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Abstract

Purpose: Despite the popularity of sales promotion as one of the key marketing tactics employed by many companies today, relatively
little effort has been devoted to examining an interaction effect between promotion cues and promotion duration. Therefore, this study
aims to examine how promotion cues and promotion duration will jointly affect consumers' attitudes toward promotions and purchase
intentions. Research design, data, and methodology: The present study conducted an online experiment through the Qualtrics program
in which a total of 141 participants were recruited from the Cloud panel members in the U.S. The experiment employed a 2(promotion
cue: best-seller vs. limited edition) x 2(promotion duration: long vs. short) full factorial between-subjects design. Result: In the condition
of best-selling sales promotion cue, a long promotion duration induced more positive promotion attitude and higher purchase intention,
while in the condition of limited-edition sales promotion cue, the use of a short promotion duration contributed more positive promotion
attitude and greater purchase intention. Conclusions: Marketers need to take the congruence between promotion cues and promotion
duration into full consideration when designing effective sales promotion strategy.
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1. Introduction
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2. Literature Review

2.1. Best-Seller Cues VS. Limited Edition Cues
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00| "HAEMR SPEE AE 0 22 HOjET
CEME ARESH= ZAOICE Ool2fst HONET THME
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Z=CHO|CH (Gitlin, 2007).
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3. Experiment

3.1. Participants and Design
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4. Results

4.1. Manipulation Checks

HA, 2 g7 EOIET BEMol| oist =% HAS
ot7| flof TONET! TEMof TS 2 (ZOIHT BHA) x 2
(ZORET 7[Zhel OjFZ2iEMS HABIL: =4
Z2a, = g7l =iz ey FHIAS0| XS
SHEEH EONET 71=lnt HAEAR HOIEY 7|=of
UM Folot XHO|7F LUSIALE M sy = 220 vs.
M y~emz = 559; F(1, 137) = 16835; p < .001). L2322
Sgot OFEMEY ZME Aldoigl=d, 2 2l
TOiET 7120 JAOME 2 HIARES| woldt
XO[7h U= N2 LIEFLt (Mg Azt = 349 vs. My = =
433; F(1, 137) = 479, p < 05), & AUTFA=0| Q=3
2 =XE[ASS 2HelotRICt.

4.2. Attitude Toward the Promotion &

Purchase Intention
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LIEFSECE (F(1, 137) = 20.19; p < 05). & A= o|2{st
=AM ZANE the 20 24 (simple effect analysis)&
St FHAHezE AMEEJUCE 1 Zu HAEAY
HOEZIYES ZXSIUS 4% HY WMEEZ 1
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Figure 2: The Result of Experiment (DV: Purchase
Intention)
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Appendix 1: The stimulus used in the experiment

LIMITED Special Offer only for “1 Hour”

$10 worth coffee capsules

$10 worth of coffee capsules,
yours free with the purchase of $100 Capsule Coffee Machine.

BEST-SELLING Special Offer only for ‘1 Week”

$10 worth coffee capsules

" 2%l

$10 worth of coffee capsules,
yours [ree with the purchase of $100 Capsule Collee Machine.



