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Value Evaluation depending on Different Perception of

Promotion Tools

Juyoung Kim*
Abstract

The purpose of this paper is to investigate how evaluation of sales promotion is
affected by consumer’s perception on sale promotion tools(SP). Perception on SP is
supposed to be classified into reduced loss and separate gain according to characteristics
of SP, that are benefit realization period(immediate vs. remote), easy to calculate cash
value(easy vs. difficult), and purchase occasion(concurrent vs. different). Hypothesis
testing using ANOVA and structural equation model about data that is collected from
college students based on experimental design, reveals that immediate realization and
easy calculation make SP tool perceived as reduced loss. And perception as reduced loss
is more effective to be evaluated as high value and lead to purchase intention.

Keywords: sale promotion, reduced loss, separate gain, experimental design
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