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Disposition of the thesis 

  

The present study deals with indicating the most preferable promotional tool by comparing 

the dominant types of sales promotion: price promotion and Non price promotion, at the 

introduction stage of consumer goods. For this reason, the study, first draw the background of 

the research to identify the main research problem in chapter-1. 

 

Basic assumptions and rationale for selecting different methods of the study has been 

discussed in chapter-2, theoretical methodology. To indicate and create deep understanding of 

the subject matter, the authors discussed related theories in chapter-3. The authors have 

collected empirical data from respondents to support the theory of previous researches. In 

chapter-4, the authors clarify methodological tools used to collect these empirical facts. 

Chapter-5, deals with the data presentation. The analysis and interpretation of the data has 

been discussed in chapter-6. From this analysis, researcher draw conclusion of the research by 

making some recommendation in chapter-7. Finally, list of references and appendixes which 

have been used for the research are attached at the end. The authors hope that the research can 

be used as a means to learn about the detail content and way of research writing. 
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Summary 

 

Either it is because of some significant active trends in the business world, or the attractive cut 

of cost and increase in profit, companies now days are focusing on sales promotion activities. 

But in reality, most of companies that are introducing new products are not getting what they 

intend to get. They are facing loses. One of the reasons is lack of understanding which 

specific sales promotion is preferable at that stage. 

 

As the authors described on the background of the study, a lot of studies have been done to 

indicate preferable sales promotional tools for consumer‘s goods. Even though those studies 

have found significant results, there is still a gap which needs further investigation. According 

to those studies, the result that indicates the more preferable sales promotional tool have to be 

tested under different discount magnitude range and variety of products.  

 

Based on the above gap the study has been undertaken with the purpose of comparing two 

dominant sales promotional tools: price and non-price sales promotion. This comparison has 

been done on three new different consumer goods that have different characteristics. The 

authors believe that this will contribute to fill the gap on the findings of previous researches 

on the area of sales promotion.  

 

To fulfill the purpose of the study, descriptive and comparative type of study has been 

conducted by using controlled field experiment. Data has been collected by using structured 

questionnaire from three undergraduate classes of Umea University, Umea, which are (i.e., 

classes) selected using judgmental sampling. Collected data has been analyzed using SPSS-

descriptive statistics. 

 

The result reveals that, consumers of newly introduced consumer good will use the price of 

the product as a cue for a quality and prefer to have cash discount rather than gift offers. More 

ever, marketing stimuli (i.e. sales promotion) can have impact on the occurrence of the 

impulse buying behavior. Therefore, companies that are introducing a new consumer product 

and using price sales promotion as a strategy are more likely to attract new consumers and 

create impulse buying behavior, which result in an increase in sales. 

 

Key words: Sales promotion, product life cycle, introduction stage, price & non-price sales 

promotion, perception, impulse buying, price sensitiveness and price quality perception. 
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1. Introduction 

This part will briefly identify the problem area by describing the background of the study, 

statement of the problem, purpose of the study, scope of the study and limitations faced by 

the study. 

1.1. Background of the Study 

 

From previous studies that were conducted about promotion and related issues, it is found that 

the development of promotion usage has shown dynamics trends within decades. For 

example, beginning from the 1950s, one of most used promotional techniques; advertising 

became a common activity (Young and Aitken, 2007: 3). Studies showed that promotion gets 

a significant focus in business (Anderson et al, 1992, cited in Anderson and Srinivason, 

1998). In the golden era of marketing, beginning from 1970s, agencies had begun to display 

TV advertisings (Young and Aitken, 2007: 3). These researchers (i.e., Young and Aitken) 

mentioned that there was an increased intension of marketers and top managers to use 

promotion as only strategy. The cost cutting (Young and Aitken, 2007: 2) and increase profit 

are the main reasons for this development. Anderson et al. (1992 cited in Anderson and 

Srinivason, 1998) described promotion as consists of advertising, personal selling, public 

relations, and sales promotions. The emergence of hundreds of TV channels and printing 

Medias leads to the decline in effectiveness of mass advertising (Young and Aitken, 2007: 3). 

Consumers will watch hundreds of advertising per day on printing media and television, and 

this will decrease recalling capacity of consumers. Moreover, it is known that most people are 

switching their channels during advertising time. Therefore, these situations lead companies 

to search alternative promotional strategy and start using sales promotion as an effective way 

to attract consumers. Sales promotion is consists of mostly short-term incentives designed to 

motivate consumers to purchase a product immediately and in larger quantities by lowering 

the price or adding value (Lamb et al., 1996, p. 573 cited in Anderson and Srinivason, 1998). 

Kimball (1989) agreed on the development of usage of promotional tools, especially sales 

promotion. On his exploratory study done to investigate the role and management of sales 

promotion in American companies, he found that the total expenses for sales promotion by 

manufacturers of consumer goods increased 46 billion USD within 6 years. Because of this 

reason a lot of researchers have done a lot of studies on promotion and related areas.  

 

From the studies by Suri, Manchanda and Kohli (2000), Banerjee (2009), Raghubir (2005), 

Palazon and Delgado (2009), it is found that Price and Non-price sales promotion play most 

significant role in the success of marketing plan. Price promotion usually deals with reducing 

the price of the product for temporary period of time. It is an important factor as it plays 

double role: (1) to determine the product quality and (2) to determine monetary sacrifice by 

the consumer (Suri, Manchanda and Kohli, 2000). Even though it is mentioned that price is 

less used as a cue when it is combined with other factors, Zeithaml (1988) and Olson (1977 

cited in Zeithaml, 1988) shows that price serves as a main cue for quality, if there is no other 

option. According to Lichtenstein, Ridgway and Ntemeyer (1993) the perception of 

consumers‘ toward the quality of the product based on the price might be positive or negative. 

Moreover, non-price promotion is defined as a promotion which yields non-monetary 

additional benefits for the customer and aimed at creating continuous and long term 

relationship (Kwok and Uncles, 2005). According to Kimball (1989) sales promotion is not a 

technique only for a specific occasion as it is defined by American Marketing Association 
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(AMA) in 1960s. Companies are using both price and non-price sales promotional strategies 

in routine base. 

 

Young and Aitken (2007) found that non-price promotion has more impact on consumers‘ 

purchase intention rather than price promotion. However, these researchers (i.e., Young and 

Aitken) recommend that further study needs to be done on the impact of price promotion on 

different range of discount magnitudes and different product categories.  

 

Ones a firm introduce a new product; it will pass sequential stages based on characteristics of 

product and market. In 1950, Dean defines changes of these characteristics of product in the 

frame of life cycle. A product after its concept development passes sequential stages, like 

introduction, growth, maturity and declining, which is known as Product Life Cycle (PLC). In 

each stage of PLC, Kotler and Keller (2006) indicate four common grounds: (1) they have 

small lifetime, (2) their sales trend passes different characteristics, challenges and 

opportunities, (3) their profit curve fluctuate ups and down in different stages, and (4) 

investment, human resource, production, marketing and purchasing strategies varies based on 

product requirements in each stages. 

Typically, the total product life cycle can be identified into four stages. These are introductory 

stage, growth stage, maturity stage and declining stage. Based on Marklew (1985: 39), 

Tibben-Lembke (2002) and Mohan & Krishnaswamy (2006)‘s assumptions, the following 

characteristics can be identified in each stage. 

Introductory stage starts with the launching of new product into the market. As consumers are 

not well aware about the new product, traditionally, marketers design their marketing 

strategies to create awareness. The profit level and sales volume is very low in this stage. 

Whenever, the market shows an increase in the awareness of the product, the product enters 

into the growth stage. Sales volume and profit margin shows a rapid increase in the curve 

during this period. Marketers‘ main focus fixed with the searching for new consumer by 

creating awareness. So, they keep spending their whole effort in different marketing 

strategies. When all potential consumers considered as aware of the product, the stage enters 

into the maturity stage. There is very little option to create new customers during this stage. 

So, marketers focused on their marketing strategies in creating loyalty among the consumers. 

The sales volume shows a stable curve during this stage. Emerging of new product or new 

technology, create unwillingness among the consumers to use existing product. This stage of 

low sales volume is known as declining stage for a product. Marketers‘ main focus deals with 

selling all volume of products with highest possible profit in this stage. 

Based on their users and marketing strategies used by companies, goods can be 

mainly categorized into two: consumer and industrial goods. Consumer goods 

are merchandises or other items of daily use, ordinarily bought by individuals or 

households for private consumption (Kotler and Keller, 2009). Based on durability and 

tangibility, consumer goods can also divided into durable, non-durable and service (Kotler 

and Keller, 2009). Moreover, based on shopping habits, consumer goods can be classified in 

to: convenience, shopping, specialty, and unsought goods. According to Kotler and Keller, 

(2009: 360) consumers buy convenience goods frequently. On the other hand, Industrial 

goods refer to goods (i.e. Machinery, Manufacturing plants, Materials, and other goods or 
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component parts) for use or consumption by other industries or firms. Of course, Demand 

for industrial goods is usually based on the demand for consumer goods. Based on their 

relative cost and how they enter the production cost, Industrial goods can be classified as (1) 

production goods, that enter the production of a final product, such as the raw materials and 

component parts, or (2) support goods, that assist in the production process, such as fixed 

equipment and machinery, instruments, jigs, tools, etc... (Kotler and Keller, 2009: 360.As 

these types of products have such kinds of distinct feature from other types of goods, the 

marketing strategies utilized for such kind of goods are unique. Companies who are producing 

consumer goods have the highest and relatively stabled market share in the business world. 

Currently, consumer goods companies are mostly using sales promotion as the main strategy 

to attract their customers. According to Kotler and Keller, (2009: 556), consumer-packaging 

goods companies feel they are strongly forced to use sales promotion than they wish because 

of an increasing price sensitiveness and decreasing brand loyalty. However, some companies 

are still spending money on other methods of promotional activity. 

 

The present study is aimed at indicating the promotional tool choice of consumers on the 

introduction stage of a product. There are a lot of studies (e.g., Suri, Manchanda and Kohli, 

2000; Banerjee, 2009; Raghubir, 2005; Palazon and Delgado, 2009) conducted on promotion 

and related areas that focus on general framework of promotional concept and comparing 

price promotion and non-price promotion tools. However, the authors of this study believe 

that there is knowledge gap about consumers‘ response towards different kinds of 

promotional tools in the introduction stage of product. 

 

Moreover, Present authors get interested in the introduction stage of product life cycle while 

designing marketing strategies for ‗Product Planning and Development‘ course. It was 

interesting to know how, why and when different marketing strategies developed to support 

the new product to enter into the market. As mentioned earlier that marketers are trending 

towards sales promotion, it is also interesting to see the consumer preference of sales 

promotion with new product. 

The authors strongly believe that, showing the relationship between factors that may have 

impact on consumers' choice of promotional type and the preferable promotional tool will 

strengthen the finding of the research. These factors include price sensitivity, purchase 

frequency, and price-quality perception.  Moreover, identifying whether this promotional tool 

choice has an impact on consumers‘ impulsive buying behavior also will have the same 

benefit of widening the finding. According to Anderson and Skrinivison (1998), each type of 

sales promotions have their own specific purpose and price promotion is mostly useful for 

highly price conscious consumers. This shows the theory of highly price conscious 

consumers' interest towards price promotion. Some types of promotional activities are 

intended to create impulse buying decision making behavior. The Authors of this study 

believe that, while investigating the relationship between promotional choice and different 

variables, the study can also show whether this promotional preference can lead to impulsive 

buying behavior or not. Anderson and Skrinivison (1998) describe sales promotion as 

marketing event whose purpose is to have a direct impact on the behavior of firms‘ 

consumers. Study by Young and Aitken (2007), shows that cash discount have an impact on 

consumers' perception and also influence consequently, the purchase intention. There result 

indicates that there was high impact of non-price promotion (i.e. free offer) on purchase 

intention of consumers' than price promotion (i.e. Rebate). 
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1.2. The statement of the problem 

 

Based on the gap the authors found, the authors of the current study formulate basic questions 

that will be answered throughout the study. The study will have main and sub questions. 

These are: 

 

RQ1: Compare to price and non-price sales promotion, which sales promotional strategy is 

more preferable by consumers at the introductory stage of consumer products?  

 

RQ1.1: Does price sensitivity, price-quality perception, impulse buying behavior have an 

impact on the preference of sales promotional strategy at the introductory stage of consumer 

products? 

1.3. Purpose of the Study 

 

Previous researches in this area of knowledge compare price and non-price promotion under 

different circumstances. The significance of promotion in today‘s competitive market leads 

the authors to focus on promotion. Moreover, the untouched issues under this area lead the 

authors to conduct this comparative study on different consumer product categories with 

different characteristics. By comparing price and non-price promotions, indicating which 

promotional strategy is more preferable at introductory stage of PLC, is the main purpose of 

this study. For doing this comparative study, the present research will consider the purchase 

frequency, price sensitiveness, price quality perception and impulse buying behavior to see 

the differences under each shade of consumer behavior. This study will be conducted from 

consumers‘ perspective. Authors strongly believe that the current study‘s finding primarily 

contributes to practical world of marketing strategy. As mentioned earlier that marketers are 

not getting what they are expecting because of lack of appropriate sales promotion strategy 

choice. The current study will be helpful in understanding consumers‘ preference of 

promotional strategy under different circumstances. Moreover, it is clear that such kind of 

result will have their own contribution on the theory of consumers‘ decision making process. 

By this study future authors can understand the relationship of frequency of purchase, price 

sensitivity, price-quality perception and impulse buying with consumer preference of 

promotion.  

 

 

1.4. Scope of the Study 

 

Promotional activity includes: price promotion, non-price promotion, advertising etc. There 

are a lot of studies (e.g. Kendrick, 1998, Mohan and Krishinaswamy, 2006 and Low and 

Mohr, 2000) concerning general and specific conceptual framework of promotional activities. 

The authors‘ main focus areas are the two dominant types of promotional activities — price 

promotion and non-price promotion. Authors evaluate the impact of these promotional 

activities and will indicate the most preferable one in introductory stage of PLC. 
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When the authors say ―preference‖ it refers to consumers choice of promotional strategy by 

comparing price and non-price promotions, based on their satisfaction and utility gain from 

the promotion at that stage. 

 

It is important to note that, as there are many different types of strategy under price and non-

price promotion, the study decided to conduct with two mostly used types under each sales 

promotional strategy. Discount will represent the price promotion and gift offer will represent 

the non-price promotion in this study.  

 

Though different researchers (e.g., Engel, Warshaw & Kinnear, 1994; Fill, 1995 and Kotler & 

Keller, 2009) describe price promotion strategy with different tools, they (i.e., those 

researchers) have discussed discount as most common price promotional tool. Banerjee 

(2009: 121) indicate that this tool will affect directly the retail price of the product. Typically, 

discount includes price-offs (e.g., 10% per cent off) or cash coupons which offer money-off 

on purchase of a product. This practice of discount is very common in fast moving consumer 

goods (FMCG) (Banerjee, 2009: 121).  

Considering non-price promotion, there are wide range of sales promotional tool described by 

different authors (e.g., Kotler and Keller, 2009; Lamb, Hair and McDaniel, 2003 and Engel, 

Warshaw & Kinnear, 1994: 395). One of the most common non-promotional tools is offering 

free gift with the product. Banerjee (2009: 122) describe this tool as a small item, generally 

having a fraction of monetary value in comparison to the product they are bundled with. They 

are given without extra charge. Raghubir (2005: 123) indicate that this tool is effectively used 

by some companies while introducing new product.  

 

The previous studies around the topic were conducted from such perspective as 

manufacturers, market, intermediaries, (e.g., Kendrick, 1998). The present study will focus on 

comparing the price promotion and non-price promotion from consumer‘s perspective. This 

view will yield different knowledge for the subject area, as it is considering introductory stage 

of PLC. Moreover, this study will consider some circumstances such as, price sensitiveness, 

price-quality perception and impulse buying behavior in relation to the promotional 

preference. So, the study will reveal the relationship of these variables towards preference of 

sales promotion. 

 

 

1.5. Limitation of the Study 

 

The present study has some limitations. Firstly, as the study is descriptive in nature, it is 

limited by answering ‗what‘ of the phenomena. The extent of answering ‗why‘ is very 

limited. Secondly, because of experimental method, the authors have to control some 

variables. But in the real world, these variables cannot be controlled.  So, the findings might 

be different in the real environment. Finally, the research has been conducted among the 

students of Umea University of Sweden. Though, students are part of the population, the 

findings might not represent the whole population as it is discussed on methodology part. 
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2: Theoretical methodology 

This part has discussed about the theoretical methodology about what the authors believe 

while conducting the research. It includes preconception of the study, perspective, 

methodological assumptions, research approach, research strategy, quality criterion of the 

study. 

2.1. Preconception 

Beginning from the selection of the area of the study, the authors had hint about general and 

specific concepts of promotion. As they are marketing students and have some work 

experiences on marketing department, it is possible to say that they were familiar with some 

of the theories, concepts and practical applications of promotion. Moreover, the course 

‗Product planning and development‘ help the authors to have initial concept on marketing 

strategies for a new product as a whole. In order to develop their knowledge and have detail 

knowledge about the research topic, the authors used a lot of previous studies on the area as 

well as books. Most of these literatures were found from Emerald, which is the world‘s 

leading publisher of management research.  

2.2. Perspective 

The study has been conducted from consumers‘ perspective. The authors strongly believe that 

to understand consumers‘ preference towards promotion, conducting the study from 

consumers‘ perspective will be appropriate. Moreover, to see the successful promotional tool 

at the introductory stage, including companies‘ perspective might have an impact on the 

findings.  However, because of time limitation the authors had, they could not include 

companies‘ perspective to support the findings. 

 2.3. Methodological assumption  

 

Choice of methods of collecting, analyzing and concluding a business study has some ground. 

The way the researcher believe how the reality in the business world should be defined and 

studied, affects the choice of the researcher‘s research methods. According to (Bryman and 

Bell, 2007: 33) mainly there are two considerations that have to be taken when conducting 

business research, these are named Epistemology and Ontology considerations. Researchers 

may differ in their view of whether the social world can be studied by using methods and 

procedures as that of natural science, which is called epistemological view, and on their view 

of defining social reality, which is ontological view (Bryman and Bell, 2007: 22).  

 

According to (Bryman and Bell, 2007: 22) there are two dominant views on how to study 

social reality. Positivists believe that social reality can be studied by the same methods as that 

of natural science reality. This philosophy bases on ontological view of objectivism that 

defines objective entities that have external existence from the social actor. It means, every 

social phenomenon has an actor, and these phenomena have separate existence from the 

actors. For example, organizations that are formed by people, have their (i.e., organizations) 

own identity that will differentiate them from their creators. However, people may learn and 

act as the rules and regulations of the organizations that may make them as a part of the 
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organization. On the other hand, Interpretivism states that the subject matter of social science 

is quite different from natural science. Therefore, interpretivism believes that social reality 

should have its own way of studying it. Simply, these views can be differentiated as 

explaining human behavior (positivism) and understanding human behavior (interpretivism). 

 

It is hard to separate all of the facts from the social actor. Based on the facts that the present 

research deals with variables such as preference, purchase intension, sales promotion and 

impulse buying that often have separate existence from consumers, the researchers can be 

categorized as positivists and natural science methods have been applied. For examples, 

person as a social actor have his/her own perception for a subject. When he/she goes for 

his/her shopping, he/she carry this perception with him/her. Authors of present study believe 

that, sales promotion (which is an external factor) in the shopping mall or in a store, make 

impact on the perception of that person towards the subject (i.e., the product). It might 

influence persons‘ buying decision. 

 

Additionally, the current study authors believe that the scientifically collected empirical data 

will be helpful in strengthening the previous scientific theories on the area. 

2.4. Research Approach  

 

Every piece of a study is related to theory though the data collections have to be made either 

before or after the development of the theory (Bryman and Bell, 2007: 11). Based on this fact, 

there are mostly used two approaches to relate the theory with the research namely: Deductive 

and Inductive approaches. As Bryman and Bell (2007: 11) described, starting from 

developing hypothesis based on the basic theory and justifying or testing it with empirical 

data (deductive) is the commonest way of doing research.  On this situation the findings are 

feedback for the theories developed previously by the authors. Reversely, Inductive approach 

refers to the way the research begins from empirical data to develop a new theory. However, 

Bryman and Bell (2007), discussed that deductive approach may have some of the elements of 

inductive approach and vice versa. 

 

One of the characteristics that differentiate deductive approach from inductive is the logical 

flow of steps (Bryman and Bell, 2007). In deductive study, the researcher will have known 

fact, will gather data to justify it and reach at conclusion. When the researcher starts from 

observation and tries to develop new theory or to reach at some conclusion, then the study 

will be inductive. 

  

Even though there was lack of literature specifically to the topic, the current study starts from 

known facts or theories developed about general concept of promotion, Product Life Cycle 

(PLC), consumer goods and related variables. Empirical data have been collected and 

discussed in detail in relation to the theories in the way that they can justify the theories. The 

theory development and empirical data gathering steps were done logically and scientifically. 

Therefore, the presentation of all the theories and empirical data in logical manner and 

theoretical contribution of the study makes it deductive research.  
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2.5. Research strategy  

 

According to Layder et al., (1993 cited in Bryman and Bell, 2007), classifying the research in 

to qualitative and quantitative is useless. Even though, there are some debates on the 

difference between qualitative and quantitative researches, it is better to use the classification 

based on the general orientation to conduct business research (Bryman and Bell, 2007). On 

the same book the author define characteristics of Quantitative research as a strategy that 

needs deductive approach, include naturalistic positivism methods and consider social reality 

as a phenomenon that have separate existence from the social actor. In addition, to the fact 

that most of the previous studies (Suri, Manchanda and Kohli, 2000; Banerjee, 2009; 

Raghubir, 2005; Palazon and Delgado, 2009) on the area were done by using quantitative 

approach.  

 

Standing from researchers philosophical view, their way of measurement also determine their 

strategy (Kent, 2007: 250). It means the purpose of the study and methods that are going to 

apply have a strong relationship with what strategy to follow. According to Kent (2007: 250) 

in quantitative research, researchers are responsible for constructing the variables. To 

experiment (control and manipulate variables) a phenomena, quantitative strategy is 

appropriate. Moreover, according to Bryman and Bell (2007: 28), for deductive research with 

positivism philosophy, quantitative method is advised. 

 

In addition to the authors‘ positivist philosophical view, the authors had to control and 

manipulate data to fulfill the purpose of the study. They create, manipulate and control 

variables. Moreover the authors had to use descriptive statistical techniques to measure the 

result. The authors strongly believe that these all above facts about the current study make it 

quantitative research.  
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3. Consumers‘ Preference of promotion and 

Introduction stage 

This is the theoretical background of the study with relevant literature review. The part 

includes brief overview of the study by a supported model developed by the authors; overview 

of perceptual process model with detailed description of perception formation as well as 

buoying behavior; description on different promotional strategies with emphasize in sales 

promotion; product life cycle with brief description and finally, narrowed down to the 

research area, i.e., introduction stage and promotion. 

3.1. Overview  

 

Understanding factors that will induce consumer‘s purchase intention was one of the focal 

points of authors in the field of Marketing. One of these factors, as approved by these 

marketers, is promotion (Lamb, Hair and McDaniel, 2003:410). From the general to specific, 

Promotion is used for dissimilar objectives at different stages of PLC as well as different 

product types. The authors will intensely discuss in this reviewed literature part, diverse 

concepts of sales promotion and its degree of persuading consumers to purchase a product. 

Moreover, the governing classification of sales promotion as price and non-price sales 

promotion, by Carpenter and Moore (2008) will be discussed. According to Mohan and 

Krishnaswamy (2006), promotion, that will enlarge the awareness of the consumer concerning 

the product and convince them to pay money for it, is recommended for newly coming 

product. Since the authors‘ aim is to test this presumption through empirical study, this and 

related theories by different authors will be argued.  

 

While the authors have a discussion about factors that affect consumers‘ purchase intension, it 

should be noted that purchase intention of consumers‘ is the result of their perception towards 

the specific product, the manufacturer, etc (Kotler and Keller, 2009). It means, positively 

perceived product is likely to be consumed by the consumer. Perception is a process by which 

an individual select, organize and interpret information (Kotler and Keller, 2009). The way 

consumers sense stimuli, pay attention for those stimuli and interpret it results in perception as 

described in the dominant Perception formation model of Solomon and et al (2006). As 

authors mention it above, promotion is one of the factors that will affect consumers‘ 

perception as well as buying behavior. 

 

Based on individual perception from previous experience, people or consumer used to build a 

mindset or intention towards a product for his/her buying behavior. This purchase intention 

will indicate individual‘s interest whether the person wants to buy or not (McDaniel and 

Gates, 1991: 369). Price sensitivity and price product quality perception have some impact on 

this purchase intention. Moreover, these intention might be varied in situation of impulse 

buying. Marketers are keep searching this intention to measure an effective sales forecasting.  

 

Researches showed that this purchase intention varies in time as well as with some other 

characteristics of product. Considering these factors which are affecting purchase intention, 
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Dean (1950) developed Product Life Cycle. This cycle with four distinct phase of product life 

describe diversified demand of consumers and their purchase intention. 

 

Keeping in mind these though, the present study developed a model of purchasing decision 

towards new product into the market with two different sales promotional strategies.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1. Theoretical model developed by the authors  

3.2. Perception formation  

 

In marketing, the objective reality of a product matters little, customer‘s perception of a 

product or brand matters a lot for consumers behavior as Kotler (2009: 203) and Sheth, Mittal, 

& Newman (1999: 298) discussed. Kotler (2009: 203), Solomon and et al (2006) and Sheth, 

Mittal, & Newman (1999: 298) refers this conumer behavior (i.e., perception) as the process 

by which an individual selects, organizes, and interpretes the information receives from the 

environment by sensation. Eventhough, Rookes and Willson (2000: 02) agreed on the same 

concept of perception, they believe some psychologists argued that the boundery between 

sensation and perception is not clear. Sensation derived from attending to an object or an 

event in the environment with one or more of the five sensory systems. This object or the 

event in the environment is described as stimuli (Sheth, Mittal, & Newman, 1999: 298). But 

people mostly notice large stimulus than smallest one (Kotler, 2009: 204).  
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There are three key factors that determine which stimuli will be perceived and how they will 

be interpreted: characteristics of the stimuli, context and characteristics of customer 

developed by Sheth, Mittal, & Newman (1999: 298). Moreover, Assael (1992) similarly 

classify these factors as characteristics of consumer and stimuli. Sheth, Mittal, & Newman 

(1999: 298) and Assael (1992), define characteristics of stimuli as the nature of the 

information from the environment. Moreover, they identified several characterisitcs of 

marketing stimuli that will help the stimuli to be perceived as a marketer intended and 

mentioned such factors as sensory and structural or information content as main 

characteristics of the stimuli. Sheth, Mittal, & Newman (1999: 300) define context as the 

settings in which the information is received. This settings includes social, cultural and 

organizational environment. The third factor, customer characteristics discussed in the above 

studies as what customers already know and feel about the stimuli. It is consists of customer‘s 

personal knowledge, experience and expertise. For example preference on discount or other 

price promotion is determined by the consumers‘ level of price consciousness. Lichtenstein 

and et al (1993 cited in Palazon and Delgado, 2009) describe this human behavior as the 

intention of consumer in which consumer focuses exclusively on paying a low price. 

Therefore, Alford and Biswas (2002 cited in Palazon and Delgado, 2009) indicate that price 

conscious consumers are searching for a low price in their purchasing. Moreover, these 

consumers derive emotional value and entertainment by purchasing low priced product.   

3.3. Models of Perception  

 

To understand how consumers perceive stimuli, it is better to have some hint about internal 

mental steps consumers will pass. According to Fill (1995: 117) consumers pass through such 

purchase decision making process as problem recognition, information search, Alternative 

evaluation, purchase decision and post-purchase decision. This is highly related with Roger‘s 

adoption model which describes stages in the innovation (new product) decision process of 

adoption though it is not paralleled. Rogers‘s (1983 :) cited in (Fill, 1995: 36) describe the 

process of adoption as consists of knowledge, persuasion, decision, implementation and 

confirmation.  

                                      

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure: 2. Overview of Perceptual Process developed by Solomon and et al (2006)  
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Immediate response to the basic stimuli like, light, sound, color by our sensory receptors (i.e., 

eyes, ears, nose, mouth, fingers etc.) is known as sensation (Solomon and et al, 2006: 36). The 

ability to discriminate between stimuli is learned. Frequent users are better to notice the 

differences. Here, frequent users can be defined in two ways. (Assael, 1992: 130). Solomon 

and et al (2006) describe this stage as the degree to which the consumers focus on stimuli 

within their range of exposure. According to (Assael, 1992: 140): the function of selective 

perception is, it insures that consumers will perceive information most relevant to their needs. 

Based on the study by Spence and Engel (1970), individuals are more likely to perceive 

preferred stimuli. The meaning which is assigned by consumer or the people for particular 

stimuli is known as interpretation. Solomon and et al (2006) refers that this interpretation 

differs within two people with same stimuli. Different beliefs between people make different 

meaning assigned for an object. Once consumer select and organize stimuli, consumers will 

interpret them either by placing their information into logical categories (categorization) or by 

associating two stimuli (inference), for example price with quality (Assael, 1992: 150). 

Solomon and et al (2006: 62) refers this process as a relatively permanent change in the 

human behavior. This change comes from the experience of the person. Moreover, this 

experience doesn‘t refer to only direct involvement with the object; it also deals with indirect 

observation by the consumer towards an action.  

 

The effectiveness of different promotional tools have to be measured based on there capability 

to achieve their objectives and their objectives varies on different stages of customers internal 

purchase decision making process. For example, Fill (1995:11) described advertising as an 

effective tool on the primary stage of consumer buying decision process that is Awareness. 

 

Fill (1995:13) list some general criteria to select effective promotional tools for companies. 

Mainly these criteria include degree to control the message, financial resource availability, 

level of credibility and the geographic data of the audience. However, he didn‘t mention any 

thing how consumer perceive or prefer promotional tools. Therefore, the authors of this study 

believe that, identifying preferable promotional tool under different circumstances is 

demanding by the marketers.  

3.4. Perception and buying behavior 

 

The perception of an event or an object by consumers is a reflection of their past experience 

with it (Fill, 1995). According to Assael (1992: 153), the inference about brands, price, stores 

and companies developed by consumers are beliefs, formed from past associations, which 

includes marketing and environmental stimuli.  For example, Sheth, Mittal and Newman 

(1999) describe that consumers might consider price as a cue for quality.   

 Based on the above phenomena, marketers while designing marketing communications 

should emphasize to present products (objects) in a frame or ‗mental presence‘ (Della-Bitta & 

Monroe, 1980 cited in Fill 1995) that is recognized by a buyer. Fill (1995) also mentioned that 

a product has a greater chance of entering an evoked set if the circumstance in which it is 

presented is one that is expected and relevant. One of the key elements of successful 

marketing strategy is the development of promotional stimuli that consumers will perceive as 

relevant to their needs. Marketing (promotional stimuli) are any communications or physical 

stimuli that are designed to influence the consumer. (Assael, 1992: 127-128).  
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Javalgi et al (1992 cited in Fill 1995) indicate that perception plays significant role in product 

evaluation and product selection. Consumers tend to evaluate a product‘s attributes by the 

physical cues of taste, smell, size and shape. Therefore, designing a promotional strategy is a 

vital role for marketers as it will have an impact on consumers‘ perception as well as buying 

behavior. 

 

For the present study, some of the perception and buying behavior have been discussed in 

brief on the following. 

 

3.4.1. Purchase Intention: 

 

Marketers are keep trying to predict consumers purchase behavior (Tirtiroglu & Elbeck, 

2008). These predictions will help the marketer to evaluate sales forecasting. Newberry, 

Klemz, & Boshoff (2003) describe purchase intention as valid proxy for purchasing behavior. 

It reveal individuals behavior or project his/her action. This intention of consumer purchasing 

behavior will indicate whether the consumer will buy or not buy the product or services. 

Purchase intention is developed from the individual‘s perception towards the subject. 

Munnukka (2008) in his research on ‗Customer‘s purchase intentions as a reflection of price 

perception‘ found positive relationship between customer‘s price perceptions and their 

purchase intentions.  

 

The Theory of Reasoned Action (TRA) developed by Fishbein and Ajzen (1975) is one of the 

most frequently used model to predict consumer behavior stated by Choo, Chung, & 

Pysarchik (2004). The main structure of TRA consist of three general constructs: behavioral 

intention, (BI), attitude (A) and subjective norm (SN). Miller (2005) explained these 

constructs as follwoing manner: 

 

Attitude: The combination of beleif about a specific behavior weighted by evaluations of 

these belief. For a particular behavior there might be some positive as well as negetive ideas. 

Attitude is the average of these  ideas. 

 

Subjective norms:  looking at the influence of people in his/her social environment on his/her 

behavior, the belief of people, finding the important one attributes to each of their opinions, 

will influence one‘s behavioral intention. It might be generilized as the influence of others 

sourrounding the decision maker and degree of their influence to his/her decision. For 

instance, a person might have lots of friends who are suggesting something to do but his/her 

decision might be taken upon the influence of his/her spouse. 

 

Behavioral Intention: a combination of both attitudes towards a behavior and subjective 

norms towards that behavior, which will predict the actual behavior. Personal attitude towards 

a specific event and influence of the others considering that event will be evaluated by the 

person. This process will form behavioral intention towards that particular event. 

 

3.4.2. Price sensitivity: 

 

Price sensitivity can be referred as the consumers‘ level of focusing exclusively on paying 

lower price (Lichtenstein, Ridgway, & Netemeyer, 1993). Price sensitivity has been appeared 

to be equivalent concept of price consciousness. Monroe (1990 cited in Munnukka 2008) 
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defined this concept as the degree of unwillingness of individuals to pay high price for a 

product and willing to avoid from buying a product which has unacceptably high price. Price 

sensitive consumers are always in search of lower price product. Their main focus is on the 

value they paying to fulfill their need rather than value they are getting from a specific 

product.  

 

Sinha and Batra (1999 cited in Palazon and Delgado, 2009) referred price consciousness as an 

attitude –like permanent tendency that varies in intensity between individuals: some 

consumers are more price conscious than others. Lichtenstein et al.,(1988 cited in Palazon and 

Delgado, 2009)  indicate that less price consciousness consumers do not involved that much 

with the price aspects of the purchase and wants to go for little price search.  For their low 

involvement with the prices they consider discount as an indication for a significant reduction 

in price. Alford and Biswas (2002 cited in Palazon and Delgado, 2009) belief that these low 

price consciousness people are influence by the magnitudes of discount.  

 

On other side, high price consciousness individuals give their focus exclusively on prices and 

constantly more deeply process any price related information (Lichtenstein et al., 1988 cited 

in Palazon and Delgado, 2009). Considering this behavior, Manning and et al, (2003 cited in 

Palazon and Delgado, 2009) found that individuals who are relatively cautious in paying low 

prices would be motivated to process unit pricing information, and thus be more likely to 

develop unit price information. They use more time in thinking about prices (Kukar-Kinney 

and et al, 2007 cited in Palazon and Delgado, 2009), and therefore about the benefit of a price 

discount. They assess monetary value offered by promotion and not only the promotional 

claim. It doesn‘t mean that they process price related information only, because it is possible 

that they conduct a realistic processing, weighting the monetary savings relative to the price 

paid. As a result, they are engaged exclusively in searching and give high emphasize to the 

task of shopping to the extent that a better price exists elsewhere (Babin and et al, 2007 cited 

in Palazon and Delgado, 2009).  

 

Moreover, Munnukka (2008) added by identifying that this high exposure to price information 

may result in more specific knowledge on prices and a high level of differentiation in prices 

may lead to low quality information. Such variability can be set up by significant product 

differentiation efforts by marketers, and perceived or actual product/service quality variations 

(Estelami, 1998 cited in Munnukka, 2008). It is therefore expected that across service/product 

categories or differentiation, significant variations in consumers‘ sensitivity of prices exist. 

Consumers‘ demographic background might have some influence on the level of knowledge 

about price and price sensitivity towards the product. Munnukka (2008) referred that 

consumer‘s different demographic characteristics like, age, income pattern and gender are 

often assumed to have an effect on one‘s level of price sensitivity and price perception. It 

shows consumers‘ preference varies based on their demographic background.  

 

3.4.3. Price Quality Perception: 

 

Price is central to consumers‘ behavior due to its presence in all purchasing situation                     

(Lichtenstein et al. 1993 cited in Moore and Carpenter, 2006). That is why a lot of researchers 

were conducting and are still conducting researches on the topic. Product superiority or 

excellence in fulfilling the specific product need can be defined as quality. In addition, 

Zeithaml (1988) defined perceived quality as the consumer's judgment about a product's 

overall excellence or superiority. The price quality schema is defined as a consumer‘s general 
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belief that levels of price are positively related to levels of quality (Lichtenstein et al., 1993 

cited in Moore and Carpenter, 2006). Perceived quality is: (1) not similar to objective or 

actual quality, (2) a higher level idea rather than an exact attribute of a product, (3) a general 

evaluation that in some cases resembles attitude, and (4) A perception usually made within a 

consumer's evoked set. Lichtenstein et al. (1993 cited in Tsawo, Wan and Freser, 2005), 

defined consumer‘s concern for the price paid versus the quality received as Value 

consciousness.  

 

Consumers may percieve quality either positively or negatively.  When price is perceived as a 

positive cue, it indicates quality, prestige or status to the consumer (Lichtenstein et al., 1990; 

Monroe and Krishnan, 1985).  But if it is perceived negatively, price is perceived purely as an 

economic sacrifice. However, whether it is positive or negative, perceptions of price are 

marketplace cues which help the consumers in their decision making process (Dodds, 1995 

cited in Moore and Carpenter, 2006). consumer believe that price is a symbol of quality and 

for better and quality product you have to pay more. In this conncetion, Olson (1977 cited in 

Zeithaml, 1988) found positive relationship exists in the relationship of price and perceived 

quality. But Peterson and Wilson (1985 cited in Zeithaml, 1988) said this relationship is not 

universal and the relationship between price and perceived quality might not be always 

positive. So, there is two school of thoughts regarding price quality perception. Most of 

researcher agreed with exist relationship between the price-perceived quality, but they differ 

on the dimension of relationship. Some believe, it has a positive relationship and some do not 

believe that there is a positive relationship. 

 

The other important point is How it is formed? In most cases it is found that well developed  

price-quality associasion (perception) emerges from familiarity, expertise and past experience 

with the product category (Hayes-Roth 1977; Marks and Olson 1981; Rao and Mon roe 1988 

cited in Tsawo, Wan and Freser, 2005).  - In contrast buyers who do not have either positive 

or negative price-quality associations do exhibit differences across different product 

categories (Lichtenstein and Burton 1989 cited in Tsawo, Wan and Freser, 2005). The result 

from the study by x and y (Tsawo, Wan and  Freser, 2005) shows that in the purchase of cell 

phones buyers tend to relay on past direct experience rather than advertising in the formation 

of both their perceptual and initial belief about the price-quality association. 

 

3.4.4. Impulse Buying 

 

Even though consumers that enter a store with a general intention to buy, buying decision 

making process is a very long step in the consumer mind, mostly consumers will reach at the 

actual buying decision at the point of purchase. It means, it is true that sometimes consumer 

may buy a product that is not on their list, that is called impulse buying. Impulse buying has 

been studied under different purpose in different situation by different researchers. 

 

What exactly do authors mean by impulse buying? One of these researchers, Stern (1962), 

defines impulse buying as unplanned purchase. He states that any purchase which a shopper 

makes but has not planned in advance can be considered as impulse buying. Hodge (2004 

cited in Dawson and Kim, 2009) also define it as voluntary, spontaneous and unplanned. As it 

can be noted from the above definitions, mostly researchers associate unplanned or 

unintended purchasing with impulse buying (Rook, 1987 and Fisher, 1995 as cited in Dawson 

and Kim 2009). However, some researchers differentiate unplanned purchase and impulse 

buying as different concept. According to Hausman (2000 cited in Dawson and Kim, 2009) 
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the main different between impulse and unplanned buying is how fast the decision was made. 

Stern (1962 cited in Dawson and Kim, 2009) defines unplanned buying as purchase that were 

not planned in advance, and includes impulse buying. 

 

In order to solve the vague conceptualization of impulse buying and avoid inconsistency in 

literatures, Piron (1991, cited in Harmancioglu, Finney and Joseph, 2009) provide a definition 

that include unplanned purchase, decided ‗on the spot‘, stem from reaction to the stimulus and 

involve cognition as well as emotional reactions. 

 

Similarly, Stern (1962), states that impulse buying can occur on one of the following 

situation. 

 

1-when consumer truly breaks a normal buying pattern (Pure impulse buying) or 

2-when a shopper sees the item and remembers that there is no enough item or remember 

advertisings (reminder impulse buying) or 

3-when a shopper sees the item for the first time and visualize a need (suggestion impulse 

buying) or 

4-when a shopper enters the store with a specific plan but with expectation and intention to 

make any other purchases depending on different offers (planned impulse buying). 

 

For many years impulse buying behavior has been considered as immature, irrational, 

wasteful, risky, and inaccurate thinking which leads to narrow-minded and inconsistent 

behavior (Rook and Fisher, 1995, p.306 cited in Dawson and Kim, 2009, Ainslie, 1975, 

stigler and Becker, 1977, Strotz 1956 cited in Vohs & Faber, 2007). And some other 

researchers have considered impulse buying as a ‗response for inexpensive product offerings‘ 

(Hauseman, 2000, p.404 cited in Harmancioglu, Finney and Joseph, 2009). Contrarily, Rook 

(1987, p.196 cited in Harmancioglu, Finney and Joseph, 2009) define it as ‗life style trait of 

consumers‘. 

 

One thing that was agreed by most authors was that there are factors that will affect the 

occurrence of impulse buying behavior. According to Stern (1962), these factors include 

efforts by the consumer (i.e. money, time, etc), price of the product, product characteristics, 

etc. From these several factors that influence impulse buying, low price is the most one. 

In a clear way, Wasink, (1994 cited in Dawson and Kim, 2009) describe the factors that will 

affect impulse buying    as external and internal factors. 

 

Marketing cues or stimuli that are placed and controlled by the marketer are one of the 

external factors that creat impulse buying (Youn and Faber, 2000 cited in Dawson and Kim, 

2009). Iyer (1989 cited in Harmancioglu, Finney and Joseph, 2009) states that the increased 

exposure to such kind of external stimuli enhance the chance on the occurrence of impulse 

buying. In other word, consumers can experience an urgue to impulsively buy when they are 

provided with marketing cues such as promotional incentives (Dholakia, 2000; Rook, 1987 

cited in Harmancioglu, Finney and  Joseph, 2009). On the same literature it is stated that a 

study conducted by shop.org/Biz Rate in 2005 found a 30 percent increase in online sales 

after implementing promotional activities such as direct e-mail promotion, free shoping, etc. 

That is why today, it is common to see a bunch of promotional offers inside supermarkets that 

are intended to encourage consumers to buy a product without planning.  

 

On the other hand, Harmancioglu, Finney and Joseph, (2009) states that impulse buying is an 

inherent consumer‘s trait, rather than a response to outside environment or stimuli like 
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marketing cues.  When authors say consumer‘s trait, it include affective and cognitive state of 

a person. Affective internal factors including a person‘s emotional state, mood, and self-

feelings are one of the factors that affect impulse buying (Youn, 2000 and Kacen and Lee, 

2002 cited in Dawson and Kim, 2009).Cognitive aspects refer to how one understands, thinks 

and interprets information and can result in unplanned buying tendencies (Youn, 2000 cited in 

Dawson and Kim, 2009). As a supportive idea for internal factors of impulse buying, 

Harmancioglu, Finney and Joseph (2009) describe prior product knowledge and consumers‘ 

characteristics as determinants of impulse buying. On their research conclusion they state that 

consumers‘ knowledge of new product has a positive influence on their impulse buying 

intention and purchase. 

 

Considering the role of perception in relation to consumer purchase, the authors believe that it 

has a great deal of concern while introducing new product. It is important to know how, what 

and why consumers prefer promotional strategy by studying the background of it, that is 

perception. 

3.5. Promotional Strategy 

 

Promotion is a way of communication which is used by marketer towards potential buyers of 

a product to inform, persuades and reminds in order to influence an opinion or elicit a 

response (Lamb, Hair & McDaniel, 2003: 410).  

 

Lamb, Hair & McDaniel (2003: 410) refers that there are very few companies who can 

survive without promotion.  

 

For communicating with the consumers, marketers develop promotional strategy. Engel, 

Warshaw and Kinnear (1994: 05) refers this strategy as a controlled and integrated program of 

communication process planned to present an organization and its products or services to 

potential consumers. Lamb, Hair & McDaniel (2003: 410) specified this concept by referring 

optimal use of the elements of promotion: advertising, public relations, personal selling and 

sales promotion in a planned way. 

 

These elements of promotion are known as promotional mix. Lamb, Hair & McDaniel (2003: 

410) discussed this promotion mix as a combination of promotion tools-including advertising, 

public relations, personal selling, and sales promotion for reaching the target market and to 

fulfill the organization‘s objective. Bassington and Pettitt (2003: 569) include direct 

marketing, where as Engel, Warshaw and Kinnear (1994: 07) includes reseller support and 

publicity in the marketing mix. 

 

To simplify the marketing mix in typical way, the present study describes marketing mix with 

four widely used promotional tools, used by Lamb, Hair & McDaniel (2003: 410). 

 

3.5.1. Advertising:   

 

All form of paid communication non-personal communication of product transmitted through 

a mass medium (Bassington and Pettitt, 2003: 604). Lamb, Hair & McDaniel (2003: 411) 

describe most commonly used to transmit advertisement as television, radio, newspaper, 

magazines, books, direct mail, billboards, and transit cards (advertisements on bus stop, in 
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buses and taxis) to consumer. Moreover, this is the most effective way to communicate a large 

number of populations at a time. As it is an expensive way of communication, most of the 

time financially capable organizations choose this way of promotion. 

 

3.5.2. Public Relation:  

 

Considering marketing environment, it is clear that organization needs to concerned much 

more than their traditional trading relationship between seller and buyer (Bassington and 

Pettitt, 2003: 792). Organizations often spend a large amount to build a positive image within 

their target market. This strategy is known as public relation by which, organization evaluate 

public attitudes, identifies areas that the public may be interested in and execute a program of 

action to earn public acceptance (Lamb, Hair & McDaniel, 2003). Institute of Public Relation 

(IPR) defines (cited in Bassington and Pettitt, 2003: 793) it as ‗The deliberate, planned and 

sustained effort to institute and maintain mutual understanding between an organization and 

its public‘. Considering ‗public‘ as the target audience, public relation defines it in a broader 

sense, as the people who doesn‘t have direct trading relation with the organization 

(Bassington and Pettitt, 2003: 793). It helps to build a non-commercial relationship of the 

organization with its customers, suppliers, stakeholders, government officials, employees and 

the community in which it operates (Lamb, Hair & McDaniel, 2003).  

 

3.5.3. Personal selling:  

 

Fill (2002: 16 cited in Bassington and Pettitt, 2003: 695) describe personal selling as an 

interpersonal communication tool which involve face to face activities undertaken by buyer 

and seller, most of the time representing organization. Lamb, Hair & McDaniel (2003: 411) 

elaborate the concept as it is a planned presentation to one or more potential buyer for making 

a sale. In this situation buyer tries to minimize the price by ensuring the quality of the product, 

where as sales person tries to maximize the revenue and profit. Engel, Warshaw and Kinnear 

(1994: 406) mention that if this strategy can be properly implemented, it can have high impact 

as it usually involve only one person at a time and offers immediate feedback of objections 

and reactions. Personal selling attempts to convince the buyer to come in a specific point of 

view to take action (Lamb, Hair & McDaniel 2003: 411).  This strategy is widely used with 

business and industrial type of goods, such as heavy machinery or computer systems, than 

consumer goods, where more information and negotiation is needed (Bassington and Pettitt, 

2003: 577 and Lamb, Hair & McDaniel, 2003: 411). 

 

 

3.5.4. Sales Promotion:  

 

According to Kotler & Keller (2009: 527) sales promotion can be defined as a promotional 

tool used to get stronger and quicker consumer response, including short run effect. Cumnins 

& Mullin (2002: 23) define sales promotion as incentives and offers that encourage people to 

behave in a particular way at a particular time and place, usually delivered by one of the other 

promotional tools, advertisings, publicity and direct marketers. It is consists of all marketing 

activities-other than personal selling, advertising and public relations-that stimulate consumer 

purchasing and dealer effectiveness (Lamb, Hair & McDaniel, 2003). Kotler and Keller 

(2009: 527) describe such importance of sales promotion as gaining attention that leads the 
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customer to the product and offering invitations for transaction by giving value for 

consumers. 

 

Sales promotion can be target at end consumers, trade consumers, or a company‘s employees. 

Repeatedly, marketers are using sales promotion to improve the efficiency of other 

ingredients of in the promotional mix, particularly advertising and personal selling (Lamb, 

Hair & McDaniel, 2003). Kotler and Keller (2009) describe that, consumer goods marketers 

are spending comparatively more on sales that advertising. As it is stated by Kotler and Keller 

(2009), previously, the ratio of advertising to sales promotion was 60:40, however, today in 

consumer goods companies spend 75% of their promotion budget in sales promotion.   

 

3.5.5. Types of sales promotion 

 

Sales promotion strategy includes free samples, contests, premiums, trade shows, vacation 

giveaways, and coupons (Lamb, Hair & McDaniel, 2003). Most authors categorized sales 

promotion activities based on the benefit they give for the customer. Based on this, the 

dominant classifications are price versus non-price sales promotions. (Banerjee, 2009). 

According to the Cumnins & Mullin (2002: 25), there are more than seven types of sales 

promotional activities, though it can be categorized as value and price promotion. The authors 

categorized free draws, mail-in premiums, containers, promotion and competition as non-

price promotion. Additionally, they categorize money-off coupon, peace off flashes; buy one 

get one free and extra-fill packs as price promotion. 

 

For the present study all kinds of sales promotion has been categorized into two tools: price 

promotion and non-price promotion for better understanding the impact, considering the 

value. 

 

3.5.6. Price promotion: 

 

Some define price as changes in retail price such as price offs, coupons and rebates. Fill 

(1995) mentioned that the typical technique is direct cut in the purchase price with the offer 

clearly labeled on the product or point of purchase display. It might be percentage discount on 

price or a price reduction (Engel, Warshaw and Kinnear, 1994). Even though there are some 

controversies on types of price promotion and non-price promotion, most authors agreed that 

price promotions are additional (promotional) monetary values given to consumers. Kotler 

and Keller (2009: 557) mainly describe two types of price promotion. That are cash refund 

offers or rebates (after purchase discount) and price packs or cents-off deals (discount on 

purchase). 

 

The study conducted by Kevin & Clancy (cited in Kotler and Keller 2009: 409) shows that 

only 15 to 35 per cent consumers are price sensitive. So, marketers might encounter mistake 

by using price promotion with a popular brand. Sometimes discount undermines the value 

perception and it is easy to copy by the competitors (Kotler and Keller 2009: 408).  
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3.5.7. Non-Price promotion: 

 

Sales promotion apart from price promotion is included in non-price promotion. There is extra 

product offer with regular product, which is also known as premiums, an item which is 

offered for free (Kotler and Keller, 2009: 557). Moreover, there is sampling strategy. It is a 

promotional program that allows the consumer the opportunity to use the product or service 

free (Lamb, Hair and McDaniel, 2003: 476). When a new product is introduced into the 

market, this non-price promotion, by giving free samples is one of the most effective ways 

(Fill, 1995: 372). Typically, this kind of promotion is done by giving free samples of the new 

product or bundle offer of extra product with the new product. In addition there are some 

other non-price promotion like direct mail, door to door sale, self-liquidating offers, free mail-

in, free inside (Bassington and Pettitt, 2003); contest and sweepstakes (Engel, Warshaw and 

Kinnear, 1994: 395) etc. 

 

3.6. Product Life Cycle 

 

Product life cycle can be defined as the period from the product‘s entrance into the market 

until its final withdrawal (Komninos 2002: 03). It gives a significant perspective for 

formulating strategies (Mohan and Krishnaswamy, 2006). It was developed by Dean in 1950, 

considering distinct characteristics of products‘ throughout its life. As Lembke (2002) stated, 

after the product introduced into the market, the sales rate grow very slowly, until reaching 

mass consumer awareness. Than it starts grow rapidly. Eventually, after some time, product 

enters a sustained period of slow growth. Ultimately, this sales rate drop down first slowly, 

than more quickly. When this rate goes under target rate of a company, management decides 

to delete or withdraw the product from the market. It is the last phase of product life cycle. 

According to Komninos (2002: 03) understanding product‘s life cycle is important for 

managers to be aware of when it is time to introduce and withdraw a product from a market, 

its position in the market compared to competitors, and the product‘s success or failure. 

(Komninos 2002: 03) 

 

The usual model of PLC was criticized on the mid of 70s. One of the main reasons to criticize 

the model of Product Life Cycle is, its inability to include different factors such as, 

competitors, company policies etc. that will have an effect on the model (Komninos 2002: 

09). Even though, there were some critics about models of Product Life Cycle, different 

authors (Cranfield School of Management, 2000: 35) described it in different ways.   

 

Product Life Cycle (PLC) is typically, distinguish into four unique phase (Kotler, 2009: 318). 

Those are: 

 

1. Introduction 

2. Growth 

3. Maturity and  

4. Decline 

 

Lembke (2002) stated that some authors (e.g., William D cited  in Komninos 2002) also 

enlarge the model with development phase in the beginning, saturation in between maturity & 

decline and cancellation phase at the end of the life cycle. 
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           Introduction      Growth           Maturity      Decline 

 

Figure: 3. Product Life Cycle developed by Dean (1950) 

 

Understanding PLC, is important for managers to see how the product is progressing and 

accordingly to develop different strategies (Cranfield School of Management, 2000: 34).  

 

3.6.1. Introduction stage 

 

The first stage of PLC is called introduction stage. Product launching in the market starts the 

product life cycle by entering into introduction phase (Mohan and Krishnaswamy, 2006).  

This stage can be characterized by large expenditure on promotion and advertising, quick and 

costly service requirements (Kotler, 2009: 318, Komninos, 2002: 04, Parzinger, Ramarapu, 

Timmerman: 1997: 127), identified target market, and full of refined products based on 

consumers need and want (Parzinger, Ramarapu, Timmerman: 1997: 128). In this phase 

companies usually do not consider pricing, as consumer suppose to pay high price for 

something new in the market (Komninos 2002: 05).  

 

The main marketing task in this phase is to identify market needs and specific product 

characteristics, with demand simulation and raise sales from zero to a target level (Levitt, 

1965, Cunningham, 1974, Wasson, 1974 and Enis et al, 1977 cited in Mohan and 

Krishnaswamy, 2006). Many researcher (Fox, 1973, Wasson, 1974, Wind and Robertson, 

1983 cited in Mohan and Krishnaswamy, 2006) suggested informative advertising and 

promotions to create product awareness and trial in this stage (Pessemier, 1977 cited in 

Mohan and Krishnaswamy, 2006). Mostly, Companies at this stage do not expect profit 

margin because of large expenditure in the marketing effort (Marklew, 1985). 

 

There are lots of products that are entering into the market. But the success rate of continuing 

these products, are very low. Gallo (1992 cited in Lembke, 2002) shows on the study on 

grocery industry, the failure rate of new product is 80 to 95 percent. 

 

3.6.2. Growth stage 

 

At the growth stage, the newly introduced product shows an increase in sale as well as profit 

(Marklew, 1985 and Kotler, 2009: 318). Competitors movement is one of key characteristics 

of this phase (Mohan and Krishnaswamy, 2006). That is why, companies tends to modify 
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their products in order to discourage competitors from having market share (Komninos 2002: 

06).  

 

Marketers still use promotions and advertising though it have different purpose. Wind and 

Robertson (1983 cited in Mohan and Krishnaswamy, 2006) emphasized on advertising 

focusing on product benefit, product modification and distribution. The degree of promotion 

and advertising is not same like introductory phase as marketers tends to achieve the leading 

position with good market share (Komninos 2002: 06). While indicating specific type of 

promotional strategy, Komninos (2002: 06) suggest that pricing and discount policies plays 

key role in achieving customers‘ attention.  

 

3.6.3. Maturity stage 

 

This stage can be characterized by variation of the basic product, strong competition and 

stabilization of sales (Kotler, 2009: 318, Komninos 2002: 07 and Mohan and Krishnaswamy, 

2006). Meanwhile, this phase is known by market share growth and highest return from the 

product which is gained from the expense of competitors rather than the growth of the market 

itself (Komninos 2002: 07).  

 

According to Hofer (1975 cited in Mohan and Krishnaswamy, 2006), in this phase major 

changes in the strategy is required. Marketer focused mainly on increasing advertisement, 

increasing complementary products, merging distribution and reducing prices (Mohan and 

Krishnaswamy, 2006). However, Komninos (2002: 07) suggested the pricing and discount 

policies are developed considering the competition in the market. The objecting of the 

promotion and advertising is towards attracting new customers. Some authors suggested 

(Hofer, 1975 and Smallwood, 1985 cited in Mohan and Krishnaswamy, 2006 and Parzinger, 

Ramarapu, Timmerman: 1997: 127) that in this phase marketers should try to build superior 

product quality to compete with the competitors.  

 

3.6.4. Decline stage 

 

This is the phase to start terminated a product that have weak position in terms of sales 

revenue and market share though it is difficult to identify the decline signal (Kotler, 2009: 

318, Komninos 2002: 08 and Lembke, 2002). Sometimes, companies may be forced to leave 

the market (Parzinger, Ramarapu, Timmerman: 1997: 127).Cost minimization is advised by 

several authors (Cunningham, 1974 and Pessemier, 1977 cited in Mohan and Krishnaswamy, 

2006) because of market pressure. 

 

There are two types of marketing strategies at this stage by harvesting and repositioning 

(Kotler, 1991). Reducing price can be use to clear the remaining stocks from the market 

(Mohan and Krishnaswamy, 2006). Moreover, some companies use high price policy to get 

high profit margin and to discourage remaining loyal customers but Komninos (2002: 08) 

suggest that companies should use competitive price and promotion which will make the 

product presence visible and kept loyal customers.  

 

For reposition the product in the decline stage, Kotler (1991 cited in Mohan and 

Krishnaswamy, 2006) suggest changing design and/or developing completely new product for 

the market.  
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Determining product life cycle is important for marketers for developing different marketing 

strategy based the phase characteristics. Mohan and Krishnaswamy (2006) emphasize that 

marketing program should be different in life cycle to support the business strategies. They 

found that there is an increase of research in some industrial organization of India, which are 

giving emphasis in identifying differential business and marketing strategies in different 

market situation. Moreover, these companies are keep developing their product based on 

different market demand for getting competitive advantage.  

 

3.7. Introduction stage and promotion 

 

Marketers consider introduction stage as most vital phase of product life cycle as it gives the 

first impression to consumer. Boyd & Levy (1967: 15) describe introduction stage as the time 

for research and/or engineering work. New product launche take relatively a huge amount of 

money and time (Kotler and Keller, 2009: 631).According to these authotrs, even though it is 

important to allocate resource and time, it is alo important not to over spend. Because it leads 

to underfunding situation. 

 

The other important point at introduction stage of Product Life Cycle (PLC) is ‗The Adoption 

Process‘. Kotler and Keller (2009: 631) define it as individual mental decission process to 

become a regular user of a product. Consumers might have different adoption rate and one of 

the factors for this difference is the characterstics of the innovation (Kotler and Kent, 2009: 

632). It means that consumer adoption rate of a new product might differe from product to 

product and under different situations. 

 

They mention that this transfer will be followed by loyalty. Most  literatures suggest that 

marketers are responsible in providing the ground for smooth movement of adoption process. 

Moreover, they should emphasis on promotion, as it plays the vital role in informing the 

prospective customers about the new product  with its attributes.  

   

That is why in introduction phase, the marketing focused on identifying market opportunities 

and specific product attributes and when the product to be marketed is ready, the effort is 

towards creating demand and to increase the sales volume from nil to some targeted level 

(Mohan & Krishnaswamy, 2006). Some researchers (i.e., Wasson, 1974; Wind and 

Robertson, 1983) suggest advertisement with information on product & promotions and large 

marketing in introduction stage. But Assael (1992: 127-128) indicate that advertisings are not 

successful, unless consumers have prior experience with the stimuli (product). That is why 

most manufacturers attempt to introduce new product by offering free sample which is an 

example of sales promotion.   

 

Kotler and Keller (2009: 321) describe that at the introduction stage promotional expense is at 

the highest stage. Moreover, they state that one of the main reasons for success of successful 

imitators at introduction stage is offering lower price. 
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4. Practical Methodology 

This is the practical methodology which is needed to support the theoretical assumptions of 

the study. It includes, Experiment method, situation, product choice, controlled variables, 

questionnaire design, data collection procedure, sampling and data analysis method 

  4.1. The Experiment 

  

After identification of the research problem clearly, the authors have started to select effective 

research design for the current study. According to Bryman and Bell (2007:39), the selection 

of the research design should be related with the research question. They also mention that 

there are five types of research design, namely: experimental design, cross-sectional, 

longitudinal, case study and comparative study. 

   

According to Kent (2007: 203) and McDaniel & Gates (2007: 234), experimental design 

refers to a research process in which the researcher can manipulate one or more independents 

variables to examine their effect on one or more dependent variables. According to Kent 

(2007: 203) Experimental design have three main characteristics: 

- Manipulation of one or more variables that the researchers wish to test the 

effect 

- A comparison of at least two measures of dependent variables and 

- The control of extraneous variables. 

By this experimental method authors can control some variables, measure the consumers‘ 

behavior after marketing stimuli and compare it. Even if the authors have tried to control 

some variables, the method has limitation of less external validity (i.e., ability to be 

generalized). This is because of its inability to control all factors that might have influence on 

the dependent variable (McDaniel & Gates, 2007: 236). Independent variables here represent 

factors that are manipulated by the researcher where as Dependent variables are the outcomes 

in which the researcher is interested (Kent, 2007: 203). The key advantage of experimental 

design is the researcher chooses which factors or variables they are going to examine. This 

will facilitate the drawing of conclusion in respect to causal relationship (Kent, 2007: 203). 

That is why the current study authors benefited from selecting such variables as price 

sensitiveness, impulse buying, and price quality perception to see the relationship with 

promotional preference. 

 

Therefore, after examining the above facts the authors decided to use after-only design field 

experimental type. After-only experimental design refers to an experiment which is done once 

after the occurrence of the phenomena that the researchers are interested on (Kent, 2007: 

204).   

4.2. The situation 

 

To manipulate the research environment, the authors have created situations describing the 

empirical environment. These situations have been described in the questionnaire in part-C. 

Three different situations have been described considering three different products 
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perspective. The authors consider the products perspective as frequency of buying that kind of 

product (i.e., daily, rarely etc), price variation (i.e., high or low priced), product category (i.e., 

drinks, food or electronic item) and different function to fulfill need (e.g., drinks fulfill the 

thirsty). In first situation, soft-drink has been chosen, as it can be considered as regularly 

purchased with low price. In second situation, pasta has been chosen, considering buying 

frequency is lower than regular, with medium price etc. Laptop has been chosen in third 

situation, considering high degree of involvement in searching information about that product 

category, low frequency of purchase and  high price. These three products are representing 

three situations as an example. The main objective is to provide a clear & stable environment 

to the respondents and find their promotional preference.  

 

4.3. Product Choice 

 

Product itself might play a vital role when respondents are giving their responses. Existing 

products‘ running promotional activities, brand names etc. might influence the respondents. 

The respondents might be biased by their own choice of product. It might create impact on 

generalizing the finding from the responses. It is found from the previous studies that, 

advertising (Patsioura, Vlachopulou and Manthou, 2009), brand name, company name, 

quality perception (Govers and Schoormans, 2005) have impact on consumers‘ preference.  In 

addition, as this study is considering the introduction stage of product life cycle, using new 

products was needed to proceed the study. 

 

Considering the above facts, the authors have decided to create three hypothetical products in 

three situations. These products have basic characteristics of their product category (i.e., soft 

drinks is liquid, non-alcoholic ingredients etc.). 

 

By this way, the study can avoid possible effect of brand name, company perception, 

advertising impact, consumers‘ biasness. As a result it can indicate consumers' degree of 

preference clearly. 

4.4. Controlled Variables 

  

Authors choose to conduct this study by experimental method in which there are independent 

and dependent variables. The main critic in using experimental methods in business studies is 

its less external validity as mentioned in McDaniel & Gates (2007:238). Therefore, by 

controlling extraneous variables, authors have to be able to increase the possibility of being 

generalized. In this study, the authors will control extraneous variables (i.e., brand and 

company name, advertising, word of mouth etc.) by creating a new product which is not 

known by the target respondents. If it is known by the respondents, they might be biased by 

their own choice of brand, advertisement, company name and word of mouth. In contrast, 

cautious respondents might not show their level of preference for a promotional strategy.  
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4.5. Data collection methods 

  

From the selected sample the data have been gathered from respondents by using controlled 

field experiment in which the researcher will control extraneous variables. There are a lot of 

critics for using students on experimental study. Some researchers on the behavioral analysis 

reject the use of student respondents on experimental studies because they believe the result 

will have external validity problems (Lynch 1982 cited in Knutsson, 2007: 35, Miller, 1966; 

Sears, 1986; Gordon et al., 1986 cited in Liyanarachchi, 2007). Researchers explain the main 

reason for the cons of representing non-student population by student samples in experimental 

design is the difference that appears to be between them.  Differences in skills, age, 

experience, and wealth are some of the factor that may distinguish students with non-student 

respondents (Birnberg and Nath, 1968; Ashton and Kramer, 1980 cited in Liyanarachchi, 

2007). However, some researchers argued that it is the explanation of the result that shapes 

the result rather than the subject type (Berkowitz and Donnerstein, 1982 cited in 

Liyanarachchi, 2007). Moreover, Libby et al. (2002, p. 803 cited in Liyanarachchi, 2007) 

believe that there are some subject areas (i.e. general cognitive abilities, responses, etc) in 

which students are appropriate. Gordon et al., (1986, p. 200 cited in Liyanarachchi, 2007) 

suggest three remedial actions to solve the external validity problem with student respondents. 

These are: using trained experimental subjects, clinical debriefing to reveal the subject and 

using students with similar demographic and interest profile. 

 

After deeply understanding the pros and cons of the method, authors of the present study 

decided to use experimental design with students. The rationales can be described as 

effectiveness of the experimental design for comparative type of research (Kent, 2007) and 

authors believe on the selected samples as members of the population (consumers‘ of 

consumer goods). Finally, The authors have provided the structured questions by creating 

stories  and letting the respondents to compare the main variables under different 

circumstances .  

4.6. Questionnaire design 

 

A structured questionnaire has been used to collect the empirical evidence. According to 

Malhotra (1994: 318) data collected by a questionnaire are internally consistent and can be 

analyzed in a uniform and logical way. At the beginning of the questionnaire the data 

collection methods has been described. The whole questionnaire has been divided into three 

different parts. Part-A consists, respondents‘ gender and the buying frequency from question-

1 to 4. Part-B is consists of four questions. Question-5 and 6 will describe the price 

sensitiveness of the respondents whereas; question-7 and 8 will describe the price quality 

perception of the respondents. Question-6 is a reverse dimensional question of question-5 to 

check the intention of the respondents. 

 

In part-C, three different situations have been described with three different promotional 

offerings. The value of the promotions has been given with similar amount. In each of the 

situation first two questions (i.e., 9, 10; 14, 15 and 19, 20) will describe the purchase intention 

of the respondents. It should be noted all the second questions (i.e., 9, 14 and 19) are in 

reverse dimension of first questions. Question 11, 12; 16, 17 and 21, 23 will describe the 

impulse buying behavior in these given situations. The last question in each situation (i.e., 13, 

18 and 23) will describe the satisfaction level of having the promotion with the product. 
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4.7. Data collecting procedure 

  

For the present study, students have been considered as the respondents and sample of the 

study. Authors have communicated the students in their classrooms with the help of their 

instructor. Three classrooms have been selected based on availability. In the classes, the 

authors briefed about the study purposes to the participants clearly. Without clarity of the 

topic, the result of the study might be in doubt. Based on estimated information, the authors 

carried the number of questionnaire. But in the classes the numbers of students were more 

than the estimation. So, questionnaires have been distributed into the students who came first 

to the authors.   

4.8. Sampling 

  

The study has been conducted in the Umea University of Sweden, with a population of 32,000 

students. Most of the researches (e.g., Raghubir, 2005 used 146 samples) in the area of 

promotion consider sample size ranging from 140 to 275. For the present study authors have 

decided to use 153 respondents by utilizing judgmental, non-probability sampling technique. 

Judgmental sampling is a type of convenience sampling in which the target population 

elements are selected based on the judgment of the researcher. Authors uses their own 

judgment or experience to choose the elements to be included in the sample, because he or she 

considers that they are representative of the population or are otherwise appropriate 

(Malhotra, 1994: 359). For the present study, authors believe that these respondents (i.e., 153) 

are the representative of the Swedish students and appropriate to generalize the concept. 

Using quantitative method with same demographic background will increase the possibility of 

generalization (more discussion in quality criterion part). In three classes the total numbers of 

students were 280. So, questionnaires were distributed conveniently, it means first come first 

served.  

One significant example Malhotra (1994: 359) describe that judgmental sampling can be used 

to test markets selected to determine the potential of a new product. In the present study this 

example implies as it is considering new consumer product. 

4.9. Data analysis method  

 

After gathering the data from the respondents, careful analysis has been done. Checking if 

there are some incomplete and inappropriate responses, editing it, coding variables and 

entering the data to the computer have been done carefully for analyzing the data.  Data have 

been analyzed by using SPSS application. The authors have used both nominal and ordinal 

scales. Descriptive statistics, split file, crosstabs, chi-square test, reliability test have been 

used to summarize the data. Descriptive statistics have been used by frequency and 

percentage table to show differences between findings. Split file have been used by dividing 

the data into different groups (e.g., gender) to find different level of responses between groups 

of respondents. Reliability of scale has been used to find the consistency of measures by using 

Cronbach‘s alpha test. Finally, to summarize the relationships between two variables under 

each situation cross tabulation by chi-square test has been utilized.  
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4.10. Quality Criterion 

 

4.10.1. Reliability 

Reliability concerned with consistency of the measures scale. It will indicate whether 

measures that are developed for concepts in business and management are consistent or not 

(Bryman and Bell, 2007: 41). According to Bryman and Bell (2007: 163) there are three ways 

to measure the reliability: stability, internal reliability and inter-observer consistency.  

Stability deals with how the measures are constantly giving same results over time. In the 

current study, the authors use measures that are previously used by different researchers. 

These measures have been developed to determine such concepts as purchase intention, 

impulse buying and price sensitiveness. For example, to measure the price sensitiveness and 

price-quality perception, the authors used measures developed by Lichtenstein, Ridgway & 

Netemeyer (1993). By internal reliability, it will notify that whether or not the indicators that 

make up the scale or index are consistent. Cronbach‘s alpha is the most commonly used test 

of internal reliability (Bryman and Bell, 2007: 164). For the present study, the authors have 

used Cronbach‘s  alpha to measure whether the responses of the respondents‘ are internally 

consistent or not to measure the intended response. According to Nunnaly (1978), the desired 

value of Cronbach‘s alpha is 0.7, which were found in most of the measures in the present 

study. Inter-observer consistency deals with consistency of the observers in data 

interpretation, while categorizing it into groups. For the current study, the authors have 

categorized the data into different intended group of concepts. Developing the questionnaire 

in categorized manner helped the authors to categorize the result as well. 

4.10.2. Validity 

Validity is an important indicator for research. Bryman and Bell (2007: 165) describe it as the 

issue of whether or not an indicator (or set of indicators) that is devised to test a concept really 

measures the concept. Several ways to test validity of measures can be used in a study. For 

example: face validity, concurrent validity, predictive validity, construct validity and 

convergent validity. In the present study, face validity can be seen in measures of the study. 

Face validity is the measure that reflects the content of the concept in the questions (Bryman 

and Bell, 2007: 165). It is mostly required while developing new measures. Authors‘ main 

objective is to see comparative environment between price and non-price promotion at 

introductory stage of product life cycle. In the questionnaires three new products (which 

imply introductory stage) have been used with two offers: discount (i.e., price promotion) and 

free gift (i.e., non-price promotion). The measures that are used in this study to determine 

price sensitivity, impulse buying and purchase intention were developed by previous 

researchers as it is discussed earlier. Therefore, the authors believe that there is no lacking of 

face validity. According Bryman and Bell (2007: 165), concurrent validity refers to the usage 

of relevant measures in the questionnaire. The authors strongly believe that the measures were 

relevant to the main concepts of the study. For example, the authors used such measures as 

confidence and willingness to buy new product in the questions to determine the purchase 

intention. 
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4.10.3. Ethical Consideration 

Ethical issues arise in different level of business and management research. Discussion about 

this brings the researchers into an area in which the roles of values in the research process 

become a topic of concern (Bryman and Bell, 2007: 127). There are four ethical principles 

according to Bryman and Bell (2007: 132) that needs to be considered while conducting 

business research. These are; (1) Harm to participants, (2) Lack of informed consent, (3) 

Invasion of privacy and (4) Deception. By following steps, the authors have used these 

principles. 

(1) The statements of the questionnaire were simple and easy to understand, so it did not 

create any anxiety among the respondents. Moreover, authors did not ask confidential 

data from the respondents. 

(2) Before distributing the questionnaire, the authors inform the respondents about the 

research objective and asked volunteer participation for filling up the questionnaire. 

By this way authors have avoided lack of informed consent. 

(3) On the beginning of the questionnaire the authors clearly stated that this data is 

considering confidentiality and will not be used in any other purpose. Moreover, 

respondents were anonymous as there was no identification mark in the questionnaire. 

Here, invasion of privacy has been considered. 

(4) In the data collection period authors clearly briefed the respondents about the 

objective of the research, which was also taken throughout the research work. By 

making consistency between what authors said and what they do, the authors have 

consider the deception principle of ethics in business research.  

 

4.10.4. Generalizability  

In quantitative research it is important for the researcher to be able to generalize the findings 

beyond the limits of the particular context in which the research was conducted. It shows the 

capability of survey research focusing on how one can create a representative sample. This 

situation arises considering feasibility to conduct survey with whole population (such as, all 

members of the town) research needs to sample (Bryman and Bell, 2007: 169).  

For the present study, the authors consider reliability and validity issues for the generazability 

capacity of the research. Moreover, scaling technique which includes; level of information 

desired (for example, ordinal and nominal), capability of respondents (students), 

characteristics of the stimuli (here, three situations and price & non-price promotion), and 

method of administration (here, judgmental or purposive sampling) have been utilized in the 

study context. According to Malhotra (1993: 311) these are scaling techniques to increase the 

capacity of generalization from the findings of the research. 

In addition, Liyanarachchi (2007) suggests using students to avoid less external validity by 

considering similar demographic background (e.g., age) and interest profile to increase the 

generalizability of the study. In this study, the authors believe that the findings can be 

generalized considering reliability, validity, scaling technique and similar demographic 

background used throughout the research;  in case of Swedish students. 
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5. Data Presentation 

This part of the study will present the data collected from the data collection. It includes, 

reliability table, purchase frequency table, choice of preference tables in three situations, 

relationship between price sensitiveness and preference choice in three situations, 

relationship between price quality perception and promotional preference in three situation, 

purchase frequency and promotional preference. 

 

 

A number of 153 respondents have participated in the survey. From those, 16 questionnaires 

have been rejected for missing and invalid answers. These rejected questionnaires might 

affect the findings by showing misdirection of the study. So, the authors decided not to 

include these 16 questionnaires. Total 137 questionnaires have been selected for the empirical 

evidence of the present research. Among 137 respondents, 70 (51.1%) respondents were male 

and 67 (48.9%) were females. The collected data has been analyses as the following: 

 

5.1. Reliability 

 

Table: 1. Reliability results from the analysis 

 

Variable Number of Items Cronbach’s Alpha 

Price Sensitivity (Q5 and Q6) 2 -0.441 

Price Quality perception (Q7  and 

Q8) 

2 0.726 

Situation-1, Price Promotion 

Preference (Q9a-Q13a) 

5 0.617 

Situation-1, Non-Price Promotion 

Preference (Q9b-Q13b) 

5 0.726 

Situation-2, Price Promotion 

Preference (Q14a-Q18a) 

5 0.574 

Situation-2, Non-Price Promotion 

Preference (Q14b-Q18b) 

5 0.731 

Situation-3, Price Promotion 

Preference (Q19a-Q23a) 

5 0.629 

Situation-3, Non-Price Promotion 

Preference (Q19b-Q23b) 

5 0.726 

 

From the above table, it is found that Price Quality Perception questions‘ reliability is 0.726 

and Non-Price Promotional preference questions‘ reliability in all three situations are 0.726, 

0.731and 0.726. On the other hand, for questions that are intended to measure the price 

sensitivity of respondents and for questions that are intended to measure Price Promotional 

Preference in three situations reliability less than the desired alpha value. 
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According to Nunnally (1978) alpha value 0.7 is desired in conducting the survey as 

reliability value. In some of the cases it is found less than 0.7. There have been some reverse 

dimensional questions which are used to identify consumers‘ intention. These reverse 

dimensional questions have some negative impact on the reliability value.  

 5.2. Buying Frequency of Soft Drink and Pasta 

 

Table: 2. Frequency of buying soft drink and pasta 

 

Gender Soft Drink Pasta 

Frequency Percent Frequency Percent 

Male Everyday 2 2,9 0 0 

More than twice a week 9 12,9 2 2,9 

weekly 33 47,1 42 60,0 

Very rare 26 37,1 26 37,1 

Total 70 100,0 70 100,0 

Female More than twice a week 6 9,0 2 3,0 

weekly 17 25,4 32 47,8 

Very rare 44 65,7 33 49,3 

Total 67 100,0 67 100,0 

 

From the above table, it can be found that, no female respondents buy soft drinks everyday, 

where as 2.9% (i.e., 2 respondents) buy soft drinks everyday. Males preferred soft drinks than 

the females as it is found that 47% (highest for males) of males buy soft drinks weekly where 

as 65.7% (highest for females) of females buy drinks rarely. In case of Pasta, the purchase 

behavior is also the same as soft drinks. Female are reluctant to buy pasta (49.3% are rarely 

buy pasta) than males (60% of males buy pasta weekly). 

 

For the present study, knowing the buying behavior of the consumer is significant as it may 

have some indication towards promotional preference. Responses have been analyzed based 

on gender of the respondents. From the data, it is found that males have the tendency to buy 

frequently than females in both cases of soft drinks and pasta. 

 

 5.3. Price Sensitiveness 

 

Table: 3. Price sensitivity between male and female respondents 

 

Question Male 

 

Female 

 

Disagree Undecided Agree Disagree Undecided Agree 

5 20(28.6%) 30(42.9%) 20(28.6%) 7 (10.4%) 23(34.3%) 37(55.2%) 

 

6 32(45.7%) 14 (20 %) 24(34.3%) 26(38.8%) 16(23.9%) 25(37.3%) 
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As the table above indicates, from respondents those are given a statement that shows they 

will spend extra effort in order to find lower price, 20 (28.6%) of our male respondents agreed 

on the statement and the same number do not. However, the table shows some difference on 

‗not shopping more than one shop for lower price‘. 32 (45.7%) disagreed by the statement 

unlikely 24(34.3%) disagreed. Meanwhile, from the total number of our female respondents, 

37(55.2%) of them think that they will go for extra effort to find lower prices and 26 (38.8%) 

of them do not agree on ‗not shopping in more than one shop to find lower price‘. 

 

Even though, from the analysis about the consumer price sensitivity, it is found that females 

are more likely to give extra effort on searching lower price offerings, the result also shows 

their high willingness to browse other stores for lower prices. Unlikely, our male respondents‘ 

sensitivity shows relatively less than females. However, the consistency of their answers for 

two questions shows that there is statistically significant result.   

5.4. Price Product Quality perception 

 

Table: 4. Price-product quality perception between male and female 

 

Question Male 

 

Female 

 

Disagree Undecided Agree Disagree Undecided Agree 

7 14 (20%) 20 (28.6) 36(51.4%) 21(31.3%) 24(35.8%) 22(32.9%) 

 

8 12(17.1%) 12(17.1%) 46(65.7%) 20(29.9%) 13(19.4%) 34(50.7%) 

 

 

Price in relation with product quality perception is measured by the question 7 and question 8. 

Respondents were asked what they believe about the quality of product considering its price. 

In case of question-7, 51.4% of male are agreeing with the higher price and higher quality, 

whereas, 35.8% females were undecided and 32.9% of them agreeing with the same thought. 

In case of paying higher for best product (question-8) both male (65.7%) and female (50.7%) 

are agreeing with it. 

 

In case of measuring price quality perception, it is found that responses from both male and 

female participants are trending towards the agreement that there is a positive relation with 

the high price and high quality. Most of our respondents agreed that it have to be paid a bit 

more for best quality product. Moreover, there are a huge percentage of our male respondents 

who have this perception than females.  

 

 

 



33 
 

5.5. Preference of Promotional activities 

 

5.5.1. Situation 1 

 

Table: 5. Preference of promotion in situation-1 

 

Question Price Promotion Non-Price Promotion 

 

Disagree Undecided Agree Disagree Undecided Agree 

9 

 

40(29.2%) 36(26.3%) 61(44.5%) 71(51.8%) 36(26.3%) 30 (21.9) 

10 

 

41(29.9%) 65(47.4%) 31 (22.7%) 53(38.7%) 62(45.3%) 22 (16%) 

11 

 

51(37.2%) 34(24.8%) 52 (38%) 68(49.6%) 37 (27%) 32(23.3%) 

12 

 

52 (38%) 27(19.7%) 58 (42.4%) 72(52.6%) 32(23.4%) 33 (24%) 

13 

 

40(29.2%) 67(48.9%) 30 (21.9%) 55(40.1%) 58(42.3%) 24 (17.5%) 

 

From respondents who are asked their agreement on the statement that describe their interest 

to buy soft drink with cash discount, almost half (44.5%) of our respondents agreed on the 

statement. Around 29% of these respondents do not think that they lose their confidence 

towards the drink or dissatisfy by any means after the purchase of the soft drink because of 

the cash discount offer. However, more than half (51%) of the respondents wouldn‘t like to 

buy the same drink with chocolate as a gift though the table shows that 38.7% of them have a 

confidence to buy it. The table shows that highest number (45.3%) of the respondents do 

neither agreed nor disagreed. 

 

5.5.2. Situation 2 

 

Table: 6. Preference of promotion in situation-2 

 

Question Price Promotion Non-Price Promotion 

 

Disagree Undecided Agree Disagree Undecided Agree 

14 

 

47(34.3%) 23(16.8%) 67(48.9%) 53(38.7%) 38(27.7%) 45 (32.9%) 

15 

 

57(41.6%) 59(43.1%) 21(15.3%) 62(45.3%) 54(39.4%) 21(15.4%) 

16 

 

45(32.9%) 42(30.7%) 50(36.5%) 61(44.6%) 43(31.4%) 33 (24.1%) 

17 

 

52 (38%) 41(29.9%) 44(32.1%) 59(43.1%) 42(30.7%) 36 (26.3%) 

18 

 

49(35.8%) 27(19.7%) 37 (27 %) 55(40.1%) 55(40.1%) 27 (19.7%) 
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In situation-2, the promotion has been offered with pasta. Considering trial of the product, 

48.9% (highest) wants to try the product with the discount (price promotion), where as high 

percentage (38.7%) of respondents don‘t want to try it the special product (non-price 

promotion). It is interesting to see that high percentage (45.3%) of respondents have confident 

on the product with non-price promotion offering but they don‘t want to try it. In case of price 

promotion 43.1% respondents are undecided on the confident issue. In impulse buying issue, 

which include question-16 and 17, 36.5% (highest) is considering price promotion, whereas 

44.6% (highest) do not agree with non-price promotion. In the question-17, highest 

percentage for both price promotion (38%) and non-price promotion (43.1%) disagree to 

choose the product with the promotion when they don‘t need it. Respondents might be 

unhappy buying the product with the promotion offer. Both price-promotion (35.8%) and 

non-price promotion (40.1%) indicate unhappiness while answering the question-18. 

 

5.5.3. Situation 3 

 

Table: 7. Preference of promotion in situation-3 

 

Question Price Promotion Non-Price Promotion 

 

Disagree Undecided Agree Disagree Undecided Agree 

19 46(33.6%) 37 (27%) 54 

(39.4%) 

63 (46%) 34 

(24.8%) 

40 

(29.2%) 

20 62(45.3%) 55 

(40.1%) 

20 

(14.6%) 

57(41.6%) 52 (38%) 28 

(20.4%) 

21 69(50.4%) 34 

(24.8%) 

34 

(24.8%) 

82(59.9%) 40 

(29.2%) 

15 

(10.9%) 

22 84(61.3%) 33 

(24.1%) 

20 

(14.6%) 

89 (65%) 28 

(20.4%) 

20 

(14.6%) 

23 60(43.8%) 52 (38%) 25 

(18.2%) 

58(42.3%) 49 

(35.8%) 

30 

(21.8%) 

 

In situation-3, promotion has been offered with Laptop. Considering trial of the product, high 

number of respondents (39.4%) wants to try it price promotion, whereas, 46% doesn‘t want to 

try it with non-price promotion. But they have confidence with the product offerings as 45.3% 

in price promotion and 41.6% in non-price promotion disagree with not confidence statement. 

Considering impulse buying behavior, in both offerings and statements (q-21 and q-22) 

respondents shows their disagreement. In question-21 highest 50.4% with price promotion 

and 59.9% percent with non-price promotion disagree with unplanned buying behavior. In 

addition, in question-22, 61.3% with price promotion and 42.3% with non-price promotion 

disagree with the statement. While answering question-23, which reflect happiness with offer 

and product, respondents are highly disagree (43.8% with price promotion and 42.3% with 

non-price promotion) with the statement in both case. 

 

In all the three situations it is found that price promotion more preferable compare to non-

price promotion. Moreover, impulse buying situation is one of the interesting findings of the 

present study. In situation-1, where the product can be considered as lower priced product, 

consumers willing to buy the product when they did not planned it to buy as well as when 

they don‘t need it with both of the promotional offers. In situation-2, with price promotion 
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consumers are willing to do unplanned buying but they don‘t want to prefer it when they 

don‘t need it. In case of non-price promotion, relatively high percentage of respondent don‘t 

want to do the unplanned buy as well as avoid to buy it when don‘t need it. 

 

In situation-3, when the price of product is relatively high compare to previous two situations, 

respondents shows high disagreement to choose the product with promotional offering, when 

they did not plan to and when they don‘t need it. 

 

5.6. Price sensitiveness and Promotional Preference 

 

In this part of the interpretation, relationship between price sensitiveness and promotional 

preference has been measured in three different situations. 

 

5.6.1. Relationship between Price sensitiveness (Q-5) and Promotion choice (Q-9 

considering price promotion and non-price promotion) in situation-1 

 

Table: 8. Relationship result between price sensitiveness and promotion choice in 

situation-1 

Chi-Square Tests 

 
Price promotion Non-Price Promotion 

Value 

 

df 

Asymp. Sig. 

(2-sided) 

 

Value 

 

df 

Asymp. Sig. 

(2-sided) 

Pearson Chi-Square 20,282
a
 16 ,208 15,429

a
 16 ,493 

Likelihood Ratio 22,602 16 ,125 15,917 16 ,459 

Linear-by-Linear 

Association 

3,440 1 ,064 ,060 1 ,807 

N of Valid Cases 137   137   

a. 14 cells (56,0%) have expected count less than 5. 

 The minimum expected count is ,99. 

a. 15 cells (60,0%) have expected 

count less than 5. The minimum 

expected count is ,76. 

 

 

On evaluation which is done to test whether price sensitiveness of cheaper soft drink has 

direct relationship with price promotional choice for the product or not, the likelihood ratio 

and the Pearson chi-square show above 0.125 and 0.208 consequently. As we can see on the 

above table, the association between price sensitivity and non-price promotional choice, both 

the chi-square and likelihood ratio result shows above 0.459. Both results show that chi-

square result of above 0.05, which can be interpreted as statistically significant result.   
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5.6.2. Relationship between Price sensitiveness (Q-5) and Promotion choice (Q-14 

considering price promotion and non-price promotion) in Situation 2 

 

Table: 9. Relationship result between price sensitiveness and promotion choice in 

situation-2 

Chi-Square Tests 

 

Price promotion Non-Price Promotion 

Value df 

Asymp. 

Sig. (2-

sided) Value 

 

df 

Asymp. Sig. 

(2-sided) 

Pearson Chi-Square 20,10

4
a
 

16 ,216 8,837
a
 16 ,920 

Likelihood Ratio 21,76

9 

16 ,151 11,511 16 ,777 

Linear-by-Linear 

Association 

,177 1 ,674 ,515 1 ,473 

N of Valid Cases 137   136   

a. 15 cells (60,0%) have expected count less than 5.  

The minimum expected count is ,53. 

a. 16 cells (64,0%) have expected 

count less than 5. The minimum 

expected count is ,62. 

 

 

In situation-2, while considering the relationship with price sensitiveness and promotion 

choice it is found that Chi-square is 0.216 in case of price promotion and 0.920 in case of 

non-price promotion. As both the result of the Pearson Chi-Square test is more than 0.05, it 

can be interpreted that there is a positive relationship between price sensitiveness and both 

kinds of promotion. But the level of association is different with each of the promotional 

offerings.  
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5.6.3. Relationship between Price sensitiveness (Q-5) and Promotion choice (Q-19 

considering price promotion and non-price promotion) in Situation 3 

 

Table: 10. Relationship result between price sensitiveness and promotion choice in 

situation-3 

Chi-Square Tests 

 

Price promotion Non-Price Promotion 

Value df 

Asymp. 

Sig. (2-

sided) Value df 

Asymp. Sig. 

(2-sided) 

Pearson Chi-Square 11,866
a
 16 ,753 19,999

a
 16 ,220 

Likelihood Ratio 13,122 16 ,664 21,147 16 ,173 

Linear-by-Linear 

Association 

,592 1 ,442 ,859 1 ,354 

N of Valid Cases 137   137   

a. 14 cells (56,0%) have expected count less than 5. 

 The minimum expected count is ,93. 

a. 15 cells (60,0%) have expected count 

less than 5. The minimum expected count 

is ,76. 

 

Based on the result we have on the above table, the association between price sensitiveness of 

consumers for relatively expensive laptop with price promotional choice for the product is 

high (0.753). Unlikely, the table shows that relatively low but still statistically significant chi-

square result (0.220) for the relationship between the price sensitiveness of consumers for the 

same product with the choice of non-price promotional tool. 

 

All of the relational results between price sensitiveness and promotion preference show value, 

more than 0.05. It means the variables are not independent. So, there is statistically significant 

relationship exists between consumers‘ price sensitivity and their promotional choice in all 

the three situations. The level of price sensitiveness and choice of promotional offers varied 

from situation to situation. The relationship between consumer‘s price sensitiveness and price 

promotion shows high chi-square results in third situation.  
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5.7. Price Quality perception and Promotional preference 

5.7.1. Relationship between Price Quality Perception (Q-7) and Promotion choice (Q-9 

considering price promotion and non-price promotion) in Situation 1 

 

Table: 11. Relationship result between price-quality perception and promotion choice in 

situation-1 

Chi-Square Tests 

 

Price promotion Non-Price Promotion 

Value df 

Asymp. 

Sig. (2-

sided) Value df 

Asymp. Sig. (2-

sided) 

Pearson Chi-Square 14,831
a
 16 ,537 15,123

a
 16 ,516 

Likelihood Ratio 17,153 16 ,376 16,327 16 ,430 

Linear-by-Linear 

Association 

1,567 1 ,211 ,286 1 ,593 

N of Valid Cases 137   137   

a. 13 cells (52,0%) have expected count less than 5.  

The minimum expected count is 1,12. 

a. 14 cells (56,0%) have expected count 

less than 5. The minimum expected count 

is ,85. 

 

 

Here, the relationship between the price quality perception and promotional preference has 

been measured in situation-1. With the Chi-Squares Test, it is found that in both promotional 

offering Pearson Chi-Square results are almost same. For price promotion it is 0.537 and for 

non-price promotion it is 0.516. As these results are more than 0.05, it can be say that there is 

a relationship between price quality perception and promotion choice.  
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5.7.2. Relationship between Price Quality Perception (Q-7) and Promotion choice (Q-14 

considering price promotion and non-price promotion) in Situation 2 

 

Table: 12. Relationship result between price-quality perception and promotion choice in 

situation-2 

 

Chi-Square Tests 

 

Price promotion Non-Price Promotion 

Value df 

Asymp. Sig. 

(2-sided) Value df 

Asymp. 

Sig. (2-

sided) 

Pearson Chi-Square 23,740
a
 16 ,095 23,994

a
 16 ,090 

Likelihood Ratio 22,408 16 ,131 22,721 16 ,121 

Linear-by-Linear 

Association 

3,242 1 ,072 1,297 1 ,255 

N of Valid Cases 137   136   

a. 16 cells (64,0%) have expected count less than 5.  

The minimum expected count is ,59. 

a. 14 cells (56,0%) have expected count 

less than 5. The minimum expected count 

is ,71. 

 

 

Even though, the chi-square test table shows that a small Pearson chi-square result (0.095) 

about the association between price-quality perception of average price (new) pasta customers 

and their price promotion choice, still the result will be interpreted as statistically significant 

result.  Moreover, same chi-square test for association between same customers‘ price 

sensitivity for the same product and their choice of non-price promotion choice shows a chi-

square result of 0.090. 

 

5.7.3. Relationship between Price Quality Perception (Q-7) and Promotion choice (Q-19 

considering price promotion and non-price promotion) in Situation 3 

 

Table: 13. Relationship result between price-quality perception and promotion choice in 

situation-1 

 

Chi-Square Tests 

 
Price promotion Non-Price Promotion 

Value df 

Asymp. Sig. 

(2-sided) Value df 

Asymp. Sig. 

(2-sided) 

Pearson Chi-Square 16,487
a
 16 ,420 17,363

a
 16 ,363 

Likelihood Ratio 16,607 16 ,411 19,060 16 ,266 

Linear-by-Linear 

Association 

2,438 1 ,118 2,495 1 ,114 

N of Valid Cases 137   137   

a. 13 cells (52,0%) have expected count less than 5.  

The minimum expected count is 1,05. 

 a. 14 cells (56,0%) have expected count 

less than 5. The minimum expected 

count is ,85. 
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In situation-3, while testing the relationship between price quality perception and promotional 

preference by Chi-Square test, it is found that Pearson Chi-Square is 0.420 in Price promotion 

and 0.363 in non-price promotion. As these results are above 0.05, it can be say that there is a 

relationship with price quality perception and both the promotional offerings. 

 

Considering the relationship between price quality perception and promotion preference, it is 

found that in all the three situations, the value of chi-square is more than 0.05. It reveal that 

there is a relationship exists between these two variable in all situations. Moreover, the value 

of two promotional offerings are almost similar in every situations. It means, price quality 

perception have similar influence for both price and non-price promotion. 

 

5.8. Purchase frequency of Soft drinks and Promotional Preference 

 

Table: 14. Relationship between frequency of purchasing Soft drinks (Q-3) and 

Promotional Preference (Q-9) 

Chi-Square Tests 

 
Price promotion Non-Price Promotion 

Value 

 

df 

Asymp. Sig. 

(2-sided) Value df 

Asymp. Sig. 

(2-sided) 

Pearson Chi-Square 10,373
a
 12 ,583 13,183

a
 12 ,356 

Likelihood Ratio 11,266 12 ,506 13,809 12 ,313 

Linear-by-Linear 

Association 

,132 1 ,716 1,680 1 ,195 

N of Valid Cases 137   137   

a. 10 cells (50,0%) have expected count less than 5.  

The minimum expected count is ,25. 

a. 11 cells (55,0%) have expected count 

less than 5. The minimum expected count 

is ,19. 

 

The above chi-square table, which is intended to get the relationship between frequency of 

buying for customers‘ of new, relatively low price soft drink and promotional tool choice, 

shows that there is relatively higher (0.583) chi-square result for the relationship between the 

frequency of buying and price promotional choice than the relationship chi-square result 

(0.356) between frequency of buying of the same customer for the product and non-price 

promotional tool choice.  

 

In measuring the relationship between frequency of purchasing soft drinks and promotional 

preference, it is found for both promotional there is a relationship exists. But the degree of 

relationship is different. The results shows that Price promotion has greater association with 

the frequency of purchase soft drinks than non-price promotion. 
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5.9. Purchase Frequency of Pasta and Promotional Preference 

 

Table: 15. Relationship between frequency of purchasing Pasta (Q-3) and Promotional 

Preference (Q-14) 

 

Chi-Square Tests 

 

Price promotion Non-Price Promotion 

Value df 

Asymp. 

Sig. (2-

sided) Value df 

Asymp. Sig. 

(2-sided) 

Pearson Chi-Square 4,749
a
 8 ,784 2,821

a
 8 ,945 

Likelihood Ratio 6,048 8 ,642 3,936 8 ,863 

Linear-by-Linear 

Association 

,010 1 ,920 ,001 1 ,974 

N of Valid Cases 137   136   

a. 7 cells (46,7%) have expected count less than 5.  

The minimum expected count is ,26. 

a. 5 cells (33,3%) have expected count 

less than 5. The minimum expected count 

is ,35. 

 

Here the relationship between frequency of buying pasta and promotional preference has been 

measured. In the Chi-Square Tests, it is found that Pearson Chi-Square is 0.784 in Price-

Promotion and 0.945 in Non-Price Promotion. In both of offerings it is above 0.05, so there is 

a relationship between Price quality perception and promotional offerings.  

 

In situation-2, while measuring the relationship between frequency of purchasing pasta and 

promotional preference, both the offer have relationship with frequency of purchasing pasta. 

But the degree of association is different. It is found that in this situation, non-price promotion 

has the greater relationship than the price promotion. 
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6. Analysis 

In this part the empirical findings of the study has been discussed under the theoretical 

background of the study. 

The purpose of this study is to indicate preferable sales promotion activity by comparing price 

promotion and non-price promotion in the introductory stage of consumer product under 

different circumstances. The study deals with such factors as price sensitivity, price quality 

perception, impulse buying and purchase intention which have relationship with the 

preference of promotional activity.   

 

RQ1: Compare to price and non-price sales promotion, which sales promotional strategy is 

more preferable by the consumer at the introductory stage of consumer products?  

 

In case of promotional preference, the study results indicate relatively higher percentage of 

choice towards price promotion compare to non-price promotion in all of the three situation. 

In all situations it is found that consumer has confidence on the product with price promotion 

as well as they want to try the product with the offer. But in the case of non-price promotion, 

consumers has confidence but they don‘t want try the product with the non-price promotion.   

As Kotler and Keller (2009: 321) described price promotion (lowering price) as a main reason 

for imitators success over their pioneer competitors, the current study provide the same 

concept. 

 

RQ1.1: Does price sensitivity, price-quality perception, impulse buying behavior have an 

impact on the preference of sales promotional strategy at the introductory stage of consumer 

products? 

 

From this study, it was expected to see the impact of price and non-price promotion on 

consumers‘ impulse buying behavior. The study found major two statistically significant 

results in relation to impulse buying behavior. The first point is the impact of promotional 

cues on the occurrence of impulse buying behavior. Consumers‘ high intension to buy the first 

two relatively low price product without planning it, if there is cash discount offers support 

the theory by Youn and Faber (2000 cited in Dawson and Kim, 2009) that states marketing 

cues are one of the external factors that affect impulse buying decissions. Iyer (1989 cited in 

Harmancioglu, Finney and Joseph, 2009) also suggests the increase in such kind of stimuli 

will increase the existence of impulse nature of buying. Secondly, in this study, it is 

discovered that price is one of these external factors that have impact on creating impulse 

buying decission as it is stated by Stern (1962). The study reveals that there is statistically 

significant difference on customers intention to buy different price products impulsively. 

Based on the result, consumers have shown high interest to buy the product with out plan, for 

relatively low price products than for the expensive one. There is a decrease in percent of 

interest to buy relatively expensive laptop with out plan as that of all three products with gift 

offer. 

 

In the present study, when respondents were asked to show their willingness to give extra 

effort to find lower prices, it is found that a good number of respondents are willing to spend 

extra effort to get lower price. As Lichtenstein et al., (1988 cited in Palazon and Delgado, 

2009) mentioned price conscious individuals are exclusively focusing on price related 
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information and evaluate the monetary value they are getting from the promotion, it can be 

concluded that those respondents are price conscious or price sensitive. 

 

Based on the present study, quite high numbers of consumers prefer to browse shop for 

searching lower prices. Babin and et al (2007 cited in Palazon and Delgado, 2009) indicate 

this behavior of price sensitive individuals by giving emphasize in searching for better price 

elsewhere.  

 

Moreover, the study shows some demographic differentiations in showing their level price 

sensitiveness. Female are more willing to give extra effort in searching lower prices than the 

male. It can be related to Munnukka‘s (2008) theory where he mentioned respondents‘ 

demographic (age, gender, income etc.) background might have effect on level price 

sensitivity. In the present study this effect found considering the gender issue. 

 

While measuring the relationship between price sensitivity and promotional preference, it is 

found there is relationship exists between these two variables. In lower priced product 

situations (situation-1 and 2), the degree of preference is more towards non-price promotion 

than price promotion. But when it comes with higher priced product, respondents prefer price 

promotion. Munnukka (2008) stated this variation of price sensitivity across the product 

categories. So, it is also found that the sensitivity level of consumer varies from product to 

product based on their characteristics. 

 

As Olson (1977 cited in Zeithaml, 1988) found positive relationship between price and 

percieved quality, the current study also shows a positive relationship in the association of 

price and perceived quality. From consumers of the relatively low price soft drink that are 

asked their agreement for the statement that states ‗if you pay more you will find high 

quality‘, high percent of consumers agreed. Eventhough there is a percentage difference 

consumers positive association on the three different products, the chi-square result shows 

there is statistically significant positive relationship between price and quality on consumers‘ 

mind. According to Dodds (1995) the belief in price and quality positive association will help 

consumers in their decision making process. 

 

In Theory of Reasoned Action (TRA), Fishbein and Ajzen (1975) described about three 

constructs of the model. Attitude described as the weighted of beleifs for a specific behavior. 

In the present  research situation, when the respondents where asked with two different 

promotional offers: price and non-price promotion, they conduct mental calculation and show 

their positive attitude towards the price promotion. For the present study, as it was taken in 

the study places, the individuals might have some influences from their peers or class mates 

while choosing their preference. This migh similar to Miler‘s (2005) subjective norms, 

individuals driven by the preferrence of their peers.In the TRA, behavioral intention is the 

combination of both attitude towards the subject and the influence of the others on that 

subject. In this study, this combination has been identified by the individuals intention 

towards the promotional offers. The study clearly found that from both attitude and subjective 

norms perspective, respondents are tends to prefer the price promotion. 

 

In the present study, purchase intention is measured by giving three situation to the 

respondents. In all the three situations repondents are more likely to have price promotion 

compare to non-price promotion. As Newberry, Klemz, & Boshoff (2003) indicates that 

future action of the respondents are measured by the purchase intention. For the present study 
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it can be indicate that price promotion will be more preferred by the respondent for future 

buying of these new three kinds of product. 
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7. Conclusion and recommendation 

In this part, the authors tried to draw conclusion relating with the theory and findings. It 

also includes recommendation for the marketers as well as scope for the future research. 

7.1. Conclusion 

 

The purpose of the study is to indicate more preferable promotional tool for consumer 

products at the introductory stage of product life cycle. In addition, the research examines the 

relationship between preference of promotion and different variables such as impulse buying, 

price sensitiveness and price quality perception. Controlled field experiment method has been 

applied for collecting empirical facts. Mainly, the research reveals the following findings: 

 

- Sales promotion can be considered as one of the factors that will create impulse 

buying behavior of the consumer. Additionally, price promotion is more attractive to 

the Consumers with impulse buying intention than non-price promotion.  Relatively, 

lower priced products are able to attract consumers with impulse buying behavior than 

products with relatively high priced. 

- Based on the finding, it can be summarize that respondents‘ demographic background 

has influence on their level of price sensitivity. Females show their price sensitiveness 

more than the males. Moreover, most of the respondents who are willing to give extra 

effort in search for lower price were highly interested in price related information. 

Respondents‘ degree of price sensitivity also differs in relation to the product 

categories. Relatively lower priced products respondents prefer non-price promotion 

compare to the higher price product (i.e., Laptop). In higher priced product they prefer 

price promotion considering price sensitivity. Therefore, the characteristics of the 

product have its own impact on degree of price sensitivity. 

- The research finding indicates that the association between price and quality of the 

product in consumers‘ mind shows positive relationship. High number of respondents 

believes that price is the indication of the product quality.  

 

In conclusion, for the consumer product which is new to the market, both sales promotional 

tools (i.e., price and non-price sales promotion) can be suggested as preferable promotional 

tool. However, consumers are more likely to prefer price promotion with new products than 

non-price promotion. 

7.2. Recommendation 

 

Based on the above findings, the following recommendation can be adopted by marketers 

while introducing new product into the market: 

 

-  Using price and non-price sales promotion for newly introduced consumer product to 

the market as a tool to encourage consumers‘ purchase without plan can be 

recommended. Marketers with low priced product can use this strategy prior to the 

others. 

- While segmenting the total market for price related information/offers, it is 

recommended to consider demographical factors of the respondents. 
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- As consumers strongly believe there is positive association between price and quality 

of the product, marketers who is interested in using price promotion have to be careful 

on the consequences of price reduction. 

 

Generally, from the findings as well as previous studies, the study can conclude that for newly 

introduced consumer product price promotion is likely to attract the consumers than non-price 

promotion. 

 

7.3. Future research 
 

The authors of the present study believe that the basic questions of the study have been 

answered. The current study was aimed at yielding descriptive result on which type of sales 

promotion is more preferable.  Meanwhile, further research is recommended on investigating 

why consumers prefer price promotion rather than non-price price promotion at the 

introductory stage of consumer products.  

The other important finding of the current study was the relationship between such variables 

as price sensitiveness, price-quality perception and impulse buying with preference of sales 

promotional tool. However, this will not answer the question ―how‖ these relationships 

occurred. Therefore, in this regard further study is needed to investigate the reasons behind 

these associations. 

As it is mentioned in the study, the purpose was to investigate preferable sales promotional 

tool for consumer goods at introductory stage of product life cycle. The authors of this study 

strongly believe that significant findings can be generated by investigating the topic under 

different product category and different stage of product life cycle.  
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Appendix-I: Questionnaire 

Hej! 

We are seeking your true reaction on the following scenario that you actually or might 

encounter in market place. Please response as normally as possible. There is no right or 

wrong answer. Your response will be kept confidential and will be used only for academic 

purposes. Please circle/Mark your response. 

Thank you!  

Part-A 

1. Gender:     Male       Female 

 

2. Frequency of shopping in grocery store 

 

(a) Once a month (b) Twice a month (c) More than two times in a month 

 

3. Frequency of buying soft drinks: 

 

(a) Everyday        (b) more than twice a week (c) weekly (d) Very rare 

 

4. Frequency of buying pasta 

 

(a) Everyday      (b) more than twice a week       (c) weekly (d) Very rare 

 

Part-B 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

No. Statement Response 

5. I‘m willing to go to extra effort to 

find lower prices 

1---------2---------3---------4---------5 

6. I would never shop at more than 

one store to find low prices. 

1---------2---------3---------4---------5 

7. The higher price of a product, the 

higher the quality 

1---------2---------3---------4---------5 

8. You always have to pay a bit more 

for the best product 

1---------2---------3---------4---------5 

Strongly Disagree=1 Disagree=2 Undecided=3 Agree=4 Strongly Agree=5 
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Part-C 

Situation 1: 

A new drink with low sugar but similar taste of normal drink and more nutrition ingredients, 

is just launched into the market with a regular price of SEK 20/330ml. Now consider 

following promotional offer and give your response on the afterwards statements. 

 

  

 

 

 

No 

Statement With 20% (SEK 4) 

cash discount 

With a chocolate 

bar (worth SEK 4) 

9. I would like to try this new product  1---2---3---4---5 1---2---3---4---5 

10. I don‘t have confidence on this 

product 

1---2---3---4---5 1---2---3---4---5 

11. I am more willing to buy this 

product even though I did not plan 

to 

1---2---3---4---5 1---2---3---4---5 

12. I am more likely to try it even 

though I do not need it 

1---2---3---4---5 1---2---3---4---5 

13. I will not be sorry by any means 

after having this offer with the 

product 

1---2---3---4---5 1---2---3---4---5 

 

 

Situation 2: 

A new pack of special Italian pasta with triple flavor pack inside is just launched into the 

market, with a regular price of SEK 80/2Kg. Now consider following promotional offer and 

give your response on the afterwards statements. 

 

 

 

 

No

. 

Statement With 20% (SEK 

16) cash discount 

With special 

Tomato Sauce Mix 

(worth SEK 16) 

14. I would like to try this new product  1---2---3---4---5 1---2---3---4---5 

15. I don‘t have confidence on this 

product 

1---2---3---4---5 1---2---3---4---5 

16. I am more willing to buy this 

product even though I did not plan 

to 

1---2---3---4---5 1---2---3---4---5 

17. I am more likely to try it even 

though I do not need it 

1---2---3---4---5 1---2---3---4---5 

18 I will not be unhappy by any means 

after having this offer with the 

product 

1---2---3---4---5 1---2---3---4---5 

 

Strongly Disagree=1 Disagree=2 Undecided=3 Agree=4 Strongly Agree=5 

Strongly Disagree=1 Disagree=2 Undecided=3 Agree=4 Strongly Agree=5 
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Situation 3: 

A new Laptop with good speed (2.2 Ghz) and memory (250GB HD and 4GB Ram) with 

stylish design, is just launched into the market, with a regular price of SEK 4.500. Now 

consider following promotional offer and give your response on the afterwards statements. 

 

 

 

 

No

. 

Statement With 20% (SEK 

900) cash discount 

With a Smart Phone 

(worth SEK 900) 

19. I would like to buy this new 

product 

 1---2---3---4---5 1---2---3---4---5 

20. I don‘t have confidence on this 

product 

1---2---3---4---5 1---2---3---4---5 

21. I am more willing to buy this 

product even though I did not plan 

to 

1---2---3---4---5 1---2---3---4---5 

22. I am more likely to buy it even 

though I do not need it 

1---2---3---4---5 1---2---3---4---5 

23. I will not be unhappy by any means 

after having this offer with the 

product 

1---2---3---4---5 1---2---3---4---5 

 

 

 

 

 

Thanks 

Strongly Disagree=1 Disagree=2 Undecided=3 Agree=4 Strongly Agree=5 
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Appendix-II: SPSS Analysis 

Relationship between Price sensitiveness (Q-5) and Promotion choice (Q-9 considering price promotion 

and non-price promotion) in situation-1 

 

Q5 * Q9a Crosstabulation 
Count 

 

Q9a 

Total 

Strongly 

disagree Disagree Undecided Agree Strongly agree 

Q5 Strongly disagree 4 0 2 1 1 8 

Disagree 5 2 4 6 2 19 

Undecided 8 9 13 15 8 53 

Agree 2 6 12 16 6 42 

Strongly agree 4 0 5 2 4 15 

Total 23 17 36 40 21 137 

 

Q5 * Q9b Crosstabulation 
Count 

 

Q9b 

Total 

Strongly 

disagree Disagree Undecided Agree Strongly agree 

Q5 Strongly disagree 2 2 2 1 1 8 

Disagree 5 4 5 2 3 19 

Undecided 20 12 9 10 2 53 

Agree 10 7 17 2 6 42 

Strongly agree 6 3 3 2 1 15 

Total 43 28 36 17 13 137 

 

Relationship between Price sensitiveness (Q-5) and Promotion choice (Q-14 considering price promotion 

and non-price promotion) in Situation 2 

 

Q5 * Q14a Crosstabulation 
Count 

 

Q14a 

Total 

Strongly 

disagree Disagree Undecided Agree Strongly agree 

Q5 Strongly disagree 0 3 3 2 0 8 

Disagree 2 4 1 12 0 19 

Undecided 8 9 11 23 2 53 

Agree 6 7 7 17 5 42 

Strongly agree 5 3 1 4 2 15 

Total 21 26 23 58 9 137 
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Q5 * Q14b Crosstabulation 
Count 

 

Q14b 

Total 

Strongly 

disagree Disagree Undecided Agree Strongly agree 

Q5 Strongly disagree 0 2 2 2 1 7 

Disagree 4 3 7 5 0 19 

Undecided 6 14 15 13 5 53 

Agree 7 10 9 11 5 42 

Strongly agree 4 3 5 2 1 15 

Total 21 32 38 33 12 136 

 

Relationship between Price sensitiveness (Q-5) and Promotion choice (Q-19 considering price promotion 

and non-price promotion) in Situation 3 

 

Q5 * Q19a Crosstabulation 
Count 

 

Q19a 

Total 

Strongly 

disagree Disagree Undecided Agree Strongly agree 

Q5 Strongly disagree 0 1 3 3 1 8 

Disagree 2 4 5 4 4 19 

Undecided 9 11 16 14 3 53 

Agree 6 7 11 12 6 42 

Strongly agree 5 1 2 5 2 15 

Total 22 24 37 38 16 137 

 

Q5 * Q19b Crosstabulation 

Count 

 

Q19b 

Total 

Strongly 

disagree Disagree Undecided Agree Strongly agree 

Q5 Strongly disagree 2 4 0 0 2 8 

Disagree 3 3 5 4 4 19 

Undecided 17 6 16 11 3 53 

Agree 11 9 11 8 3 42 

Strongly agree 6 2 2 4 1 15 

Total 39 24 34 27 13 137 

 

Relationship between Price Quality Perception (Q-7) and Promotion choice (Q-9 considering price 

promotion and non-price promotion) in Situation 1 

 

Q7 * Q9a Crosstabulation 
Count 

 

Q9a 

Total 

Strongly 

disagree Disagree Undecided Agree Strongly agree 

Q7 Strongly disagree 4 1 2 0 2 9 

Disagree 4 4 9 6 3 26 

Undecided 5 7 9 17 6 44 

Agree 7 5 14 14 8 48 

Strongly agree 3 0 2 3 2 10 

Total 23 17 36 40 21 137 
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Q7 * Q9b Crosstabulation 
Count 

 

Q9b 

Total 

Strongly 

disagree Disagree Undecided Agree Strongly agree 

Q7 Strongly disagree 4 3 1 0 1 9 

Disagree 7 6 8 3 2 26 

Undecided 12 9 12 5 6 44 

Agree 16 10 14 5 3 48 

Strongly agree 4 0 1 4 1 10 

Total 43 28 36 17 13 137 

 

 

Relationship between Price Quality Perception (Q-7) and Promotion choice (Q-14 considering price 

promotion and non-price promotion) in Situation 2 

 

Q7 * Q14a Crosstabulation 
Count 

 

Q14a 

Total 

Strongly 

disagree Disagree Undecided Agree Strongly agree 

Q7 Strongly disagree 5 2 1 1 0 9 

Disagree 2 8 3 11 2 26 

Undecided 4 7 10 20 3 44 

Agree 8 9 7 22 2 48 

Strongly agree 2 0 2 4 2 10 

Total 21 26 23 58 9 137 

 

 

Q7 * Q14b Crosstabulation 
Count 

 

Q14b 

Total 

Strongly 

disagree Disagree Undecided Agree Strongly agree 

Q7 Strongly disagree 5 0 2 1 0 8 

Disagree 3 5 7 9 2 26 

Undecided 6 10 12 11 5 44 

Agree 7 16 13 9 3 48 

Strongly agree 0 1 4 3 2 10 

Total 21 32 38 33 12 136 
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Relationship between Price Quality Perception (Q-7) and Promotion choice (Q-19 considering price 

promotion and non-price promotion) in Situation 3 

 

 

Q7 * Q19a Crosstabulation 
Count 

 

Q19a 

Total 

Strongly 

disagree Disagree Undecided Agree Strongly agree 

Q7 Strongly disagree 3 1 2 3 0 9 

Disagree 4 6 7 7 2 26 

Undecided 5 7 14 13 5 44 

Agree 9 10 13 11 5 48 

Strongly agree 1 0 1 4 4 10 

Total 22 24 37 38 16 137 

 

Q7 * Q19b Crosstabulation 
Count 

 

Q19b 

Total 

Strongly 

disagree Disagree Undecided Agree Strongly agree 

Q7 Strongly disagree 2 1 0 4 2 9 

Disagree 7 6 6 6 1 26 

Undecided 9 5 15 10 5 44 

Agree 18 11 10 5 4 48 

Strongly agree 3 1 3 2 1 10 

Total 39 24 34 27 13 137 

 

Relationship between frequency of purchasing Soft drinks (Q-3) and Promotional Preference (Q-9) 

 

FqSft * Q9a Crosstabulation 
Count 

 

Q9a 

Total 

Strongly 

disagree Disagree Undecided Agree Strongly agree 

FqSft Everyday 1 0 0 1 0 2 

More than twice a week 2 3 4 3 3 15 

weekly 4 7 15 18 6 50 

Very rare 16 7 17 18 12 70 

Total 23 17 36 40 21 137 

 

FqSft * Q9b Crosstabulation 
Count 

 

Q9b 

Total 

Strongly 

disagree Disagree Undecided Agree Strongly agree 

FqSft Everyday 1 0 0 1 0 2 

More than twice a week 4 1 6 3 1 15 

weekly 11 13 14 8 4 50 

Very rare 27 14 16 5 8 70 

Total 43 28 36 17 13 137 

 



60 
 

Relationship between frequency of purchasing Pasta (Q-3) and Promotional Preference (Q-14) 

 

FqPas * Q14a Crosstabulation 
Count 

 

Q14a 

Total 

Strongly 

disagree Disagree Undecided Agree Strongly agree 

FqPas More than twice a week 0 1 0 3 0 4 

weekly 12 14 13 32 3 74 

Very rare 9 11 10 23 6 59 

Total 21 26 23 58 9 137 

 

FqPas * Q14b Crosstabulation 
Count 

 

Q14b 

Total 

Strongly 

disagree Disagree Undecided Agree Strongly agree 

FqPas More than twice a week 1 0 2 1 0 4 

weekly 11 17 21 19 6 74 

Very rare 9 15 15 13 6 58 

Total 21 32 38 33 12 136 

 


