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Abstract

Purpose — Among potential marketing strategies, the most ef-
ficient method to encourage purchase intention is through sales
promotions. Sales promotions also serve to enhance customer
satisfaction, which is closely related to the incidence of
repurchases. Therefore, the success of retail stores greatly de-
pends on the effectiveness of their promotional activities. The
present study aimed to obtain the necessary information for ap-
parel stores to establish more effective promotional activities. To
this end, the study’s specific research questions were to exam-
ine 1) consumer satisfaction with the recent sales promotions of
retail apparel stores, 2) the levels of consumer preferences for
different types of sales promotions (cash discounts, promotional
gifts, prize drawings, discount coupons, stamp cards, or mileage
cards), and 3) the differences in purchase intention according to
preference levels for different types of sales promotions.

Research design, data, and methodology — The research em-
ployed a descriptive survey method using a self-administered
questionnaire. The sample consisted of 700 men (n=234) and
women (n=466) ranging in age from their 20s to their 50s and
residing in the Seoul area. Data were analyzed through meth-
ods including factor analysis as well as Cronbach's o co-
efficients, the t-test, ANOVA, and the Duncan test.

Results — Differences among consumer preferences were
identified for each type of sales promotion according to the pur-
chase amount and the customer's age. In relation to purchase
amounts below 500,000 won, participants in their 50s have low-
er preferences for price discounts than those in their 20s or
30s, whereas participants in their 40s or 50s have lower prefer-
ences for stamp cards and mileage cards than those in their
20s. When the purchase amount is greater than 500,000 won,
housewives have higher preferences for promotional gifts than
respondents with other occupations. However, no gender differ-
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ences were found with regard to preference levels for the differ-
ent types of sales promotions. Respondents generally exhibited
mediocre satisfaction with the sales promotion events of retail
apparel stores. They also expressed negative opinions about
sales promotions when such promotions lead to high prices, as
well as dissatisfaction with the poor quality of promotional gifts.
It was also found that, regardless of the purchase amount, the
groups with higher preferences for discount coupons and mile-
age cards displayed higher purchase intentions. Only when the
purchase amount is greater than 200,000 won did the group
with higher preferences for lottery system promotional gifts ex-
press higher purchase intentions. On the other hand, for all pur-
chase amount sizes, there were no differences in purchase in-
tentions according to preferences for cash discounts, promotional
gifts, or stamp cards.

Conclusions — The results revealed that greater effort must
be devoted to enhancing consumers’ satisfaction levels with the
promotional activities performed by apparel retail stores. The re-
sults also showed that it is necessary to differentiate among
sales promotion strategies according to preference levels for dif-
ferent types of sales promotions, purchase amounts, and target
consumer ages.

Keywords: Sales Promotions, Preference Level, Consumer
Attitude, Purchase Intention.
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<Table 1> Satisfaction levels with recent sales promotions of apparel stores
Likert five-point scale* N(%)
Items M(SD) 1 2 3 2 5
1. | am generally satisfied with sales promotion events of retail apparel 3.01 19 107 444 109 21
stores (.733) (2.7) (15.3) (63.4) (15.6) (3.0
2. | think that fashion brands conducting many sales promotions may 3.04 38 169 313 146 34
have problems with the quality of the products (R) (.92774) (5.4) (24.1) (44.7) (20.9) (4.9)
3. | believe that sales promotion events are needless, only causing 2.81 18 124 315 196 47
higher-than-normal price (R) (.89175) (2.6) (17.7) (45.0) (28.0) (6.7)
4. For some reason, | am usually unsatisfied with a product bought at 2.93 17 157 328 159 39
a sales promotion event(R) (.87647) (2.4) (22.4) (46.9) (22.7) (5.6)
5. Sales promotional gifts are useful in daily life. 2.64 52 254 i 71 16
(.849) (7.4) (36.3) (43.9) (10.1) (2.3)
6. Sales promotion premiums are of inferior quality (R) 2.86 26 125 e 193 40
(.90210) (3.7) (17.9) (45.1) (27.6) (5.7)

*1-very dissatisfied or strongly disagree 2- dissatisfied or disagree 3-medium 4-satisfied or agree, 5-very satisfied or strongly agree
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<Table 2> Differences in preference level for each sales promotionc type according to gender

200,000 ~
P;:g:?ost?o:Touent less than 200,000 Won less than 500,000 Won more than 500,000 Won
yp Men Women t Men Women t Men Women t
. M 4.26 419 4.23 4.24 4.25 4.30
Cash discounts (SD) 900 941 .880 902 927 -.159 945 1010 -.637
. . M 3.82 371 3.85 373 3.88 3.76
Promotional gifts (SD) 938 893 1.396 895 885 1.667 951 971 1.507
. _ M 2.88 2.80 2.89 2.77 2.88 2.78
Prize drawings (SD) 1.151 1129 901 1176 1167 1.264 1.215 1.217 1.084
. M 332 3.21 3.29 317 3.18 3.15
Discount coupons (SD) 1174 1.053 1259 1.219 1.070 1267 1.291 1138 273
M 2.70 2.85 2.71 2.77 2.63 2.76
Stamp cards (SD) 1.071 1146 -1.634 1162 1158 -6%6 1198 1.225 -1.349
. M 3.25 3.30 3.26 3.27 3.28 3.28
Mileage cards (SD) 1.100 1,031 ~597 1152 1.067 -062 1.238 1175 032
N 234 466 234 466 234 466
<Table 3> Differences among preferences for each sales promotion type by age
(In case of purchase amount less than 200,000 Won)
20s 30s 40s 50s Total F
. M 4.28a 4.33a 4.17b 3.96b 4.21 .
Cash discounts (SD) 859 842 994 1.045 927 3.974
. . M 3.76 3.89 3.75 3.56 3.75
Promotional gifts (SD) 851 921 963 947 909 2512
. . M 2.81 2.82 2.91 2.76 2.83
Prize drawings (SD) 1.086 1154 1.233 1.105 1136 435
. M 3.34 313 3.22 3.16 3.25
Discount coupons (SD) 1.022 1.191 1136 1115 1.095 1493
M 2.96a 2.69 2.67b 2.67b 2.80 .
Stamp cards (SD) 1,092 1168 1153 1.063 1122 3.785
. M 3.37a 3.37a 3.25ab 3.02b 3.29ab R
Mileage cards (SD) 996 1.092 1.001 1.080 1.054 3.304
N 304 116 171 109 700

p*<05 p**<0L Alphabetic notations indicate the results of Duncan's Test. Different alphabetic notations indicate the existence of significant

differences between among the groups. (a>b).

42 AHIRIS| 917 AT Sy1 RS0 w2 Hof
=71 g MeE Kol

421, Mo M2 m=XeEY MS T Ko

‘0| [M2tME <Table 2>2F 20| FOjzHO| [HE 37tX| &
2 BROM M= HOIET |0 SHXHSZE [olst Xt0|7}
HO|X| UL} O] Zut= FOHFUQ| =it oLzt & 1Y
o HHo| MMz TOjET Y Mol AHEs= ACHK| T
SHX| AB2 AlAIStE Ao 2 AMREICL $HH MY Fojg o
A0l RE Z20| ZtAEIe| HWREX|7t E|HE 5™ Mx 0
M 48 He ETKX|(4.19 ~ 430)F EO0] 01 Mzkls THOfEZ
RS AU L = URALCE A2EQ| MTE HAX| GA|
BE Fof 7tACel Y 25Ol ARO0IN 40 kR +=X|(3.71
~ 388)E HO| MzL7 oEs =2 Ao=Z MEHEICL OrZ|X|
7tEQt SQIFES| HAX|E EEHEE 2|0st= 3L 2 =X
(325 ~ 3.30) EROLl FOHZ|4=0] M2} B0 FOjE|l= AEH
I FIE(2.63 ~ 2.86)9F AE(2.77 ~ 2.88)2 3ELI W2 x|2
HO| 0| &X| 2 MSEE LIEFHCE

422, 2H[XF AT OB T2 WOISE S MSE Xjo|

TOHZ 200HY O[Tt A, THOHEZION CHol M=t AH|
Xp Ao el Xo7t Y=XE 248t Aits <Table 3>1t 2
Ch 7tAgel, A-= ZtE J2|0 OFd2|X] 7HE0] CHeh M= =0
M O] WE XHO|7F LIEFGCE 7k Qlof et 50TH(Mean,
3.96)2t 40CH(Mean, 4.17)°| M= E=7f, 30CH(Mean, 4.33)2F 20LCH
(Mean, 4.28)°| M3 = HLC} HUOMH, ABHZ FLC o CHSHAM = 50
CH(Mean, 2.67)/ 40C{(Mean, 2.67)/ 30C{(Mean, 2.69)7} 20CH
(Mean, 2.96)=2Ct O %2 M35 LIERCE OHZ|X| FHEQ)
420|= 50CH(Mean, 3.02)2| M=z L7t 20CH(Mean, 3.37)2} 30CH
(Mean, 3.37)ECt MTIHCZ O W2 ASZ LIERGL: FOi5
200+ O|4 50Tl O|Rke] A0z ZrAeelo] Ciet M=o
M ™o [E XO|7F LEMRCE F, 50CHe| 7t M3k
(Mean, 3.99)7} C}& AHCHO| M =HCH LRUCEL FOiZH 50T
H 0|40l Aol ™o 2 TOjET FHE Mz Ko &
M oM e SAELE Rolgh XO|7 UHE(X| AL

Ol Zit= AH|XF HHO| 2} HOjET Mz 5 250 ]

oF XO|7H ACHD o Ml A(Hwang, etal., 2012) Zntet W=
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<Table 4> Differences in preference levels for each sales promotion type by occupation

(Purchase amount more than 500,000 Won)

Student Office job Professional job | Service job Housewife Total F
et discounts M 4.26 4.34 4.29 4.26 433 4.29 215
(SD) 988 939 930 1108 879 988 :
._ M 3.71 387 3.88 3.78 3.90 3.80
Promotional gifts (SD) 1.017 910 933 1.007 913 965 173
orire dramings M 2.56C 2.88B 2.91B 2.84B 3.12A 2.81 5267
9 (SD) 1143 1143 1245 1.285 1.263 1216 :
Discount coubons M 311 3.29 3.03 3.10 3.29 3.16 550
P (SD) 1127 1222 1242 1.198 1273 1191 :
M 264 2.61 2.80 277 2.92 272
Stamp cards (SD) 1163 1211 1216 1.251 1.296 1.217 1:390
. M 319 3.35 3.20 3.31 3.35 3.28
Mileage cards (SD) 1.161 1.231 1216 1.169 1.356 1196 549
N 192 169 80 187 52 700

p** <01 Alphabetic notations indicate the results of Duncan's Test. Different alphabetic notations indicate the existence of significant differences

between among the groups. (A>5).

<Table 5> The results of actor analysis with respect to measures of purchase intention

Question Factor loading Cronbach’s a

| purchase clothing at sales promotions even it requires time and effort 0.862

| usually purchase clothing at sales promotions 0.731

| purchase clothing in spite of a tight budget when a sales promotion is going on. 0.725

If possible, | try to find out stores conducting sales promotions for purchasing clothes. 0.719

| purchase clothing at sales promotions in order to save money. 0.717

| wait for sales promotions to purchase clothing 0.688 0.903

| usually make a pre-survey of the contents of sales promotions before purchasing clothing. 0.685

| feel regretful if | fail to purchase clothing at sales promotion 0.645

| purchase even unfamiliar brands at sales promotions 0.640

| don't purchase clothing without sales promotions 0.640

| highly recommend stores conducting sales promotions to friends who want to buy clothing. 0.633
= 0| 51 US|, HOfFT Mz %%*OI Y A2t 5t s 1174 4 20| g RQl2AS HA[SIRICE <Table 5>
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ZAlt= Ao e sy /Y dﬂtel st Hed2 O|X| §R%4, Cronbach's alpha Z{ .9032 2 ME|EE LIE}
o= 502HR D2l 20| HUHez O L= AS ARG W ArE0 22|17t gl= Aoz THEhe(UCH
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promotion type(for less than 200.000 Won purchase)

Preference level Dislike Neutral Like Total F
Promotion type M(SD) M(SD) M(SD) M(SD)
Cash discount 2.75 (0.60) 2.79 (0.52) 2.68 (0.66) 2.70 (0.64) 1405
[ N 32 116 551 699 '
Premiums 2.61 (0.53) 2.68 (0.60) 2.73 (0.66) 2.70 (0.64) 1,039
[ N 49 233 417 699 '
Lottery system premium 2.66 (0.66) 2.70 (0.63) 2.77 (0.61) 2.70 (0.64) 1505
[ N 286 229 184 699 '
. 2.58 (0.64 2.65 (0.62 2.82 (0.63
Discount coupon B( ) B( ) p(\ ) 2.70 (0.64) 8,537+
[ N 164 247 288 699
Stamp card 2.67 (0.72) 2.72 (0.57) 2.75 (0.58) 2.70 (0.64) 0.931
‘ N 276 243 180 699 ’
) 2.63 (0.63 2.62 (0.60 2.81 (0.65
Mileage card E(?; ) E(?; ) A(\ ) 2.70 (0.64) 7 907+
‘ N 145 253 301 699

**<.001, Alphabetic notations indicate the results of Duncan's Test. Different alphabetic notations indicate the existence of significant differences
between among the groups. (A>A.

<Table 7> Differences in purchase intentions according to the preference for each promotion type(for more than 200.000 Won ~500,0000 Won purchase)

Preference level Dislike Neutral Like Total E
Promotion type M(SD) M(SD) M(SD) M(SD)
Cash discount 2.78 (0.60) 2.79 (0.54) 2.68 (0.65) 2.70 (0.64) 1383
[ N 31 105 563 699 '
Premiums 2.58 (0.56) 2.68 (0.61) 2.73 (0.65) 2.70 (0.64) 1250
[ N 38 238 423 699 '
. 2.64 (0.66 2.71 (0.60 2.79 (0.63
Lottery system premium B( ) A(B ) p(\ ) 2.70 (0.64) 3,640
[ N 289 216 194 699
Discount coupon 2.58 (0.63) 2.65 (0.59) 2.83 (0.65) 270 (0.64)
B B A 10.497+*
[ N 175 244 280 699
Stamp card 2.67 (0.70) 2.71 (0.56) 2.74 (0.61) 2.70 (0.64) 0.705
| N 294 222 183 699 '
. 2.60 (0.64 2.65 (0.61 2.81 (0.64
Mileage card E(?; ) E(?; ) A(\ ) 2.70 (0.64) 6.749"
[ N 154 254 291 699

0 <05 *p <01 **p <001
Alphabetic notations indicate the results of Duncan's Test.
among the groups. (4>8.

Different alphabetic notations indicate the

existence of significant

differences between
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<Table 8> Differences among purchase intentions according to the preference for each sales promotion type (for more than 500,0000 Won purchase)

Dislike Neutral Like Total F

M 2.75 2.75 2.69 2.70

Cash discount (SD) 0.58 0.59 0.65 0.64 0.438
N 42 90 567 699
M 2.59 2.66 2.74 2.70

Premiums (SD) 0.60 0.57 0.67 0.64 2107
N 52 209 438 699
M 2.63 2.72 2.80 270

Lottery system premium &) (A8) E) 4.225*
(SD) 0.66 0.62 0.60 0.64
N 292 206 201 699
M 2.58 2.66 2.84 270

Discount coupon ) ) ) 10.379***

(SD) 0.62 0.60 0.66 0.64
N 193 240 266 699
M 2.66 2.72 2.76 2.70

Stamp card (SD) 0.68 0.60 0.59 0.64 1.357
N 315 206 178 699
M 2.59 2.64 2.81 270

Mileage card ) ) ) 8.584*
(SD) 0.60 0.62 0.65 0.64
N 177 216 306 699

p* <05 p*** <001
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