis (Ho) is the statement that asserts any change from what has been thought to be
true will be due entirely to random error, it is frequently stated in null form

(no

relationship or difference). The alternative hypothesis (Ha) is statement indicating the
opposite of the null hypothesis (Zikmund, 2003 ).
Regarding the research objectives, six hypotheses are developed and are divided
into three groups. The first group is to measure the relationship between belief-based
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consequences of engaging mobile coupon redemption and intention to redeem mobile
coupons that consists of H l-H4. The second group is to measure the relationship between
belief-based behavioral control in engaging mobile coupon redemption and intention to
redeem mobile coupon that is HS. The last group specified in H6 is to measure the
difference in intention to redeem mobile coupon between the experienced consumers and
the inexperienced consumers related to coupon redemption. Overall, the hypotheses of
this research are described as follows:

Hlo:

There is no significant relationship between perceived value and intention to
redeem mobile coupon for purchasing products or services.

HI a:

There is a significant relationship between perceived value and intention to
redeem mobile coupon for purchasing products or services.

H2o:

There is no significant relationship between convenience and intention to redeem
mobile coupon for purchasing products or services.

H2a:

There is a significant relationship between convenience and intention to redeem
mobile coupon for purchasing products or services.

H3o:

There is no significant relationship between permission marketing and intention to
redeem mobile coupon for purchasing products or services.

H3a:

There is a significant relationship between permission marketing and intention to
redeem mobile coupon for purchasing products or services.
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H4o:

There is no significant relationship between perceived ease of use and intention to
redeem mobile coupon for purchasing products or services.

H4a:

There is a significant relationship between perceived ease of use and intention to
redeem mobile coupon for purchasing products or services.

H5o:

There is no significant relationship between availability and intention to redeem
mobile coupon for purchasing products or services.

H5a:

There is a significant relationship between availability and intention to redeem
mobile coupons for purchasing products or services.

H6o:

There is no significant difference in intention to redeem mobile coupon for
purchasing products or services when segmented by prior experience of coupon
redemption.

H6a:

There is a significant difference in intention to redeem mobile coupon for
purchasing products or services when segmented by prior experience of coupon
redemption

3.5 Operationalization of the Independent and Dependent Variables
The operationalization of variables is the statement that translates all independent
and dependent variables into action by specifying the means by which the concept will be
measured in reality.
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Table 3.1 Concept and Variables Operationalization
Concept
Definition
The consumer's overall
assessment of the utility ofa
product or service based on
perception of what is
received
and what is given

Operational
Definition
When redeem mobile coupons for
purchasing products or services;
• attempt to maximize quality
equal as money paid
pay
lower price but concern
•
the
quality obtained
• pay lower price but quality
obtained must meet criteria

Convenience

Time and effort used by
consumer in purchasing or
using a product or service,
and including the attribute
of a product or service
related to time and effort
saving

Time and effort expenditures to
redeem mobile coupon in terms
of:
• Convenience to decision
• Convenience to access
• Convenience to receive
overall benefits

Perceived
ease of use

Consumer's belief about
using particular technology
would be free of effort

•

Construct/Factor
Perceived value

•
•
Permission
marketing

Any marketing activity that
depends on the permission
of consumer

•

•

It is easy for redeeming
mobile coupons for
purchasing products or
services.
It is not difficult to learn the
use of mobile coupon on
mobile phone.
It is easy to redeem mobile
coupons at redemption point.
To be glad to obtain mobile
coupons without permission.
It is good to frequently get
coupon message on mobile
phone without request.

Level of
measurement
Five-point
Likert scale
(1-5)
I =Strongly
disagree
2 =Disagree
3 =Neutral
4 =Agree
5 =Strongly
Ae:ree
Five-point
Likert scale
(1-5)
I =Strongly
disagree
2 =Disagree
3 =Neutral
4 =Agree
5 =Strongly
Agree
Five-point
Likert scale
(1-5)
I= Strongly
disagree
2 =Disagree
3 =Neutral
4 =Agree
5 =Strongly
Agree
Five-point
Likert scale
(1-5)
I =Strongly
disagree
2 =Disagree
3 =Neutral
4 =Agree
5 =Strongly
Agree
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Construct/Factor
Availability

Concept
Definition
The degree to which
consumer perceive the
products and services as
easy to find in the market in
the market

•

•

Operational
Definition
The degree of consumer's
awareness of the mobile
coupon distribution in
market.
The number of mobile
coupon consumer obtained.

Level of
measurement
Five-point
Likert scale
(1-5)
l =Strongly
disagree
2 =Disagree
3 =Neutral
4 =Agree
5 =Strongly
Agree

Prior experience

The experience related to
the behavior of interest

Consumer's direct experience in
coupon redemption which can be
used to segment the respondents
as two groups: (I) coupon
redeemers, and (2) nonredeemers.

Five-point
Liker! scale
(1-5)
l =Strongly
disagree
2 =Disagree
3 =Neutral
4 =Agree
5 =Strongly
Agree

Intention to
redeem mobile
coupon

Propensity of performing or
not performing the given
behavior

Likelihood of redeeming mobile
coupon for purchasing the
products or services during the
next three months.

Five-point
Liker! scale
(1-5)
I =Strongly
disagree
2 =Disagree
3 =Neutral
4 =Agree
5 =Strongly
Agree
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CHAPTER IV
RESEARCH METHODOLOGY
This chapter discusses the research methodology employed to conduct the study
and its features are described through the following sections: (I) research design, (2)
sampling design, (3) research instrument and measurement, (4) pretest/reliability, (5) data
collection methods, and (6) statistical technique of data analysis.

4.1 Research Design
•

Sample Survey
A sample survey is used as the research method to collect primary data from the

respondents who are a representative sample of target population. The questionnaire is the
tool to gather primary data related to research problem. There are many advantages of this
survey technique, such as quickness, inexpensiveness, efficiency, and accuracy of
evaluating information about the population (Zikmund, 2003).

4.2 Sampling Design
•

Target Population
Thai people who live in Bangkok, possess their own mobile phone and are aged

16 years and above. The selection of this age range is partially based on the previous
research of consumer response to coupon promotion in Thailand studied by Huff and
Alden (1998). In their study, the age of target population is between 18-49 years old. As
mobile coupon is high relative to mobile data application such as short messaging service,
the people who frequently use this messaging service should be considered in this study.
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According to Pederson and Nysveen (2002), short messaging service is now a part of the
everyday life of young people as a form of mediated communication.
•

Sampling Unit

The sampling unit is a single element or group of elements that is available for
selection in some stage of the sampling process (Malhotra, 1999). For this research, the
sampling unit is Thai people aged 16 years and above, residing in Bangkok, and owning a
mobile phone. Moreover, the sampling unit of this study was the individual who is
walking in the specified university or shopping mall, including three universities
(Chulalongkom

University,

Assumption

University

at

Huamark

campus,

and

Ramkhamheng University) and two shopping malls (Silom complex and The Mall
department store at Ramkamheng branch). Such location offers the convenience in
finding the target population for this study. In addition, the sampling respondents found in
these selected locations may get used to engaging SMS application and easily understand
this electronic coupon.
•

Sampling Technique

Due to no sampling frame drawn for this research, non-probability sampling
method was used to survey the target element. A non-probability sampling underlies the
personal judgment of the researcher rather than sampling elements of selected by chance.
Non-probability samples may yield good estimates of the population characteristics
(Malhotra, 1999). In addition, convenience sampling is employed in this research because
it selects sample units who are most conveniently available from the viewpoint of the
researcher or interviewer. Often, respondents are selected because they happen to be in
the right place at the right time. Moreover, convenience sampling is less time consuming,
relatively low cost, easy access, and good cooperative (Zikmund, 2003). This is
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associated with the possible accomplishment of this research with restricted budget and
time.
•

Sample Size Determination

Because the number of mobile phone users who are 16 years and above in
Bangkok is not available, the sample size of this research was based on the number of
people who have their own mobile phone, in Bangkok, at the end of first quarter 2004
which is reported in statistical information provided by the National Statistical Office
1
(2005) . The information shows that number of people who have mobile phones in
Bangkok is approximately 3.6 million people. Hence, the sampling respondents are 384
respondents at the expected rate of 95 percent confidence level and 5 percent sampling
error according to Table 4.1.

Table 4.1 Theoretical Sample Sizes for Different Sizes of Population and a 95
Percent Level of Certainty
Population

100
500
1000
5000
50,000
100,000
1,000,000
25,000,000

5%
79
217
277
356
381
382
384
384

Required Sample for Tolerable Error
4%
3%
85
91
272
340
3375
516
535
897
593
1,044
596
1,055
599
1,065
600
1,067

2%
96
413
705
1,622
2,290
2,344
2,344
2,400

Source: Anderson, G., Fundamentals of Research, 1996, p.202.

1

Actually, this data comes from the survey of the people age from 6 year-old and above but, with rational
viewpoint, the researcher thinks that this statistical number can infer the number of people who have mobile
phone in Bangkok because it is hard to believe that people whose age under 6 years old in Bangkok will
have own mobile phone but it should be that those mobile phone actually belongs to his/her parents.
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4.3 Research Instrument and Measurement
The sample survey used structured questions - a question provides a set of
response alternatives which could be multiple choices, dichotomous, or a scale - to collect
the primary data from respondents and bring the result of questionnaires to prove the
hypotheses (Malhotra, 1999). The self-administered questionnaire is a survey distributed
to the respondents in terms of personal (intercept) or nonpersonal (computer-delivered,
mail-delivered) pattern in which it is completed by the respondents without intervention
from interviewer. Self-administered questionnaire of the survey is divided into four parts:
Part I: The respondents are asked a pre-screening question in order to ensure the
mobile phone possession of sampling elements. This item is the most important criteria to
affirm the sampling element falls into the target population. The rest of questions consist
of the current payment of mobile phone use, the use of SMS mode, and the prior
experience of coupon redemption. The set of items is measured on nominal response scale
with dichotomous choice.
Part II: The introduction about mobile coupons given to respondents for reading
before answering the set of questions in Part III.
Part III: The questions are relevant to the factors affecting consumer's intention
to redeem mobile coupon. The measurement of all items in this part is provided on a fivepoint Likert scale.
Part IV: The set of questions is to ask the respondents' some demographic and
socioeconomic: gender, age, marital status, education, occupation, and monthly
household income.
The questionnaires are prepared into two versions; English version (see Appendix
A) and Thai version (see Appendix B).

69
All questions asked in Part III involve the variables elaborated in the conceptual
framework illustrated in Chapter III. All items in this part, except the item with respect to
past behavior variable, uses the response scale of five-point Likert scale anchored with a
range from "Strongly disagree" (1)

to "Strongly agree" (5). With the Likert scale,

respondents indicates their feelings by checking how strongly they agree or disagree with
the carefully constructed statements that range from very positive to very negative toward
the attitudinal object. As a response item on Likert scale is unidirectional, thus it is
identified as an ordinal scale (Zikmund, 2003). For past experience of coupon
redemption, the nominal scale with dichotomous option was employed for a single item
representing the respondents' redemption experience of any coupon form. The questions
in Part III of questionnaire involve the measurement of each variable in the research are
shown in Table 4.2.

Table 4.2 The Questions Related to Variables in Questionnaire

Question number

Variables

Source

1-3

Perceived value

Adapted from Lichtenstein et
al. (1990)

4-6

Convenience

Adapted from Berry
et al. (2002)

7-8

Availability

Adapted from Huff and Alden
(1998)

9-11

Perceived ease of use

Adapted from Taylor and Todd
(1995)

12-13

Permission marketing

Developed for this study

14

Intention to redeem mobile
coupon

Adapted from Ramaswamy and
Srinivasan (1998)
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4.4 Pretest I Reliability
Churchill (1991) stated that a researcher should not expect that the first draft will
result in a usable questionnaire. Yet, however, merely examining and revising each
question in order to correct the its content, wording, sequence, form, and layout by
researcher' s own thought is not enough to estimate that the respondents do not certainly
bear ambiguity and confusion in the questionnaire. Therefore, the researcher might test
the questionnaire in some role-playing situations.
Pretest or pilot study refers to the testing of the questionnaire on a small number
of respondents determining how reliable and valid the questionnaire is, as well as to
identify and eliminate potential problem (Malhotra, 1999; Churchill, 1991). Malhotra
(1999) argued that the pretest sample size is small and range from 15 to 30 respondents
for the initial testing. The questionnaire was conducted for the pretest with 25 respondents
drawn at random from Assumption University (Huamark Campus) in August, 2005 based
on the population target. In this pretest, all twenty-five subjects were asked for
responding to the self-administration questionnaire.
To measure the reliability, the overall questions in the questionnaire are processed
in SPSS program with the measurement of Crobanch's Coefficient Alpha Scales. After
encoding the value of respondents' answer of the pretest questionnaire, the result of the
reliability analysis is interpreted in terms of coefficient alpha as depicted in Table 4.3.
According to Malhotra (1999), ifthe coefficient alpha (or Cronbach's alpha) for
the reliability testing is a value of 0.6 or less, it generally indicates unsatisfactory internal
reliability. In other words, if the coefficient alpha is above 0.6, the questionnaire is
considered reliable.
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Table 4.3 Reliability of the Questionnaire for the Pretest Survey

25

Number
of
items
11

Coefficient
alpha of original
auestionnaire
.4310

Coefficient
alpha of revised
auestionnaire
.6120

25

3

.681

.678

• Convenience

25

3

.617

.601

• Permission marketing

25

2

.719

.646

• Perceived ease of use*

25

3

.457

.754

Perceived behavioral control

25

2

-2.782

.753

25

2

-2.782

.753

25

I

1.0000

1.0000

Variables

Number
of respondents

Attitude toward redeeming
mobile coupon
• Perceived value

• Availability*
Intention to redeem mobile
coupon

* The set of item which coefficient alpha is lower than 0.6 in the first pretest.

As shown in Table 4.3, the first reliability measurement showed that one variable
had a coefficient alpha lower than 0.6 that was: availability and perceived ease of use.
Thus, the researcher revised the item statements of the variable that fell under 0.6 and
included other variables with coefficient alphas over 0.6. The revision of questionnaire is
to make it less ambiguous and confusing so that respondents have a better understanding
of the questionnaire. After revising the questionnaire, the re-pretest was conducted and
the results showed the coefficient alpha of all variables was above 0.6, therefore the
revised questionnaire was reliable.

4.5 Data Collection Methods
For this study, the researcher used both primary and secondary data to construct
the literature content for attaining the purpose mentioned in the objective study.
•

Primary Data

The questionnaire was used as the survey technique for collecting data. The
number of questionnaires distributed was 410 copies that was more than sample size (384
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respondents) by estimating that the return of incomplete questionnaires should not be over
five percent (approximately 20 copies) of total questionnaire distributed. The
questionnaires were distributed to respondents in the face-to-face manner. A selfadministered questionnaire was selected to collect the data due to its convenience to the
interviewer for quickly distributing and gathering the data at a low cost. The data
gathered from the respondents was analyzed and summarized in a readable and easily
comprehensive form by the statistical program.
•

Secondary Data

This type of data was acquired from many sources including academic textbooks,
journals, articles and Internet that relate to thesis topic. The secondary data were utilized
to construct the structure of this study theoretically and systematically within the context
of the literature, analysis, recommendation, and conclusion.

4.6 Statistical Techniques of Data Analysis
After the data collection completed, the data were coded into the symbolic form
associated with the standard coding of SPSS (Statistical Package for the Social Sciences)
software. The returned questionnaires were analyzed and summarized by using SPSS.
The appropriate statistical treatments used in this research are Descriptive Statistics,
Correlation Coefficient, and Marm-Whitney U Test. All these statistical techniques are
conducted by SPSS program.
•

Descriptive Statistics

Descriptive statistics are used to explain the data obtained from the respondents,
such as demographic profile (gender, age, individual status, education, occupation, and
household income), the current payment of mobile phone usage, SMS usage, and the
experience of coupon redemption. Since the concern of this study was not only to
understand mobile coupon redemption behavior in terms of consumer's intention but also
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the subjects' profile, this data was considered as meaningful information from the
managerial viewpoint. Such data are described in terms of the summarized information
such as frequency distributions and means.
•

Correlation Coefficient Analysis

The most popular technique used to indicate the relationship between two
variables is "simple correlation analysis." The simple correlation coefficient is a statistical
measure of the covariance or association between two variables. As given that scale of
measurement in this research is an ordinal scale, "Spearman's Rank-Order Correlation
Coefficient" (which is one of the best-known method for the assessment of coefficient
value for ordinal data) is used to indicate the strength of the relationship between two
variables. The Spearman correlation coefficient (denoted as r,, or the Greek letter "p ," or
rho) ranges from +1.0 to -1.0. The sign of the correlation reflects the direction of the
correlation. The larger the absolute value of the correlation, the strength of the association
between two variables is higher. If the value of r is + 1.0, there is a perfect positive
relationship. If the value of r is -1.0, it means a perfect negative relationship or a perfect
inverse relationship. If r

=

0, there is no correlation. A correlation coefficient indicates

both the magnitude of the linear relationship and the direction of the relationship
(Zikmund, 2003).
A positive correlation indicates the association between two variables is likely to
the same direction. A negative correlation reflects an association between two variables
tends to be an inverse relationship. In addition to the direction of the relationship, the
degree ofrelationship between variable is demonstrated in Table 4.4.
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Table 4.4 Interpretation of the Correlation Coefficient

Correlation between

Meaning

0.81 - 1.00

Very Strong

0.61 - 0.80

Strong

0.41 - 0.60

Moderate

0.21 - 0.40

Weak

0.00- 0.20

Very Weak

Source: Neil J. Solkind, Exploring Research, 2000, p. 207-208.

The formula for the Spearman Correlation Coefficient is:

6CID')

r =1--=
-2
,

N(N -1)

Where.

r,

the coefficient correlation which reflect the covariance between two
variables

6

a constant value (it is always used in the formula)

D2

the square of difference between a subject of ranks

N

the number of subjects

In addition, the Spearman's Rank-Order Correlation Coefficient is used to test the
hypothesis no.1-5 which are relevant to the relationship of independent variable and
dependent variable.
•

Mann-Whitney U Test

When a researcher would like to test the hypothesis of difference in ordinal data
from two independent samples, the appropriate statistical technique used for this test is
the Mann-Whitney U test which is a nonparametric alternative to the independent sample
!-test.
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The formula of Mann-Whitney U Test is as follows:

U 1 = n,n, +

U 2 = n,n, +

n,(n1 +I)
2
n2 (n 2 +I)

2

R1

R2

In the formula,

u

=

The Mann-Whitney statistic

n,

=

Number of cases in sample group I

n,

R,
R,

Nwnber of cases in sample group 2

=

Total the ranks in sample group I
Total the ranks in sample group 2

This measure is used to test the hypothesis no.6 which involves the difference
between two sampling groups on the specific variable.
•

Significance Level

This research employed the 0.05 significance level (a) or 95 percent confidence
level to test all research hypotheses.
•

Decision Rule of Hypothesis Testing (a= 0.05 or 95 percent confidence level)

In order to test whether the null hypothesis is rejected or fails to reject, the
significance value is used. Therefore, the decision rule of hypothesis testing for using
Spearman's rank-order correlation coefficient and Mann-Whitney U test is: if the
significance value is greater than 0.05 then the null hypothesis being tested will fail to
reject. In other words, if the significance value is less than 0.05 then the null hypothesis
will be rejected (Zikmund, 2003 ).
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CHAPTERV
RESEARCH FINDINGS

The questionnaire survey for this study was conducted to collect primary data
from October 26, 2005 to November 10, 2005. The researcher distributed the
questionnaires to the sample respondents at three universities (Chulalongkom University,
Assumption University, and Ramkhamheng University) and two shopping malls (Silom
Complex and the Mall Department Store, Ramkamheng branch) in Bangkok. With the
total allocation of 410 questionnaires, 393 complete questionnaires were returned to the
researcher, which accounts for 95.8 percent of the total distribution. When the data was
gathered, it was entered into the SPSS program for the data analysis. This chapter
presents the findings which are divided into three parts: descriptive analysis, correlation
analysis, and Mann-Whitney U Test analysis.

5.1 Descriptive Analysis

The descriptive statistics of the personal information of respondents consist of
gender, age, marital status, education, occupation, monthly household income, the use of
short messaging service, the current payment of mo bile phone service, and prior
experience of coupon redemption. The descriptive analysis is based on the total sample of
394 respondents.

5.1.1
•

The Characteristics of Respondents

Gender
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Table 5.1: Frequency Distribution of Respondents' Gender

Gender

Valid

Frequency

Percent

Valid Percent

Cumulative
Percent

Male
Female

156
237

39.7
60.3

39.7
60.3

39.7
100.0

Total

393

!00.0

100.0

Table 5.1 depicts the gender of the respondents of this research. Of the total, 156
respondents are male and 237 respondents are female, accounting for 39.7% and 60.3%,
respectively.

•

Age

Table 5.2: Frequency Distribution of Respondents' Age
Age

Valid

Frequency

Percent

Valid Percent

Cumulative
Percent

16-20 years

162

41.2

41.2

41.2

21-25 years

129

32.8

32.8

74.0

26-30 years

73

18.6

I 8.6

92.6

31-35 years

24

6.1

6.1

98.7

36-40 years

5

1.3

1.3

100.0

393

100.0

100.0

Total

From Table 5.2, the proportion of respondents who currently owned a mobile
phone are aged between 16-20 years accounted for 41.2% or 162 respondents, the age
between 21-25 years accounted for 32.8% or 129 respondents, the age between 26-30
years accounted for 18.6% or 73 respondents, the age between 31-35 years accounted for
6.1 % or 24 persons, and the age between 36-40 years accounted for 1.3% or 5 persons.
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The respondents who are aged between 16-20 years form the majority group while
the respondents who are aged between 35-40 years are the minority group of respondents
in this study.

•

Marital Status

Table 5.3: Frequency Distribution of Respondents' Marital Status
Marital Status

Valid

Frequency

Percent

Valid Percent

Cumulative
Percent

Bachelor

350

89.1

89.1

89.1

Married

43

10.9

10.9

100.0

Total

393

100.0

100.0

Table 5.3 shows the marital status of the respondents which are divided into only
two groups: bachelor and married status. The respondents who are single, accounted for
89.1% or 350 persons, and the married respondents accounted for 10.9 %, or 43 persons.

•

Education

Table 5.4: Frequency Distribution of Respondents' Education

Education

Valid

Frequency

Percent

Valid Percent

Secondary School

14

3.6

3.6

Cumulative
Percent
3.6

Vocational/Technical
School

IO

2.5

2.5

6.1

292

74.3

74.3

80.4

Master's Degree

77

19.6

19.6

100.0

Total

393

100.0

100.0

Bachelor's Degree
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Table 5.4 shows the education of the respondents. Overall, it can be classified into
four groups as 14 respondents who have secondary school or 3.6%, 10 respondents who
have vocational/technical school or 2.5%, 292 respondents who have the bachelor's
degree or 74.3%, and 77 respondents who have master's degree or 19.6% of the sample of
respondents.
The majority of respondents hold bachelor's degrees and the minority of
respondents holds master's degrees.

•

Occupation

Table 5.5: Frequency Distribution of Respondents' Occupation

Occupation

Frequency

Percent

Valid Percent

Cumulative
Percent

225

57.3

57.3

57.3

Government

25

6.4

6.4

63.6

State Enterprise
Officer

19

4.8

4.8

68.4

Private
Corporation's
Employee

83

21.1

21.1

89.6

Self-Employed/
Owner

24

6.1

6.1

95.7

Unemployed/
Waiting Jobs

14

3.6

3.6

99.2

Other (please
specify)

3

0.8

0.8

100.0

393

100.0

100.0

Valid Student

Total

Table 5.5 shows the occupation of the respondents. The majority and minority of
respondent's occupation are students accounting for 57.3% or 225 persons, private
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corporation's employees accounted for 21.I % or 83 persons. Other occupations of the
respondents consist of government officer accounted for 6.4% or 25 persons, 19
respondents of state enterprise officer as 4.8%, 24 respondents who are selfemployed/owner as 6.1 %, 14 respondents who are unemployed as 3.6%, and 3
respondents or 0.8% have other occupations which were not specified.

•

Monthly Household Income

Table 5.6: Frequency Distribution of Respondents' Monthly Household Income
Monthly Household Income

Valid

Frequency

Percent

Valid Percent

Cumulative
Percent

0-10,000

22

5.6

5.6

5.6

10,001-20,000

27

6.9

6.9

12.5

20,001-30,000

33

8.4

8.4

20.9

30,001-40,000

58

14.8

14.8

35.6

40,001-50,000

70

17.8

17.8

53.4

Over 50,000

183

46.6

46.6

100.0

Total

393

100.0

100.0

.

Table 5.6 depicts the household monthly income of the respondents. It presents
that the respondents in this study have a monthly household income between 0-10,000
baht accounting for 5.6 percent or 22 persons, between I 0,001-20,000 baht accounting for
6.9% or 27 persons, between 20,001-30,000 baht accounting for 8.4 or 33 persons,
between 30,001-40,000 baht accounting for 14.8% or 58 persons, between 40,001-50,000
baht accounting for 17.8% or 70 persons, and over 50,000 baht accounting for 46.6%, or
183 persons.
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The majority of respondents' monthly household income is over 50,000 baht
while the monthly household income between 0-10,000 baht belongs to the minority
group of the respondents.

•

Experience of Short Messaging Service Usage

Table 5. 7: Frequency Distribution of Respondents' Experience of Short Messaging
Service Usage
Experience of Short Messaging Service Usage

Valid

Frequency

Percent

Valid Percent

Cumulative
Percent

Yes

390

99.2

99.2

99.2

No

3

.8

.8

100.0

393

100.0

100.0

Total

From the table 5.7, there are only 3 respondents who have never used the shortmessaging-service application as 0.8%, whereas the rest of the respondents counted for
99.2% or 390 persons have experience in using short messaging service.

•

Mobile Phone Payment

Table 5.8: Frequency of Respondents' Mobile Phone Payment
Mobile Phone Payment

Valid

Frequency

Percent

Valid Percent

Cumulative
Percent

Prepaid

285

72.5

72.5

72.5

Postpaid

108

27.5

27.5

100.0

Total

393

100.0

100.0
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From the table 5.8, it can be explained that 285 respondents have paid their mobile
phone service through the prepaid method as 72.5%, and 108 respondents have selected
the postpaid method for paying their mobile phone service as 27.5%.

•

Experience of Coupon Redemption

Table 5.9: Frequency Distribution of Respondents' Experience of Coupon
Redemption
Experience of Coupon Redemption

Valid

Frequency

Percent

Valid Percent

Cumulative
Percent

Yes

272

69.2

69.2

69.2

No

121

30.8

30.8

100.0

Total

393

100.0

100.0

The above table indicates the experience of coupon redemption of the
respondents. There are 272 respondents have redeemed coupons in pnrchasing products
or services accounting for 69 .2%, while 121 respondents have never redeemed coupons in
pnrchasing products and services before accounting for 30.8%.

5.2 Inferential Statistics
Inferential statistics refer to the science of estimating population parameters from
sample statistics, these statistics are based on the assumptions of taking random
probability samples from specified population of interest which are used to make
inferences or judgments about the characteristics of population (Davis, 1996). In other
words, inferential statistics involve the analysis and verification for hypothesis statements
in the population based on the sample statistics.
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To test the research hypothesis from HI to H5, Spearman's rank-order correlation
coefficient was used to measure the statistical relationship between variables ..
Additionally, Mann-Whitney U test was used to measure the difference in intention to
redeem mobile coupon between the experienced users and the inexperienced users in
terms of coupon redemption.

5.2.1 Hypotheses Testing

Hypothesis 1

HI o: There is no relationship between perceived value and intention to redeem mobile
coupon.
HI a: There is a relationship between perceived value and intention to redeem mobile
coupon.

Table 5.10: Spearman's Rank-Order Correlation Coefficient between Perceived
Value and Intention to Redeem Mobile Coupon
Correlations

Spearman's rho

Perceived value

Correlation
Coefficient
Sig. (2-tailed)
N

Intention to redeem
mobile coupon

Correlation
Coefficient
Sig. (2-tailed)
N

Perceived value

Intention to redeem
mobile coupon

1.000

.048
.340

393
.048

393
1.000

.340
393

393

From Table 5.10, Spearman correlation coefficient analysis indicates no
statistically significant correlation between perceived value and intention to redeem
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mobile coupon because a 2-tailed significant level of .340 is more than 0.05 (.340 > .05).
Hence, the null hypothesis fails to reject. In other words, this means that there is no
relationship between perceived value and intention to redeem mobile coupon at the 0.05
significance level.

Hypothesis 2

H2o: There 1s no relationship between convenience and intention to redeem mobile
coupon.
H2a: There 1s a relationship between convenience and intention to redeem mobile
coupon.

Table 5.11: Spearman's Rank-Order Correlation Coefficient between Convenience
and Intention to Redeem Mobile Coupon
Correlations

Availability

Spearman's rho

Convenience

Correlation
Coefficient
Sig. (2-tailed)
N

Intention to redeem Correlation
mobile coupon
Coefficient

1.000

Intention to redeem
mobile coupon
.415**
.000

393

.415**

Sig. (2-tailed)

.000

N

393

393
1.000

393

**Correlation is significant at the .01 level (2-tailed).
The results of Spearman correlation coefficient analysis in Table 5. I I indicates
that there is a statistically significant correlation between convenience and intention to
redeem mobile coupon because a 2-tailed significant level of .000 is less than 0.01 (.000
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< .01) the .000 significance value is less than the set criteria ofa = 0.05. Accordingly, the
null hypothesis is rejected. This means that there is a relationship between convenience
and intention to redeem mobile coupon at the 0.01 significant level.
The correlation coefficient value at .415 means that the relationship between
convenience and intention to redeem mobile coupon has a positive correlation at .436 and
this relationship level is moderate (see Table 4.3).

Hypothesis 3

H3o: There is no relationship between permission marketing and intention to redeem
mobile coupon.
H3a: There is a relationship between permission marketing and intention to redeem
mobile coupon.

Table 5.12: Spearman's Rank-Order Correlation Coefficient between Permission
Marketing and Intention to Redeem Mobile Coupon
Correlations
Permission
marketing
Spearman's rho

Permission
marketing

Correlation
Coefficient
Sig. (2-tailed)

N
Intention to redeem Correlation
mobile coupon
Coefficient

1.000

.164**
.001

393
.164**

Sig. (2-tailed)

.001

N

393

** Correlation is significant at the .OJ level (2-tailed)

Intention to redeem
mobile coupon

393
1.000

393
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The Spearman correlation coefficient analysis in Table 5.12 indicates that there is
a statistically significant correlation between permission marketing and intention to
redeem mobile coupons with a 2-tailed significance of .001 which is less than 0.01 (.001
< .01) the .000 significance value is less than the set criteria of a = 0.05, hence the null

hypothesis is rejected. This means that there is a relationship between permission
marketing and intention to redeem mobile coupons at the 0.01 significant level or 99
percent confidence level.
As the correlation coefficient value from the test equals .164, it means that the
relationship between permission marketing and intention to redeem mobile coupon has a
positive but very weak correlation.

Hypothesis 4

H4o: There is no relationship between perceived ease of use and intention to redeem
mobile coupon.
H4a: There is a relationship between perceived ease of use and intention to redeem
mobile coupon.
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Table 5.13: Spearman's Rank-Order Correlation Coefficient between Perceived ase
of Use and Intention to Redeem Mobile Coupon

Correlations
Perceived ease of Intention to redeem
mobile coupon
use
Spearman's rho

Perceived ease
of use

Correlation
Coefficient

l.000

.000

Sig. (2-tailed)

N
Intention to redeem Correlation
mobile coupon
Coefficient

.225**

393
.225**

Sig. (2-tailed)

.000

N

393

393
l.000

393

** Correlation is significant at the .01 level (2-tailed).

From Table 5.13, the Spearman correlation coefficient analysis indicates that there
is a statistically significant correlation between perceived ease of use and intention to
redeem mobile coupons with a 2-tailed significant of .000 which is less than 0.01 (.000 <
.01) the .000 significance value is less than the set criteria of a= 0.05. Accordingly, the
null hypothesis is rejected. This means that there is a relationship between perceived ease
of use and intention to redeem mobile coupon at the 0.01 significant level or 99 percent
confidence level.
The correlation coefficient value at .225 means that the relationship between
perceived ease of use and intention to redeem mobile coupon has a positive but weak
correlation.
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Hypothesis 5
H5o: There 1s no relationship between availability and intention to redeem mobile
coupon.
H5a: There is a relationship between availability and intention to redeem mobile coupon.

Table 5.14: Spearman's Rank-Order Correlation Coefficient between Availability
and Intention to Redeem Mobile Coupon
Correlations
Availability

Spearman's rho

Availability

Correlation
Coefficient
Sig. (2-tailed)

N
Intention to redeem Correlation
mobile coupon
Coefficient

1.000

Intention to redeem
mobile coupon
.110*
.029

393
.110*

Sig. (2-tailed)

.029

N

393

393
1.000

393

* Correlation is significant at the .05 level (2-tailed).

Table 5.14 shows the analysis of Spearman correlation coefficient which indicates
that there is a statistically significant correlation between availability and intention to
redeem mobile coupon with a 2-tailed significance of .029 which is less than 0.05 (.029 <
.05). Accordingly, the null hypothesis is rejected. This means that there is a relationship
between availability of mobile coupons and intention to redeem coupons at the 0.05
significant level. It can be argued that the result of two variables is more accurate at 95%
level of significance.
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With Spearman correlation coefficient value at . I I 0, it means that the relationship
between availability and intention to redeem mobile coupon has a positive but very weak
correlation.

•

Mann-Whitney U Test Analysis

Hypothesis 6

H6o: There is no difference in intention to redeem mobile coupon when segmented by
prior experience of coupon redemption.
H6a: There is no difference in intention to redeem mobile coupon when segmented by
prior experience of coupon redemption.

Table 5.15: Mann-Whitney U Test of the Difference in Intention to Redeem Mobile
Coupon when Segmented by the Prior Experience of Coupon Redemption
Test Statistics'

Intention to redeem mobile coupon
Mann-Whitney U

15397.500

Wilcoxon W

52525.500

z
Asymp. Sig. (2-tailed)

-1.JIO
.267

a. Grouping Variable: Prior Experience of Coupon Redemption

The analysis of Mann-Whitney U test in Table 5.15 indicates that there is no
statistically significant difference in intention to redeem mobile coupon when segmented
by prior experience of coupon redemption with 2-tailed significant of .267 which is more
than 0.05 (.267 > .05). Accordingly, the null hypothesis fails to reject which means that
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there is no difference in intention to redeem mobile coupon when segmented by prior
experience of coupon redemption at the 0.05 significance level.
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CHAPTER VI
SUMMARY FINDINGS, CONCLUSIONS, AND RECOMMENDATIONS

This chapter summarizes and concludes the findings and results of this research. It
comprises four sections. The first section summarizes the findings in the previous chapter.
The second section contains the conclusions, and the third section involves the
recommendations and managerial implications. The final section provides suggestions for
further research.

6.1 Summary of findings
This section exhibits the interpretation of the results of the pnmary data on
respondents that consists of the summary of the respondents' characteristics and
hypothesis testing.

6.1.1 Respondents' characteristics
Based on the 393 usable questionnaires returned by the respondents, most of the
respondents were female accounting for 60.3%, whereas the male respondents consisted
of39.7% of the sample. The majority of respondents' age group was between 16-20 years
which are 41.2% of the total respondents. Most of the respondents were single accounting
for 89 .I%. Regarding the educational level of the respondents, the findings showed that
most of the respondents hold a bachelor's degree accounting for 74.3%. The majority
group of respondents' monthly household income fell into the income range over 50,000
baht which consisted of 46.4% or 183 persons. As for occupation, most of the
respondents were students (57.3% of total respondents). There were about 0.8% of the
respondents who had never used short messaging service. Most of the respondents who
currently had their own mobile phones paid their monthly use fees with the prepaid
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method accounting for 72.5%. With respect to prior experience of coupon redemption,
65% of the respondents had experience with coupon redemption.
According to the descriptive analysis (see Appendix C), the respondents stated
their perceptions toward independent and dependent variables in this study ranging from
strongly disagree (1) to strongly agree (5). The total average mean of independent and
dependent variables are rated in neutral (average mean score from 2.8003 to 3.2655) with
the exception of perceived value which was rated in agree (average mean score at
4.0271).
When closely considering respondents' expression about their intention to redeem
mobile coupon for purchasing product or service during the next three months, the
respondents who strongly agreed and agreed accounted for 2.5% and 32.6% or 10 and
128 persons, respectively, while 60 respondents did not have intention to redeem mobile
coupon in such period accounting for 15.3% of all respondents. Interestingly, most of the
respondents in this study were uncertain about their intention to redeem mobile coupon
for purchasing products or services during the next three months, accounting for 49.6% or
195 persons (see Appendix C); this proportion is associated with the mean score of
intention to redeem mobile coupon shown in Table 6.1.
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Table 6.1 Summary of Total Average Mean and Standard Deviation of Independent
and Dependent Variables
Variables

Perceived value
Convenience
Availability
Perceived ease of use
Permission marketing
Intention to redeem
mobile coupon

Minim nm

Maximum

I

5

(strongly disagree)

(strongly agree)

I

5

(strongly disagree)

Mean

S.D.

4.0271

.5989

(strongly agree)

3.2655

.5128

I

5

2.8003

.8908

(strongly disagree)

(strongly agree)

1

5

(strongly disagree)

(strongly agree)

3.0263

.6689

I

5

(strongly disagree)

(strongly agree)

3.0263

.6689

I

5

(strongly disagree)

(strongly agree)

3.1985

.7866

6.1.2 Summary of Hypothesis Testing
The summarized results of all hypothesis testing are shown in Table 6.2. From the
hypothesis testing underlying the investigation of the relationship between independent
and dependent variables (HI-HS), the findings indicated that there are statistically
significant relationship between convenience, perceived ease of use, permission
marketing, and availability with intention to redeem mobile coupon for purchasing
product and service at 95 percent confidence level. However, perceived value was not
significantly related with intention to redeem mobile coupon. For the sixth hypothesis
(H6), the result revealed that there is no significant difference in intention to redeem
mobile coupon for purchasing products and services between the experienced consumers
and the inexperienced consumers. The implication of this finding is that the effect of past
experience in coupon redemption does not influence respondents' intention to redeem
mobile coupons.
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In addition, among the perceived consequences significantly related to intention to
redeem mobile coupons, it appears that convenience has the strongest coefficient. This
could imply that consumers consider convenience as the most important belief concerning
the consequences of mobile coupon redemption for purchasing products or services
compared to the rest of the perceived consequences.

Table 6.2: Summary of Hypothesis Testing

Hypothesis
Hlo: There is no relationship
between perceived value and
intention to redeem mobile
coupons for purchasing products
and services.
H2o: There is no relationship
between convenience and intention
to redeem mobile coupons for
purchasing products or services.
H3o: There is no relationship
between perceived ease of use and
intention to redeem mobile
coupons for purchasing products or
services.
H4o: There is no relationship
between permission marketing and
intention to redeem mobile
coupons for purchasing products or
services.
H5o: There is no relationship
between availability and intention
to redeem mobile coupons for
purchasing products or services.

Statistics Test

Significance
Level (a)

Correlation
Coefficient

Results

Spearrnan's RankOrder Correlation
Coefficient

.340

.048

Failed to
reject
Ho

Spearman' s RankOrder Correlation
Coefficient

.000

.415**

Rejected
Ho

Spearman's RankOrder Correlation
Coefficient

.001

.164**

Rejected
Ho

Spearman's RankOrder Correlation
Coefficient

.000

.225**

Rejected
Ho

Spearman's RankOrder Correlation
Coefficient

.029

. 11 O*

.267

-

H6o: There is no difference m
intention to redeem mobile
coupons for purchasing products or
Mann Whitney
U-Test
services
between experienced
consumers
and
inexperienced
consumers in coupon redemption.
** Correlat10n 1s s1gmficant at the 0.01 level (2-tatled).
* Correlation is significant at the 0.05 level (2-tailed).

--

Rejected

Ho

Failed to
reject Ho
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6.2 Conclusions
With regard to the statement of problems stated in chapter I, there are two main
research questions established in this study. Thus, the conclusions which provide the
support for each research question are described as follows:

The first research question: Are there significant relationships between the
factors expected to involve mobile coupon redemption and consumers' intentions to
redeem mobile coupons for purchasing products or services?
In this research, the determinants relating to consumer's intention to redeem
mobile coupons for purchasing products or services consists of perceived value,
convenience, perceived ease of use, permission marketing, and availability. The first four
factors are conceptualized as the beliefs of perceived consequence from mobile coupon
redemption underlying the construct of attitude toward redeeming mobile coupons. The
last determinant - availability - is conceptualized as the belief concerning whether the
resources and opportunities needed are available for redeeming mobile coupon underlying
the construct of perceived behavior control.
According to the results of this research, convenience is found to have a positive
relationship with intention to redeem mobile coupon for purchasing product or service.
This finding is supported by the study of Shimp and Kavas (1984) who argued that
coupon usage behavior is based on the assumption that consumers use coupons with
systematic decision or rationality. Their findings revealed that the perception of negative
consequence from coupon usage such as inconvenience has a negative effect on intention
to use coupon indirectly that is mediated by attitude toward using coupon. This
inconvenience refers to the time and effort spent in clipping and redeeming coupons. The
supportive reason for this finding might come from the suggestion of Henderson (1985).
He proposed that coupon redemption decision consists of three steps: collection, intention
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to use, and actual usage. All three stages of the decision process seem relevant to
consumer's time and effort used in coupon redemption that influences consumer decision
to redeem or not redeem. Moreover, the method of coupon distribution can increase the
convenience offered to coupon users such as direct mail (Blattberg and Neslin, 1990).
In examining perceived ease of use, the results show that this perceived
consequence of redeeming mobile coupon has a positive relationship with intention to
redeem mobile coupon but this relationship is weak. This result is consistent with the
study of Chakraborty and Cole (1991) who pointed out the ease or difficulty of coupon
usage has an impact on coupon redemption behavior. If the consumers feel that coupons
are easy to use, they are more likely to use them. In other words, if consumers perceive
that they have low cost of using coupons (i.e., physical effort), they are willing to use the
coupons. As earlier described, the mobile application of data transmission such as short
messaging service (SMS) is employed as a form of coupon message which firms send to
target consumers by providing the monetary incentives toward purchasing particular
products or services. The use of SMS is familiar to the mobile phone owners, only 0.8%
of all respondents in this research had never used this text messaging application. This
could imply that non-voice operation is widely used in people's communication via
mobile phone. Yet, however, consumers may perceive that the coupon message appearing
on their mobile phone is difficult to deal with, for example, SMS message may
sometimes be too long for reading at one time on a small-sized screen. That is, consumers
do not give much attention to reading or do not finish reading due to the huge number of
unsolicited messages sent on their mobile phones. In addition, it is important to note that
the effort can be saved due to the improved ease of use, thus an increase in the perceived
convenience of mobile coupon redemption may derive from the increase in the perceived
ease of use.
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In terms of permission marketing, the results show there is positive relationship
between permission marketing and consumer's intention to redeem mobile coupon for
purchasing products or services. The implication of this finding is that consumers are
concerned about their privacy because a mobile phone is perceived as a highly personal
medium. This is consistent with the exploratory study of Barwise and Strong (2002), who
studied the short-messaging-service advertising via mobile phone based on consumer's
explicit permission. They found that consumers have a favorable response to permissionbased mobile advertising. This means that the advertising must be highly relevant to
consumers from the individual perspective. Consistent with the study of Haghirian et al.
(2005) that customers who consider privacy as very important are less likely to perceive
the advertising message on mobile phone as highly valuable information. Since mobile
coupon is regarded as a promotional message sent to target consumers via mobile phones,
the advertising message and coupon message delivered to specific consumers via their
mobile phone can be considered the same feature based on the same concept of marketing
communication. As such, it can be conceived that any permission-based marketing
communication should be positively associated with consumer response to mobile coupon
promotion.
Another important aspect from the research results is that availability of mobile
coupon is found to be significantly positive related to intention to redeem mobile coupon
for purchasing product or service during the next three months. This result supports the
argument of Green (1996) that availability of coupon is one factor that makes AfricanAmericans use coupons less than Anglo-Americans (or White Americans) due to the
lower exposure to the types of media traditionally used to distribute coupon. This finding
is consistent with the studies of Kaufman and Hernandez (1990) who studied the barriers
of coupon use in the group of Hispanic-Americans. They argued that one reason that
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makes Hispanics, in general, use fewer coupons is because a lower number of coupons
are distributed to the Hispanics' favorite channels - local grocery stores. This implies that
Hispanics cannot reach coupon promotion effectively with respect to the channel of
coupon distribution. This reason is also affirmed by the study of Dodson et al. (1978) who
investigated how deal-based purchase affects brand switching and repeat purchase for
existing packaged-goods brands. They found that the deals which are available can induce
more brand switching than when no deal is offered.

In addition, the results of this

research are in accord with the suggestions of Huff and Alden (1998) in that marketers
should recognize that the more available the promotions (including coupons), the more
consumers will use them, according to the findings of their study.
As the results of hypothesis testing show that the relationship between perceived
value and consumer's intention to redeem mobile coupon for purchasing products or
services is not statistically significant as proposed. Surprisingly, the respondents who
agree that perceived value is the perceived consequence of mobile coupon redemption
have a neutral intention to redeem mobile coupon. This could mean that they might be
more favorable to other types of sales promotions (e.g., sales at point of purchase) than
coupon promotion whether the incentives of mobile coupon are offered with high
monetary saving and good product or service quality due to some reasons (e.g.,
convenience, availability). Or perhaps the expected value (trade-off between money
saving and quality of product or service) derived from mobile coupon redemption is not
sufficiently effective to their decisions to redeem mobile coupon. Such finding is different
from Lichtenstein et al. 's (1990) suggestion that one's likelihood of redeeming coupons
not only includes a function of price consciousness but also a function of value
consciousness; defined as a concern for paying low prices when subject to some quality
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constraint. Despite this, it might note that perceived value can have a positive influence
on intention to redeem mobile coupon for purchasing products or service.

The second research question: Is there a significance difference between
experienced consumers and the inexperienced consumers of coupon redemption with
intention to redeem mobile coupon for purchasing products or services?
Mann-Whitney U test was used to investigate the difference m consumers'
intentions to redeem mobile coupons for purchasing products and services during the next
three months when segmented by the prior experience of coupon redemption. The results
indicated that there is no critical difference between intention to redeem mobile coupon
between coupon redeemers and nonredeemers. This result is different from the previous
study of Ramaswamy and Srinivasan (1988) who noted that coupon redeemers (coupon
chaser) will have a higher response to coupon promotions than nonredeemers depending
on the diversity of face value saving and method of coupon distribution. One explanation
of those results is that most of the respondents in this research fall into the group of young
people who prefer to engage any activity that has simple process to complete while
providing the high return. This lifestyle may not be associated with the redemption
process of coupon promotion which users have to involve many steps before gaining the
benefits which usually are not high incentives. Young people who have redeemed any
coupon for purchasing any product or service perceived that those coupons offered in the
market today may provide low incentives compared to many activities they must involve
for gaining the little benefit from coupon redemption. Meanwhile, the discount at point of
sale is frequently used by manufacturers and retailers. Though mobile coupon may be
able to resolve some weakness of coupon promotion distributed via other channels such
as seeking, scanning, and clipping coupon, but this new coupon form may not be
sufficient to attract Thai young people to intention to redeem this electronic coupon for
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purchasing products and services. In addition, the factors like product or service category
and brand promoted with mobile coupon are considered as very important criteria for
these respondents but this study do not specify in the questionnaire.
From this finding, the researcher could assume that the pnor expenence of
redeeming other types of coupons is not associated with intention to redeem mobile
coupon. This assumption is distinct from the study of Bagozzi et al. (1992) in which the
findings pointed out that past behavior related to coupon redemption has a positive effect
on intention to use coupons.

6.3 Recommendations and Managerial Implications
Aside from the Internet, mobile phone channel offers compames powerful
marketing potential with direct communication with consumers, anytime and anywhere.
As such, the sales promotions such as mobile coupons are seen to promise vast
opportunities for business to increase the effectiveness of sales promotion campaigns. To
draw a precise point for marketing strategy, it is essential that marketers understand all
features of their products or services thoroughly and what their target consumers think of
their products or services. Therefore, understanding the effects of determinants on
consumer behavior toward mobile coupons would provide valuable information for
marketers to design the mobile coupon strategies effectively.
Based on the results, most of the respondents feel uncertain about their intention
to redeem mobile coupons for purchasing products or services during the next three
months. By taking corrective action to increase consumer's willingness to redeem mobile
coupons, marketers can bring the findings of this study to design or improve coupon
promotion strategy with respect to coupon offer distributed via mobile phone channel in
order to shape or change consumer's attitude to favorable feeling. The more positive the
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attitude toward mobile coupon redemption, the more the intention to redeem this coupon
form should be. The following recommendations involve the managerial implications for
increasing consumer's intention to redeem mobile coupon based on the findings of this
study:
•

Convenience

Convenience is acknowledged to be increasingly critical to consumers which they
use as a basis for making purchasing decisions. Consumers prefer the products or services
that they spend little time and energy to acquire. As such, consumers try to seek new
products or services which can help them save more time and effort than they are
currently using to do their activities. This could imply that a consumer is more likely to
favor less time and effort to perform any behavior. This is consistent with the results of
this study that convenience has a moderate association with intention to redeem mobile
coupon for purchasing product or service. As mentioned earlier, mobile coupons provide
more convenience to users in the stages of scanning, clipping and organizing. Yet, each
step in coupon redemption process has the same effects on consumer redemption decision
because users will not try to skip any step in coupon redemption process based on the
assumption that coupon redemption is a rationally systematic decision. Thus, marketers
should consider creating convenience in all steps of coupon redemption process. In
addition to scanning, clipping, and organizing, redeeming step is also important to
consumer's decision because the actual redemption will occur when consumer redeem
coupon for purchasing good or service, or other aims. Thus, if consumer perceive that the
redemption point of that mobile coupon is far away from their home or office, or
otherwise located in the place they rarely go, it could mean that such mobile coupon
offers are not convenient to them in redemption step, even though they have perceived
convenience in receiving, clipping, and handling. This might lead consumers to display

102

a lower intention to redeem mobile coupon. In general, the redemption point and point of
purchase or outlet are the same place due to conditions such as receiving discount price
from purchasing a product or service. The redemption point should be easily accessible or
in other places where consumers often go such as convenient store and department store.
In addition to location of redemption point, marketers should design the procedure in
redeeming mobile coupon at redemption point which makes consumers feel convenient as
well. Overall, marketers should continually design or improve the process in order to
ensure the users redeem it more conveniently. Another thing marketer should not
overlook is waiting checkout. When consumers use mobile coupons for purchasing a
product or service they have to show this mobile coupon to staffs at cashier point which
require staff to check the validity of coupon with scarming barcodes or key the code
number into the security system that may take too much time if there are a lot of
consumers redeeming them at the same time. Such waiting checkout can cause stress,
boredom, anxiety, and annoyance that influence consumers' service evaluations and
satisfaction with the promotion campaign. Hence, marketers should think of the problem
of waiting checkouts, for example, by providing training to cashier staffs.
Most importantly, perceived convenience has to be developed into all steps of
coupon redemption process systematically and ubiquitously.
•

Perceived Ease of Use

Respondents' overall experience of SMS usage shows that nearly all of them
(99.2%) have used this non-voice function. The implication is that consumers who have
their own mobile phone are used to dealing with this mobile technology application. As
such, it seems likely that dealing with the text or SMS message of mobile coupon is not
difficult for consumers who usually use mobile phones. Consistent with the findings of
this study, the perceived ease of use is significantly associated with intention to redeem
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mobile coupon for purchasing products or services. Moreover, manufacturers or retailers
should be aware that the message size of the mobile coupon. In addition, it will be much
better if marketers create instructions about the process of redeeming mobile coupon that
each consumer can learn and execute by himself/herself. In general, people like to tell
others with whom they are close about the goods or services that they think are good and
easy to use. The positive buzz from one consumer can enhance the other consumers'
interest toward mobile coupons. It implies that the more ease of use consumers perceive
from mobile coupon redemption, the more positive attitude and intentions toward mobile
coupon redemption. In addition, to protect the misuse of mobile coupon, the security
solution such as barcode and unique code number is used for preventing misredemption
and measuring the redemption rate more effectively. In some system solutions, firms
separate the bar-code equipment of scanning mobile coupon from the bar-code equipment
at cashier point in order to save waiting time of redeeming mobile coupon at cashier
point. For this solution, consumer has to bring his/her mobile coupon for a scan at the
particular machine by himself/herself for printing a paper coupon and then use it at
cashier point later. Firms who use this solution should have to provide instructions for
consumers.
•

Availability of Mobile Coupons

In doing business, the availability of products or services in the market is very
important to firms. It increases the sales opportunity of products or service because it can
create greater exposure for consumers. This also represents consumers' awareness of the
product or service which influence their decision choices. Based on the analysis results,
more than half of the respondents rate their intention to redeem mobile coupon for
purchasing products and coupons in the neutral level, perhaps the information of this new
coupon form is less apparent to them (see Appendix C). Marketers should attempt to
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communicate the benefits to consumers through their customer relationship management,
print adverts, or public relations so as to increase the awareness and attention of
consumers. Likewise, the availability of mobile coupon is also attributed to consumer's
coupon usage for purchasing product or service; the more available mobile coupons, the
more likely that consumer will redeem them. However, one thing marketers should be
aware of is that too many messages for one consumer constitute a negative attitude
toward mobile coupons. Moreover, marketers should be aware that the cost of mobile
coupon will relatively increase as a consequence of the number of mobile coupons
distributed.
•

Permission of Consumers

The very personal nature of mobile phone compared with other media and the
increased unsolicited messages (spam) of mobile phone have triggered consumers more
worries of privacy, especially in terms of their personal information which could be
unethically used for other business purposes. Thus, marketers should ask the permission
of target consumers before sending mobile coupons to them. Consumers' explicit
permission of receiving mobile coupon could mean that they might generate a better
response to mobile coupons. Conversely, without permission, coupon message might be
ineffective and create a negative brand image.
In general, individuals tend to judge that the promotional message received on
their mobile phone should be highly relevant to their interests. If this judgment is
negative, there will be a loss of interest in the program. If it is positive, there will be an
enhancement in interest. Providing the relevant promotional message of consumers'
interests not only increases consumer's propensity to redeem mobile coupon but also
starts constituting a long-term relationship.
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However, although firms obtain a customer's explicit permission, it is dangerous
if firms send mobile coupons to their customers too frequently because too many
messages can annoy and activate a reaction of deleting those messages. Another
supportive reason is that the increasing messages could use up the message memory of a
mobile phone. If the message memory is full the entry of new message is impossible.
Thus, marketer should ask customers to grant permission on how many messages they
would like to receive per day, week, and month. Such an approach might mean that few
coupon messages are delivered but they can raise the percentage of success.
•

Quality of Products or Services

The role quality of products or services is frequently cited as one important
evaluative criteria of consumer's purchasing decision. According to the results of this
study, consumers agree that the perception of value is the important touchstone for their
mobile coupon redemption. If consumer perceives that the quality of products or services
is not associated with the amount of money they have to pay after deducting the discount
price, it may lead consumers to refuse redeeming mobile coupon for purchasing products
or services next time or even could negatively affect in their regular purchase for those
products or services. Whether the objectives of mobile coupon are to attract the trial of
new products or services, to increase the repurchase of existing product or service
categories, firms should ensure that the products or services promoted with coupon
promotions have the same quality as products or services sold without coupon
promotions. Conversely, the effects of poor quality of products or service from the
coupon redemption may cause consumers to form negative attitude toward the brand
image, in tum the likelihood to redeem coupon is less likely to be seen.
According to the results, the prior experience of coupon redemption can not be
used to distinguish the consumer response in terms of intention to redeem mobile coupon.
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It does not means that this behavioral variable is not a good one for making the segment

analysis but it may occur from the measurement with respect to a new form of coupon in
the market. However, there are the lot of variables that can be used to profile the target
segment of mobile coupon redeemers such as demographic (e.g., gender, income) and
psychological variables (e.g., price consciousness, brand loyalty).
More importantly, mobile coupon is a promotional tool for appealing to
consumers to purchase products or services while providing economic incentives.
Importantly, marketers should realize that the identification of brands, product or service
categories, and target markets plays a major role in the success of mobile coupon
promotion. For example, consumers who are loyal to a particular brand prefer to redeem
coupons issued for the brand they regularly buy because they would have to incur a high
substitution cost if they redeem coupons for unfamiliar brands.

6. 4 Suggestions for Further Research
Besides the given managerial implications, the researcher anticipates that the
finding of this study will be useful for researchers who would like to conduct further
studies on this topic in other aspects. This study, like all others, is not without its
limitations and scope of the study. Thus, the following are the issues recommended for
further study:
According to the limitation and scope of this research, the few variables used in
this analysis examine the relationship with intention to redeem mobile coupon in this
study. In a marketing context, it is important for marketers to understand consumers'
actual needs and the effect of factors influencing those needs in more depth and width so
as to design effective marketing strategy. In case of mobile coupons, it would be useful to
employ other variables which some researchers underlying the traditional methods of
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coupon distribution have proposed that they may have the impact on coupon redemption
behavior such as expiration period, location-based service, and the effect of content.
The mobile technology such as location-based service is being utilized in many
types of mobile marketing. For instance, when a person passes the particular station of
mobile network, he/she might receive text message directions to the nearest restaurant or
sky train station. This feature can be also used with mobile coupons, for example, by
firms sending mobile coupon to a registered client when this client passes the point of
purchase, he/she should obtain the coupon message not half an hour later, illustrating the
time sensitiveness of this promotion. It is interesting to examine the relative impact of this
approach on consumer's intention to redeem mobile coupons further. Another important
aspect to study is that of content effect. Besides the information of amount of discount
offered, coupons are often accompanied by an advertisement that provides information
about the benefits of the brand. The advertising or information effects of coupons have
received little attention in previous researches in relation to coupon literature. It is
suggested that further research should be done in aspect of the effect of varying content in
the limited space of 160 characters on consumer's mobile coupon redemption. Besides
short message service, further research may examine the consumer response to mobile
coupon which have the promotional messages based on multimedia message service in
order to compare the difference of responsiveness.
As the data used for carrying out the objectives of this research is collected in
Bangkok area only, the findings may reflect consumer response in a specific area. The
researcher would like to suggest that the further research may extend to other areas of
Thailand such as Central region, Northern region, and so forth.
Based on the research results, most of the respondents stated that they are
uncertain about their intention to redeem mobile coupon for purchasing products or

108
services. It would be interesting to explore the reasons why consumers are uncertain and
also the reasons underlying consumers' positive intention to redeem mobile coupons for
purchasing services and products.
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