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Abstract

Objective: To study the influences of discount depth and promotion type on short-term and long-
term effects of sales promotions. Methods: 390 college students participated in this study, they
were asked to imagine purchasing a shampoo under a certain sales promotion situation. We esti-
mated short-term and long-term effects of sales promotions with scales. Results: The consumers’
perceived values were affected by discount depth. The consumers’ purchase intention was af-
fected by discount depth in price discounting, while the influence of discount depth on the con-
sumers’ purchase intention was not significant in bonus pack promotion. The consumers’ per-
ceived quality and expected future price were affected by discount depth and promotion type.
Conclusion: The short-term effects of sales promotions were mainly affected by discount depth,
and the long-term effects of sales promotions were affected by both discount depth and promotion
type. Research results indicated that the marketers should consider reasonably about discount
depth and promotion type to maximize the short-term and long-term effects of sales promotions.
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1. 53|

{24 (Sales Promotion) & 5 % ¢ i {57 FH FRIVA e SR, 2 8 Al e i S Al S P SR 12k (IR, e s
TH B P BRI S B AN SR RN SEAT g, AT (R AV 2l 2 i e B B D) SR AT 20 B — e 5 & 3 (0 34
2008). (EATES AT LN VAR — R AR 25, 40 Yeshin (2006) I\ R84 7T LA Iyl 28 & Kk, S
TH PR R S E SIS, B AL BESE . [F Raghubir 5 A (2004) R ST I, (R4HIE B 20t
AT EAFREE R, (57 28 I AT R A . BB TA e S 0 H 2 nJe), (e sy sl & i
TR — R, T PSRRI BOR, R S EEROCRE B B4 (Del Vecchio, 2007), 340
PrHne B AR A7 W 7e T 51 77, DRAE 9% 3 Re A6 21 B 52 A AN A% A B (Leone, 1996) . SR TN AR 45 AT
B2 5 SR AT AR, BT 2t 3 %o RN R R B, BRI 23 5 R O M A T, R e 90 9 3 55
B R YRR 110 FAAR T 9 9% 3 75 77 Sl AL 84 J5 (Postpromotion) X 7= i 3% 4% 4% (Dodson, 1978; Monroe, 1971;
Mela, 1998). Dodson & A A& IR A 45 O fa ¥H ol 2 0 = il B RSO FE 2 B Sk, FERIH “ B 3B B
R T IX— B, RIH 9 3 6 (R A 1 00 SR 7 b, K i A K ) = 2 i DR T DR A A R e 3 30
T 24 A ATTE SR (2 45 31 18] DA LE 55 A i D) 2 St N, 00 gy SIS J55 BT BRT T B 00 127 il (1) L T (1 55
2009). DelVecchio %5 A (2006) I 7T, AR5 1R BE R 20908 2 (5 51 2 3 SR 85 5 1227 il R A i I
FPEAE SRR RE o 2R TEAR A N (2010) B2 A Fr MR B2 2 — 40 I) 81, — 7 T A 1V B ) AR B 1)
T, 53— 7 AR T TV 6 R S R R Bk . Raghubir (1999) R 7T 2 B — VM AR B 45 TR R
TH B A SRR 2 R PRAG, BREFE T AR S T aX — A, — I TR A 10 4T 0
sty KL P SR P SR P R B R AT DA AR R B B T A R SRR A ST S (V]
1k, 2003) o X FHTHIEREEHI RN, Della 25 A (1980) A R A Hiik 15% K0 4% 47 4114 BE 51 il 2 I =,
H AT H07E 30% % 509 B i 9 5 (R A5 48 I I 3 AR . SR A TR EE R I 7T, A
W ORI BEAT 4138 SR 10%, K P BEST 41 R 25%, KR BE 3T H11E X 50%.
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IRAEHESEERAR BN, X A —15 B A F A 7 S T AT i i, R ARSIAE, 2ikE 5%
WG B AN R A, T 5 8UE B = AR AN R A FE 54T 9 (Tversky, 1981). [FIFE, TEMEESTE
i, AT N ERIE B S B RR . O MR . R s MEE RS
FE SR B RO EAT T WU (Kalwani, 1992; Mela, 1997; )=, 2007), {HEBHBA R RN % 7
BT Fe i, HAHREE S MAEE N B (0201, 2012). FEARZ BIER 7730, Mirdk {24 (Price Promotion) /2
BN F—ME a2 BRI AR N R, 8 BRI, BURFEMAE, B nE
— PN R R 17 SRR SR, DRI SE R —FE 8 T BV 07, 2005) MNMARIREST 2 ML T
FREDE R, WS TR REAES. i e Sul i m AL R, 2003). BONE WIS RS
RKRVEFE A& AT H1(Price Discount) M1 SEIE 4 41(Bonus Pack), kg 341172 USEAR I R SR HELA T 2 4
IR i, B 0 S )2 AR 4 SR 2 —(Del Vecchio, 2007). 1 I HI2 48 3 3% ARSI
MRS TE 2R 1 FI2ER &, BRI 2 S T R . . B SR S R as . ATy
(2013) IR FE B, R 75 I 22 S ot SRV S W SR R Ml (W 22 5, Palazon 2% A (2009) & BRAS [A) I 4
75 R T BOH e LR B AR [F AN R S T A A R VR . — D0 AR = it O AR B, (24 7 3K
S0P B T P I W S 5 N AU AN B = AR S (ORI 1, 2010). I B MR A P S B I E 5
V) ST R ) 4 LR R R (R 7 i R 3, ARAMIE B EAT i (B B L S 0 B A R B R R DGR R AR
IR, 3 9% 2 e A = i R BRI T 1] AR AE 7 S TE U O HR I TS RE S, R BTG sh s s, T ok
HOREPE SRR S A5 Y B 2 i B TR AR A G G o B AT WL, R BOR e BR 26 2 SRR,
AR R ARCR S KSR C ISR 22 57, 5 DAME B — AR ST e B e 8 7 SR R], AHHF S 4
RS T AL G, DO A8 1 P Fh 7 sCEEAS R T F0VR B2 T IR 5 KA (R A R TR T

2. ARA*
2.1. RISt

ALK 3 x 2 ki st BARERYRES R 7. b, SR EA =ZAKF: BT
1(10% ), HEEHTHI(25%), IRFEHTHI(50%); (24477 AP AR A&drdn, SEmEHrdn. AR A%
EOANME . TSR B E TR ASR A . Foh, Y 2R R AN ME R AR P R R B R 2R S
FLAEFRE fib BARSS B BT A H B0 RS AT ASAGET F % 772 o B 55 R0 AR S AR VP AR o D) K 3 1) T DA B A S v
P TR R BURE W AT M LR R, B PR A A (8 58 5 T W S AT R A o BRI T B A2 9 9 8 0
S it PR AR o B RS2 BTE T AR BN R, T AR IRV BN R R R FE AN AT AR B . T
ARRAGAN TR AR AR HNE BN AT, 498 9 PO I 3 3127 o I R S AS AA% - BRI 2 3 DA s
HPE R AEE N . EARRFFCH,  FBANE 5 I K R A SR R AR B 5 B R BRI 5 TR
AR RAGAN R RAEAR A T BN RIABOER . A T ARUER RS 37 4015 LIS 47 41 P Fe i 5 77 = A0 JE it B R B0
&, RRAERBAFEGRE AT, KA “2CEE” M7, BARRRRE 7 NRR N G & E
oy LRI R (BN X%, B9 X%).

22. HIRMR

IR R ARV ENE AR, RIBUR A 390 43, Wl R0 4& 374 43, A Rnlii# oy 95.90%.
54119 44, LA 255 4. PSRy 21.60 2(SD = 1.64), H-F34iH 3% 4 854.17 Jt(SD = 385.94).

2.3. SEERMR
S0 AE SO RSO 9 5 AR SEE S R R K . ARG TR, IR T W SR S BRI K . 400 ml
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= BB N 50 J6, SEEEITUN— 8. BIEiZ T R K IEAESHT e 3h. ” RIS ¥eit, LR
P s, BAR(RE A AN 1.

%% Dodds & M ER, @il 2BEAWE. LERE. BHE DA FIME AR &1
IRUFHIAE Gy R 3 o & R AN A, SR 7 siborids, L GEAARR) 2N 7 e FE) . FTEARTE L,
JERAMIME Y Cronbach o 2% 0.88. 275 Dodds 553 FH (153, T8 I I S w] R A0 il SI = B Rl 2037 2%
HHIE LR, KA 7 sk, WL EARRIR)R 7 ARF &) . A IF, W E MK Cronbach a 731
D9 0.91 I8 I i o R D A U R 7 A R N 0 TSR U 9 o RN, SR 11 ER, MO (FE
W22 B 10 AR ). AR, JRENFE K Cronbach o 204 0.75. %t T Fl Ak AL (000 &, K]
BRSBTS N AR IR A T W% s R K, I AT % R K
MM RIZAE 67 o YT RREIANME, VYW )~ 35 HOR PR A B AT 20 HT s %o T D I 535 1va) R R ot 22,
H 0I5 () T3 HON R A 8 AT 3 4T o

3. IRER
3.1. BEERESHERE

AFARIENAE TN T B EEREABER B, £ “MsdrimEEr RN —@d, kgl
53 % 10%- 25%- S0%FFIA A& FIZEAT R B2 /NI, SR 7 sk i, AL (R /N B 7 (RHER).
FE “SEEHTHI0E B RN — @8, iER 0 % 10%. 25%. 50% i3k AT /N E I, SR 7
MEE, L ERE/NEN 7 (JERR) o AW IT FIRER 56 1 A3 XX U A 7 IR S04 1 7 Fe i 5 7 =X 110
PERFERE, [FIFERA 7 Sk, L EEEARER)E 7 (B #AK).

B 2 ATAL AREMEITIIC LT, = AMrREZ RIS ERE ER, H 10%K#Hr ik
£ /T 25% 3T IR FE , 28 17 235 /N T 50% T FIER BE , 1 1t B X T 1968 BE 1) 73 R O A 3K
AR T, AR A 37 4 B BGRFE T B35 T SR, (H 3 S P B 1 <
7 B CLURRERGR” ], RIERATAT CLA A A 37 4115 ST A R 4 7 20 SR AR A
MEAE AT, AN I T AT 3 — (2 8 5 3 43 AR B 40 A SR T Al SR R0V 2 SR A R 56

Table 1. Six experimental situations
@l AMTWER

Wi Hran LT
5 S HTH1(10%) 400 ml fJ¥ERK TG EE 45 TT 50 76 ] LATE S 440 ml & K
HR BE 4T 411(25%) 400 ml {3 R K % 37.5 J6 50 st ] LA S 550 mi #E & 7K
REZ T30 (50%) 400 ml [ R K 7R % 25 76 50 JC AT LA SE 600 mi #E & K

Table 2. Validity test of the manipulation of independent variables

2. BREREAYMRE

10% 25% 50% F FE L
YR IR 2.24.(0.97) 3.84(0.91) 5.43 (1.02) 1022.00™ 10% < 25% < 50%
ST BE 2.30 (1.02) 3.79 (0.96) 5.40 (1.06) 874.11" 10% < 25% < 50%
rasdran ST F He A
BRI 5.26 (1.37) 4.83(1.32) 37.45” SR < A

¥: p<0.05, “p<001.
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Wi, PRI P AR A 5 AU R R BN S B .
3.2. fmikgtit

HE o HreR I Ge it SPSS 16.0 BEATALRE, ik Geit BARZE R L 3.
3.3. FESH

BT AW T B R BB AT, B YR t IR ER IR AN R B BER  B e Sk
B B BCRE PO SR, WAk 4. mERATAL AFEEBBOAE R E . SR R
1B AU AR RAG i _E A 2 B AR AR B35 22 5

B R EEAE A 77 208 FAR R, 70 i) UL T SRaml . RN . FOUIARSR A A R AL
BATITZ T, T ESHER I 5. MR AL, MNTEEIHME, JrinRE RN R, TR
6, HrANEREE I RN 2, P AnIREE SRy s AR R T R S R AT R R A A,
PR L 504 77 3 QR0 2 RN AN AZ AR TR 2%

PR BT IO B ) ROV 825, e 7 S RO e — 3 IAZ EAE AN B35 o T iR kAT

Table 3. Promotional effects under different discount depths and promotion types
72 3. FEIINRESRHEA X TARHBR

e 5 =
P JTRT frfe b SEREHT
10% 4.20 (1.13) 4.42 (1.50)
SN E 25% 4.31(1.01) 4.61 (1.08)
50% 4.88 (0.98) 4.65 (1.48)
10% 4.09 (1.32) 4.19 (1.63)
) ST 75 1) 25% 3.99 (1.41) 4.67 (1.14)
50% 5.06 (0.85) 4.48 (1.43)
10% 6.24 (0.98) 6.00 (1.25)
eIy 25% 5.63 (1.27) 6.09 (1.30)
50% 4.56 (0.78) 5.62 (1.16)
10% 44,51 (6.22) 45.77 (5.67)
TRHA SRS 7 25% 39.06 (8.06) 44.19 (7.41)
50% 32.34 (9.02) 40.93 (7.20)
T RPBF IR, 5 R AbRHEE.
Table 4. The score differences of promotional effects for different genders
4. RNEMAHKHREIRENER
H(n=119) 4(n = 255) t
SN E 4.36 (1.42) 457 (1.12) ~1.46
K 1A 450 (1.38) 4.39 (1.36) 0.75
TR B 5.63 (1.28) 5.75 (1.25) -0.82
FHA ARG 40.60 (8.75) 41.62 (8.43) -1.08
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Hg 2 EIE, RIITIEE N 10% 537 F0VR N 5000, X B BN 2 7 2 2%, $oRrEdr g
9 10%0 I E (M = 4.30) 5% F AR T ZEHTHIIREE A 50%HS (REEINMEM = 4.76).  HoAth 7 413R B2 2 [H]
BN 2 R AN B3

PR FE R I SR 1) () N 3, AT AR SR U7 O e SE R g AR R, W 1. X
HTHIR L () 7 B RS AT R B0 1 e e SURAH T SO A0 7 R I HIIR B0 e K A 1) ) S RN
B#E(F=14.07,p<0.01), WHHIRERATHG L HILE, KIBRESTHIERE N 10% K16 L= (M =
4.09) % FAX T AEPT IR FE Ny S0%H} 1) I 2 18] (M = 5.06) o HREFTHIIREE N 50%H 1) W 5K 75 ) & 25 o T
TEHTHIR BEA 25%0] 1) S = [A(M = 3.99) . T SUREH 7 O “ SEEHT 407, R AT 1R BE X I K 3 |
B FE RN AR (F =1.94, p=0.15).

Prame B S5 02 A 77 SR B R 2 I BN A AR B, W 2. TR AR B3, HRiT
PR 77 A TR] BSONAR 36 o 8 SCHTHIERIE N 10%, HEATAR AN 77 2O B0 R f (0 B R R 7 22 0 b, RO
J7 I RN AN L2 (F = 1.48, p = 0.23); & LTIV 25%, {2484 7 20K 5 A8 &3 (F = 4.07, p < 0.05),

Table 5. Influences of discount depth and promotion type on promotional effects

5. TR SR HA AR SHR A

AIME ) 3K 7% [F) BRI L TRHAARRAG A
g 4.52* 8.28" 27.12" 42.22"
475 0.58 0.48 13.27" 43.34”
PR A 89 77 20 1.68 6.10" 10.21™ 7.82"

T BHEFENFE; p<0.05 “p<0.01L.

TR e YT
o SERHT

T K 7 e
w N

BEYN PRSI RETN

Figure 1. Purchase intention under different discount depths
and promotion types
E 1 TREFINAESREF R THBLER

b
e Ta

e AT

e ST

T K 7 )
S = N W A U AN

BEHM RESTI REFH
Figure 2. Perceived quality under different discount depths

and promotion types
[E 2. PEHINRESREF N THRMRE
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ARTENFE AT FOBT BRI T (M = 5.63) W2 F I T-7E LG AT B R AN (M = 6.09); & MATHIRE N
50%, fE8477 NI RNV E (F = 34.41, p < 0.01), AR MRS HrFmid iy B0 i (M = 4.56) 2 E K T-7E 3K
PEHTHIET AT (M = 5.62). HXk, BEATHTIIREERIE R AN RS . SR T O kg AT,
PrHOREE 1 A8 3 (F = 42.92, p < 0.01), SHTHIRERIF )5 2 B BRI, =& IR i & 2 (7] B
ZE . PORIEFTINIREE N 109 A B (M = 6.24) 5% 3 & TEHTHIIREE N 25%0 (B0 i (M =
5.63), H.IE & m TAEPHIIRE N 500 B R (M = 4.56). & SRR AN “ LM, FrHnigsE
[ E RN A 3 (F = 2.51, p = 0.08).

ProIniR B S 4y 7 26 TR ARG M 10 2N AL EAERBEE, WK 3. TPREERRE, &
Se AT RS A T BN K . T TR LN 10%, BEATHR A 5 SO0 T ARk i B IR R £
B, RIEA T R EBN AR E(F = 1.41, p=0.24); & XIHIRE N 25%, (24477 2000 32208 5 2 (F
=13.73,p < 0.01), HEAEMHEHT IS B FUH A AL AT (M = 39.06) ¥ 25 KT 75 LI H7 H11 s (1 A R SR Al A
(M =44.19); & XHTH0IRE R 50%, 28577 U 1 240V 2 25 (F = 33.34, p < 0.01), #Ei{AEM A& 4T B (1) i
HAARSRAG A (M = 32.34) W K T-7E LG 11 B 1 TR A R AG A (M = 40.93) 0 FLUR, HEAT TR 52 114 15 B2
RIRTES o T8 SARES T RSN TR B RS #E (F = 39.03, p < 0.01), PSR
KD, =R HIR B (R P PR AR 22 e B2, AR TR 10%0) 1 U AR SR Al (M = 44.51) %
o TAEAT IR Y 259 TR AR SR AL (M = 39.06), T2 3 o T 74T 1R 9 50960 1 T & 5k
it (M = 32.34). & A7 “ KA, SR AR R (F = 7.94, p < 0.01), #—2K)
H)E ORI, BOAETHIIREE A 10% 0 (1 TR AR KA (M = 45.77) 2.3 & TAEHT H1VR B2 50% 1) Fil i
ARALEHT(M = 40.93). BRFEHTHIREE A 25%I [ FHIASK AL (M = 44.19) 8.2 & TFEHTHIIREE N 50%
(TR AR KA AN

4. g
4.1, REEREANR T EZINHIRE RN

REHNGIUT, ACHESI I IGCRT BL il 2 R B SORME &, T 938 B SEAT 2 32 211 30
77 it FAY R A U SIS 1) PRS2, RS T PR R R K R ) SRAR R AR B I sh A AR .
Keller % A (1993) W 7o 45 FARML, 1 3038 X287 il BRI B 2 32 BT IR LRI REm, — ROk, X
TRE—FPf, FHNREGEOR, & 2R EBRRISE, FrelBmmi B, AUTRElL, R
ENP R, BEIOHE SO BRI, ERITREE TR, B RGN EL R R N, X
AR PEE AT I T 9 2 R U DRI AN K, TR BEST IR WL R MW 51 F1 . 3R i R AEREAT R8s By, 3
AELPRE vV 2 RO e AN B, NEZSR AU B T 410 W) S 1) T AR A ¥ 28 3 B SRR

487

. Ta e G
D ~_ N

BEFI PEHTH WESTH

Figure 3. Expected future price under different discount
depths and promotion types
[E 3. PEHINRE SIEHAF N TR N
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R E T SEAT N LA, e LU RN OB SE R WU SRAT R IR . AT E o, i i B A
P00 L2 A S MY 9 PR RN (LR foe A LM B 3 O SRR (ORI, 20085 2009). —BUAN,
PR FEE (3G N 23 IO V8 2 3 A SR ) (e A7, 2012), HABFFURIL, TEAFEMRE 5T, W¥E
[ BE TR BE AR AR SRR (K AN AT R, AR BEAT I A S 1) ik 2 AR TR BE AT 4, T
SEPETAIR A7 FIR R T SR R AN B35 o XU IR AN 2 T e 4 07 305 iR FE R 20 5 0 RE
YRV 2 E M SRR AL, ATREX 5 AR Z KRR “Hrigdran” #RReH R0 “ LR H2K,
XS KP4, HIRE VR FAERIAHEE, B FFANIE. s RUEEM R
B, R ZE RN P SRR A, BRI A T 7 3, BRI R T AN R S i
HE, JF HERIEST MR IE R —E W B E R .

4.2. (REHKHIMRSZ I IRESRFEF AN NER

SRS RIRCR AL, (R RCR BAF OB, D ONIX Ok 28 BT 2 & e 6 7 d A7
ERRFIANTEA, EL A 20 7 ot 0 A AR P 2R R . S BCRIME — T B RO A 7 ol B BRI B A
FEIET AR BT A% D EER 2, AT DARARE A ih A2 78 9L TP LR KT (Aaker, 1996). T FUHIA K
AT T S e R B P B BRI SR RS AN SEAT O o BB B ORI, A
ST AR S0 o 5 IO R SR A I s (2 B I B AR o L5 (2008) B FE R W, e 48 s 2 S
BN B T A A i PR BRI BRE, DATT 52 0 2 2 8 ot 00 B 5 5 N (2014) BT SR Ui 1 e
W P2 S 0 R RN B 7 RV AR o AT ST R LR R 5 R 2 (RN 2 B IR B 5 (e 8 U7 s RE I, R A%
Praneh, BRG0G0 T R 2 PR AR ST, AT R L 38 KA e SR R
JRAEEFRZE T . X230 RN RS2 207, Batfe s r 206, W R SR I i 341,
U5 5 EEATLAE 3K — {4 77 3 PR BE X Bl B SR A S o, BT IR BEOBOR, A 2 IR
FREBAR. FTHER, RATVOSENEIrInS, B MM RS “UER” +m2l BEEHT
TR RIREIN, JH P =X BEENMEIEEN, JFHITE X W2 0 T s, mA
U A B 1 8 5 B0 i R SR, RGBT TR 2 ARG 0, 1 21 22 BaefURORT 77 ol PR SRR o
X5 BRI P AR B 2 G BB 5 T SRR 1 I AN R, R B 3 A0 S 110 Ji TR AT ot o B e 72 )
TR B2 T o AR ZOR RO SEME AT X RE R G4 77 20, TUIAS A 00 v 2l 385 SRR N o B P I
— A, XA ARG ST 2 S T — B R AR RN B R ARG A OC, BT ELSEIAE TR
FERA AR, L R AR SERBEAFKE, S mREdRny, B Ly,
0 R T M 2 A AU 2 U ORAG (O LR, X AT RES VM 28 A “ OB i A E 2 1Y
g A%, I Grewal 5 A (1998) I FL 7R, Fr 400 B HOHE AN & FRARIH 2o B X b S i . 32
AN FAER AN AL B 5 [RVRE B B 3 R A R L 23 PP SR A A (AN R, JF B %
JREEAN[F] (1 2 » SRR PRI AR AL A (AN R RZ M AN RE 38 I 0k 5% SR Fr 0 (e 49 5 sOR B - 55 LR RIS
FATVE DR FZIT AT, AR5 SERE 01 0 R0 T AN AR R A I JFE B 22 5, IR T HI,
Pk 0 BN T AT PR R AL A 2 B AR T SR 4o I U R A R (i 4 07 2G04 2 B AR 14
R, AR HBORIREZ A0, W ROZEF R Irin iy =0 28, RS mEEARw K, BaAs
VR AR M R4 75 30, V8 2l 3 BRI 5 B 5 OO R SR A A7 0 A AL - 0 2 A P g e )

43. ERERE

AHEFCRYT T Pr iR B 5 e 8 77 O 8 I s IR 5 K RCR OS2, 9RAbh 7 DMER T8>
FAEACH T A AR R B A L o W FUEE RJR 7 i AR BEAT R E s I, B2 ARG T H A& B € i



CRBAEERRUT S 7 ——HT AR S (A 3 A R R R

BT R RRHURHROR . AT A 390 4 K224, FEARA BN HR —, 45T rLL
1 HCE A Ak B I e R B RR A OR T T 45 R A AR . BN, i TSR PR IR ), A TER
W R ik, XA AT BLE R H L (e R IE /it — P IR

5. &
1) A 3 B B 0 R S BT AT R R OB, (R B0 K B R U 4 [ 6 52 BT 5 4 41
J7 AR

2) BARIE IR L 2t RBOR B EN B 5 W S, (BRI B 7 VR 0 8 (R 4 77 il RO R
B HUIARA -

3) EITIMER BN RIS 7 5N FH ST PR (2 88 07 2R Bl 9% 387 PR AR SRR Jod 5 T3
HAAR A i P9 AU o

EHEWH
2R 48 N Y R it R A A TR B 1l ARV K 2 7 AR BOM B H (N SCHERESR) (LT 5
13SQR014).
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