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oE
=

F Utk AA, BjERE 2R AMSEE 3§
gt Aekd g8ugtel #3 A+ (Chandon,
Wansink, and Laurent 2000; Dodson et al.
1978; Jeuland and Narasimhan 1985: Nara-
simhan 1984: Vanhuele and Dreze 2002:)
¢}, B4, MR #ZE 0|84 (deal proneness)
o 9T A= 84S BI AFFHEE 9
2002: Bawa and Shoemaker 1987a: Blattberg
et al. 1978: Henderson 1985), A&, ¥&&
Tl dig AFEAN] #IF A7l (Aaker
1973: Blattberg et al. 1981; Guadagni and
Little 1983: Erdem and Sun 2002: Kuehn
and Rohloff 1967: Neslin et al. 1985:
Pauwels et.al. 2002). 2 ¢ 2dd IFET
o] AP 3 Jrh(Page and Ye 2003: Richards
2000). ¥ d7= #F 97 AP 23& 2+
of BE5EY F¥o WE AE Tl B3I A4

ojAt, AFAHQ AFE AT A+e ot
olgg A+EZALZ JM = IHEC] Hste &
Zo] B3t FAAUAE motsta ol & FEXNAF
BE £EEY FES AP BFE

|

BEZEHY A¢ ATE

A
9, BE e 508 BEo §YE A
ATt th(Blatterg et al. 1981: Guadagni
and Little 1983: Kuehn and Rohloff 1967
Pauwels et.al. 2002). 7}48<Q FE& &4 &
%9 £ & 718 wel AHEHa e Re 7
golgde Fdla, Kotler(1997)% A2 @&
o & F Mg ol 2ol JHEEZHe] AN
AR glolA 2F &3 R gydolgt gl
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o ooAE ARAe #EEH wel #E553E Rohloff 1967: Neslin and Shoemaker 1983:
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9} #HFo] HrH(Massy and Frank 1965;
Montgomery 1971: Webster 1965). 13yt
& W4 gdoge Wz F71HA &
Hald e dad d12# ven A g #
Z9) A7NA g3 A3 AFES THE Y A
R 2% 4 Atk AR, ¥t BE2E
FEE Fristd HEPTHE B ¢ FAx
A 1 AR dig FejgEe] soe 23t o
£ d7E9l UM Rothchild and Gaidis
1981). €4, @718 #uj3tE JEA QAR 4]
AEL A 289 dd TuIHE soRide
A7} 9928 (Bawa and Shoemaker 1987b),
rialgto 2 #Ee 1 AR Ui IAAH X E
A Fulrbed g wETe AFelth o9
T #E9| diido] shte] AEAA FL AFY J}
HuedAd wg 43d4ader d7Hn 3
th(Pauwels et. al. 2002).

BEFAY F-d/|FEYA #29 A g
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£ BolR DU ARYAER Do B
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2 A9 JA 7o
T ¥t & F gio. a8y EHEV“’
AFUANE ERE ZEE PR &
FLo TEE UA glon, #HEL
A BRAEEGE ARl AHHA g
nAle Aoz ¥elA 3 (Cotton and Babb
1978: Dodson et al. 1978: Doob et al.
1969' Scott 1976). #ZF9] AFUA M &7}
S A7E =FS BAYY & /¥ dFELS
Zo] AFHEA AR 2o 3L o
T2 AT & 4 glon, 2Ee dTETo)
714 57t olee] A - @7)A AFYA R
R zn &2 F4stn ok (Bawa and
Shoemaker 1989; Sawyer and Dickson 1984).
AT, BEo ko] ik m, E4o] A
et &g Aujageldfe] e Inse Fa
dol AAz, RS F/V2 TR Ao] 9A}
Ao Zgol E]'—“— @3}3‘1 UehllFa A Raie
Z, B ardME 71 #F A 3 d7E
g "WEAPA {Ha‘ﬂr ARUAlA A BAd
A ERetaa gt orM slExSE #yol
71 AFM FRE FA/EN HAR, FEAS
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Foll A7 A ot

HA w2 FH #HE2aY i—‘?—'é*?"ﬂ/ﬁ uf 2]
2 AHs F IR B dFE
Zol WHeg FujgF 4 ?“ﬂﬂ":"é F7t 2
A A4S A, BE2AJ AP BT
A5 (Blattberg et al. 1981: Kuehn and
Rohloff 1967). E¥ AZAF& 8L 5
& g05 23T dFdME HBE A F) Y|
& #EF AFAM AFEFE S B BF
& 4 %tHGuadagni and Little 1983). %
7t REE BT AFHFE B AFEA
Neslin and Shoemaker(1983)= #zQ4#t, 4
fdat, AavAe] A3AEE B3 ek o
o dgt & EHE Adslqd FEE o] &3 B
o 44 FARDE NEsiged 74 o)
7k&ste] g AFrt AZHREA P F8%
dgs Y w3

3 drAEe WEAFH Ao staA ¢
kS S, AEAY Aol Neslin et
al.(1985)9] dFeltt 1= #F FaHE Pk
o Z7teh FuiztA el 42 Bejsld, BE9 &
ol ot FeirtEste] A, FelF ke ol
A %49 3334, Tzt o o|F F
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AET & AHREY -?“Hﬂéi-i’r 72?5 ‘4
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BE5Z Fd FuiFo| F
HE daAs

iAo 2 vl XA gie] ZudM gie
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(B 1) ©= Zojof Oist A7 Q4
T 434 AP &S d+4d3
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Kuehn & Rohloff(1967) A SRR NS 2747
HEEY BE AFA FEASY MY
Doob et al(1969) AR AEAE o1
. BEo] AFu) 5o GFE viA
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- o 01 8]
s (1981) FEAGS gz |7 BEF T URD WY A
Klen £A9 A PP
Guadagni & Little(1983) HEEA A& BEAFY ARHFEO] BT
. AP LHFE R APFHTEY F£UJol =4 Y
Neslin & Shoemaker(1983) A RE T4 o
Neslin, Henderson & Quelch PR Tl ks Ho] o Z7MA 2 Ful
(1985) . (el Pz | A HAAF
p Is et. al.(2002) 7HAEY, e e T R S o i 2 o 1 e = A
auwels et & BENE FelzE T |47 5N} geA derd
oA EYFE
e xojgal RESHE | B30 A58 3 YEINE 24
Sterntha PP
ARGl & AFA AEARY 7N ¥
Doob et al(1969) . BEFAE oA, #E A FEIAEE
AR A4 2 paw
A% Davis, Inman & Mac Alister g& T AEd g AAHA ¥
= = % ' %g]__ }E}' Vé —| - 1w 0
EX S Pyt A4 B e wan g
. Ng 7oA A #E3 FA flo] BEol A
i A HEA)4 g .
Raghubir & Corfman(1999) | A #&A Agan RS B
. e H@Eo| 7Hdd Ui 7|9&
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s BEol AXNE F B2 H3sd AT
7HsAol EAEE E'—?iﬁ}(Scott 1976). ol#&
A%t 48802 Klein(1981)e FE2E %
Ao A8E Peided, FES AHEE J9d F
ARG 7t #eje zfoje FEo] HIdEA F
Z9d ZoEe A Aot feS #HAT. HZ
Pauwels et al.(2002)= AZRLA2ZA 7]&9
) &x| 38 ARES Aeldted AARTG
oAzt o] BEL FY WEAFH EAES
238 =Rge AYETt EATE € & Uk
gzt ARYACIA AR AT dF =FE
thgo] 2rHAo Z3tslo] it} Dodson et al.
(1978) & FEo| wjxuto] g 3714 /% (v
A wyd FE A9, Y FE)E AL
2 w23 FFFAES AL 9A dehdt
7l ol #ES 23T F FFFAHE o
g JE oA 7HE AlolA| o] E(self perception
theory) & &t 443t ole ARzl
of wt oW Alge] #EFL F3 FHT A=
Al FHjolfE % gz, F47H4d
St e 'TL“H??} REE Folsy] w&d 4
Attt £3 Doob et al.
=44 E}JE‘ V43 A4
o)% AEADI A

&O
==

EZHEE vasldr, BFo| ATHAUS W 4
EARY s ATHA & ‘RJC— B} EopA|
Aok, BZo] HIH Foe ARFHYTI T
2 24t} o] B E Davis et al.(1992)& &
4 AEH7I B2 Fojd ARHIE v wski
e, A ddAEoe 1 Bz g FEE 7194
e 430 ¥u B2 3 AFd oigd AAFY
H717h HsiskA] %% S HaFQit. sATeR

Raghubir and Corfman(1999)% AZ9 A=
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47y - olyd

R

g% A3 24jo] AFFuA AdHe] th Hrlel
X E 93 dFsiged, 72 AAY #E
ool BAgle] Y3 HEFoaw AR T
Bl woldg w3k HZo Vanhuele and
Dreze(2002)€ 7148959 #5&85Fo] 2od,
AE A 71 Fuge EATh

oz} o] 71E9 AFUACA AP #ER
I AFES AnEE HE B2 HEE FEF
Axg 23892 % (Dodson et al. 1978: Doob
et al. 1969), ¥ AFolNE & FRFEE
7t AT g, $3HA d=9} ov)A], Fuiel
=9 e 9433 ARYACH TE § 24
Avte BN FEFARY APAFER BF
o FHMSFE AR AxUAlA Ede
AEe] EAMYolY T PF ojdY Hx F
7 o] ARe AHE A4FLo, Ao wie}
ok7ke] ool AN AEH FAE AFYAA
e 5, FHElmE &7, FEYA, FEH
=, Fojs, FriEdoe|tt £ dAFdMe BE
= o] AFUANL EHE #IE F Ude
R 5P AFUANR &3 F AEH=S
Fold g & ARUACA ERZ AHs
on), AEHES Tz 4FE vAtdn @
#A #2GEE ARYAA Hifd F7HAT
(FgE 1990). 7HElnEE&FY FEAAFTE A
BUAel QAR FFHe o AsAT, £
A7 dFAAR F§AZ F71 §iddT
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Cotton and Babb(1978)&
Fo £4& Ad 717E 3"“
BERGT FuE e B g8 A2
E%(in-store specials)# F=&< (multi-item
discounts), F8AZ(free gifts) 5o FojZ7}
o vAe FFE AT, FIEY o] tE
BE2HYol g FFH At BeolE B

1 FuiErte @ ZFHAQ Aoz eyt qf——
REFFo] FuiF7to) WA= FFo| 2 olf
Afade ooz Qg AL Bt Bawa
and Shoemaker(1987b)€ FE& FoA 74
A AY $HAES &7 FH3g e B g #
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al.(1978)2 XA B0l e FEY AFuj&o]
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o wEd B dPere
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EL!

HYEIT 734 M2E 20054 4Y
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BAA7): DR B2 78 439 det B
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2 d79 BAAY 2 3¢ 499 7HE 2
244 Relge 129 e 2MANYAY 97
o Hstel WYEHA GANo] A4, BEL
£ Aol WD A87bsAol 42T @ A7
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2.2 BojEze)

N QFSURe] & 979 38 2AL T

SEDEEEERES ERERE DIt

Hia §5 359 25 BA40E bl

FAE Holn Qe
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ﬁl"’}(Schultz et.al. 1998).
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o ZAHE A=

Uz - gy

EQHdd ¥dHE #F  H(Sawyer and Dickson 1984). 71A¢leA &

& W75 ojop gl ot met  wfEF £ Aol AujaY JHAE dAFL
Aol AFEAR we ¥ 2 IWie Ao FE A, HF FE 5

T 533 olojtel2 £ o] glen, JIXE/A @A A2 Feig
T RETEE AT E 5+ Y AFd BEo g2 JHAE RH8 Fe FUELE,
ATe ol 2Ad ozt Zuy, iEﬂ Eg 3, Huv2xd & £ F
TFE AN, olgd £ o el #F £EL (X 2)94 & & A

I dde A& At = 2AAE BF9 Aoz Q3 o]5o] Au|zld|

A FAge) Ags F& o o)Fe AF
of AgEerte wetd vhrold 4 ikol4E
2.2.1 BF £ /7o B 7|E I+ 9] 2000).
B9lagol 2ol JBE BE Fu FuSUo
HA BELS /09 A mepA M 2 LBAECA A" 9 2 At HARY &
B2 AR BohEDes FER £ 9 2 AT dEsll w144 B85 0%
(B 2) 7I1& HE 27 7|1 2%
Avd | eRAE | AMIE 54 9
Sawyer R 72 A3 Price-off) | Ml A& 744 &l | 7E, /M, d38E 5
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(1984) °= (Value-added) _1?_7]_ »——a] l‘é O\_t’ﬂﬁ]/'r'u _—3}'5‘
2y ols . QE, 34 TE Av AT TE 7
4 o5 FaiAlH e e A Agol Husd EZJLHQ-‘?— AeE =
%% 9 | deg o . ~
(2000) }‘]71‘;';‘ “H’ﬂ/'r?iﬁ ':fl Q }‘]’T_‘_ﬁ— fa
AdE o5 Tl o] F ARl &Y Ag | A FE, E“&lﬂs’%—r FE, o]
E Als, 23/394 AeE 5
A §8e 3
Rothschild 13478 daed iﬁf EEE IR R\ gz quis e, wusm, seolg 5
& Gaidis | ol g‘: P
= 2 A = L — AR= 211 =
(1981) 248 2BeR | T e 4 | TR L8R, 430 5
2 2xce de, AR IPHE T Y
FA=gA 2T FA 27 So| A7 AEWA zejulg] =
2013 2337 -
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AR RO PRRET S EREES
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Henderson 1985; 1983:
Narasimhan 1984: Neslin and Shoemaker
1983: Schindler and Rothaus 1985).
o] EHY FHAAM BFY EFVIF B F
HA Kahneman and Tversky(1984)
ol E¥(framing effect)ollr] 2ol E
ded, old MEw A¥AEL At
A2H BE9 o9 ojozH FHEEY o AEA
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Comparison of Effectiveness between
Various Sales Promotions

Juyoung Kim* - Byungphil Min**
Abstract

The impact and usage of sale promotion in marketing have been increasing out rapidly.
However, marketing academicians pay not much attention to this area since a new type of
sales promotion is introduced in every day and there is not much promotion-related data
stored. The reason why academics don't catch up real marketing world is lack of framework to
compare, evaluate, and create promotional tools. The paper proposes a new structure of sales
promotion tools and compares the effectiveness of various sales promotion tools based on the
structure.

The structure of sales promotion tools is compecsed by three factors, characteristics of
benefit, time of benefit endorsement, and precondition for benefit. The first factor divides
promotional tools into the ones that give customers monetary benefits by discount and the
others that give non-monetary benefits. The second factor divides promotional tools into the
ones that give customers benefits immediately right after they agree to take promotion and the
others that give benefits a certain period time later, for example, you can use it next visit. The
third factor divides promotional tool into the ones that give benefits to the customers who can
satisfy certain conditions, and the others that give benefits without any condition. Various
promotional tools could be classified into one of eight categories in this structure.

If one understands the characteristics of each category in this structure, such as how much
effective it is on increasing sale volume and on communicating with customers under different
situations, marketing people can select a proper promotional tool for his marketing objective in
a given situation.

* Associate Professor, School of Business Administration, Kookmin Univeristy.
** Researcher at Dongseo.
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Based on this framework, the paper try to find out effectiveness of three factors on both sale
and communication. Sales effect consists of brand switching, sale volume increase, and
repurchase intention, and communication effect consists of attitude for sales promotion,
attitude for brand, and purchase intention. The paper develop hypothesis that price discount
is better than non-monetary benefit, immediate benefit is better than delayed benefit, and
conditional benefit is better than non-conditional benefit from existing theories, such as
prospect theory, mental accounting, and self perception theory. The study conducts a
questionnaire survey with experimental elements. It shows 8 different SPAD(sales
promotional advertising) to subjects and gets measures about their evaluations. Number of
respondents is 237 and most of them are students.

The result shows that price discount type, immediate benefit type and conditional benefit
type are more effective than the other type in the same factor for most cases. However,
promotional tool of non-conditional benefit is better in brand switching situation. This study
suggests that marketers should provide consumers with a price discount rather than
non-monetary benefit. The reason behind this is that price discount is perceived as sacrifice
reduction (pay less) rather than benefit increase (unexpected money) and sacrifice reduction
is usually perceived as more salient than benefit increase. Therefore marketers need to
develop a promotion tool that consumer tends to perceive as sacrifice reduction. The results
also shows that immediate benefit can be perceived as sacrifice reduction and delayed benefit
as benefit increase since immediate benefit may be perceived as slashing price paid.
Conditional promotion needs consumer's involvement and it becomes more effective in making
sales and communication.

In order to generalize this result, one has to apply it to many other situations with different
promotional tools in a stricter experimental design.

Key words: sales promotion, sales promotion type, sales promotion effect.
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