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Consumer Purchase Willingness Under Time-limited Promotions

student : Ya-Lin Huang Advisor : Dr. Jen-Hung Huang
Dr. Her-Jiun Sheu

Department ( Institute) of Management Science National Chiao Tung University

ABSTRACT
Market competition nowadays is more intense than ever before; therefore, in order to
attract more customers, retailers exercise all kinds of promotions everywhere, far and wide.
However, provoked by different promotional inducements, consumers can have different
behavior responses. The motive of this research is mainly established on three major
viewpoints: A) whether or not promotions held for every product can effectively heave
consumer purchase willingness? B) Will the degree of consumer cognition regarding the
product promoted by retailers affect their decision-making on purchase behaviors? C)
Consumers, under the effect of promational,stimulates and demands of a product, what
purchasing decisions will they make?
The main objective of this research isbased .on the following statements:
1.Discussion on whether consumers would; under different degrees of understanding toward
products, and with limited “product—promotion: periods, develop different purchase
willingness, hence cease the collection of further‘information on the product and decide to
purchase it, or would therefore, has a good and positive trading attitude.
2.Discussion on the premise that promotions are time-limited, and focusing on difference
between high involvement products and low involvement products, whether or not
consumers with different degrees of product comprehension, will affect their decisions on
purchasing activities.
3.Based on the analysis above, marketing strategies are suggested to retailers.
923 valid questionnaires were collected for this research and were used to obtain the
following results:
1.Under the circumstance of time-limited promotion, promotions for low involvement
products are inclined to more easily attract high knowledge consumers and raise the
purchase willingness of these consumers.
2.Under the circumstance of time-limited promotion upon low involvement products, high
knowledge consumers are more likely to have good and positive perspectives and trading
attitudes.
3.Different degrees of involvements of products have no apparent effect on whether or not
consumers continue to collect further product information.
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