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This quantitative and qualitative research determines to study effective sales
promotion in modern retailing from the perspectives of consumers and management.
The research applied the maximum difference scaling (MaxDiff) as the means for
consumers to compare 10 kinds of sale promotion that were widely used in modern
retailing, including cash discounts, volume discounts (e.g., buy-one-get-one-free),
purchase with gifts, purchase with free samples, membership prices, cash coupons or
vouchers, discount coupons, sweepstakes, special events (e.g., festive events), and
celebrity events. Moreover, the semi-structured in-depth interviews were conducted with
retail managers to compare their perceptions with those of consumers’. The findings
reveal that both consumers and managers have high satisfaction towards cash
discounts and volume discounts. However, none of tested sale promotions are without
disadvantages in terms of consumer motivation and management. Consumers are
moderately satisfied with loyalty program, concluded from the attitudes towards
membership prices, cash coupons, and discount coupons. In contrast, managers highly
value the program. Consumers are least satisfied with sweepstakes, special events, and
celebrity events. Yet, managers partially agree since they are very effective in certain
types of retail stores and for specific target groups. For example, special events are

preferable among department stores.



