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ABSTRACT
Sales Promotion has been the routine marketing of businesses appealing consumers
to making orders and increasing media exposure in recent years. Sales Promotion is a
tactic for the sales of goods with price or non-price discounts. There are various sales
promotions in the market, but not all of them are effective in marketing, as brand
image, perceived value, and purchase intention are also associated. Sales Promotion
therefore has become a primary issue for marketing. Aiming at 2014 Kaohsiung
International Travel Fair, 1000 copies of questionnaires are distributed to the
customers, and 421 valid copies are retrieved, with the retrieval rate 42%. The research
results present the significant correlations between 1. Sales Promotion and Consumer
Involvement, 2. Consumer Involvement and Purchase Intention, and 3. Sales Promotion
and Purchase Intention.
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INTRODUCTION
Research Motivation and Objective
There are often new competitors joining in the fiercely competitive travel market and the diverse channels in
Taiwan, resulting in competitive situations. Moreover, the openness to cross-strait direct flights has ETholiday,
Startravel, and CTS-Travel rush to attack the market. The largest online travel agent in Mainland China, Ctrip, also
becomes the owner of ezTravel in Taiwan, raising the brand war. The draft of marketing strategies therefore
becomes the focus of various travel businesses to guarantee the brand for the invincible status in the market (Barry,
2010). The factors in consumer Purchase Intention is the major factor in marketers drafting marketing strategies to
promote the sales volume with Sales Promotion.
In such a competitive era, Sales Promotion becomes the most primary incentive to rapidly buying more specific
products or services in a short period. After the attack of SARS, the businesses are making structural adjustments
for the reorganization. Tourism industry is experiencing the low-profit time. Besides, online marketing channels in
the fiber broadband era have resulted in the price transparency. When consumers haggle over the budget, Sales
Promotion becomes the marketing tactic to enhance consumer Purchase Intention. The measurement being able to
present the multiple attributes of promotion could effectively measure the most attractive promotion program to
visitors.
With the cross application of sales promotions, such as membership promotion, preferential for the second
customer, buy one get one free, schedule promotion, direct discount, and gifts, it is wondered whether consumers
would present distinct perception and perceived value on preferring a tourism business. In such a trend of Sales
Promotion, the businesses should select the most effective way for Sales Promotion to stimulate the sales
performance.
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Sales Promotion should be applied to reinforcing consumer knowledge about tourism products, allowing
consumer appreciating the tourism products, shaping the unique property of the brand, connecting
consumers with brand, and promoting the reputation.
To reinforcing Consumer Involvement and Brand Attitude, consumer Purchase Intention could be further
simulated and maintained.
A positive appraisal from a consumer would be the optimal marketing advertising and guarantee for a
tourism business.

Definition and Hypothesis
Sales promotion
Promote is a part of promotion mix in marketing activities as well as the marketing tactic of a business entering
the market or retaining customers (Berjani and Strufe 2011). The major function of Sales Promotion is to
communicate with consumers and touch their hearts. Chang & Tsai (2011) proposed the communication tools for
marketing including advertising, public relations, personal selling, sales promotions, and direct marketing to
enhance consumer Purchase Intention for purchase behaviors. Sales Promotion is also a critical factor in consumer
purchase behaviors (Dehkordi et al. 2012). Huang & Gartner (2012) regarded Sales Promotion as a direct stimulus
to extra value of a product or an incentive to final consumers, salespeople, or distributors. Khajvand & Tarokh
(2011) mentioned that Sales Promotion was composed of various temporary incentives, mainly to induce consumers
or dealers purchasing certain products in advance or purchasing more quantity. Li et al. (2011) indicated that Sales
Promotion was essentially a complimentary marketing effort, being practiced in limited time and tending to
stimulate consumer purchase. The consumer market would change with changeable life styles and constantly
present distinct promotion tactics, such as gift for a pair of sports shoes, cash refund, discount and coupon, prize,
and cash or gift for returned certificate. It is what a marketer desires to know about which kind of promotion being
able to enhance consumer evaluation on the brand of sports shoes and to appear preference and Purchase Intention
on specific promotions (Mesforoush and Tarokh 2013).
Among various promotions, Pinheiro et al. (2010) divided promotion incentives into price orientation and nonprice orientation, including (1)monetary or non-monetary promotions, (2)instantaneous or delayed promotions,
(3)acquiring product-related or price-related incentives, and (4) purely economic or psychological promotions. Sun
(2010) regarded price orientation as inducing consumer purchase through discount, such as coupons and
preferential. Zhou et al. (2012) pointed out Non-Price Promotion as the sales promotion irrelevant to product prices,
such as gifts, prizes, competition, and lotteries being the incentives to consumers purchasing specific products. As
a consequence, the measuring dimensions for Sales Promotion in this study are referred to Zhou et al. (2012),
containing 1.Price Promotion, the example of cash discount and 2.Non-Price Promotion, the example of gifts.

Consumer involvement
Bhanot (2012) defined involvement as personal concerns of consumer about the purchased products.
Involvement referred to concerns about or active actions for an event when the participant revealed curiosity or
interests in a certain event, in which the higher concerns presented the more emphasis on the event, or the lower
concerns showed the less attention. Chihani, Bertin, Jeanne & Crespi (2011) pointed out the occurrence of
involvement when a product was involved in important value, demands, or self-concepts. Involvement therefore
was individual attitudes and concerns about an activity or even that the higher concerns revealed the deeper
involvement. It was mainly used for understanding personal consumption behaviors and decision processes.
Delfos, Tan & Veebebdaal (2010) proposed that involvement was personal perception of an event under specific
time and situations. Kao (2011) mentioned that involvement could affect consumer purchase decision and could be
a moderator on the correlations between different variables and Purchase Intention. In general, involvement would
affect consumer focus and subjective opinions of a product that a consumer would invest more efforts and concerns
in evaluating the product with higher involvement (Kotler, Kartajaya & Setiawan, 2010). Li & Du (2012) defined
involvement as consumer concerns about purchase. Molitor, Reichhart & Spann (2012) regarded the multidimensional effects of involvement on consumers, including the changes of attitudes, opinions, affection, and
perception. Distinct Consumer Involvement would also influence the process of attitude change that consumer
intention was proportion to the involvement in the product. Shrivastava, Boghey & Verma (2011) regarded
involvement as the degree of personal correlation being able to affect the receipt and management of information.
Theran et al. (2010) indicated that involvement was “the emphasis on various types of products, influencing
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consumer attitudes towards product attributes and the preference in specific brand. Chihani, Bertin, Jeanne &
Crespi (2011) pointed out distinct customer involvement in different products.
Bhanot (2012) considered the multiple, rather than single, dimensions of involvement and proposed the
dimensions of Importance, Sign, Pleasure, and Risk, which are utilized for the measurement in this study.
1. Importance, product meaning and importance to an individual.
2. Sign, product presenting characters, identity and status, or social value.
3. Pleasure, emotional appeal of a product and the ability to offer pleasure and preference.
4. Risk, consumer perceived seriousness and probability of wrong purchase.

Purchase intention
Bobadilla, Serradilla & MovieLens (2009) indicated that intention could predict behaviors that consumer
Purchase Intention was used for predicting purchase intention in practice. Purchase behaviors were the decision
process psychologically (Defever et al. 2011). With demands, a consumer would search for relevant information
according to personal experiences and external environments in order to satisfy the demands (Mettas, 2011). Once
the information was sufficiently collected, the consumer would precede evaluations and considerations and decide
to purchase a product after comparisons and judgment. It was the Purchase Decision Process of a consumer (Dhar
and Varshney 2011). In the decision process, a consumer would possibly take purchase behaviors on certain
products when appearing demands and preference to the products (Karatzoglou et al. 2011).
Lee & Olafsson (2009) defined Purchase Intention as the possibility of a consumer being willing to purchase
certain products that the higher consumer Purchase Intention showed the higher purchase probability. Lin et al.
(2011) considered Purchase Intention as the psychological state of a consumer planning to consume certain brand
in a certain period of time as well as the probability and possibility of a consumer taking or presenting real purchase
reaction (Ochi et al. 2010). Moreover, Stever (2011) pointed out the measurement of Purchase Intention depending
on consumer intention to purchasing certain products that the higher Purchase Intention revealed the higher
purchase probability. In other words, Purchase Intention was the possibility of a consumer purchasing certain
products that the higher Purchase Intention presented the larger purchase probability (Yim et al. 2012).
With such literature review, Perceived Value, proposed by Yim et al. (2012), is utilized for measuring Purchase
Intention, where 1.Possible to Purchase, 2.Intending to Purchase, and 3.Considering to Purchase are the dimensions
for measuring consumer Purchase Intention.

Correlations between sales promotion and consumer involvement
Researchers have proven the significant effects of Sales Promotion on consumer Purchase Intention (Dehkordi
et al. 2012). In this case, an enterprise should have consumers be aware and perceive the products and services
through promotion mix. Sales Promotion is the communication bridge between enterprises and consumers and
provides some incentives to attract consumer curiosity or interests in the products or services and to enhance
Consumer Involvement and Purchase Intention to the products and services (Kotler et al. 2010). Based on the above
literatures, the following hypothesis is inferred in this study.
H1

Sales Promotion presents significant correlations with Consumer Involvement.

Correlations between consumer involvement and purchase intention
Aiming at Internet browsers, Bhanot (2012) pointed out the effects of involvement on online purchase. The
Regression Analysis results showed that Internet browsers with higher involvement presented higher positive
effects than the ones with lower involvement. Li& Du (2012) studied Product Involvement and Purchase Intention
of mobile phone consumers and pointed out the remarkably positive correlations between Product Involvement
and Purchase Intention. Stever (2011) regarded Consumer Involvement as individual interests in and knowledge
of a product and different consumers presenting distinct involvement in various products. The research findings
showed the positive effects of Consumer Involvement on Purchase Intention, revealing the increasing interests in
and knowledge of the products. As a result, involvement could be the degree of consumer concerns that
involvement showed close correlations with consumers. Accordingly, the following hypothesis is deducted in this
study.
H2

Consumer Involvement reveals remarkable correlations with Purchase Intention.
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Correlations between sales promotion and purchase intention
In the public market, promotions are often the key factor in consumer purchase among plenty options of
products and the high product homogeneity that manufacturers stress more on promotions (Dehkordi et al. 2012).
Aiming at Sales Promotion and Purchase Intention, Lee & Olafsson (2009) found out the notably positive effects of
Sales Promotion on Purchase Intention. Li et al. (2011) discovered the highest perception of promotion in consumer
Purchase Intention, with significant effects. Bobadilla, Serradilla & Movie Lens (2009) aiming at Sales Promotion
and Pinheiro et al. (2010) aiming at Brand Equity studied the effects of instantaneous Sales Promotion on Purchase
Intention. Sun (2010) regarded the remarkable effects of promotions on Purchase Intention. Consequently, the
following hypothesis is further deducted.
H3

Sales Promotion shows notable correlations with Purchase Intention.

METHODOLOGY
Research Sample and Subject
Aiming at international travel fair, the customers of 2014 Kaohsiung International Travel Fair are distributed
1000 copies of questionnaires, and 421 valid ones are retrieved, with the retrieval rate 42%. Kaohsiung International
Travel Fair, during June 13-16 of 2014, is hosted by Kuei Jung Exhib. Co., Ltd. and Wai Dain Exhibition Ltd. and
coordinated by TTnews. With time segmentation, the questionnaires are evenly and randomly distributed to the
attendees in the period.

Test of Reliability and Validity
Validity refers to the measuring instrument being able to really measure the questions. Validity is generally
divided into content validity, criterion-related validity, and construct validity. The questionnaire items in this study
are referred to domestic and international researchers, and a pretest is discussed with professors and further
preceded that it presents certain content validity. The casual relationship among Sales Promotion, Consumer
Involvement, and Purchase Intention is further verified with Linear Structural Relation where the data are based
on the correlation matrix of above variables. The analysis with Linear Structural Relation Model shows the overall
model fit achieving the reasonable range that it reveals favorable convergent validity and predictive validity.
According to Kerlinger’s (1986) suggestion to verify the construct validity of the questionnaire content with itemto-total correlations, i.e. the reliability analysis, the item-to-total correlations could be used for judging the
questionnaire contents. The item-to-total correlations of the dimensions in this study are larger than 0.4, showing
certain construct validity.
To further understand the reliability and validity of the questionnaire, reliability and validity analyses are
further preceded. Cuieford (1965) indicated that the higher Cronbach’s α revealed the better reliability and the high
reliability appeared when the Cronbach’s α achieved above 0.7, while it should be deleted when the Cronbach’s α
was below 0.35; and, the value appeared in 0.7-0.98 was regarded with high reliability. What is more, the item-tototal correlations have to be higher than 0.4, or it should be deleted. The formal questionnaire is developed based
on the above standards that the measured Cronbach’s α appears in 0.73-0.87, which apparently conforms to the
reliability range.

RESULTS
Assessment Indicator in LISREL Model
LISREL (linear structural relation) model, combining Factor Analysis and Path Analysis in traditional statistics
and integrating with simultaneous equations in Econometrics, is able to calculate multiple factors and multiple
casual paths. Regarding the assessment of model fit, Bagozzi (1998) considered the evaluation from preliminary fit
criteria, overall model fit, and fit of internal structure of model.
The data are organized in Table 1. The descriptions of preliminary fit criteria, internal fit, and overall goodnessof-fit are summarized as below.
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Table 1. Overall analysis of linear structural model
Evaluation item

Preliminary fit

Internal fit

Overall goodness-of-fit

Parameter/evaluation standard
Price Promotion
Sales Promotion
Non-Price Promotion
Importance
Sign
Consumer Involvement
Pleasure
Risk
Possible to Purchase
Purchase Intention
Intending to Purchase
Considering to Purchase
Sales Promotion → Consumer Involvement
Consumer Involvement → Purchase Intention
Sales Promotion → Purchase Intention
X2/Df
GFI
AGFI
RMR

Result
t
0.722
13.33**
0.816
14.56**
0.583
7.63**
0.627
8.28**
0.546
7.17**
0.689
7.06**
0.735
8.92**
0.624
8.34**
0.803
9.62**
0.822
5.77**
0.891
6.83*
0.796
6.42*
1.375
0.943
0.922
0.008

From the entire model analysis in Table 1, the preliminary fit achieved the significance (t>1.96 and p<0.05)
between the two factors in Sales Promotion (Price Promotion and Non-Price Promotion) and Sales Promotion,
between the four dimensions in Consumer Involvement (Importance, Sign, Pleasure, and Risk) and Consumer
Involvement, and between the three dimensions in Purchase Intention (Possible to Purchase, Intending to Purchase,
and Considering Purchasing) and Purchase Intention. Apparently, the overall model presented favorable
preliminary fit criteria.
The internal fit appeared significantly positive correlations between Sales Promotion and Consumer
Involvement (0.822), between Consumer Involvement and Purchase Intention (0.891), and between Sales Promotion
and Purchase Intention (0.796) that hypotheses 1, 2, and 3 were supported.
The overall model fit showed χ2/Df 1.375, lower than the standard 3, and the RMR 0.008 revealed the
appropriateness of the χ2/DF and RMR results. Furthermore, the chi square value was sensitive to sample size that
it was not suitable for the direct judgment. However, the overall model fits, GFI 0.943 and AGFI 0.922, were larger
than 0.9 (the closer GFI and AGFI to 1 presenting the better model fit) that this model appeared favorable goodnessof-fit indices.

DISCUSSION
Hypothesis Verification of the Overall LISREL Model
The path relations in this study, Figure 1, showed the estimates between dimensions and variables being
significant. The hypothesis verification results are showed in Table 2.
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Figure 1. Path relations
Table 2. Hypothesis verification
Research hypothesis
H1
H2
H3

Correlation
+
+
+

Empirical result
0.822
0.891
0.796

P
0.00
0.00
0.00

Result
Supported
Supported
Supported

CONCLUSION
The research results present the remarkably positive effects of Sales Promotion on Consumer Involvement and
Purchase Intention, revealing that consumers with high involvement appear more awareness and concerns about
Sales Promotion of a tourism business than the ones with low involvement do. The preference would further affect
the brand attitudes which would cause higher prediction of Purchase Intention. To enhance consumer Purchase
Intention, Sales Promotion is preceded from the aspects of Consumer Involvement and Brand Attitude to create the
senses of belongings and participation with the orientation of consumers as partners. It is because higher
involvement could enhance Purchase Intention and be further applied to making more suitable Sales Promotion
strategies. In addition to the innovation of Sales Promotion, the thresholds which the competitors cannot cross
should be created. Tourism businesses should stress on the control of brand-related factors to make the products
be more valuable and important for consumers. A tourism business should take consumers into pleasant shopping
situations so that the consumers could interact with the service personnel and perceive the fun of consumption.
Sales Promotion could bring pleasant perception for consumers. The sign value could result in favorable word-ofmouth of a tourism business to further enhance Consumer Involvement and Purchase Intention.

RECOMMENDATIONS
Aiming at the research results and findings, practical suggestions are proposed as following.
1. A tourism business should devote to exploring consumer demands, constantly innovate, provide
competitive products conforming to consumer demands, offer consumers with favorable Sales Promotion
experiences, and accumulate and reinforce consumer trust in the brand. Furthermore, Sales Promotion
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should be applied to reinforcing consumer knowledge about tourism products, allowing consumer
appreciating the tourism products, shaping the unique property of the brand, connecting consumers with
brand, and promoting the reputation.
2. Tourism businesses are suggested to design diverse Sales Promotion connected with various demands,
reinforce Sales Promotion related to the members, or enhance consumer motivation to join in the
membership, and even properly adjust the thresholds to become members, and arrange cross Sales
Promotion for different members. In addition to reinforcing Consumer Involvement and Brand Attitude,
consumer Purchase Intention could be further simulated and maintained.
3. Tourism businesses should focus more on visual advertisement and channels, such as oral spreading on the
Internet, connection with online shops, and the applications of online functions, in order to connect national
member data and potential members. Besides, the database marketing could be applied to various Sales
Promotion strategies so as to enhance Consumer Involvement and Purchase Intention and draw in potential
consumers from existing consumers to develop more new customers. After all, a positive appraisal from a
consumer would be the optimal marketing advertising and guarantee for a tourism business.
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