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Abstract

Over the past decade, however, many marketers, wholesalers and retailers have
come to the realization that heavy spending on advertising is often not enough to move
their products off store shelves and go into the hands of consumers. Sales promotion
has become a primary consideration by many investors because it can provide them
with higher opportunity to gain sale revenue.
There are many sales promotion tactics such as sampling, coupon, premium,
price-offs deal, refunds, bonus packs, contests and sweepstakes. A sales promotion
especially for garment product is a major interest of this research. Thus, the objectives
of this study are to investigate the effects of a price sales promotion on consumers'
behavior, that is, purchase patterns.

-

The research framework links theories and concepts of sales promotion together
in order to establish a conceptual framework. Price sales promotion leads to an increase
in quantity purchased of promotion product, total quantity purchased, quantity
purchased of promotion product because of brand trial; however, price sales promotion
leads to a decrease of quantity purchase in regular price. It is developed for testing the
correlation between price sales promotion and consumer purchase patterns; they are
quantity purchased, brand trial, promotion product purchased, and non-promotion
product purchased.
This paper hypothesizes that there is a positive correlation between price sales
promotion and quantity of promotion product purchased, total quantity of product
purchased and quantity of promotion product purchased because of brand trial; and

_
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there is a negative correlation between price sales promotion and quantity purchased in
regular price.
Non-probability-sampling method is applied. Primary data has been collected
from at least 384 respondents by the administration of questionnaire at Central
Department Store, Lardprao branch. A simple linear regression analysis and t-statistic
are applied for testing all hypotheses.
For the purpose of estimation, general econometric model can be written as q =
b0 + b 1P, when q is quantity of garment purchased and Pis price percent discount. The
finding results show that all null-hypotheses are rejected.
The statistical results show there exists a positive correlation between price sale
promotion and quantities purchased of promotion product, total quantity purchased and
quantity purchased because of brand trial and the relationships are statistically
significant greater than 95 percent level of confidence. The finding result also shows
that there exists a negative correlation between price sales promotion and regular price
product purchased and the correlation is statistically significant at greater than 95
percent level of confidence. A variation in amount of garment purchased in all models
can be explained at least 25 percent to 44 percent by the variability of percent price
discounts. All the correlations are significant at greater than 95 percent level of
confidence. They are verified from t-statistics.
The findings of the research help formulate demand equations, which are useful
for investors or marketers of garment stores. They can use these demand equations to
predict a number of garment purchases when they employ price sales promotion tactic.
Finally, the research suggests an identification of retail shops especially normal
brand, and collect data of consumer purchase pattern before, during and after price sale
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promotion period. Theoretically, price is not only one factor that affects quantity of
garment purchased; it is also affected by other factors such as income, among others. If
such relationships are formulated as estimation model, multiple linear regression
analysis can be further employed to find the correlation.
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Chapter 1
Generality of the Study

1.1 Introduction

For many years advertising has been a major component in the promotional
budget of most consumer product firms. Most companies would concentrate their
promotional efforts on the development of advertising campaigns that would create or
reinforce brand awareness, image and build long-term consumer loyalty to their
products. Over the past decade, however, many marketers, wholesalers and retailers
have come to the realization that heavy spending on advertising is often not enough to
move their products off store shelves and go into the hands of consumers. The
following part discusses a global, national and local context of sales promotion.

1.1.1 Global Context

The use of sales promotion techniques for consumers as well as the trade has
been around for a long time. Their role and importance in the marketing program
have increased dramatically. It can be seen in figure 1.1 that over the past 10 years,
total estimated expenditures on sales promotion have increased at an average annual
rate of 13 percent, from US$49 billion in 1980 to more than US$124.5 billion in
1988. During this time period, spending on national advertising increased 10 percent
per year from US$31.9 billion to US$66.8 billion (Belch and Belch, 1990).

Figure 1.1 : Advertising and Promotion Expenditure in 1980s
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Source: Belch, George E., Belch, Michael A., Introduction to Advertising and Promotion Management,
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Reasons for an Increase in Consumer Sales Promotion
Many consumers consider more about sales promotion than before because of
3 main reasons: declining brand loyalty and increasing promotion sensitivity, brand
proliferation and short-term focus.

•

Declining Brand Loyalty and Increasing Promotional Sensitivity
Consumers are becoming fewer brands loyal and purchasing more on the
basis of value and convenience. This decrease in brand loyalty is due to a number
of factors including the fact that consumers have become increasingly
"promotion sensitive" and often choose to buy a brand only when it is on special
occasion, that is, if it offers a premium or a coupon.

•

Brand Proliferation
A major aspect of many firms' marketing strategies over the past decade has
been the development of new products. It can be seen in figure 1.2 that over
10,000 new products were introduced to the marketplace in 1988, as compared to
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only 2,689 in 1980. The market has become saturated with new brands that often
lack any significant advantages that can be used as the basis of an advertising
campaign. Thus, companies have become increasingly dependent on sales
promotion to encourage consumers to try these brands.

Figure 1.2: Increase in New Product Introductions
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•

Short-term Focus
The increasing interest in consumer-oriented sales promotions is motivated by
marketing plans that are geared to short-tenn performance and focus on the
immediate generation of sales volume. Consumer promotions are viewed by
many firms as the most dependable tool for producing immediate sales, since
they generally provide faster results than advertising, particularly when they are
price related. This, of course, has led to a considerable concern that managers
may become too dependent on the "quick sales fix" that can be a positive result
from a promotion.

3

1.1.2 National Context

Several countries in Asia including Thailand and trading partners are facing
high competition among themselves. There are several marketing strategies,
regarding promotion, there are two major types of promotions: trade promotion and
customer promotion. Most companies have used trade and customer promotions in
order to win competitors, for instance, Makro, Lotus, Big C, Central Robinson, and
many retail stores. They are trying to compete with one another by promotion
activities in order to gain high sales volume and a larger market share. For example,
during promotion for special events such as Christmas or New Year Festival, and
other seasonal events, they will spend a lot of money during these promotions.

/

-

~

1.1.3 Local Context

This thesis is focusing on area in Bangkok because there are many companies
using strategies of sales promotion in order to stimulate customers purchasing. They
often use sales incentives to build store traffic and to develop repeat business or store
loyalty. Sales incentives are premiums, samples, games and contests, coupons,
trading stamps, and tie-in arrangements that they are often used. For instance, coffee
shop would use trading stamps in order to build store loyalty. Many garments shops
often cut price off or give discount in order to attract customers shopping or stock
out. There are many researches studying consumers' behavior, they wanted to
examine whether or not sales promotion especially discounts and price off have great
impact on shoppers' buying decisions. Grover and Srinivasan (1992) concluded "onefourth of the gain in a week's product category sales resulted by a sales promotion is
at the expense of the succeeding week sales." Siam Commercial Bank Research
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Institute found out that price discounts, free gifts and non-seasonal promotional
campaigns are very effective tools to attract male shoppers while product

sa~pJ~s.

discount coupons, product sales presents, and seasonal or festive promotional
campaigns should be for female consumers (Purchasing Behavior at Supermarkets,
1999).

1.2 Statement of the Problems

Nowadays, many companies are facing many problems in planning sales
promotion because the retailers must manage many things such as inventory costs,
anticipate competitors' reactions as well as define a position in the market place.
While the retailing-stores keep merchandise in stock, they have to keep the lowest
inventory by using promotional strategies. Therefore, this leads to promotion strategy
and it would result in a setting the promotion budget. There are many sale promotion
activities such as price, coupon, premium, and refund among others. Thus, a lot of
money is invested in the promotional program, therefore, the expected result should
be positive. Usually, the typical promotion should make a dramatic increase in sales
for the promoted product. It is generally assumed that this sales increase is due to
consumers evaluating the promoted products more favorably. Their price reduction
influences and alters consumers' choice. There have been researchers trying to
examine the impacts of sale promotions because sales promotions have a significant
impact on consumers' behavior (Blattberg. et al. 1981, Ehrenberg 1972, Guadagni and
Little 1983).
Currently, investors have a very strong interest in the promotion because the
increasing competition among retailers. An increasing sales promotion expenditure is
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shown in figures 1.1 and 1.2. Retailers always hold the inventory cost, it means that
they must pay for rent, heating, cooling, lighting, security, refrigeration, record
keeping, and transportation that can not be avoided. As time has passed, they would

lose opportunity to gain money because of stock inventory. They need to get
inventory turnover as quick as possible because they will not lose the opportunity to
gain money; in contrast, they have opportunity to gain more money. Therefore, the
promotion activities are applied for getting quick inventory turnover. According to
figures I. I and 1.2, it is shown that investors or retailers will take risk because they
will not know exactly customers' response for sale promotion, the customers may buy
or may not buy sale promotion products. They need to know about consumer
purchase behavior in order to forecast the sale in the future and setting sale promotion
scheme. There are many sale promotion tactics but this research will be confined to
price sale promotion.
Finally, the problem is the direction and the extent of impact of sales

promotion on consumers 1 behavior regarding to price-offs deal whether consumers
buy more or less, and the sales increases or not; these must be closely examined.

6

1.3 Research Objectives

The objectives of this research are to investigate the effects of sales promotion
on consumers' behavior, purchase pattern, so they will help the marketing team to
estimate value of benefit of company and know how make benefit more. Specifically,
the objectives are to find the impact of price sales promotion on:
1. brand trial,
2. the purchase of non-sale promotion product,
3. promotion product,
4. total quantity purchased.

1.4 Scope of the Research

Sales promotion is limited to price sales promotions for garments household
buyers in Bangkok at Central Department Store, Lardprao branch. The focus is on
this store because there has been high traffic of shoppers and variety here. The
periods of study are between June and July 2001 because it is in the mid-year. Any
retailers will offer sales promotion during this period.

1.5 Limitation of the Research

The researcher focuses only on customer's respondents who are purchasing
during sales promotion at Central Department Store, Lardprao branch in Bangkok in
order to find out effects of price sales promotion on consumer purchase pattern.
Using the questionnaire to collect the primary data, respondents are encouraged to
give full cooperation by filling out the research questionnaires at checkout area.
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Moreover, due to respondents' different background, time is given to explain some
questionnaire to avoid errors.

1.6 Significance of the Study

The findings of this paper would be useful to many retail stores as well as
marketers. There are three main aspects as they are discussed below.

•

Marketers Understand Consumer Behavior in Retail Buying Situation

For marketers, knowledge of consumer behavior is the basic knowledge of
marketing challenge that every marketer has to face. Knowing and understanding the
real needs of consumer is very important because the marketers can launch products
with promotion that can satisfy the consumer's need. When the marketers know
consumers' behavior, they are able to provide marketing stimulus to consumers in
order to achieve the marketing objectives. They would gain the maximum profit from
providing the customers' satisfaction.

•

Marketers Maximize Sales of Merchandise in Their Store

Allocating a large promotion budget for the program, retailers need to gain the
best outcome, which should be an increase in sales. This research will investigate the
impacts of sale promotion on customer's purchase-pattern. Many previous researches
are also conducted to find the impacts of sales promotion. Common sense and formal
economic analysis (Blattberg et al. 1978) suggest that a consumer's decision on brand
and purchase quantity may depend on the size of the price reduction and the time
until the next price reduction. Kumar and Leone (1988) suggested the price
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promotion could be effective for retailers only if they also help stimulate sales of nonpromoted items in the store. That outcome can arise in two ways - the promotion can
draw additional consumers to the store or it can stimulate sales of other products such
as non-promoted merchandise to current customers. This research could provide some
comments and suggestions to help any marketers' decision.

•

Marketer can Design Appropriate Sale Promotion Scheme

There are many sale promotion schemes such as premiums, price-off, bonus
packs, refunds and rebates and contests and sweepstakes. All of which are used to
stimulate the customers purchasing decision. In the market, there are many
competitors so the promotion scheme will be used for many reasons. For the example,
the bonus packs are sometimes used as an alternative to price-off deals when the
latter are either overused or resisted by the trade. This research should help many
marketers choose to appropriate promotion scheme in order to achieve their market
objectives.

*

*
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1.7 Definitions of Terms
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Buying Behavior: The buying behavior of final consumers-individuals and

households who buy goods and services for personal consumption (Kotler and
Armstrong, 1994).
•

Brand Switching: consumer's purchase of a different brand from one that he or

she regularly buys (Gerard, 1998).
•

Brand Trial: consumer's purchase of a different brand from one that he or she

regularly buys in the first time (Gerard, 1998).
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•

Consumer Behavior is defined as the actions and decision process of people who
purchase goods and services for personal consumption (Skinner, 1994).

•

Consumer Goods: Goods bought by final consumers for personal consumption
(Kotler and Armstrong, 1994).

•

Consumer Decision-Making Process: It is a process through which a consumer
goes through for making purchase for any product/service. The process involves
problem or need recognition, information search, evaluation, purchase and post
purchase behavior (Kotler, 1997).

•

Consumer Purchase Pattern: brand trial, timing of purchase, quantity
purchased, amount of money spent in purchasing, non-promotion products
purchase, promotion product purchase (Gerard, 1998; Neslin et al., 1985; Krishna
et al., 1991; Mulhern and Padgett, 1995).

•

Coupon: certificates with a stated value that is presented to the retail store for a
price reduction on a specified item (Belch and Belch, 1990).

•

Household Buyer: an individual or group of people who share a common
dwelling. Most nuclear families constitute households. Single individuals living
alone, same-sex couples, unmarried couples "living together," and larger groups
living under the same roof are also households (Kotler, 1997).

•

Non-Promotion Products Purchase: is the consumer purchase any product in
regular price (Mulhern and Padgett, 1995).

•

Organizational Buyer:

the decision-making process

by which formal

organization establishes the need for purchased products and services and
identify, evaluate, and choose among alternative brands and suppliers (Kotler,
1997).

10

St. Gabriel's

/
•

Library;Aii

3121~3

Perception: is the process through which people select, organize, and interpret
information inputs and give them meaning (Skinner, 1994).

•

Premium: is the tangible reward received from performing a particular act
usually help purchasing a product (Burnett, 1993).

•

Price Sale Promotion: short-term price cuts offered to consumers for stimulating
sale (Jagmohan and Rajiv, 1990).

•

Promotion Product Purchase: is the consumer purchase any products by sale
promotion offered (Mulhern and Padgett, 1995).

•

Purchase Acceleration can assume two forms: purchasing of larger quantity or
shortening of interpurchase time. That is, in response to a promotion, consumers
may buy more quantity of the product category, or buy at an earlier time (Neslin
et al., 1985).

•

Quantity Purchase: are quantities of product purchased (Krishna et al., 1991 ).

•

Sale Promotion: consists of marketing activities that add to the basic value of the
product or service for limited time and directly stimulate consumer purchasing
(Burnett, 1993).

•

Sampling: consumers are given some quantity of product for no charge to induce
trial (Belch and Belch, 1990).

•

Sweepstakes: a promotion whereby winners are determined purely by chance and
cannot require a proof of purchase as a condition for entry (Belch and Belch,
1990).

•

Timing of Purchase: the product purchased at an earlier time (Neslin et al.,
1985).
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Chapter 2
Review of Related Literature and Studies

This literature review discusses some general theories and concepts in order to
provide some understanding and insight of the theories of sales promotion, and
consumer purchase decision. It includes prior research work about relationship
between sales promotion and consumers behavior.
This chapter consists of definitions and theories related to sales promotion,
which are pioneered by many authors and previous researches whose works are on
sales promotion activities.

2.1 Definition of Sales Promotion
Sales Promotion consists of marketing activities that add to the basic value of
the product or service for limited time and directly stimulate consumer purchasing
(Burnett, 1993).

2.2 Theories Related to Sales Promotion
2.2.1 Theory of Futrell, 1996
Promotion, as part of the marketing mix, mcreases company sales by
communicating product information to potential customers. The four basic parts of a
firm's promotional efforts are I) personal selling, 2) advertising, 3) publicity, and 4)
sales promotion. These are briefly explained in table 2. 1. In addition to informing
people about product's existence, promotion also educates consumers about the
product's features, advantages, and benefits; it informs them where to buy and makes
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them aware of its price as well as value. The question anses is that what best
promotional elements should be used in selling a product. This decision is made only
after consideration of the type of product that customers want to buy.

Table 2.1 : Promotion Activities
•

Personal selling: Personal communication of information is to persuade a prospective customer to
buy something-a good, service, idea, or something else that satisfies an individual's needs.

•

Advertising: Non-personal communication of infonnation, which is paid for by an identified
sponsor such as an individual or an organization. Modes of advertising include television, radio,
direct mail, catalogs, newspapers, and outdoor advertising such as billboards.

•

Publicity: Non-personal communication of information that is not paid for by an individual or
organization. Information appears in media such as television, radio, and newspapers.

•

Sales promotion: It involves activities or materials used to create sales for goods or services. The
two types of sales promotion are consumer and trade sales promotion. Consumer sales promotion
includes free samples, coupons, contests, and demonstrations to consumers. Trade sales promotion
encourages wholesalers and retailers to purchase and to sell aggressively using devices such as
sales contests, displays, special purchase prices, and free merchandise.

Source: Futrell, Charles M (1996), Fundamental ofSelling, 5th edition, p . 46

The marketing manager should determine what proportion of the firm's budget
should be allocated to each product and how much emphasis is put on each of the
promotional variables given to each product. Firms typically spend more money on
their sales force than on advertising and promotion. Organizations selling industrial
markets generally spend a higher percentage of the promotion budget on their sales
force than consumer goods manufacturers. This is because industrial purchasing
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agents do not see advertisements for their products on television. Salespeople must
keep them informed.

2.2.2 Theory of Burnett, 1993

Briefly, sales promotion tends to operate on a short time frame. It employs a
more rational appeal and provides tangibles and real value. It is intended to create an
immediate sale and makes a high contribution to profitability. Table 2.2 shows the list
of key differences among sales promotion and advertising, public relations, and
personal selling.

Table 2.2: A Comparison of Sales Promotion with Other Promotion Mix Element
Advertising

Sales Promotion

Public Relation

Personal Selling

Time frame

Longterm

Short term

Long term

Short/long term

Primary appeal

Emotional

Rational

Emotional

Rational

Value added

Intangible

Tangible

Intangible

Tangible

Primary objective

Image/Brand

Sale

Goodwill

Sale/Relationship

High

Low

Position
Contribution to

Moderate

Profitability

*

High

Source: Burnett, J. John, Promotion Management: A Strategic Approach, St. Paul, 1993, p. 379

Primary differences between sales promotion and advertising, public relations
and personal selling are illustrated in Table 2.2. Five criteria are suggested. Sales
promotion tends to operate on a short time frame. It employs a rational appeal, which
provides tangible or real value, and it is intended to create an immediate sale and high
contribution to profitability. These distinctions become somewhat blurred when they
include the fact that sales promotion is often used jointly with other promotional
techniques. For example, sales promotion that offers coupons, rebates, and contests
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are often delivered through an advertisement. Likewise, price deals are presented by
member of the sales force and their success is, therefore, contingent on the abilities of
those individuals. Even public relations may have partial responsibility for managing
a contest or sweepstakes. However, the synergy and real strength take effects when
sales promotion is combined with these other promotional elements is its real
strength.
Most businesses today are shifting their thinking from short-term to long-term
goal, and they see sales promotion as an investment rather than an expense. There are
extensive choices available to each buyer, not only among brands of the same type of
product, but among different types of products providing the same sort of satisfaction.
In a highly competitive situation, it is extremely difficult to differentiate one's product
in a real way from that of competitors. Therefore, marketers employ sales promotion.
In turn, consumers respond favorably to the basic human tendency to get something
more from the money that is spent. From the consumer's perspective, sales promotion
reduces the risk associated with buying. For example, product sampling,
demonstrations, and trial runs reduce the risk of buying a new and untried product.
Many sales promotion activities appear to overlap with other mix elements.
Sales promotion often acts as a bridge between various elements in the marketing
mix. In a similar vein, in functionally organized marketing departments, the detailed
work of sales promotion is regularly assigned to the sales, advertising, and sales
promotion departments simultaneously (Shapiro, 1985). Peter and Nord (1982)
observed that many sales promotion instruments "can be classified as either sales
promotion or some other marketing or promotion tool, depending on their use." These
observations imply that, logically, some kind of overlap between sales promotion and
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others are in fact a desirable feature for a promotion mix classification scheme
(Waterschoot and Bulte, 1992).

2.2.3 Theory of Krishna, Curl'im and Shoemaker, 1991

Consumers routinely face the decision on which brand to buy and in what
quantity. The decision is complicated by temporary price reductions such as coupon,
for various brands and by the fact that the size of the price reductions varies across
deals. Common sense and formal economic analysis (Blatberg et al. 1978) suggest
that consumer's decision on brand and purchase quantity may depend on the size of
the price reduction and the time until next price reduction. Many researchers have
assumed that perceptions of deal prices such as premiums and deal frequency are an
important determinant of consumer purchase decisions. Consumers are assumed to
process deal information, form perceptions of past deal activity, and purchase as
outlined in Exhibit 2.1
This model identifies constructs that are assumed to be important for
managerial and consumer decisions. It also describes the assumed relationships
between the characteristics of individuals and their perceptions of deal activity.
Consumers are assumed to process deal information, form perceptions of past
deal activity, and purchase as outlined in Exhibit 2.1. It includes many boxes from
box A to box R as follows:
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Boxes
A
B

c

D
E
F
G
H
I
J
K
L
M
N

0
p
Q
R

Details
Gender
Frequency of shopping
Frequency of exposure ofHHi to actual market condition
Manufacture/Retailer pricing and promotion policies
Brand Loyalty, Size loyalty, Product class Purchase frequency
Interest in deals
Actual deal occurrences and Actual prices of brand size J
Income and Household size
Degree of involvement
Encoding of deal frequency and prices by HHi
Budget constraint
Age
Ability to encode information
Perception of prices and deal frequency ofHHi for brand J
Consumer expectation of deal frequency, regular and deal prices
Characteristics ofHHi
Current purchases by HHi
Actual market conditions at time T

This model is applied in order to measure the consumer characteristics that
influence frequency of exposure to stimulus, involvement with stimulus and ability
and recall stimulus.
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Exhibit 2.1: Model of Promotional Activity
D
A

Gender

B

Frequency of
shopping

Manufacture/Retailer
pricing and promotion
policies

c
Frequency of
exposure ofHH i to
actual market

~-_:E=--------t----i~ condition

G

Brand loyalty
Size loyalty
Product class
Purchase
freauency

Actual deal ocurrences
Actual prices of brand size J

J

F

t - - - - - - i . i Encodeing of deal
Degree of
frequency and prices by
involvement
HHi

Interest in deals

N
H

K

Income
Household size

i---~Bu dget

constraint

M
Ability to
encode
information

Perception of prices and
deal frequency of HH i for
brand J

0

p

Consumer expectation of
deal frequency, regular and
deal prices

Charactoristics
ofHHi

Q
Current purchases
byHHi

R
Actual market
conditions at
timeT

Source: Kriskna, Aradhna, Imran S. Currim, and Shoemaker W. Robert (1991), "Consumer
Perceptions ofPromotion Activity," Journal of Marketing, 55, p. 6

Dickson and Sawyer (1990) suggested many of the model's concepts and
information processing in boxes G, J, N, and Q.

Boxes N and 0 reflect the

assumption that a consumer's expectations of deal frequency and sale price are
determined largely by their perceptions of the frequency and discounts of past
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promotions (Della et al., 1981). Boxes P, 0 and R indicate the assumption that the
consumer's expectations of future prices and deal frequency and combined with
information on current market conditions. To determine current purchase decisions
(see box Q), perceptions (see box N), and expectations of deal activity (see box 0)
will affect future managerial pricing and promotion policies (see box D). Hence,
managers need to know about consumer perceptions in order to make good decisions
about the size and timing of future price discounts. Boxes C and I reflect the findings
that recall an increasing function of frequency of exposure to stimuli and the
importance of stimuli to the goals of individual. Box M reflects the finding that
consumers differ in their ability to encode information. As the result, consumer
characteristics influence the frequency of exposure to the deal stimulus (see box C) or
opportunity to encode, involvement with the stimulus (see box I) or motivation to
encode, and ability to encode price information (see box M).

•

Consumer Characteristics that Influence Frequency of Exposure to Stimulus
Women are principal shoppers in most households. Presumably, they would

be more exposed to the dealing stimulus and thus have better recall of deal frequency
and sale price than men (see boxes A, B and C).
The more the household buys a product class, the more one will be exposed to
deals for all brands within that product class. The frequency of exposure to sale price
and deal frequency for a specific brand would be influenced also by the household's
loyalty to a brand. Because prices of products are dependent on the package size, the
exposure to the sale price and frequency for specific package sizes would depend on
the frequency of purchasing the specific package size (see boxes E and C).
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Additionally, product characteristics may influence exposure to the stimulus.
If brands were promoted more frequently, consumers would have a greater

opportunity to be exposed to the sale price. The result would be an increase in the
accuracy ofrecall for sale price (see boxes C, G and J).
Whereas the preceding variables are applied to prices, frequency of exposure
to sale price and deal frequency may depend on attitudes toward and behaviors
associated with deals. For example, consumers with general attitudes involving
greater concerns about sales may be more exposed to sale prices and deal frequency.
Consumers who exhibit certain behaviors associated with deal information such as
using coupons and store fliers more frequently may be more exposed to the stimulus

-

as well (see boxes F and C).

•

~

Consumer Characteristics that Influence Involvement with Stimulus

Consumers who have lower income or larger families may have a greater
interest in saving money or increasing involvement with the stimulus as boxes Hand
K. Consumers with greater interest in sales are hypothesized to be more motivated to

process deal information (see boxes F and I) and to use coupons and fliers more
frequently.

•

Consumer Characteristics that Influence Ability to Encode and Recall
Stimulus

In comparison with older subjects, younger subjects seem to carry out mental
operations that result in more elaborate encoding of information (Hulicka and Weiss
1965). In addition, older adults appear more susceptible than younger adults do to
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interference do from the irrelevant components of a stimulus (Kausler 1982; Kausler
and Klein 1978; Rabbitt 1965). Many studies have shown poorer memory
performance of older people (Burke and Light 1981; Moenster 1972; Zeithaml and
Fuerst 1983). Hence, younger people are expected to have better recall of dealing
activity (boxes L, M and J).

2.2.4 Theory of Belch and Belch, 1990

Sales promotion has been defined as "a direct inducement that offers an extra
value or incentive for the product to the sales force, distributors or the ultimate
consumer with the primary objective of creating an immediate sale." There are many
several important aspects to sales promotion that should be kept in mind.

-

First, sales promotion involves some type of inducement that provides an
extra incentive to buy. This incentive is usually a key element in a promotional
program and can include a coupon or price reduction, the opportunity to enter a
contest or sweepstakes, a money-back refund or rebate, or an extra amount of
product. Secondly, a sale promotion is essentially an acceleration tool that is designed
to speed up the selling process and it is often used to maximize sales volume (Neslin,
1985 et al.). Finally, sales promotion activities are that they can be targeted to
different parties in the marketing channel. As explained below, sales promotion can
be broken into two major categories: consumer-oriented promotions and trade
oriented promotions.

Consumer-oriented

promotions

consist

of

samples,

coupons,

premiums,

refunds/rebates, contests/sweepstakes, bonus packs, price-offs and event sponsorship.
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Trade-oriented promotions

consist

of off-invoice

allowances,

promotional

allowances, point-of-purchase displays, trade shows and dealer incentives.

2.2.5 Theory of Farris and Quelch, 1987

Price promotions for short-term incentives directed at the trade and/or the end
consumers can offer marketers substantial benefits and some of them are not
available through other marketing tools. If they are used effectively, they can enable
small companies to compete with large competitors, reduce the risk of first-time
purchase for consumers and retailers, and stimulate consumer demand. More
importantly, price promotions allow manufacturers to adjust to supply and demand
fluctuations by using price, or charging different market segments different prices for
the same product.

2.2.6 Theory of Dommermuth, 1984

Sales promotion techniques fall into broad categories such as, special
communication methods and special offers.

Special Communication Methods: Advertising and publicity generally channel
messages through the mass media and personal selling relies on face-to-face
conversations, where sales promotion offers other routes with which to communicate
with your target audience. The most commonly used special communication methods
are as follows:
•

advertising specialties,

•

point-of-purchase promotional materials,

•

point-of-purchase demonstrations,
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•

sampling,

•

visual aid materials for salespeople,

•

exhibits at trade and professional shows,

•

training programs for resellers and industrial buyers.

Special Offers: Most special offers revolve around the issue of pricing. The

dilemma that can arise because of the different directions in which the transactional
and informational dimensions of price can work. Some special offers address this
problem directly. Others, there is a clear hint that the dilemma is part of the reason for
relying on a sales promotion solution. Frequently, used types of special offers
include:
•

coupons,

•

price-off deals and combination offers,

•

money-refund offers or factory rebates,

•

trade inducements and performance allowances,

•

premiums,

•

contests and sweepstakes,

•

recognition programs.

*

When special offers are made to consumers or resellers, they can generate
added attention and interest. They are also inducements to spur immediate action to
speed up sale because they are frequently tied to some sort of time limit.
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2.2.7 Theory of Luick and Lee Ziegler, 1968

Sale promotions offer many opportunities to manufacturers but there are
obstacles to its most effective use. The first is slow operation and decision making.
Another obstacle is the conservatism of older companies. Many young companies
have to take risks that older ones do not. This is especial1y true in sales promotion
where the risks are not only in money but also in reputation. Although growth is
always desirable, an established organization must first protect its position. This
discourages adventure, which is a key to the development of new kinds of sales
promotion.
In spite of these problems, sales promotion serves many needs of
manufacturers of consumer goods. These needs can be best expressed in terms of the
objectives of sales promotion as to introduce a new product, to increase the
inventories of distributors and dealers, to increase a product's use by present
customers, to attract new customers, to counter a competitor's sales promotion device
or other marketing activities, to reduce the extent of a seasonal decline, to make it
easier for salesmen to secure more shelf space and place point-of-purchase displays in
retail stores.
An important objective of sales promotion is to increase the amount of a
product that distributors and dealers carry in their inventories. This gives
manufacturers better coverage of the market as well as economy in supplying buyers.
The added value of premiums, samples, and coupons give consumers
something more for their money. Sales promotion is also used to counter other
marketing activities. Devices, such as premiums, price-off coupons, and contests and
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sweepstakes, counter advertising and price reductions. Combinations of which offer
help to defend against the introduction of new competitive brands.

Many scholars talk about sales promotion activities as the marketing tools for
increasing company sale volume. Butnett (1993), Farris and Quelch (1987) explained
about sales promotion in the same way as to operate on a short-time frame in order to
stimulate sale volumes. Although the sale promotion activities could influence the
consumers to purchase but (Kriskna et al., 1991) said that there are some factors
impact to consumer purchase behavior such as gender, age, income, household size
and frequency of shopping. The consumers may buy more or less depending on their
characteristics also.
Sales promotion can not be most effectively used if it lacks advertising
activity (Dommermuth, 1984). Futrell (1996) supported the theory of Dommermuth
because the sale promotion must consist of four categories as personal selling,
advertising, publicity and sales promotion program. Personal selling is the one who
communicates of information to persuade a prospective customer to buy. Advertising
includes television, radio, direct mail, catalogs, newspapers, and outdoor advertising
such as billboards. Publicity is non-personal communication of information that is not
paid for by an individual or organization in media such television, radio, and
newspapers. Sales promotion consists of consumer sales promotion and trade sale
promotion.
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2.3 Discussion on Each of Sales Promotion Tactics

Sales promotion tactics include sampling, couponing, premium, and price-offs

deal, contests and sweepstakes, refunds or rebates and bonus packs. These
promotions are directed at the consumer who purchase goods and services and are
designed to provide them an inducement to purchase the marketer's brand.

2.3.1 Sampling

Sampling involves a variety of procedures whereby consumers are given some
quantity of product for no charge to induce trial. Sampling is generally considered to
be the most effective way of generating trial, although it is also the most expensive.
As a sales promotion technique, sampling is often used as a way of introducing a new
product or brand to the market.

-

Bene.fits and Limitation of Sampling: There are several important benefits of
using a sampling program. First, samples are an excellent way of inducing a
prospective buyer to try a product or service. One expert estimates that approximately
75 percent of the households receiving a sample will try it (Rossiter and Percy, 1987).
The trial rates generated by a sampling program are much higher than those produced
by advertising or other sales promotion techniques. Getting the consumer to try a
product leads to a second benefit of sampling, which is that a sample allows the
consumer to experience the brand directly. Thus sampling helps gain a greater
appreciation for its benefits. This can be particularly important when a product's
features and benefits are difficult to describe through other means such as advertising.
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2.3.2 Couponing

The oldest, widely used and effective sales promotion tool is the cents-off
coupon. In recent years, coupons have become increasingly popular with consumers,
who may explain their explosive growth among the manufacturers and retailers who
use them as sales promotion incentives. Over the past two decades, the number of
coupons distributed by marketers has increased 1,243 percent from $16.5 billion in
1968 to $221 .7 billion in 1988 (Coupon Distribution and Redemption Patterns, 1989).
There are a number of ways that coupons can be disseminated to consumers,
including distribution in newspapers and magazines, through direct mail, and in or on
package.

Advantages and Limitations of Coupons

Coupons have a number of advantages that make them popular as sales
promotional tools for both new and established products. First, coupons make it
possible to offer a price reduction to those consumers who are price sensitive without
having to reduce the price for everyone. Price sensitive consumers will generally seek
out or purchase because of coupons, whereas those who are not concerned about price
will buy the brand at full value. Coupons also make it possible to reduce the retail
price of a product without having to'rely on retailers for cooperation, which can often
be a problem. Coupons can be an effective way of encouraging repurchase after
initial trial (Belch and Belch, 1990).
The primary objective of sale promotion is to stimulate demand through a
temporary price cut (Gillbert and Paul, 1995). The large scale and rapid growth of
couponing is concerned with an increasing the profitability of such promotions (Bawa
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and Shoemaker, 1989). As the use of coupons and other consumer promotions has
grown, researchers have sought to identify the characteristics of the deal-prone or
coupon-prone consumer (Montgomery, 1971; Webster, 1965). Many researchers have
assumed that a household's response to deals or coupons is determined in part by
household characteristics. One implication of this assumption is that households that
are deal-prone for other product classes. (Blattberg et al., 1981 ).
Coupons can be mailed, enclosed in other products or attached to them, or
inserted in magazine and newspaper ads. Coupons can be effectively stimulating sales
of a mature brand and inducing early trial of a new brand. Experts believe that
coupons to be effective should provide a 15 percent to 20 percent saving. (Kotlor,
1997).

2.3.3 Premiums

Tangible reward received from performing a particular act usually helps
purchasing a product. The premium may be free: if not, the amount the consumer
pays for it is well below market price. Getting an extra amount of a product is a
premium (Burnett, 1993).
A person may receive a free gift for becoming a new customer. The gift not
only serves as a way of saying thank you, but if the gift is valuable enough it can
entice the customers to stop and see what to buy in the first place. Premiums are used
to attract competitors' customers, introduce different sizes of established products,
add variety to other promotional efforts, and stimulate consumer loyalty (Pride and
Ferrell, 1997).
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A premium is an article of merchandise offered as an incentive to the user to
take some action. The premium may act as an incentive to buy, to sample the product,
to come into the retail store, or to stir interest so the user requests further infom1ation.
Premiums serve a number of purposes: to promote consumer sampling of a new
product; to introduce a new product; to encourage point-of-purchase displays; and to
boost sales of slow products. Three major categories of premiums are contests and
sweepstakes, consumer premiums, and dealer premiums (Futrell, 1996).
Although there are numerous definitions of a premium the premium is defined
as tangible reward received for perfonning a particular act, it usually helps
purchasing a product. The premium can be considered something extra that makes the
purchase of the product more appealing. The premium may be free; if not, the amount
the consumer must pay is well below market price. Premiums may be used to attract
customers to particular store, to buy a particular product, or to stimulate the purchase
of larger amounts of a product is a premium. Perhaps the best way to discuss
premiums includes two general categories: direct premiums and mail premiums
(Burnett, 1988).

2.3.4 Price-Offs Deals

Price-off deals provide the consumer with a reduction in the regular price of
the brand. Price-off reduction is typically offered right on the package itself through
specially marked price packs. As with a bonus pack, price-off deals are usually a
readily apparent value to the shopper, particularly when he or she has a "reference
price point" for the brand and thus he or she recognizes the value of the discount
(Edward, 1981 ). Thus, price-offs can provide a strong influence at the point of

29

purchase when price comparisons are being made. Price-off promotions can also be
useful in encouraging consumers to purchase larger quantities and thus preempt
competitors' promotions and assist in obtaining trade support (Belch and Belch,
1990).
Price offers usually are not sufficient inducement to cause people to buy new
products or products they have never used before. Other relevant information must be
provided through mass media, product sampling, and so on. The primary advantage
of price discounts is an ease of implementation and flexibility. A business can
respond almost immediately to the price discounts made by competitors (Burnett,
1993).
The premise of price promotions for retailers is that a single price discount
can have a multiplicity of effects that, in combination, can improve store profitability.
Retailing is an intensely competitive business; therefore, retailers tend to offer price
discounts on a periodic and in some instances (e.g., grocery business) a continual
basis (Mulhern and Leone, 1991).

2.3.5 Contests and Sweepstakes
Contests and sweepstakes have become an increasingly popular consumeroriented promotion and they are exciting to consumers because, as one expert has
noted, consumers have a "pot-of-gold at the end of the rainbow mentality" and think
they can win the big prizes being offered (Sweepstakes Fever, 1988). There are
differences between contests and sweepstakes.
A contest is a promotional means whereby consumers compete for prizes or
money on the basis of skills or ability. And winners are determined by judging the
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entire or ascertaining which entry comes closest to some predetermined criteria (e.g.,
picking the winning teams and number of total points in the Super Bowl or NCAA
Basketball Tournament). Contests usually provide a purchase incentive by requiring a
proof of purchase to enter or an entry form that is available from a dealer or
advertisement (Belch and Belch, 1990).
A sweepstakes is a promotion whereby winners are determined purely by
chance and cannot require a proof of purchase as a condition for entry. Sweepstakes
only require that the entrant submit his or her name for consideration in the drawing
or selection of the prize or prizes (Belch and Belch, 1990).
Contests and sweepstakes can be an effective way of getting the consumer
involved with a brand by making the promotion product relevant. For example,
contests that ask consumers to suggest a name for a product or to submit recipes that
make use of the brand can increase involvement levels. Some contests require
consumers to read an advertisement or package or visit a store display to gather
infonnation needed to enter. The promotion is very effective and generating record
sales during the promotional period (William, 1987). Sweepstakes can also be used as
a way of generating interest in or excitement over a brand. In an increasingly
cluttered media environment, sweepstakes can provide consumers with an extra
incentive for attending to an advertisement (Belch and Belch, 1990).

2.3.6 Refunds or Rebates

Refunds or Rebates are offers to return some portion of the product purchase
price, usually after supplying some sort of proof of purchase. Consumers are
generally very responsive to refund or rebate offers, particularly as the size of the
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savings increases. Thus, refunds and rebates are used by all types of companies
ranging from packaged-goods companies to manufacturers of major appliances and
automobiles. The use of money-back offers/cash refunds ranks second to coupons
among packaged-goods companies (Belch and Belch, 1990).
Packaged-goods marketers as a way to induce trial of a new product or to
encourage users of another brand to switch often use refund offers. The savings
offered through a cash refund offer might be perceived by the consumer as an
immediate value that lowers the cost of the item. Of course the savings are realized
only if the refund or rebate offer is redeemed by the consumer. Redemption rates for
refund offers typically range from 1 to 3 percent for print and point-of-purchase
offers to 5 percent for in/on package offers (Russell, 1980).

2.3. 7 Bonus Packs
Bonus Packs offer the consumer an extra amount of a product at the regular
price by providing larger containers or extra units. Bonus packs result in a lower cost
per unit for the consumer and thus provide extra value, as well as more of the
product, for the money. There are several advantages of using bonus pack
promotions. First, the bonus pack gives marketers a direct way of providing extra
value to the consumer without having to get involved with things such as coupons or
refund offers. The additional value of bonus pack is generally obvious to the
consumer and can have a strong impact on the purchase decision right at the time of
purchase (Belch and Belch, 1990).
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2.4 Definition of Consumer Purchase Decision

Consumer Purchase Decision refers to the mental process of choosing the
most desirable alternative from among that available (Walters and Bergiel, 1989).

Exhibit 2.2: A Model of Consumer Decision-Making Process

Problem recognition

Search for relevant
infomrntion

Evaluation of atlemative

Choice decision

Perceive a difference between the actual and the ideal state
of affairs. Become aware of goals.

Seek relevant information about potential solutions to the
problem from external envvironment, or activate
knowledge from memory.

Evaluate or judge competing alternatives in terms of salient
beliefs about relevant consequences.

Combine relevant knowledge to make a choice.

Buy the chosen alternative.

Postpurchase use and
reevaluation

Use the chosen alternative and evaluate it again in light of
its performance.

Source: Peter and Olsen, "Understanding Consumer Behavior", Irwin, (1994), p. 158

2.5 Theories Related to Consumer Purchase Decision
2.5.1 Theory of Kotler, 1997

Purchase Decision: In the evaluation stage, the consumer forms preferences
among the brands in the choice set. The consumer may also form an intention to buy
the most preferred brand. However, two factors can intervene between the purchase
intention and the purchase decision as it is illustrated in Exhibit 2.3.
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The first factor is attitudes of others. Suppose Linda Brown's close colleague
recommends strongly that Linda buy the lowest-priced computer (which may be
called as D). As a result, Linda's purchase probability will be somewhat reduced for
computer A and somewhat increased for computer D. The extent to which another
person's attitude reduces one's preferred alternative depends on two things: 1) the
intensity of the other person's negative attitude toward the consumer's preferred
alternative, and 2) the consumer's motivation to comply with the other person's
wishes. The more intense the other person's negativism and the closer the other
person is to the consumer, the more the consumer will adjust his or her purchase
intention.

Exhibit 2.3: Steps between Evaluation of Alternatives and a Purchase Decision

Attiudes of
other
Evaluation of
alternative

Purchase
intention

1 -::hase
Lsion

,

Unanticipated
situational
factors

Source: Kotler, Philip; Marketing Management, 91" edition, Prince Hal/1997, p. 196

The second factor is unanticipated situational factors. These may erupt or
change the purchase intention. Linda Brown might lose her job, some other purchase
might become more urgent, or a store sales person may tum her off. Thus,
preferences and even purchase intentions are not completely reliable predictors of
purchase behavior.
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In executing a purchase intention, the consumer may utilize five purchase subdecisions to make up his mind. They cover brand decision, vendor decision, quantity
decision, timing decision, and payment-method decision such as credit card.
Purchases of everyday products involve fewer decisions and less deliberation. For
example, a buyer gives little thought to the vendor or payment method when the
buyer buys sugar or other small items.

2.5.2 Theory of Hawkins et al., 1992

ERS/

Once the brand and store have been selected, the consumer must complete the
transaction. This involves what is called "purchasing" the product. The fact that
consumers often purchase brands different from or in addition to those planned has
led to an interest in impulse purchases. Impulse purchases are defined generally, as
purchases made in a store that are different from those the consumer planned to make
prior to entering the store.
Five variables that singularly and in combination influence brand decisions
inside a retail store are point-of-purchase displays, price reductions, store layout,
stockout situations, and sales personnel. As illustrated in Exhibit 2.4, each of these
influences has the potential of altering consumer's evaluation purchase behavior.
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Exhibit 2.4: In-Store Influences that Impact Alternative Evaluation and Purchase

Alternative
evaluation

Modify
intended
purchase
behavior

Source: Hawkins, Roger J. Best, Kenneth A. Coney, (1992) "Consumer Behavior: Implications for
Marketing Strategy",

5'" edition, Irwin, USA, p. 534

Price reductions and promotional deals such as coupons, multiple-item
discounts, and gifts are almost always accompanied by the use of some point-ofpurchase materials. The general pattern is a sharp increase in sales when the price is
first reduced, followed by a return to near normal time or after the price reduction
ends (Cotton and Babb, 1978). Sales increase in response to price reductions come
from four sources (Moriatity, 1985). First, current brand users may buy ahead of their
anticipated needs (stockpiling). Stockpiling often leads to increased consumption of
brand since it is readily available. Secondly, users of competing brands may switch to
the reduced price brand. Thirdly, nonproduct category buyers may buy the brand
because it is now superior value to the substitute product. Finally, consumers who do
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not normally shop at store may come to the store to buy the brand. Not all households
respond in the same way to price reductions and deals.

2.5.3 Theory of Walters and Bergiel, 1989

The consumer's purchase decision is a natural follow-up to the selection of
alternatives. The consumer cannot escape the hard conclusion made at some point in
time that certain products are preferred over others. No matter whether the choice is
based on insufficient facts and inadequately thought out, the point remains that there
can be no purchase without recognizing that one alternative is preferred over all
others.
The consumer decision implies that consumers can order their preferences
from among product, store, and method of purchase alternatives (Robert and Hazel,
1982).
Each individual consumer is responsible for ranking personal preferences, but
there are always external influences that affect the decision (Richard and Leonard,
1981 ). The evidence is that perceptions have a considerable influence on the
consumer's conception of price. Price is more important in determining rank for
immediate wants than for future wants. Therefore, the consumer cannot put off
considering price for purchases that are contemplated in the near future.
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2.6 Discussion on Each of Consumer Behavior regarding to Sales Promotion
2.6.1 Brand Loyalty and Brand Switching (Perter and Olsen, 1994)

Brand loyalty is defined as repeat purchase intentions and behavior. While it
focuses mainly on brand loyalty as a behavior, cognitive process strongly influences
the development and maintenance of this behavior. Retaining brand-loyal customers
is critical for survival, particularly in today's low-growth and highly competitive
marketplace. Retaining customers is often a more efficient strategy than attracting
new customers. Indeed, it is estimated the average companies spend six times more to
attract a new customer than to hold a current one.
Brand loyalty can be viewed on a continuum from undivided brand loyal to
brand indifference. This is schematically shown in Exhibit 2.5. Marketers can analyze
the market for a particular brand in terms of the number of consumer in each
category, as a first step is developing strategies to enhance the brand loyalty of
particular groups. In many ways, loyalty categories are somewhat arbitrary, although
there are clear degrees of brand loyalty.

*

Undivided brand loyalty is, of course, an ideal. In some cases, consumers will

purchase only a single brand and forgo the purchase if that brand is not available.
Consumers may switch occasionally for a variety of reasons: their usual brand may be
out of stock, a new brand may come on the market and is tried once, a competitive
brand is offered at a special low price, or a different brand is purchased for a special
occasion.
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Exhibit 2.5: Examples of Purchase Pattern Categories and Brand Purchase Sequences
Purchase Pattern Category
Undivided brand loyalty
Brand loyalty/occasional switch
Brand loyalty/switch
Divided brand loyalty
Brand indifference

Brand Purchase Sequence
A
A
A
A
A

A
A
A
A
B

A
A
A
B

c

A
B
A
A
D

A
A
A
B
E

A
A
B
B
F

A

c

B
A
G

A
A
B
A

A
A
B
B
I

A
D
B
B

J
Source: Peter, J, Paul and Olsen, Jerry C., Understanding consumer behavior, Irwin, 1994 p. 254.
H

Brand-loyalty switches are marketing goal in low-growth or declining

markets. Competitors in the blue-jeans market or the distilled-spirits industry, for
example, must encourage brand switches for long-run growth. Switching brand
loyalty even within the same firm can be advantageous for the company. Procter and
Gamble, for example, sells both Pampers and Luvs disposable diapers. A switch from
Pampers to Luvs might be advantageous to Procter and Gamble because Luvs are
more expensive and the firm may have a higher profit margin.
Divided brand loyalty describes consistent purchase of two or more brands, as

might happen in the shampoo market, which has a low level of brand loyalty. One
reason is that households may purchase different shampoos for different family
members or for different purposes. Johnson's Baby Shampoo may be the choice for
youngsters and frequent shampoo users. Other household members may not use it.
This household would have loyalty divided between two brands.
Brand indifference refers to purchases showing in exhibit 2.5, there is no

apparent repurchase of the same brands. It is the opposite extreme from undivided
brand loyalty. While total brand indifference across the brand probably is not
common, some consumers of some products may exhibit this pattern. For example, a
consumer may make weekly purchases of whatever brand, which is on sale regardless
of whatever brand it is.
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Marketers of a particular brand would prefer that consumers have undivided
brand loyalty for it. If appropriate reinforces are used with appropriate schedules, a
goal seems to be achieved. More consumers in a target market, however, inevitably
enjoy something less than undivided brand loyalty, because competitive brands may
have marketing strategies that better reinforce consumer behavior. Consider that a
$1,000 rebate for a Ford Explorer may influence a consumer who has always bought
Chevy trucks to switch brands, at least one time, for one purchase. A major challenge
for marketers is to come up with better reinforces than the competition.
Brand loyalty is not a matter of "What did you do for me today?" but it stems
from a kaleidoscope of impressions and experiences, from product form as well as
function. Advertising reinforces these impressions to solidify the consumer base,
convert infrequent users into frequent ones, and turn frequent users into single brand
loyalists (Martin, 1989). Consumers are not loyal to any one brand. Instead, they
distribute their purchases among several brands (Weibacher 1995). In practice, any
consumer's purchases tend to spread across some urepertoire" of brands with which
he or she is familiar. This repertoire will vary from consumer to consumer; on
average, it will match up with the market share (Ehrenberg and Goodhart, 1978).

2.6.2 Purchase Acceleration
Purchase acceleration can assume two forms: purchasing of larger quantity or
shortening of inter-purchase time. One potential consequence of these promotions is
their tendency to accelerate consumer purchases. That is, in response to a promotion,
consumers may buy more quantity of the product category, or buy at an earlier time.
Purchase acceleration has also been referred to as "consumer stockpiling" or
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"mortgaged sales". Depending on the specific situation, managers might view
purchase acceleration either as favorable or an undesirable event. For example,
management might try to induce purchase acceleration for its own brand in order to
pre-empt the anticipated marketing efforts for new competitive product (Neslin et al.,
1985).
In any case, the purchase acceleration can cause pronounced changes in
market share, and have important consequences concerning the ultimate profitability
of the promotion (Neslin and Shoemarker, 1983).

Based on the consumer purchase decision, there are some factors which can
influence consumer to modify intended purchase behavior as displays, price
reduction, store layout, stockouts and sales personnel (Hawkins et al., 1992). Kotler
(1997) explained in the same way that unanticipated situational factors and attitude of
others can influence consumer purchase decision which means that the consumers
purchase decision will be impacted by external influence.
Sales promotion activities are of many different tactics as coupons, price
discount, premium, etc. These can be external influences to consumer purchase
decision. Consumer may switch purchase product from brand A to brand B because
of price discount, coupons or premiums given or consumer may purchase more or
stockpile product because of price discount and sale promotion scheme. Therefore,
many researchers have a great interest in the impact of sales promotion because of the
increasing of promotion investing, competition among manufactures or retailers.
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2.7 Relationship of the Sale Promotion to Customer Behavior
The effectiveness of a sales promotion can be examined by decomposing the
sales "bump" during the promotion period into sales increase due to brand switching,
purchase time acceleration, and stockpiling. Many studies have shown that price sales
promotion impact consumers' brand choice, purchase time, and purchase quantity
decisions (Blattberg et al., 1988).
There is a relationship between regular price and promotion purchasing. The
significant, positive correlation between regular price and promotion purchasing
exists at the individual level. Over three-fourths of shoppers explained the promotion
as a reason for visiting the store and also purchased one or more regular price items.
Shoppers visiting the store for the promotion spent more money on regular price
merchandise than on promoted merchandise (Mulhern and Padgett, 1995).
Several studies in the past have demonstrated that price promotions influence
sales of the promoted brand and brand substitutes, they also show that price
promotions can positively influence sales of a complementary product (Mulhern and
Leone, 1991). An important conclusion from the analysis is that retail price
promotions also enhance substitution and complementary effects within the store
(Waters, 1991).
Purchases acceleration is more likely to exhibit in an increased purchase
quantity than in shortened inter-purchase times. Coupons, local retailer advertising,
price cuts, and advertised price cuts can all increase quantity. Purchase acceleration
of quantity is stronger among heavy users than light users. Income groups do not
differ in their acceleration propensities (Neslin et al., 1985).
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The promotional sampling leading to brand switching has two reasons. First
of all, if the sampled product has no distinguishing characteristics, what gains should
be when consumers have an opportunity to sample it before buying. Secondly, this is
particularly trne in the case of consumer package goods, most of the consumers who
purchase the promoted brand have already categorized it as an acceptable brand in
the category (Weilbacher, 1995).
Sales promotion consists of a diverse collection of incentive tools and mostly
short terms designed to stimulate quicker and/or greater purchase of particular
products/services by consumers or the trade. Whereas advertising offers a reason to
buy, sales promotion offers an incentive to buy. Sales promotion includes measures
for consumer promotion such as samples, coupons, cash refund offers, prices off,
premiums, contests and sweepstake.
Many authors agree that sales promotion strategy is a tool for stimulating
consumers' purchase activity. There are many researchers trying to find out the
impact of sales promotion to consumer behavior such as quantities purchased, brand
switching, non-sales promotion product purchased.
Mulhern and Padgett (1995) explain that when price sales promotion is
applied to constrnction product, consumer would purchase of non-sales promotion
items also. Waters (1991) indicates that retail price promotions for food products also
enhance substitution and complementary effects within the store. Neslin (1985) has
concluded that income groups do not differ in their acceleration propensities and
quantity purchases is stronger among heavy users than light users for food products.
Weilbacher (1995) finds out that promotion sampling for food products leading to
brand switching.
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Chapter 3
The Research Framework

This research framework links theories and concepts of sales promotion in
order to establish a conceptual framework. The price sale promotion is an
independent variable, and dependent variables consist of quantities, brand trial,
promotion products and non-promotion products purchased.
This chapter consists of four parts as follows: theoretical framework,
conceptual framework, research hypotheses and operationalization of the independent
and dependent variables.

3.1 Theoretical Framework

A theoretical framework is developed and it is based on theories that are
already discussed in chapter 2. They help the development of the conceptual
framework, which will be used to conduct this research. The conceptual framework
covers independent variables, such as price sale promotions, and dependent variables
such as consumer behavior, consumer purchase pattern, brand trial, non-promotion
product and timing of purchased. This research sees the relationship between sale
promotions and consumer behavior regarding to price-offs deal.

3.1.1 Sales Promotion

Sales promotion tends to operate on a short time frame. It employs a more
rational appeal, provides tangibles or real value. It is intended to create an immediate
sale, and makes a high contribution to profitability as shown in Table 2.2. Belch
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(1990) has defined the sale promotion as "a direct inducement that offers an extra
value or incentive for the product to the sales force, distributors or the ultimate
consumer with the primary objective of creating an immediate sale." There are many
sales promotion techniques such as price-offes deal, sampling, couponing, premiums,
contests, sweepstakes, bonus packs and refund. All of which lead to changing of
consumer behavior such as consumers may switch from their familiar brand to other
new brands or they may purchase more quantities of products.
Price-offs deal can provide a strong influence· at the point of purchase when
price comparisons are being made. Price-off promotions can also be useful in
encouraging consumers to purchase larger quantities and thus preempt competitors'
promotions and assist in obtaining trade support. The price reduction is offered to
those consumers who are price sensitive. Price sensitive consumers will generally
seek out or purchase because of price offs deal whereas those who are not as
concerned about price will buy the brand at full value. When people know about price
sales at any retail or department stores, they may walk into the shop and look for
some interesting products.

~

Sampling involves a variety of procedures whereby consumers are given
some quantity of product for no charge to induce trial. Sampling is generally
considered to be the most effective way of generating trial, although it is also the
most expensive. As a sales promotion technique, sampling is often used as a way of
introducing a new product or brand to the market. A free sample stimulates consumer
trial, while a free management-advisory service aim at cementing a long-term
relationship with a retailer. Sampling can attract any shopper for trial and it is very
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useful especially for supermarket. Shoppers can try a new brand of snack or a new
brand of yogurts as a result of brand switching.
Couponing is the oldest, widely used, and effective sales promotion tool is
the cents-off coupon. In recent years, coupons have become increasingly popular with
consumers who may explain their explosive growth among the manufacturers and
retailers who use them as sales promotion incentives. Over the past two decades, the
number of coupons distributed by marketers has increased 1,243 percent from
US$16.5 billion in 1968 to US$221.7 billion in 1988 (Coupon Distribution and
Redemption Patterns, 1989). Coupon can be a discount coupon, which can influence
consumer to purchase products. For example, any shoppers who are walking in to the
department store, they almost receive discount coupons from distributors either from
a restaurant or retail shop. As a result, a motivated consumer makes a purchase
decision.

Premiums could be defined as tangible reward received from performing a
particular act usually help purchasing a product. The premium may be free; if not, the
amount the consumer pays for it is well below market price. Getting an extra amount
of a product is a premium (Burnett, 1993). For example, McDonald and KFC are the
fast-food restaurants that usually apply this kind of sales promotion strategy in order
to motivate consumer especially children to purchase their product.

Contests and sweepstakes have become an increasingly popular consumeroriented promotion and they are exciting to consumers. Contests usually provide a
purchase incentive by requiring a proof of purchase to enter or an entry form that is
available from a dealer or advertisement (Belch and Belch, 1990). Sweepstakes can
also be used as a way of generating interest in or excitement over a brand. In an
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increasingly cluttered media environment, sweepstakes can provide consumers with
an extra incentive for attending to an advertisement (Belch and Belch, 1990).
Contests and sweepstakes can be an effective way of getting consumers to be
involved with a brand and making the promotion product relevant. For example,
contests that ask consumers to suggest a name for a product or to submit recipes that
make use of the brand can increase involvement levels. Some contests require
consumers to read an advertisement, package or visit a store display to gather
information needed to enter as a result of high traffic of shopper.
Refunds or Rebates are offers to return some portion of the product purchase

price, usually after supplying some sort of proof of purchase. Packaged-goods
marketers as a way to induce trial of a new product or to encourage users of another
brand to switch often use refund offers. The savings offered through a cash refund
offer may be perceived by the consumer as an immediate value that lowers the cost of
the item. Of course the savings are realized only if the refund or rebate offer is
redeemed by the consumer. Redemption rates for refund offers typically range from 1
to 3 percent for print and point-of-purchase offers to 5 percent for in/on package
offers (Russell, 1980). Many products at supermarket apply this sale promotion tactic,
for the example, there are price discount enclose on the packaged-goods in order to
induce trial of a new product or to encourage users of brand switching.
Bonus Packs offer the consumer an extra amount of a product at the regular

price by providing larger containers or extra units. Bonus packs result in a lower cost
per unit for the consumer and thus provide extra value, as well as more of the
product, for the money. The advantages of using bonus pack promotions can be a
direct way of providing extra value to the consumer without having to get involved
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with things such as coupons or refund offers. The additional value of bonus pack is
generally obvious_to the consumer and can have a strong impact on the purchase
decision right at the time of purchase.
There are many sales promotion activities that could be applied to retail shop
or department store. But it does not mean that all sales promotion activities could be
efficient for all stores. They must consider about products also. Price-offs deal is
chosen, as independent variable and garment products. There are many garment
brands offering price sale promotion during mid-year. Price sales promotion can
influence consumer's purchase decision and it is large amount of money discount
compared to price discounts of some products in supermarket.

3.1.2 Consumer Behavior (Consumer Purchase Pattern)
Consumer Behavior is defined as the actions and decision process of people

who purchase goods and services for personal consumption (Skinner, 1994).
At individual level, consumers have different purchase behavior. But when
sales promotion is applied, they will act in different ways, for the example, they may
become brand trial or purchase more quantity. Sometimes, they also purchase of nonsale promotion products.
Non-Promotion Products Purchase is the consumer purchases any product in

regular price (Mulhern and Padgett, 1995). And there is a relationship between
regular price and promotion purchasing. The significant, positive correlation between
regular price and promotion purchasing exists at the individual level. As a result of
price sale promotion, there is a high traffic of shoppers and it provides an opportunity
to sell non-price sale promotion also.
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Brand Trial is consumer's purchase of different brand from one that he or she

regularly buys in the first time (Gerard, 1988). Sale promotions often attract the brand
trial, because users of other brands and categories do not always notice or act on a
promotion. Brand switchers are primarily looking for low price, good value, or a
promotion. Sales promotions used in markets of high brand similarity produce high
sales response in the short run but little permanent gain in market share.
Price sale promotion leading to brand trial because consumers often purchase
brands different from or in addition to those they have planned increases an interest in
impulse purchases. Impulse purchases are defined generally, as purchases made in a

store that are different from those the consumer planned to make prior to entering the
store.
Purchases acceleration (quantities purchased) is more likely to be exhibited

in increased purchase quantity than in shortened inter-purchase times. Coupons, local
retailer advertising, price cuts, and advertised price cuts can all increase quantity
bought. Purchase acceleration of quantity is stronger among heavy users than light
users. Income groups do not differ in their acceleration propensities (Neslin et al.,
1985).
Customers learn about price discounts, or cents-off deals, either at the point of
sale or through advertising. For existing customers, discounts are perceived as a
reward and may cause them to buy in larger quantities. One potential consequence of
these promotions is their tendency to accelerate consumer purchases. That is, in
response to a promotion, consumers may buy more quantity of the product category,
or buy at an earlier time.
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According to section 3 .1.2, consumers will have different action when they
are facing of sales promotion such as purchase more quantities, brand trial and some
time they will purchase non-sales promotion product in the same time.
Finally, the researcher considers price sales promotion as independent
variable and consumer behavior (purchase pattern) as dependent variable.

3.2 Conceptual Framework
According to section 3.1, the researcher will find the relationship between sale
promotion and consumers' behavior regarding to price-offs deal.
There is only one independent variable which is price-offs deal, and
dependent variables which are consumers' behavior on quantities purchased, brand
trial, promotion product purchased, and non-promotion product purchased. And the
sales promotion is focused only on price-offs deal. Therefore, the complete
conceptual research framework is illustrated in figure 3 .1.
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Figure 3 .1 Conceptual Framework

Independent Variable

Dependent Variables

Consumer Behavior
1. Quantities purchased
2. Brand trial
....
....
3. Promotion product
purchased
4. Non promotion product
purchased
-

Price Sale Promotion

~\\J

-

(J
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Sale promotion is the technique used to influence consumers purchase but the
different sale promotion techniques will affect consumers' behavior in different ways.
Some consumers see the price sale discount might provide the low-standard products
but other not. Some consumers see the coupon given is not their consideration,
therefore, this research will investigate the relationship between sale promotion and
consumers' behavior of garment products regarding to price-offs deal.
According to figure 3.1, price sale promotion can impact consumer purchase
behavior. It influences consumer to purchase more quantity or leads to brand trial.
They may purchase non-price sale promotion simultaneously.

Price sale promotion and quantities purchased: as price cuts, and advertised
can all increase quantity purchased. Purchase acceleration of quantity is stronger
among heavy users than light users. Income groups do not differ in their acceleration
propensities (Neslin et al., 1985). Many consumers may purchase more or stockpile
of product because of price sales promotion. (Neslin et al., 1985).

Price sale promotion and brand trial: as sales promotions often attract the
brand switchers because users of other brands and categories do not always notice or
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act on a promotion. Brand switchers are primarily looking for low price, good value.
Sale promotions are unlikely to tum them into loyal brand users.

Price sale promotion and promotion product purchased: as sales promotions
objective is to stimulate consumers to purchase product in retail store by offering
price discount.

Price sale promotion and non-promotion product purchased: price sale
promotion is applied in order to sell promoted products. Price sale promotion could
attract consumers to purchase non-promotion product as Mulhern and Padgett (1995)
found that when price sale promotion is applied in retail store, non-promotion product
could be sold.
The researcher has focused on garment products because the garment product
accounts for a large amount of money discount than other products such as soap,
shampoo, toothpaste, etc.

3.3 Research Hypotheses
Important independent and dependent variables are explained and illustrated
in the framework. It is now appropriate to determine and test relationships. Thus,
hypotheses are made for the purpose. A hypothesis is an assumption or guess that a
researcher makes about some characteristics of the population under study (McDaniel
and Roger, 1996). In this section, the hypotheses are stated in statistical form: null
and alternate hypotheses. This study proposes and makes the following four
important hypotheses.
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Hypothesis 1

H10: There is no correlation between a price sales promotion and promotional
products purchased.
H1a: There is a correlation between price sales promotion and promotional products
purchased.
Hypothesis 2

H20 : There is no correlation between a price sale promotion and non-price sales
promotion products purchased
H2a: There is a correlation between a pnce sale promotion and non-pnce sales
promotion products purchased.
Hypothesis 3

H30: There is no correlation between a price sales promotion item and total buying.
H3a: There is a correlation between a price sales promotion item and total buying.
Hypothesis 4

H40 : There is no correlation between price sale promotion and brand trial.
H4 a: There is a correlation between price sale promotion and brand trial.
I
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3.4 Operationalization of the Independent and Dependent Variables
3.4.1 Independent Variable
Concept
Price-Offs Deal

Definition of Variable
Price Sales Promotion is short-term price
cuts offered to consumers for stimulating
sale

Expectation
Price reduction can stimulate
consumer demand through a
temporary price cut and influence
consumer purchase decision

3.4.2 Dependent Variables
Concept
Brand Trial

Definition of Variables
Consumer's purchase of a different brand
from one that he or she regularly buys in
the first time

Promotion Product
Purchased

Consumer purchases any garment product
in discount price

Purchase
Acceleration
(Quantities Purchase)
Non-Promotion
Products Purchase

Consumers purchase a larger quantity or
shorten inter-purchase time in response to
a promotion
Consumers purchase garment products at a
regular price

Expectation
Price
Sale Promotion can
influence consumer switching
from their general brand to
purchase brand price discount
Price Sale promotion can attract
consumer
to
purchase
promotional garments
Price
Sale Promotion can
influence consumers to purchase
more quantities of products
Price Sale Promotion program can
influence consumers to purchase
non-promotion products

3.4.3 Correlation Test

Measurement
Scale
Test
Statistic

Independent
Variable
Price sale
promotion
Interval Scale
Correlation
Regression

Quantity
purchase
Interval
Scale
Correlation
Regression

Dependent
Promotion
product purchase
Interval Scale

Variables
Non-promotion
product purchase
Interval Scale

Correlation
Regression

Correlation
Regression
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Brand trial
Interval
Scale
Correlation
Regression

Chapter 4
Research Methodology

This chapter presents a research methodology, it discusses about a process of
the research study and statistics used in the test in order to set the research results.
Thus chapter includes a research method, sampling plan, research instrument, data
collection and statistical treatment.

4.1 Research Method

In order to accomplish this research, the researcher applies the sample survey
(mall-intercept sample survey). The questionnaire will be distributed to respondents

who are in a checkout area after shopping or walking around in the shop at Central
Department Store, Lardprao branches. This research is primarily based on the survey
information in the form of questionnaires in order to gathe\ facts from respondents.
When data are received and collected, they are analyzed and summarized in an
interpretable form.

4.2 Sampling Plan
4.2.1 Target population

The target population for this research is any shopper (both male and female)
who purchases or may not purchase gannent-products at Central Department Store,
Lardprao branch. This place is popular department store with high traffic of garment
shoppers.
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4.2.2 Sampling Element and Method

Based on the target population, sampling element in this research is the one
who purchases the products from Central Department Store, Lardprao branch.
Central Department Store, Lardprao branch is target population in this research. The
researcher can not list all respondents as census, therefore non-probability-sampling
method is chosen.
Non-probability sampling method is applied because the researcher can not
know list of all respondents and convenience sampling (Aaker et al., 1995) is chosen
because the researcher can obtain information quickly and inexpensively.
Additionally, Central Department Store, Lardprao branch has high traffic of garments
and respondents spend less time to fill out a questionnaire.

4.2.3 Sampling size

The sample size in this research is calculated by the formula, which will be
discussed later. Sample size is determined by estimating a population proportion. The
requirements for this sample size are the specification of the acceptable level of
sampling error (e), specification of the acceptance level of confidence in standard
error or Z values and an estimate of the true proportion of the population. (McDaniel
and Gates, 1998). The formula is written as:
2

n = Z *Pq,

e2

where
n = sample size,
Z = Z score based on researcher's desired level of confidence which is 95%,
=

1.96,
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P =population proportion (or estimate), it is set as sales promotion activities
have impact on purchase pattern,
=0.5,

q =I -P,
e =allowable error which is 0.05.
Therefore, the sample size for this research study is calculated as:
2

n = (1.96) *0.5(1 - 0.5)

(0.05)2
n

=

384

The sample size is determined. Hence, this research needs at least 384
samples to study.

4.3 Research Instrument/Questionnaire
The main objective of this research is to determine the relationship between
pnce sales promotion and customers purchasing behavior regarding to garmentproduct.

The

process

depends

upon

well-constructed

questionnaire,

their

administering and analysis (Devis and Cosenza, 1993 ). The questionnaire is launched
at Central Department Store, Lardprao branch in order to get all required information.
The questionnaires are in closed-ended questions in order to easily understand
and get quick responses. Furthermore, they facilitate the researcher to code
information and to make analysis.
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4.4 Collection of Data/Gathering Procedures

To test the hypotheses and quantify the effects of sale promotions on
consumers 1 behavior, they require information of personnel data, consumers 1 behavior
regarding to price sale promotion.
To obtain the required information, the researcher will conduct a survey at
department stores as Central Department Store, Lardprao branch. This store is
selected for data collection because of relatively large, a high volume of customer and
they are located in economically healthy retail markets. The researcher will be at the
checkout area for correcting data. The survey will be administered at the checkout
area for two reasons: first, administering the survey prior to checkout would alert
shoppers to the promotion and possibly alter their behavior. Secondly, store
management regards checkout area as the least intrusive place to collect the data
because shoppers would not need to be bothered while shopping.
Data is collected during a mid-year period of 2001. During this period, the
department stores will advertise about sale promotion on TV, Radio, newspapers and
magazine. As a result there will be high traffic garment-shoppers. The promotions
offered resemble the retail price promotions studied by other researcher (e.g.,
Mulhern and Leone 1990; Walters and MacKenzie, 1988). One notable difference is
that most previous studies investigate temporary price promotions in supermarkets
(e.g., Dickson and Sawyer 1990; Mulhern and Leone, 1990; Walters and MacKenzie,
1988). This research will be a difference from previous studies because it will
investigate the relationship between sale promotion and consumers 1 behavior
regarding to price-offs deal. This has been neglected by previous studies and the
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garment product has a large amount of money discount than other products in a
supermarket.

4.5 Pre-Testing

A number of 30 sets of questionnaires in Thai language are prepared in order
to find out the problems. The respondents are asked for fill out the questionnaire and
check that they understand the questionnaire with their feedback. Then, the researcher
collects and corrects mistakes and improves the questionnaires for a better result.

4.6 Statistical Treatment of Data

When the data is collected, it is analyzed and summarized in a readable and
easily interpretable form. The descriptive statistic is applied. Raw data is transformed
into easier way to understand. The relationship between sale promotion and
consumers' behavior regarding to price-offs deal can be determined. A correlation
method is used and t-test statistic is applied for all four hypotheses.

Table 4.1: Summary of Statistical Treatment
Hypotheses
H1
H2
H3
H4

Correlation
t-test
t-test
t-test
t-test

Measurement
Correlation
Correlation
Correlation
Correlation

Linear Regression Function
= f(percent price discount)
= f(percent price discount)
Qr
q,
= f(percent price discount)
= f (percent price discount)
qo
Cln

59

Econometric Model
qn = ho+ h1P
qr = ho+ h1P
Q1 = ho+ b1P
Qo = ho+ h1P

4.6.1 Fundamental of Simple Linear Regression and Correlation Analysis
Linear Regression analysis is a statistical technique that is used to relate two
variables. Here, a variable of interest, the dependent or response variable (Y) is
related to one independent or predictor variable (X). The objective in linear
regression analysis is to build a regression model or a prediction equation relating the
dependent variable to one independent variable. The model can then be used to
describe, predict, and control the variable of interest on the basis of the independent
variables (Aaker et al., 1995). The general form of the regression equation is:

( 4.1)
where Y'

=

dependent variable or the predicted value of the Y variable for a
selected X value,

X

=

-

~

independent variable,

b0 = a model parameter representing the mean value of the dependent
variable Y,
b1 =the slope which measures the change in the value of the independent
variable associated with a one-unit increase in the value of the
independent variable,
b1 > 0: means X and Y has positive relationship,
b1 < 0: means X and Y has negative relationship,
b1 value is nearest to zero, it means less relationship,
b 1 = 0: means there is no relationship between X and Y.

It should be noted that the linear regression equation is just an estimate of the

relationship between the two variables in the population. Thus, the values of b 0 and bi
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m the regress1011 equation are usually referred to as the estimated regression
coefficients, or just the regression coefficients (Douglas et al., 1995). The regression
coefficients can be calculated as follows:

b1

=

nLXiYL-(2:::Xi)(2:YJ
nL(Xr}2-(LXr)2

( 4.2)

( 4.3)

where

Y = :l:Y/n

and

X = :l:X/n

i = 1, 2, 3, ... n

4.6.2 Measures of Variation
To examine how well the independent variable predicts the dependent
variable in statistic model, they need to develop several measures of variation. The
first measure, the total sum of squares (SST), is a measure of variation of the Yi
values around their mean Y. In the regression analysis the total variation or sum of
squares can be subdivided into explained variation or regression sum of squares
(SSR), that which is attributable to the relationship between X and Y. Unexplained
variation or error sum of squares (SSE), that which is attributable to factors other than
the relation ship between X and Y (Berenson, 1999). Therefore, the measures of
variation in regression can be obtain as follows:
Total sum of squares = regression sum of square + error sum of squares
SST = SSR

+ SSE

( 4.4)

The total sum of square (SST) is equal to the sum of the squared differences
between each observed Y value and mean Y.
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SST
where i

=

=

total variation or total sum of squares

=

( 4.5)

l:(Yi - Y)2

1, 2, 3, ... n

The regression sum of squares (SSR) is equal to the sum of the squared
differences between each predicted value of Y and the mean of Y.
SSR = explained variation or regression sum of square

= :E(Y'i - Y)

2

(

4.6 )

where i = 1, 2, 3, ... n

\\JERS/
The error sum of squares (SSE) is equal to the sum of the squared differences
between each observed value of Y and each predicted value of Y.
SSE
where i

=

=

unexplained variation or error sum of squares

=

l:(Yi - Y'i)2

( 4.7)

1, 2, 3, ... n

As SSR, SSE, and SST provide little that can be directly interpreted.
However, a simple ratio of the regression sum of squares (SSR) to the total sum of
squares (SST) provides a measure of the usefulness of the regression equation. This
ratio is called the coefficient of determination r2 •

4.6.3 Coefficient of Determination, r2

Coefficient of Determination is the proportion of the total variation in the
dependent variable Y that is explained, or accounted for, by the variation in the
independent variable X (Douglas et al, 1999, p. 364). It lies between zero and one. It
is zero if there is no linear relationship between X and Y. It will be one if plot of X
and Y points generates a perfect straight line. A reduction or increase in r 2 can be
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interpreted as the percentage of reduction or mcrease in the explained variation
(Aaker et al., 1995).
The coefficient of determination is equal to the regression sum of squares
divided by the total sum of squares.
r2 = regression sum of squares = SSR
total sum of squares
SST

( 4.8)

This coefficient of determination measures the proportion of variation in Y
that is explained by the independent X in the regression model (Berenson, 1999,
p.749).

4.6.4 Standard Error of the Estimate

In practice, the regression equation is not a perfect predictor. They do not
expect all data values to exactly on the regression line. Therefore, they need to
develop a statistic that measures the variability of the actual Y value from the
predicted Y values. So the standard error of the estimate is the tool for measuring of
the variability of each observation around its mean (Berenson, 1999). The standard
error of the estimate; given by the symbol Syx, is defined as
Syx

=

[SSE/(n -2)] 112

( 4.9)

The standard error of the estimate represents a measure of the variation
around the fitted line of regression. In is measured in units of the dependent variable
Y. The interpretation of the standard error of the estimate is similar to that of the
standard deviation. Just as the standard deviation measures variability around the
arithmetic mean, the standard error of the estimate measures variability around the
fitted line of regression. And the standard error of the estimate can be used to

63

determine whether a statistically significant relationship exists between the two
variables and to make inferences about a predicted value of Y.

4.6.5 Test-Statistic (t-test)
Determine whether a significant relationship between the X and Y variables
exists by testing whether 131 (the slop) is equal to 0. If this hypothesis is rejected, one
would conclude that there is evidence of a linear relationship (Berenson, 1999). The
null and alternative hypotheses are stated as follows:

Ho: 131

=

0 (There is no linear relationship)

H 1: 131 * 0 (There is a linear relationship)
The t statistic equals the sample slope divided by the standard error of the
slope.

(4.10)
where

*

Sbt

=

Syxl(SSX)

112

*

( 4.11)

and the test statistic t follows a t distribution with n - 2 degrees of freedom. The area
ofrejected is between t > t1-aJ2:n-2 or t < -t1-aJ2:n-2·
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Chapter 5
Presentation of Data and Critical Discussion of Results

This research has collected primary data from a number of 525 questionnaires.
The researcher is able to get responses from all respondents so that the analysis of this
research study is based on 525 respondents.
This chapter consists of two parts as follows: descriptive analysis and
hypothesis analysis.

5.1 Descriptive Analysis

Descriptive Statistics are widely used among many research studies. This
research uses frequency analysis to analyze how frequently certain phenomena occur.
Discussion and presentation are follows.

Table 5.1: Frequency Distribution of Gender of the Respondents
Valid
Total

Gender
Male
Female

Frequency

79
446
525

Percent
15.0
85.0
100.0

Valid Percent
15.0
85.0
100.0

Cumulative Percent
15.0
100.0

Table 5.1 shows that among the 525 respondents, 446 of respondents are
female and they account for 85.0 percent and 15.0 percent of the respondents are
male. Thus, the majority of the respondents in this research study are female.
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Table 5.2: Frequency Distribution of Age of Respondents
Valid

Age
Less than 15 years
15 - 20 years
21 - 25 years
26-30 years
31 - 35 years
36-40 years
More than 40

Total

Frequency
70
242
124
89
0
0

0
525

Table

Percent
13.3
46.1
23.6
17.0
0
0
0
100.0

Valid Percent
13.3
46.1
23.6
17.0
0
0
0
100.0

Cumulative Percent
13.3
59.4
83.0
100.0

5.2 shows the age of the respondents. As 46.l percent or 242

respondents of respondents' age between 15 and 20 years old, they are the majority in
this research. A figure of 23.6 percent or 124 respondents aged between 21 and 25
years.

Table 5.3: Frequency Distribution of Monthly Income of the Respondents

Valid

Total

Income (Baht)
Less than 5,000
5,001 - 10,000
10,001-15,000
15,001 - 20,000
More than 20,000

Frequency
30
343
68
54
30
525

Percent
5.7
65.3
13.0
10.3
5.7
100.0

Valid Percent
5.7
65.3
13.0
10.3
5.7
100.0

Cumulative Percent
5.7
71.0
~
S- i
84.0
94.3
100.0

The monthly income of the respondents is clearly viewed from table 5.3. The
monthly income is classified into five income levels. Among 525 respondents, there
are 343 respondents whose income level ranges from 5,001 to 10,000 baht. A number
of 68 respondents fall in the range between 10,001 and 15,000 baht, and 54
respondents fall in the range between 15,000 and 20,000 baht. Only 30 respondents
have income, which is less than 5,000 baht. The income level of the majority of the
respondents is between 5,001 and 10,000 baht.
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Table 5.4: Frequency Distribution of Total Money Spent by the Respondents
Valid

Money Spent (Baht)
100 - 500
501 - 1,000
1,001 - 1,500
1,501-2,000
2,001 - 2,500
2,501 - 3,000
More than 3,000

Total

Frequency
33
163
183
122
16

8
0
525

Percent
6.3
31.0
34.9
23.2
3.0
1.5
0
100.0

Valid Percent
6.3
31.0
34.9
23.2
3.0
1.5

Cumulative Percent
6.3
37.3
72.2
95.4
98.5
100.0

0
100.0

A number of 183 respondents or 34.9 percent of 525 respondents spent as
high as 1,001 to 1,500 baht, and 163 respondents or 31.0 percent spent 501 to 1,000
baht. The majority of respondents or 88 percent spent from 501 to 2,000 baht on
purchasing garment products on promotional period.

Table 5.5: Frequency Distribution of the Respondents to Festival Days
Valid
Total

Following Festival
Yes
No
fl Jr'Y!

-,,,cL
,__,

Frequency
191
334
525

Percent
36.4
63.6
100.0

Valid Percent
36.4
63.6
100.0

Cumulative Percent
36.4
100.0
~
~(
-

Table 5.5 indicates that 191 among 525 respondents buying garment products
following festival days. The majority of 63.6 percent do not buy garment products
because of festival days.
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Table 5.6: Frequency Distribution of the Respondents Influenced by Price Sale
Promotion
Influence to Buy
Yes
No
Total
System

Valid

Missing
Total

Frequency
325
71
396
129
525

Percent
61.9
13.5
75.4
24.6
100.0

Valid Percent
82.l
17.9
100.0

Cumulative Percent
82.1
100.0

From table 5.6, 396 respondents purchased price discount of garments, about
325 respondents or 82.1 percent agreed that price sale promotion could influence
them to purchase products. Only 71 respondents or 17.9 percent did not purchase
because of the promotion. Hence, these respondents bought only regular price items
or others.

Table 5. 7: Frequency Distribution of the Amount of Garment Discount Price Bought
by Respondents
Valid

Amount of Garment
l
2

-.

3
4
5
6
7
Total

Frequency
35
98
86
82
78
16
1
396

Percent
8.8
24.7
21.7
20.7
19.7
4.0
0.3
100.0

Valid Percent
8.8
24.7
21.7
!:,et- 20.7
\,)',19.7
4.0
0.3
100.0

Cumulative Percent
8.8
33.6
55.3
76.0
95.7
99.7
100.0

Table 5.7 presents a number of 396 respondents who purchased price sale
promotion items, and 98 respondents bought 2 pieces of garment products. As high as
87 percent of respondents purchased price sale promotion bought between 2 and 5
pieces of garment products.
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Table 5.8: Frequency Distribution of the Amount of Garment Price Discount Bought
According to Percent Discount
Valid

Percent Discount
10%
20%
30%
40%
50%
60%
70%
80%

Total

Frequency
7
27
37
104
122

Percent
1.8

6.8
9.3
26.3
30.8
11.6
8.8
4.5
100.0

46
35
18
396

Valid Percent
1.8
6.8
9.3
26.3
30.8
11.6
8.8
4.5
100.0

Cumulative Percent
1.8
8.6
17.9
44.2
75.0
86.6
95.S
100.0

Table 5.8 presents the frequency distribution of the amount of gannent
discount price bought by respondents according to percent discounts. There were 396
respondents who purchased price sale promotion items. Most respondents bought
garment products whose discounts ranged from 30 percent to 60 percent. They
accounted for 78 percent of those who purchased.

Table 5.9: Frequency Distribution of the Amount of Garment in Regular Price Bought
by Respondents
Valid

Amount of Garment
1
2
3
4

5
Total

Frequency
66
123
17
0
0
206

Percent
32.0
59.7

8.3
0
0
100.0

Valid Percent
32.0
59.7
8.3
0
0

Cumulative Percent
32.0
91.7
100.0

Table 5.9 shows that 206 respondents purchased items in regular price. There
were 123 respondents who bought 2 pieces, 66 respondents bought a piece. There
were 17 respondents or 8.3 percent who bought 3 pieces.
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Table 5.10: The Level of Importance by Consumers Attached to Garment Purchasing
Decision
Considering as
Most important (3 point)
Medium (2 point)
Fair (1 point)
Total
Mean

Brand

Fashion

Price

103
218
204
525
1.81

2 19
190
116
525
2.20

197
108
222
525
l.95

Table 5.10 presents the frequency distribution of consumer's rank on brand,
fashion and price for garment purchasing decision. Thus, it will show that the
consumers think and make important with price factor most before buy garments that
mean equal 2.20. And think and make important with fashion factor in level second
before buy garments that mean equal 1.95. And the last level the consumers think and
make important before buy garment is brand that mean equal 1.81.

-

Table 5.11: Frequency Distribution of Other Persons' Influence m Consumer's
Decision to Buy
!~!

-

Girl/Boyfriend
Friend
Relation
No one help
Total

Help to Decision
~

J'";Jc;,ri ~ ~

-~

r

• t.:1- r, i ..

140
165
43
177
525

~~

\~

Percent
26.7
31.3
8.2
33.8
100.0

Table 5.11 presents the frequency distribution of 177 respondents or 33.8
percent who were not influenced by anyone in purchasing garments. Friends have
very high influence in consumers' buying decision when they buy garments.
Boys/girlfriends also have some influence.
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5.2 Hypotheses Analysis
Hypothesis testing begins with an assumption, called a hypothesis that is
made about a population parameter. Then, data from an appropriate sample are
collected and the information obtained from the sample is used to decide how likely it
is that the hypothesized population parameter is correct (Aaker et al., 1995). This
research has 4 hypotheses as follows:

Hypothesis 1

\"ERS

H1 0 : There is no correlation between a price sales promotion and promotional
products purchased.
H 18: There is a correlation between price sales promotion and promotional products

-

purchased.

r-

:z::..

Hypothesis 2

H20 : There is no correlation between a price sales promotion and non-price sales
promotion products purchased
H2a: There is a correlation between a price sales promotion and non-price sales
promotion products purchased.
Hypothesis 3
H30 : There is no correlation between a price sales promotion item and total buying.
H3a: There is a correlation between a price sales promotion item and total buying.
Hypothesis 4
H40 : There is no correlation between price sales promotion and brand trial.
H4a: There is a correlation between price sales promotion and brand trial.
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A simple linear regression method is employed to investigate the correlation
hypothesis in all hypotheses.

Table 5.12: Summary Demand Models for Regression Analysis
Test of
Hypotheses
H1
H2
HJ
~

Econometric Models

Coefficients

b0 + b1P
b0 -t b,P
qt = bo + b1P
Qo = bo+ b1P

bo, b1
bo, b1
bo, b1
bo, b1

Qn

""

Qr

=

Coefficient of
Determination
rz
r'

r'
r2

From table 5.12, definitions of various notations are given as:
qp =quantity of promotion product purchased,
qr

= quantity of regular price garment product purchased,

q1

= quantity of total garment products purchased (both promotion and regular
prices),

q0

=

quantity of other brand purchased regarding to price sale promotion,

P

=

price discount in various percents,

b0 =a model parameter representing the mean value of the dependent variable q,
b1 = the slope of regression model and it is used for predicting values of q,
r2 = coefficient of determination.
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5.2.1 Result of Hypothesis Test 1

In order to test hypothesis l, the researcher has selected only respondents who

purchased price sales promotion of garments.
By using a linear regression curve-estimate from SPSS program, a graph can
be plotted as in the figure 5.1. It indicates a positive correlation between amount of
garment price discount bought and percents discounted of garments. The positive
relationship shows that at a larger percentage discounts are offered, an individual
tends to buy a larger amount of garments.

Figure 5.1: Linear Regression Fitted Line between Price Sales Promotion and

.,_.
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Table 5.13 Statistical Results of Testing Hypothesis 1
Coefficient

bo
b1

Value of
Coefficient
1.176
0.045

tcalculated
6.025
11.475

4>.975:394

95o/olevelofconfidence
1.96
1.96

r2
0.25

From table 5.13, the coefficient of determination is 0.25 or 25 percent.
Therefore, 25 percent of the variation in amount of garment purchased can be
explained by the variability of price percent discounts.
The value of b0 is 1.176 which indicates that when P, the percent price sales
promotion, is equal to 0, the expected quantity of garment purchased is 1.176 pieces.

It means that the amount of garment products purchased is predicted to be 1.176
pieces. And the value of teal of b0 is equal to 6.025 which is more than value of ttable
that is equal to 1.96 at level of confidence 95 percent, thus the value of coefficient bo
is significant at 95 percent level of confidence.
The value of b 1 is 0.045 and it has a positive sign. It indicates that there is a
positive correlation between price sales promotion and quantity of garment
purchased. It is interpreted as for each one percent increase in the price percent
discount, the expected increase in the quantity of garment purchased is 0.045 pieces.
And the value of teal ofb1 is equal to 11.475, which is more than the value ofttable that
is equal to 1.96 at level of confidence 95 percent, thus the value of coefficient b1 is
significant at 95 percent level of confident.
Both t-statistics of b0 and b1 are equal to 6.025 and 11.475 respectively and
they are greater than the value of ttable which is equal to 1.96. Therefore, the
hypothesis H 10 is rejected. Hence, the study concludes that there is a significant
positive correlation between price sales promotion and promotional products
purchased at 95 percent level of confidence. An individual consumer tends to buy
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more garments products when price sales promotion is organized. Then, the estimated
demand model is written as:
qp
where

=

1.176 + 0.045P,

( 5.1 )

P

=

price percent discount,

qp

=

quantity of garments purchased because of price sales promotion.

Equation (5.1) is the demand equation, which is used to predict the quantity of
garments purchased associated with price percent discounts. Table 5.14 attempts to
employ equation (5.1) to estimate the quantity of garment purchases by each
individual consumer when price sales promotion is offered. The prediction result
shows that there is an increase of quantity of garments purchased at a larger percent
price discount.

.,_.

Q._

-

Table 5.14: Predictable Amounts of Garments Purchased during Price Sales
Promotion
Price Percent Discount
Amounts of Garments Purchased

IO
1.6

20
2.1

30
2.5

40
3.0

50

3.1

60
3.9

70

80

4.3

4.8

From the calculation, it is clearly shown that there is a positive correlation
between price sales promotion and quantity of garment products purchased. At higher
percent discounts, an individual consumer buys a larger quantity of garments. Thus,
at 20 percent discount, an individual consumer would likely purchase 2 pieces of
garments; and at 80 percent discount, an individual consumer would likely purchase 5
pieces.
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5.2.2 Result of Hypothesis Test 2

By using a linear regression curve-estimate from SPSS program, a graph can
be plotted as in figure 5.2. It indicates a negative correlation between amount of
garment bought in regular price and price percents discounted of garments. The
negative relationship shows that at a larger percentage discounts are offered, an
individual tends to buy a less amount of garments in regular price.

Figure 5 .2: Linear Regression Fitted Line between Percent Price Sales Promotion and
Quantity of Garment Purchased in Regular Price
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Table 5.15 Statistical Results of Testing Hypothesis 2
Coefficient

ho
b1

Value of
Coefficient
1.6046
-0.0257

tcalculaccd

29.584
-20.379

to.975:523

95o/olevelofconfidence
1.96
-1.96

r
0.44

From table 5.15, the coefficient of determination is 0.44 or 44 percent.
Therefore, 44 percent of the variation in amount of garment purchased in regular
price can be explained by the variability of percent price discounts.
The value of b0 is 1.6046 which indicates that when P, the percent price sales
promotion, is equal to 0, the expected quantity of garment purchased in regular price
is 1.6046 pieces. It means that the amount of garment products purchased in regular
price is predicted to be 1.6046 pieces. And the value of teat of b 0 is equal to 29.584
which is more than value of t1abte that is equal to 1.96 at level of confidence 95
percent, thus the value of coefficient b0 is significant at 95 percent level of
confidence.
The value of b 1 is -0.0257 and it has the negative sign. It indicates that there
is a negative correlation between price sales promotion and quantity of garment
purchased in regular price. It is interpreted as for each one percent increase in the
price percent discount; the expected decrease in the quantity of garment purchased in
regular price is -0.0257 pieces. And the value of teal ofb 1 is equal to -20.379, which is
less than the value of ttable that equal to -1.96 at level of confidence 95 percent, thus
the value of coefficient b 1 is significant at 95 percent level of confidence.
Both t-statistics of b 0 and b1 are equal to 29.584 and -20.379 respectively and
they fall into the rejected area according to the value of tiable which is equal to 1.96.
Therefore, the hypothesis H20 is rejected. Hence, the study concludes that there is a
significant negative correlation between price sales promotion and quantity of
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garment products purchased in regular price at 95 percent level of confidence. An
individual consumer tends to buy fewer garments products of regular price when
price sales promotion is organized. Then, the estimated demand model is written as:
qr
where

=

1.6046 - 0.0257P,

( 5.2)

P

=

price percent discount,

qr

=

quantity of garments purchased in regular price.

Equation (5.2) is the demand equation which is used to predicting the quantity
of garments purchased in regular price associated with price percent discounts. Table
5.16 attempts to employ equation (5.2) to estimate the quantity of garment purchases
in regular price by each individual consumer when price sales promotion is offered.
The prediction result shows that there is a decrease of quantity of garments purchased

-

at a larger percent price discount.

rl::tt

Table 5.16: Predictable of Amounts of Garments Purchased in Regular Price during
Price Sales Promotions.
Price Percent Discount
Amounts
of
Garments
Purchased

10
1.3

20
1.0

30
0.8

40

50

60

0.6

0.3

0.0

70
-0.2

80
-0.5

From the calculation, it is clearly shown that there is a negative correlation
between price sales promotion and quantity of garment products purchased in regular
price. At higher percent discounts, an individual consumer buys a smaller quantity of
garments. Thus, at 20 percent discount, an individual consumer would likely purchase
I piece garment in regular price, and at 80 percent discount, an individual consumer
would not at all purchase garment in regular price.
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5.2.3 Result of Hypothesis Test 3

By using a linear regression curve-estimate from SPSS program, a graph can
be plotted as in the figure 5.3. It indicates a positive correlation between total amount
of garment bought and percents discounted of garments. The positive relationship
shows that at a larger percentage discounts is offered, an individual tends to buy a
larger of total amount of garments: both discount and non-discount.

Figure 5.3: Linear Regression Fitted Line between Price Sales Promotion and Total
Quantity Purchased (Both price discount and non-price discount)
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Table 5.17 Statistical Results of Testing Hypothesis 3
Coefficient

bo
b1

Value of
Coefficient
1.870
0.037

t.:alculoted

19.993
17.029

to.975:523

95% level of confidence
1.96
1.96

r2
0.35

From table 5.17, the coefficient of determination is 0.35 or 35 percent.
Therefore, 35 percent of the variation in total amount of garment purchased can be
explained by the variability of percent price discounts.
The value of b0 is 1.87 which indicates that when P, the percent price sales
promotion, is equal to 0, the expected total quantity of garment purchased is 1.87
pieces. It means that the total amount of garment products purchased is predicted to
be l.87 pieces. And the value of teal of b0 is equal to 19 .993 which is more than value
of t1abte that is equal to 1.96 at level of confidence 95 percent, thus the value of
coefficient b0 is significant at 95 percent level of confidence.
The value of b1 is 0.037 and it has a positive sign. It indicates that there is a
positive correlation between price sales promotion and total quantity of garment
purchased. It is interpreted as for each one percent increase in the price discount, the
expected increase in the total quantity of garment purchased is 0.037 pieces. And the
value of teal ofb1 is equal to 17.029, which is more than the value ofttabte that is equal
to l.96 at level of confidence 95 percent, thus the value of coefficient b1 is significant
at 95 percent level of confidence.
Both t-statistics of b0 and b1 are equal to 19 .993 and 17 .029 respectively and
they are greater than the value of tiable which is equal to 1.96. Therefore, the
hypothesis H30 is rejected. Hence, the study concludes that there is a significant
positive correlation between price sales promotion and total amounts of products
purchased at 95 percent level of confidence. An individual consumer tends to buy
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more garments products when price sales promotion is organized. Then, the estimated
demand model is written as:
qt = 1.87 + 0.037P,
where

( 5.3)

P =price percent discount,
qt = total quantity of garments purchased.
Equation (5.3) is the demand equation which is used to predict the total

quantity of garments purchased associated with price percent discounts. Table 5.18
attempts to employ equation (5.3) to estimate the total quantity of garment purchased
by each individual consumer when price sales promotion is offered. The prediction
result shows that there is an increase of total quantity of garments purchased at a

-

larger percent price discount.

~

Table 5.18: Predictable of Total Amounts of Total Garments Purchased.
Price Percent Discount
Total Amounts of Garments
Purchased

IO

2.2

20
2.6

30
3.0

40
3.4

50
3.7

60
4.1

70
4.5

80
4.8

From the calculation, it is clearly shown that there is a positive correlation
between price sales promotion and total quantity of garment products purchased. At
higher percent discounts, an individual consumer buys a larger quantity of garments.
Thus, at 20 percent discount, an individual consumer would likely purchase 2.6
pieces of garments; and at 80 percent discount, an individual consumer would likely
purchase 4.8 pieces of garments.
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5.2.4 Result of Hypothesis Test 4

In order to test hypothesis 4, the researcher collected the number of
respondents who answered no in the question 6: Did you regularly buy this brand?
The information can lead to answer brand trial.
By using a linear regression curve-estimate from SPSS program, a graph can
be plotted as in the figure 5.4. It indicates a positive correlation between amount of
garment bought and percents discounted of garments. The positive relationship shows
that at a larger percentage discounts are offered, an individual tends to buy a larger of
amount of garments.

-

Figure 5.4: Linear Regression Fitted Line between Price Sales Promotion and
Quantity Purchased because of Brand Trial
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Table 5.19 Statistical Results of Testing Hypothesis 4
Coefficient

bo
bi

Value of
Coefficient
1.067
0.048

tcalculated

4.705
10.792

to.975:212

95% level of confidence
1.96
l.96

r2
0.35

From table 5.19, the coefficient of determination is 0.35 or 35 percent.
Therefore, 35 percent of the variation in amount of garment brand trial purchased can
be explained by the variability of percent price discounts.
The value of b0 is 1.067 which indicates that when P, the percent price sales
promotion, is equal to 0, the expected quantity of garment purchased because of
brand trial is 1.067 pieces. And the value of teal ofb0 is equal to 4.705 which is more
than value of tiable that is equal to 1.96 at level of confidence 95 percent, thus the
value of coefficient b0 is significant at 95 percent level of confidence.
The value of b 1 is 0.048, and it has a positive sign. It indicates that there is a
positive correlation between price sales promotion and quantity of garment purchased
because of brand trial. It is interpreted as for each one percent increase in the price
percent discount; the expected increase in the quantity of garment purchased because
of brand trial is 0.048 pieces. And the value oftca1 ofb1 is equal to 10.792, which is
more than the value oftiable that is equal to 1.96 at level of confidence 95 percent, thus
the value of coefficient b1 is significant at 95 percent level of confident.
Both t-statistics b 0 and b1 are equal to 4.705 and 10.792 respectively and they
are greater than the value of tiable which is equal to 1.96. Therefore, the hypothesis H4o
is rejected. Hence, the study concludes that there is a significant positive correlation
between price sales promotion and amounts of products purchased because of brand
trial at 95 percent level of confidence. An individual consumer tends to buy more
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garments products because of brand trial when price sales promotion is organized.
Then, the estimated demand model is written as:
qo
where

=

1.067 + 0.048P,

( 5.4)

P = price percent discount,
qo =quantity of garments purchased because of brand trial.
Equation (5.4) is the demand equation, which is used to predicting the

quantity of garments purchased because of brand trial associated with price percent
discounts. Table 5.20 attempts to employ equation (5.4) to estimate the quantity of
garment purchases because of brand trial by each individual consumer when price
sales promotion is offered. The prediction result shows that there is an increase of
quantity of garments purchased because of brand trial at a larger percent price

-

discount.

rl::tt

Table 5.20: Predictable Amounts Garments Purchased because of Brand Trial.
Price Percent Discount
Amounts of Garments Purchased
because of Brand Trial

10

1.5

20
2.2

30
2.5

40
3.0

50
3.5

60
4.0

70
4.4

80
5.0

~

From the calculation, it is clearly shown that there is a positive correlation
between price sales promotion and quantity of garment products purchased because
of brand trial. At higher percent discounts, an individual consumer would switch to
buy this promoted brand at larger number of garments. Thus, at 20 price percent
discount of a garment brand, an individual consumer would switch to buy 2.2 pieces
of this brand; and at 80 percent discount, of a garment brand, an individual consumer
would switch to buy 5 pieces of this brand.
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The findings show that there exists a positive correlation between price sales
promotion and quantities of price sales promotion purchase, quantities of total
purchase, quantities of brand trial purchase because of brand trial, and a negative
correlation between price sales promotions and regular price purchase. All the
correlations are significant at 95 percent level of confidence. The coefficients of
determination of the four econometric models range between 25 to 44 percent. A
variation in amount of garment purchased can be explained at least 25 percent to 44
percent by the variability of percent price discounts.
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Chapter 6
Conclusion and Recommendation

This chapter consists of conclusion and recommendation based on the results
of research and hypotheses. The conclusion represents the overall research study and
important results. Recommendations represent suggestions regarding the future study
and application of the research findings. There are 2 parts as follows: conclusion and
recommendation.

6.1 Conclusion

Currently, investors have a very strong interest in sales promotion because the
increasing competition among competitors. They need to get inventory turnover as
quick as possible because they will not lose the opportunity to gain sale revenue; in
contrast, they have opportunity to gain more sale volume. Therefore, the promotion
activities are applied for getting quick inventory turnover. They need to know about
consumer purchase behavior in order to forecast the sale in the future and setting
sales promotion scheme. There are many sale promotion tactics but this research will
be confined to price sales promotion.
The objectives of this research are to investigate the effects of sales promotion
on consumers' behavior, that is, purchase pattern. Specifically, the objectives are to
find the impact of price sales promotion on the quantity purchase of promotion
product, non-promotion product, total purchased and brand trial. This research
framework links theories and concepts of sales promotion in order to establish a
conceptual framework. The conceptual framework represents relationship between
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independent and dependent variables. The conceptual framework has only one
independent variable which is price percent discounts, and four dependent variables
which are consumers' behavior on quantities purchased, brand trial, promotion
product purchased, and non-promotion product purchased. This conceptual
framework is developed for testing correlation between price sales promotion and
consumer purchase pattern. This research study selected garment product and price
sales promotion tactic because garment product accounts for a large amount of money
discount than other products in supermarket such as soap, shampoo and toothpaste.
This research study has four null-hypotheses: firstly, H10: there is no
correlation between a price sales promotion and promotional products purchased.
Secondly, H20 : there is no correlation between a price sales promotion and non-price
sales promotion products purchased. Thirdly, H30 : there is no correlation between a
price sales promotion item and total buying. Fourthly, H40 : there is no correlation
between price sales promotion and brand trial.
In order to accomplish this research, non-probability-sampling method is

applied because the researcher can not know list all respondents, and convenience
sampling is chosen because the researcher can obtain information quickly and
inexpensively. Target population for this research study is any shoppers who
purchased garment product at Central Department Store, Lardprao branch. For this
particular research, primary data have been collected from at least 384 number of
respondents by estimating a population proportion. The questionnaires are distributed
to respondents who are in a checkout area after shopping in the shop at Central
Department Store, Lardprao branch. This research is primarily based on the survey
infonnation in the form of questionnaires in order to gather facts from respondents.

87

Data was summarized in the form of descriptive analysis and hypotheses analysis. By
using simple linear regression analysis for testing hypotheses. The results reject all
null-hypotheses and they could be written as a demand equation: q = b0 + b1P, when q
is quantity of garment purchased and P is price percent discount.
The finding results show that there exists a positive correlation between price
sales promotion and quantities purchase of promotion product, total quantity purchase
and quantities purchase because of brand trial. The correlations between price sales
promotion and quantities purchase of promotion product and price sales promotion
and total quantity purchase are equal to 0.045 and 0.037 respectively. However, the
correlation between price sales promotion and quantities purchase because of brand
trial is equal to 0.048. It indicates that at a larger increase in price sales promotion,
the result is that each individual consumer tends to buy more garment product and
brand trial has taken place during price sales promotion. The finding results also

3J

show a negative correlation between price sales promotions and regular price product
•

purchase is equal to -0.0257. It indicates that at a larger increase in price sales
promotion, each individual consumer tends to buy less garment product in regular
price. The coefficients of determination of the four econometric models range
between 25 to 44 percent. A variation in amount of garment purchased can be
explained at least 25 percent to 44 percent by the variability of percent price
discounts. All the correlations are significant at 95 percent level of confidence. They
are verified from t-statistics.
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6.2 Recommendation

This research study investigates consumers' demand of garment products in
response to price sales promotion. At larger price percent discounts, an individual
consumer buys a larger quantity of these promoted garments. In contrast, at larger
price percent discounts, an individual consumer buys a less quantity of garments in
regular price. Moreover, garment shoppers would switch brand because of price
discounts, also. Demand equations found out from this research are useful for
investors or marketers of garment stores. They can use the demand equations to
predict a number of garment purchases due to price sales promotion.
This research study is based on only price sales promotion. According to the
coefficient of determination, r2, no value of r2 which is grater than 0.5. It means that
there are some other factors that affect quantity of garment purchase such as income.
This research has not identified the brand name of garments but this research can
show also brand trial of garment purchases.
Thus, a further research could identify retail shops especially normal brand
and collect data of consumer purchase pattern before, during and after price sales
promotion period in order to compare between the number of traffic shoppers and
revenue of the shop in different periods. Additionally, price is not only one factor that
affects quantity of garment purchased but also other factor such as income and others.
Multiple linear regression analysis can be employed to find these correlations.
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I am Adisom Thivakorakot, and I am an MBA student of Assumption
University. This questionnaire is a part of my thesis which attempts to investigate
correlation between price sale promotion and consumers purchase patterns regarding
to garment products. With your help, I will be able to get responses and infonnation
needed for my thesis. Thank you very much for your time and answers.

Part 1: Consumers Purchase Garment Response to Price Sales Promotion.
1. Have you visited this store because of price sale promotion as a reason?
(

) yes

(

) no

2. Have you purchased garment items from this store?
(

) yes

) no (stop answering the questionnaire)

(

3. Have you purchased price sales promotion items from this store?
( ) yes
Amount
bought
(

How much price percent discount.. ............ %
1 item
2 items
3 items
6 items
7 items

4 items

5 items

-

~

) no (skip to the question no. 5)

~~ Have the price sales promotion of garment influenced you to easily decide to
,)

purchase?
(

) yes

(

) no

5. Have you also purchased garment items of a regular price?
(

) yes

(

) no

Amount
1 item

2 items

3 items

4 items

6. Do you regularly buy this brand?
(

) yes

(

) no

7. Do you purchase garment because of festival days?
(

) yes

(

) no

8. How much money did you spend for purchasing garment items this time?
(
(
(

) 100-500 baht
( ) 501-1,000 baht
) 1,501-2,000 baht ( ) 2,001-2,500 baht
) more than 3,000 baht

(
(

) 1,001-1,500 baht
) 2,501-3,000 baht

5 items

9. Did anyone influence you to decide to purchase garments this time?

/ .......\

(

) yes, they are

(

) no

(

) relatives

(

) friends

(

) boys/girlfriends

(~ Please rank the level of importance did you attach to garment purchasing

decisions.
(

(

) fashion

) brand-name

( ) price

Part 2: Consumers Data
1. Gender

(

) male

(

) female

2. Age

'JERS/

(

) less than I 5 years (

) 16 - 20 years (

) 21 - 25 years

(

) 31 - 35 years

(

) 36 - 40 years (

) 41 - 50 years

(

) more than 50 years

3. Income per month
(
(

) less than 5,000 baht
) 15,001 - 20,000 baht

(
(

) 5,001 - 10,000 baht (
) more than 20,000 baht

(

) 26 - 30 years

~

) 10,001 - 15,000 baht
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