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INTRODUCTION

In Russia, the sales volume for promotions in stores of the modern format in different
categories is continually growing. Constant innovations, new trends, and events are changing
customers' needs and increasing their interest in the shopping experience, raising the level of
competition within and between retail formats, which have a significant impact on how retailers
conduct sales in such an environment.

The demand from customers for promotional products is becoming more intense. The
industry is actively responding to this request, and retailers are increasing their offer of products
at discounts from year to year. As a result, the volume of promotions increases due to three key
parameters: the number of product positions on the promo, the number of stores where promotions
are held, and the discount price.

In 2016, Nielsen, a marketing measurement company in the consumer goods industry,
investigated the impact of promotions on consumer choice in grocery supermarkets. It conducted
a study among 1,000 food buyers in nine Russian cities with a population of more than one million.
The study showed that 62% of Russian customers pay attention to promotions, 33% search for
them purposefully, and only 5% ignore discounts and other special offers in the stores (Nielsen,
2016).

Therefore, the Research Gap of this study is a limited understanding of how the amount of
sales used by retailers changes the customers' propensity to plan purchases. The research gap of
this study is quite significant. Therefore, within the study, we worked with the research problem,
which is part of the current research gap. It requested: "What are the behavioral patterns of
customers' behavior that form the plan of purchases when it comes to sales?" This master thesis
aims to fill the research problem mentioned above.

To address the research problem, this study aims to investigate the effects of shopping
motivation, buying behavior, marketing skepticism, and marketing literacy on the propensity to
plan purchases by customers. In addition, we want to check whether customers who plan their
purchases tend to comply with this purchase plan. In order to address the research problem, the

following research question was formulated:

RQ1: Is there connection between regularity of sales and tendency of customers to plan
their purchases?
RQ2: What is the connection between shopping motivation, buying behavior and the

customers' intention to shop in the short-, middle-, and long-run sales?



RQ3: What is the connection between marketing skepticism and/or marketing literacy

with customers' intention to shop during sales?

The subject of this master thesis is patterns of customers' behavior that affect the propensity
to plan purchases and compliance with a prepared shopping plan. The object is Russian shoppers
during different sales periods.

The main goal of the research is to identify customers' behavioral patterns that affect the
propensity to plan purchases and comply with a prepared shopping plan during sales of different
types. Based on the literature review, three types of sales were considered and classified according
to sales per year's frequency. These types of sales, namely, are short-run, middle-run, and long-
run sales.

Under the research goal, the following research tasks were formulated:

e To justify the relevance of the study of the effects of shopping motivation, buying
behavior, marketing skepticism and marketing literacy;

e To explore how customers plan their purchases and comply with the shopping plan;

e Todevelop a conceptual model of shopping planning and compliance with the
shopping plan and identify the factors that contribute to it;

e To develop the methodological approach including data collection and data analysis;

e To verify the model based on an empirical study among sales shoppers;

e To suggest recommendations for practitioners to their marketing activities and

researchers on the further development of the topic.

This master thesis consists of an introduction, three chapters, a conclusion, a list of
references, and an appendix.

The first chapter consists of a literature review, formulation of hypotheses, and creating a
conceptual model for this research. It discusses sales promotion, types of sales, shopping
motivation and buying behavior of customers, their level of marketing skepticism and marketing
literacy.

The second chapter is devoted to the selection of research methods, the design of
questionnaires, the process of data collection, and descriptive statistics of the collected data.

The third chapter contains an analysis of the collected data, the results of the analysis,
hypothesis testing, verifying the final model, and recommendations for practitioners and

researchers. Finally, the conclusion of the thesis summarizes all the work done.



CHAPTER |I. THEORETICAL ANALYSIS OF THE EFFECT OF SALES
PROMOTIONS ACTIVITIES ON CONSUMER BEHAVIOR.

1.1 Sales promotions as a marketing communication

Nowadays, growing competition in many markets for goods and services forces companies
to continually look for new ways to attract the attention and interest of consumers. One of these
ways is sales promotion. In order to remain competitive, companies use sales promotion tools as
one of the most vital methods to encourage buying behavior to purchase a particular product
(Shamout, 2016).

Sales are one of the most popular tools for trade marketing. They are held for different
purposes. The most popular goal is to increase sales and get rid of old products. However, this
discount campaign can be called successful when it not only sells out inventory but also helps to
improve the company's image or at least does not harm it (Gedenk, Neslin & Ailawadi, 2009).
Therefore, the task of marketers is to organize sales promotion in such a way that it would be not
only profitable but also a remarkable event for the company and its customers.

In 2015, the global measurement company Nielsen published an article where it is said that
every year up to 500 billion dollars are spent on sales promotion in the world, and manufacturers
of consumer goods spend up to 20% of their revenue on promotions (Nielsen, 2015). However, it
is required to understand how sensitive and responsive the customers are to these promotions and

how they react to it.

1.1.1 Introduction to Sales Promotions.

There is an extensive amount of research on sales promotion in the context of different
sciences, such as economics, psychology, and marketing. Over the past 35 years, much research
has been done to study the impact of promotions. (Blattberg & Briesch, 2012). The definition of
the term sales promotion is quite complex due to the presence of many interrelated methods and
tactics. Thus, it can be found a considerable number of definitions in the literature of what is sales
promotion (Table 1.1).

Table 1.1 Definitions of Sales Promotion

Definition Source
“Comprising a range of tactical marketing techniques within a
strategic marketing framework to add value to a product or Institute of Promotional
service in order to achieve specific sales and marketing marketing
objectives”.




Table 2.1 Definitions of Sales Promotion (continuation)

“Media and nonmedia marketing pressure applied for a
predetermined, limited period of time in order to stimulate
trial, increase consumer demand, or improve product
availability”.

American Marketing
Association (AMA)

“An activity or series of activities done to increase sales of a
particular product, for example by reducing its price or
advertising it.”

Cambridge Dictionary,
(2020)

“A key ingredient in many marketing campaigns, consists of a
diverse collection of incentive tools, mostly short term,
designed to stimulate trial, or quicker or greater purchase, of
particular products or services by consumers or the trade.”

Kotler P. (2006)

“An action-focused marketing event whose purpose is to have
an impact on the behaviour of the firm's customers.”

Blattberg and Neslin (1990)

Therefore, sales promotion refers to the actions of advertising activities in order to increase

the interest of regular customers and attract new ones. They are temporary and most often focus

on encouraging shoppers or retailers to take short-term actions (Cannon, Perreault & McCarthy,

2016).

Based on the existing researches and formulations of the concept of sales promotion, the

objectives of sales promotion can be (Table 1.2):

Table 3.2 Objectives of Sales Promotion

Source Objectives

- increase in product sales due to complementary

Blattberg & Neslin (1990)

products in the store;

- getting the opportunity to update the assortment

Kim Shyan Fam (2003) by freeing up space in warehouses and shelves

of retail outlets;

- increase the number of purchases made by

Philip Kotler (2006)

occasional users;

- changing the range of products of a trade

Gedenk, Neslin & Ailawadi (2009)
company;

- increase the percentage of unplanned purchases

by customers;

- redistributing the flow of customers over a

certain period;




Table 4.2 Objectives of Sales Promotion (continuation)
- sale of product leftovers or surpluses of

Blattberg & Briesch (2012) seasonal goods that were not sold at the
reference price;

- increasing the number of visitors and turning

them into buyers;

- attracting the buyer's attention to the new

product when it is put on the market;

1.1.2 Description of Types of Promotion.

Sales promotion has three areas that are designed for different goals and different target
audiences: manufacturers, retailers, and consumers (Figure 1.1). The sales promotion, which is
directed at the customer, distribution channel, or sales staff members, is called retail promotion.
Promotions developed by the manufacturer and targeted at retailers are called trade sales
promotion. Consumer promotion - sales promotion developed by the manufacturer and aimed

directly at customers in order to stimulate them to make a purchase. (Blattberg & Neslin, 1990).

Manufacturer Trade
Trade
Promotions
> Consumer <
Consumer Retailer
Promotions Promotions

Figure 1.1 Major types of sales promotion
[Source: Blattberg & Neslin, 1990]

The main focus of this master thesis will be on retailer promotions, which are primarily

used by retailers to increase sales to consumers.



According to (Blattberg & Briesch, 2012), the most common type of sales promotion
among retailers is a price discount, which can be expressed in different forms, such as buy one
product and get a discount on the following product or buy-one-get-one-free (BOGO’s). Table 1.3

shows the most conventional types of discounts:

Table 1.3 Common Types of Retailer Discounts
Type of Retail Promotion Description
Price Reduction Retailers temporarily decrease prices on product.
Retailers issue coupons for product in their advertisement
or on the shelf.
The consumer receives free goods as the discount. It
includes buy one get one free (or buy X get Y free), as

Retailer Coupon

Free Goods well as promotions where goods in complementary
categories are given away (e.g., salsa for tortilla chip
purchase).

The consumer is entered into a contest where they have

Sweepstakes . i
the chance of winning cash or other prizes.

. Consumers are given free samples of the product to

Free Trial
encourage purchase of a new product.

N-for The retailer offers a discounted price for the purchase of a

set number (N) of items purchased, e.g., three for $1.
Consumers sign up for a card that tracks their purchases.
Discount Card In return, the retailer provides discounted prices on some
items in the store for only those consumers with the card.
Consumers receive notices of a rebate at the shelf or

Rebates display and then mail in proof of purchase and the rebate
form.
The retailer gives the consumer a discount for purchasing
Bundled Promotion products from complementary categories (e.g.,

hamburgers and ketchup).
[Source: Blattberg & Briesch, 2012]

The key element of retailer promotions is a temporary price reduction (Gedenk, Neslin &
Ailawadi, 2009). It was found that price reductions play an essential role not only in increasing
the number of purchases of regular customers but also in stimulating the behavior of new
customers to try the products offered (Shimp, 2012). However, Ehrenberg et al. (1994) state that
the attraction of occasional buyers can be once, since most likely, after buying a product with a
discount, the buyer will return to their familiar brand rather than buy a promo brand at full price.
Retailers also use short-term price cuts and secure purchases to capture customers who have low
sales resistance and are prone to impulsive buying (Kotler, 2006).

Besides, communication between customers and sales promotion is important. It is
essential to inform customers about all promotions in the store that they could know about them
and take advantage of using it (Blattberg & Briesch, 2012). For this reason, retailers use all types

of advertising, such as flyers, store signs, displays, and ads on TV and the Internet.
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Prashar et al. (2015) determined that in addition to the influence of the window display on
the desire to make purchases, the atmosphere in the store also has an effect. The atmosphere is
necessary to capture customers' favorable emotional reactions as an essential ingredient in the
retail environment and a distinctive feature of the store. Atmospheric factors include light, music,
and aroma.

Thereby, retail promotions are a potent sales tool. It is becoming more adaptable and can
be targeted better at a specific customer. Retail promotions continue to thrive by attracting the

customer's attention and encouraging them to make purchases (Sinha & Verma, 2020).

1.1.3 Time frames of Sales

Every day, customers around the world make thousands of small and large purchases. If
we think about it, our year consists of daily spending: we buy food, medicine, pay for travel and
movie tickets, choose gifts for relatives and friends on important dates, and buy something for
ourselves.

There are many ways to attract customers ' attention — discounts, gifts, free samples, and
more. In mid-2019, Nielsen, a marketing measurement company in the consumer goods industry,
investigated the impact of promotions on consumer choice in grocery supermarkets. Thus, in non-
food categories, the share of promo sales in monetary terms was 53%, and in food categories 50%.
Interest in discounted products continues to grow (Nielsen, 2019).

Lowering prices is the most common way to attract the attention of store users to specific
products (Kaltcheva et al., 2013). There are regular sales in Russia ---— discounts on particular
days of the week, specific hours, or for certain categories of customers. Usually, such sales are
held by retailers at least once a month.

Perekrestok is the largest supermarket chain in Russia, the first of the modern formats to
enter the Russian grocery retail market. In its stores, Perekrestok arranges permanent promotions
"Superprice of the week," in which every week, the assortment of goods participating in the price
reduction is updated. (Perekrestok, 2020). National retail chain Pyaterochka, the most significant
Russian chain of grocery stores "close-to-home,” holds promotions for specific categories of
customers, such as families with children or retirees. Special conditions are provided for them, for
example, for retirees, a 10% discount is available on Mondays and Thursdays from the opening of
stores until 13.00 (Pyaterochka, 2020). These promotions and sales can always be found in any
retail chains, which is not valid for seasonal sales or those that encourage to buy gifts for a
particular holiday.

Traditionally, fashion houses produce two collections a year - one dedicated to the spring-

summer season, the other to the autumn-winterer season. Accordingly, there are also two official
11



sales seasons, and in both cases, collections are sold out starting from the last month of the season.
In other words, the summer collection will go on sale in July, and the winter collection - in January.
Seasonal sales in the world last from 30 to 60 days, depending on the rules of each specific country.

In addition to the official sales season, there are also local off-season traditions. In Russia,
such traditional sales include days with great discounts dedicated to such holidays as Valentine's
Day (February 14), Defender of the Fatherland Day (February 23), International Women's Day
(March 8), and this is not the whole list.

Another two types of significant sales that have become traditional and have adapted to
markets depending on the country are Black Friday and Cyber Monday (Swilley & Goldsmith,
2013). Black Friday is a day of huge discounts and sales; it is the main holiday for all shoppers
and a great solution for those who want to save money. People plan their purchases for a few
months, stand in huge queues, and even make schemes of shops to have time to grab a particular
product (Simpson et al., 2011).

Abroad, Cyber Monday comes on the Monday after Black Friday and is its continuation
on the Internet. Since Cyber Monday, like Black Friday, is held annually in preparation for the
Christmas and New Year holidays, it is one of the busiest trading days for online stores. Cyber
Monday is now the traditional beginning of the online holiday shopping season (Swilley &
Goldsmith, 2013).

In Russia, the concept of Black Friday and Cyber Monday appeared relatively recently. It
has been held in our country since 2013, and every year is gaining more and more popularity.
Nevertheless, the range does not suffer from this. As for Black Friday, several Russian websites
concentrate, analyze, and provide customers with information about discounts online and in stores.
Consumers can only choose, compare, and promptly pay for goods. The campaign involves many
popular retail chains and Russian stores. Internal data sales for 2018 in Russia show sales growth
of 527% compared to the typical day (Black-Friday.Global, 2019).

In Russia, Cyber Monday, unlike in United States, takes place on the last Monday in
January, summing up a peculiar result of new year's sales. Leading online stores of electronics,
home appliances, clothing, shoes, and children's toys participate in Cyber Monday. There is even
a particular website about Cyber Monday sales in Russia supported by the Russian Association of
Electrotechnical Companies (RAEC), the Association of Internet Trade Companies (AKIT), and
the Regional Public center for Internet technologies (ROCIT).

Also, in Russia, one of the most popular sales became the Singles' Day or Double 11. This
sale is held every year by Chinese online shops. Residents of China believe that 11.11 is ideal for
new acquaintances and the beginning of a healthy relationship. Therefore, the date of November

11 was chosen for a world shopping day.
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Since consumers spend so much during sales periods, retailers look forward to the holiday
shopping season to achieve positive financial results for the year. Retailers rely heavily on
advertising during the holiday season to bring customers into shops and make them shop online
(Swilley & Goldsmith, 2013).

In 2003, Kim Shyan Fam published the research in which it was identified as the three
main types of sales in terms of their frequency per year used by clothing and footwear retailers. In
this work, the author defines three types of sales, which are measured by the regularity of use by
retailers in New Zealand, Portugal, and Hungary. The first and most popular type of sales among
retailers are sales with a change of seasonal clothing collection. Such sales can be held at any time
of the year. The second type of sale includes General sales that retailers hold on the occasion of
their store's anniversary, relocation, opening, renovation, or other similar events. The third type is
the pre-Christmas and Christmas sale. General and Christmas sales are the following most
important sales for retailers in the three countries, as they are intended more to attract new
customers, increase profits, or reinforce the image of the store.

Based on Kim's research, and the types of sales that are held in Russia, it is possible to

divide all types of sales by the frequency of holding during the year (Table 1.4):

Table 1.4 Types of sales by frequency,
prepared by author

Periodicity Type of sales Source
Short-run Regular sales
Middle-run Seasonal sales Adapted from Kim (2003)
Long-run Event sales

Since in this master's thesis we want to understand whether there is a connection between
regularity of sales and tendency of customers to plan their purchases, we will focus on these three
sales periods and considered them in the following part of this research.

Short-run. These types of promotions are held to correct stock management and increase
profit (Kim Shyan Fam, 2003). For instance, to sell something that was not bought due to weather
and other conditions beyond our control, to sell something that was ordered disproportionately, or
to increase the number of purchases by customers (Blattberg & Briesch, 2012).

As described earlier, these types of sales are regular and can be found in every store. They
can include "Happy hours™ promotion when on a particular day and time, there are significant
discounts on a specific product or "Superprice” on a yellow tag with the news of a temporary cut-

off price on the product, as an example.
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Middle-run. Any brands of seasonal products update their product range and change their
collections once or several times a year. Every time stores that have seasonal goods prepare
warehouses and sales areas for the new season about a month before the launch of the new
collection and hold a sale. The purpose of these sales promotions is to attract as many customers
as possible, in addition to selling off the stock (Kim Shyan Fam, 2003).

Long-run. As for holiday sales, they are timed to specific events. Such sales, in contrast
to seasonal sales, are designed for certain categories of customers for whom this holiday or event
is of great importance. Here, the main goal of marketing specialists is to attract customers and
strengthen their loyalty (Blattberg & Briesch, 2012). This type of sale is characterized by a short
period, in which there is a rush of demand. In addition to holiday sales, we can add Black Friday,
Cyber Monday, and Singles' Day to this category, which is held once a year. These sales can be
called universal since they are not attached to social life as holiday sales. They offer a different set
of products at discounts and are designed to fit any category of customers.

A visual distribution of each sale and the corresponding period is presented in the

Figure 1.2:
Types of sales
Short Run Middle Run Long Run
) tShuepgfgllﬁf of id . - Black Friday;
: - - Holiday Specific
- “Happy hours” Seasonal Sales Syl p - Cyber Monday:
(examples) aes - Singles’ Day (11.11)

Figure 1.2 Types of sales by frequency
[Source: Created by author]

In the case of planning purchases by customers in Russia, it is vital to divide Long Run
sales into two categories. The first category — Holiday Specific Sales, will include sales timed for
various holidays and which have become traditional for the Russian consumer. The second
category will include Black Friday, Cyber Monday, and Singles' Day, as they have appeared
relatively recently on the Russian market.
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1.1.4 Shopping planning and commitment to the plan.

In 2016, Nielsen conducted a study among 1,000 food buyers in nine Russian cities with a
population of more than one million. The study showed that 62% of Russian customers pay
attention to promotions, 33% search for them purposefully, and only 5% ignore discounts and
other special offers in FMCG stores (Nielsen, 2016).

Besides, researchers who study the impact of sales promotion on the buyer, its behavior,
and motivation during shopping, briefly mention in their works the customers’ attitude to shopping
planning and how they adhere to this plan. The study of Lennon, Johnson & Lee (2011) showed
that shoppers spend significant effort in preparing and shopping during Black Friday, such as
making a plan for their purchases in advance.

Buyers who plan their purchases experience the convenience and "smart shopper feeling,"
which has hedonic and utilitarian aspects. This connection between the feelings of a smart buyer
and planning is significant and represents a group of buyers who manage to get advertised products
at discounts. Additionally, the results of the study showed that buyers who spend effort on planning
their purchases are also prone to impulsive purchases. Authors explain this by the fact that buyers
plan their activities during sales and fulfill their plan, after which they can take advantage of
unplanned transactions on their shopping path (Lennon, Johnson & Lee, 2011).

Another study confirms that shoppers are engaged in strategic planning for shopping on
Black Friday. Such planning on Black Friday is consistent with traditional holiday rituals and can
be the same as planning to buy gifts before Christmas (Thomas & Peters, 2011).

In a study about the impact of sales promotion on customer behavior, Laroche et al. (2003)
determined that there are buyers characterized by their expertise in shopping, their planning of
shopping trips and expenses. They can also provide information about favorable offers to other
customers. Moreover, customers who continuously make purchases in the stores they know will
be better aware of the environment and the range of products in these stores. Thus, they will
properly plan their purchases and buy what they need.

All these results of various studies indirectly confirm that people plan their purchases
before going to the store and try to stick to their plan during sales. Further, we will focus on
different shopping motivations and buying behaviors of customers, which can influence their

shopping trip.
1.2. Consumer behavior and shopping motivation.

Shopping is firmly established in our lives and is a common pastime these days. Shopping

helps to relieve stress, have fun, or buy the necessary goods. The pleasure of shopping may prevail
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over rational needs or vice versa. Besides, during periods of discounts and sales, we tend to make
a lot of impulsive purchases and generate a lot of things around us that are not always necessary.
Therefore, the premise of this research is to understand the value of different shopping experiences
that sales promotion has on consumers.

Sales promotion offers the benefits of various advantages to which the consumer responds
(Shimp & Andrews, 2012). The various advantages offered by sales promotion affect the
consumer's psychological assessment, after which the consumer evaluates and makes conclusions
about how profitable this offer is. However, the evaluation of profitability is not the only thing that
determines the buyer's decision to buy; it also affects the buyer's emotional and internal feelings
(Sinha & Verma, 2020).

There are two significant shopping motivations and two types of buying behaviors. Each
shopping experience allows customers a combination of compulsive and impulsive buying, as well

as hedonic and utilitarian shopping values (Gohary & Hanzaee, 2014).

1.2.1 Hedonic and Utilitarian shopping value.

Currently, retail strategies are continually evolving, focusing not only on the aspects of
utilitarian consumption but also on the satisfaction and enjoyment of customers from their
shopping. Carpenter & Moore (2009) determined that even though discount retailers such as
Walmart were considered to meet the basic, functional needs of the customer, they have become
to provide a significant level of hedonic value of purchases, which is essential for buyers.

Hedonic purchases are usually motivated by a desire for fun and pleasure, sensory
stimulation, and often include products that are thoughtless or luxurious. When we spend money
on hedonic products or services, there is often an internal conflict between the necessity to save
money and encourage our desires. It is happening because spending money on the second option
reduces the monetary resources needed to meet basic life needs (Kivetz & Zheng, 2017).

In contrast, utilitarian shopping is based on the principle of rational purchases, which is
usually based on the motivation of the need and regularly involve practical product. There are
utilitarian goods and services without which it is impossible to do, and spending money on them
has a natural justification. In their research, Babin, Darden & Griffin (1994) determined that
utilitarian value can arise from a situationally engaged consumer who collects information as
needed, so a purchase is not a necessary precursor to utilitarian purchasing value.

There is a direct link between shopping motivation and its consequences such as loyalty,
retail satisfaction, and assessment of the utilitarian and hedonic value of purchases, which has been

proven by research in retail (Arnold & Reynolds, 2003). It has also been confirmed that retailers
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can provide both hedonic and utilitarian values while the customer is shopping (Sherry, 1990).
For instance, the customer may be motivated to buy a particular item and go shopping for it, and
when s/he finds that item in the first store (utilitarian value), it can be at a reduced price (hedonic
value), (Carpenter & Moore, 2009).

Table 1.5 contains studies that have investigated various aspects related to sales promotion

and their effectiveness in the context of a utilitarian and hedonic type of product:

Table 1.5 Review of research on moderating role of

product category in the context of sales promotion

Author

Key findings

Das, Mukherjee, & Smith
(2018)

Utilitarian products are linked with prevention goals and thus the
popularity cue boosts the consumers' purchase intentions.

Whereas, hedonic products are linked with promotion goals and
therefore the scarcity cue boosts the consumers' purchase intentions.

Chaudhuri, Calantone,
Voorhees, & Cockrell

Cash rebates and Financing incentives both are effective in the
automobile industry but cash rebate is more effective in the context of
mass market whereas financing incentives are more effective in the

(2018) context of the luxury market.

_ Promotions motivate to make purchase decisions more in case of
Kivetz & Zheng hedonic product rather than utilitarian product. Promotions will support
(2017) purchase decisions if product is framed as more hedonic or having

hedonic consumption goal.
: Consumer choices toward freebie promotional packages are influenced
Liu & Chou . . .
(2016) by the characteristics of focal product and freebie products in a sales

package.

Eisenbeiss, Wilken, Skiera,
& Cornelissen

Time constraint is a factor to increases promotional effectiveness
which works more for hedonic product in comparison to utilitarian
products. Discount level works to increases promotional effectiveness

(2015) for utilitarian product more in comparison to hedonic products.

Luong & Slegh Discounts are more effective for hedonic products in comparison to the
(2014) products those cause displeasure.

Parrefio-Selva et al. Greater effect of price promotions on vice products comparatively to
(2014) virtue products.
M. W. Liu Consumers tend to buy a product even if the total utility is little or
(2014) negative because of the attractiveness of deal.
Sales promotion techniques significantly affect the purchase
Teck Weng & satisfaction and behavioural intention for convenience, shopping and
Cyril de Run speciality/luxury product. However, there is no significant effect of

(2013) sales promotion techniques preferences on purchase satisfaction and

behavioural intention for an unsought product.

Chowdhury, Micu,
Ratneshwar, & Kim (2010)

Promotion-focused messages are comparatively more persuasive than
prevention-focused messages in acquisition tasks compared to
forfeiture tasks in the context of hedonic products.

Banerjee
(2009)

For consumables products, most preferred type of promotion is volume
discount and cash discount, whereas for consumer durable products
consumer prefer non- related utilitarian freebie (NRUF) and cash
discount.

Liao, Shen, & Chu
(2009)

Utilitarian product linked more with a price discount promotion and
hedonic product linked more with a premium promotion can persuade
higher reminder for impulse buying.
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Table 1.5 Review of research on moderating role
of product category in the context of sales promotion (continuation)

Montaner & Pina Monetary promo'gions weaken the brand image of utilitarian _products

(2008) more than h_edonlc prodqct. Whereas Non-r_n_one_tary promotions are

more effective on hedonic products than utilitarian product.
Chandon et al. Monetary promotions are more supportive of the sales of

(2000) utilitarian products compared to hedonic products, while nonmonetary
promotions are more supportive of the sales of
hedonic products compared to utilitarian products.

Kempf Hedonic products are more linked with arousal feeling during the trial

(1999) use compared to a functional product. However, for hedonic product
brand cognition is not related significantly to trial evaluation. Brand
Cognitional and pleasure were significantly related with trial
evaluation for a utilitarian product.

[Source: Sinha & Verma, 2020]

According to Babin, Darden & Griffin (1994), price discounts, as a promotional tool,
affect both hedonic value and utilitarian one. By reducing the price, buyers perceive the utility of
transactions or smart feelings of the buyer that affect the hedonic value, while the discount on the
product can serve as practical completion of the task of consumption, which is a utilitarian value.
On the other hand, Chandon, Wansink & Laurent (2000) found that consumers in France respond
to commercial sales promotions are perceived as an opportunity to save money and to try a higher
quality product. For French customers saving money have a higher overall utilitarian mean than
hedonic one.

Also, it should be noted that the utilitarian and hedonic value may vary depending on the
product category. Thus, Sinha & Verma (2020) in their study determined that consumers consider
food products as a hedonic benefit. In contrast, personal care products are focused on meeting
functional needs, which corresponds to utilitarian benefit. Moreover, depending on the product
category and the value received by customers, retailers usually set price promotions for utilitarian

products, and gifts or bonuses as non-monetary promotions for hedonic products.

1.2.2 Impulsive and compulsive buying behavior.

During the sales season, people all over the world make a lot of unplanned purchases that
bring them only short-term pleasure. Every year in the US, a significant amount of money is spent
on impulse purchases (Figure 1.3). According to Statista, purchases by people aged 18 — 24 make
up half of all their purchases (Statista, 2018). In some cases, most consumers buy spontaneously,
but some of them may do this more often than others. To understand this phenomenon, researchers
focus on studying the impulsive and compulsive behavior of shoppers (Flight, Rountree & Beatty,
2012).

18



60%

50% 49%

40%

30%

20%

Share of purchases bought on impulse

10%

0%

18 to 24 25 to 34 35 to 44 45 to 64 65+

Figure 1.3 Percentage of U.S. consumers' purchases bought on impulse as of 2018, by age group
[Source: Statista, 2018]

According to Beatty & Ferrell (1998), impulsivity is the degree to which an individual
can make unintended, spontaneous, and non-reflexive purchases with no pre-shopping intentions
either to buy a specific product or to perform a specific purchasing task. Most customers at least
occasionally make purchases on impulse, which is essential for marketers, since this is a form of
purchasing action (Prashar et al, 2015).

Price is a crucial factor that affects an impulsive purchase. The number of unpredictable
purchases increases if a person's mood rises at the sight of unexpected savings. So, an unexpectedly
low price makes buyers think they are spending less than they originally planned, which leads
them to buy impulsively (Heilman et al., 2002). According to Liao et al. (2009), customer's
impulsive behavior is especially evident when they are offered an instant-reward promotion, such
as a reduced price or free goods. Thus, the impact of sales promotion strategies is significant on
buyers’ impulsive purchases.

Another buying behavior is compulsive buying, which is defined as the consumer's
tendency to be concerned about a purchase. It can be manifested through the lack of impulse
control over the purchase or regularly recurring purchases (Ridgway, Kukar-Kinney & Monroe,
2008). These people cannot control this behavior (Mowen & Spears, 1999), and the
aforementioned is often due to internal stress or problems in which buyers have little regard for
financial, social, or personal consequences (Flight, Rountree & Beatty, 2012). Also, compulsive

buying can be associated with shopaholic or excessive purchases (Lim et al., 2020).
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Even though customers with compulsive behavior often spend more than they can afford,
experience difficulties with credit cards, and frequently suffer financially and psychologically
(Roberts & Jones, 2001), they are price-conscious. Kukar-Kinney, Ridgway & Monroe (2012) in
their study, found that compulsive buyers more price-conscious, and they have higher store price
knowledge than non-compulsive buyers. Therefore, compulsive buyers get more pleasure from a
higher transaction value when taking advantage of a price promotion or a discount offer. Their
purchases are more related to choosing the right product or brand at an attractive price, rather than
mitigating negative feelings through shopping.

1.2.3 Interconnections between shopping motivations and buying behaviors.

Many studies that analyze impulsive and compulsive consumer behavior refer to hedonic
and utilitarian values that influence the perception of buying behavior. Conversely, the study of
hedonic and utilitarian values is connected with impulsive and compulsive behaviors. Therefore,
it is important to mention how they intersect.

Babin, Darden & Griffin (1994) determined that impulsive purchases lead to more hedonic
responses and are less likely to satisfy utilitarian needs. According to the authors, the same
relationship is observed with compulsive behavior; it reflects a hedonistic value, but not a
utilitarian one. They claim that consumers can use this type of shopping as a therapy to manage
their emotions.

Against Babin, Darden & Griffin (1994), Lim et al. (2020) found that utilitarian value is
positively associated with impulsive purchases. It is easier for consumers to make impulsive
purchases when they prioritize money and time as a utilitarian value. This influence is especially
evident in the purchase of fashion goods (Park et al., 2012).

Additionally, impulsive purchases are enhanced by the effect of socialization in shopping
centers, which contributes to the manifestation of hedonic tendencies, since various advertising
incentives are used there (Prashar et al, 2015).

In the context of sales promotion, research has shown that utilitarian products are more
associated with price discounts, while hedonic products are associated with prizes or gifts the
buyer can get after the deal that influence making an impulsive purchase (Liao et al., 2009).
Besides, getting a discount on the desired product can cause additional pleasure for consumers
allowing them to achieve more significant hedonic benefits, not only on impulsive but also

compulsive purchases (Kukar-Kinney, Ridgway & Monroe, 2012).
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1.3 Marketing literacy and marketing skepticism.

Marketing skepticism and marketing literacy is the most popular and discussed topic in
recent years. Interest in the study of consumer perception of marketing impact and its attitude to
itis raising. It is confirmed by an increase in the number of publications in this area (Golovacheva,
2016). Research in the field of knowledge about persuasion usually focuses on two factors that
affect the perception of marketing messages. The first factor comes from people's knowledge of
attempts to persuade, and the second factor is the distrust felt for the marketing message, which is
also often called skepticism (Isaac & Grayson, 2019).

The knowledge about marketing persuasion is the basis for the formation of marketing
skepticism and marketing literacy of consumers. In researches, marketing skepticism is defined as
distrust, which is sometimes experienced by the customers concerning the market and marketing
tools (Isaac & Grayson, 2019). According to Obermiller & Spangenberg (1998), the factors that
shape skepticism can be very different such as social interactions, customers' experiences related
to the market, or media comments and discussions about how people are affected by marketing
and advertisement.

It has been found that people who are skeptical of advertising are conservative about it and
less likely to be convinced. In her research, Fong Yee Chan (2019) proved that people with a low
level of skepticism and perceived credibility of advertising could positively affect the results of
product promotion. On the contrary, a high level of skepticism leads to a more negative perception
of the brand in advertising since such buyers do not like it when they are intentionally manipulated
or sold something.

Marketing literacy not only applies to people whose education or professional activities are
related to marketing or those who have studied marketing closely at university and conducted
research on it. Today, consumers who are familiar with the ideas, goals, and marketing methods
and advertising also belong to the group of marketing-literate consumers. It was determined that
the consumers' expression of skepticism about the techniques used by marketers and their
confidence in evaluating advertising statements and making judgments is proof that consumers are
becoming literate in the field of marketing (Macdonald & Uncles, 2007).

In 2017 Golovacheva K. S. and Smirnova M. M. developed a structural model that
identifies the key components of consumer knowledge about marketing impact and determines the
relationship between them. Based on this structural model, they created a typology of consumers.
Since the authors have collected and analyzed the most fundamental research in the field of
marketing impact knowledge, their typology of consumers will be considered in the following part

of this research.
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The authors identify the following factors that influence the formation and development

of knowledge about marketing impact and cause their differences:

e socio-historical factors include the historical context, consumer culture, or
consumer mentality;

¢ individual factors are based on consumer activity and involvement in market
transactions, personal experience of interacting with the market and experiences
associated with it;

e market factors consist of common marketing tactics, government regulation of

marketing activities, and the level of market development.

These factors and knowledge about marketing impact determine how consumers perceive
and respond to attempts at marketing influence.

Further, the authors combine consumers with similar knowledge of marketing impact and
divide them into segments based on the level of marketing skepticism and marketing literacy

they have, identifying four "ideal types™ of consumers (Figure 1.4):
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Figure 2.4 A typology of consumers by the level of marketing skepticism and marketing literacy
[Source: Golovacheva & Smirnova, 2017]

Illiterate enthusiasts have a low level of marketing literacy and marketing skepticism.
They are very sensitive to attempts at marketing influence and can become victims of unfair
marketing tactics. According to the authors, this may occur as a result of a low level of interaction

with companies or due to an undeveloped market.
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Competent skeptics are the exact opposite of illiterate enthusiasts. Their level of marketing
skepticism and literacy are high. These consumers have a somewhat critical view of marketing
that was formed as a result of the personal negative experience of interacting with the company or
market. They effectively cope with the impact of marketing but sometimes can make unprofitable
decisions due to a negative perception of the company's actions.

Iliterate skeptics combine a high level of marketing skepticism and a low level of literacy.
Due to inexperience with marketing, this combination may lead to an incorrect evaluation of
marketing offers and rejection of profitable offers.

Competent enthusiasts mix a high level of marketing literacy and a low level of marketing
skepticism. Such consumers know marketing well and can effectively respond to attempts at
marketing influence since their professional sphere is connected with this subject of science.

Thus, marketing skepticism and marketing literacy are two closely related concepts. These
concepts will be used to describe the impact on customers' shopping planning and adherence to
the purchase plan. The typology of consumers by levels of marketing skepticism and marketing

literacy described above will be used in further research.

1.4 Research model development.

Research hypotheses have been formulated based on previous studies. Despite the close
relationship between the utilitarian and hedonic value displayed by customers during periods of
reduced prices in stores, the authors of previous researches determined that discounts on goods
lead to the practical completion of the task of consumer consumption (Babin, Darden & Griffin,
1994) and saving money (Chandon, Wansink & Laurent, 2000), which defines the utilitarian
motivation of shopping. Thus, we expect that the utilitarian motivation of shopping will prevail

over the hedonic one during sales periods.

H1: Customers who take advantage of sales offers will be more prone to have a utilitarian
shopping motivation than a hedonic one.
H2: A tendency to utilitarian shopping motivation has a positive effect on (a) a propensity

for shopping planning, (b) compliance with a prepared shopping plan during sales.

Many customers make their purchases spontaneously, being under the influence of the
moment that defines their behavior as impulsive and compulsive. (Flight, Rountree & Beatty,
2012). With compulsive behavior, buyers are more price-conscious (Kukar-Kinney, Ridgway &
Monroe, 2012), while impulsive behavior shows that a temporary decrease in price is a crucial

factor for unplanned purchases (Heilman et al., 2002). In connection with these findings, we
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assume that impulsive buying behavior will be more considerable during sales seasons than
compulsive buying behavior. Also, buyers with impulsive buying behavior before going to the
store will tend to plan their shopping list and stick to this plan, after which they can take advantage

of the opportunity to make unplanned purchases (Lennon, Johnson & Lee, 2011).

H3: Customers who take advantage of sales offers will be more prone to have impulsive
buying behavior than compulsive buying behavior.
H4: A tendency to impulsive buying behavior has a negative effect on (a) a propensity to

plan purchases, (b) compliance with a prepared shopping plan during sales.

According to Golovacheva & Smirnova (2017), a high level of marketing skepticism leads
the buyer to reject beneficial offers due to biased evaluation of marketing actions. People with a
low level of skepticism, on the contrary, will show a positive attitude to the advertised brand or
product if they believe that the accompanying ad looks believable (Fong Yee Chan, 2019). Based
on these findings, we expect that people who have a low level of marketing skepticism will be
more likely to make purchases during sales, and this will also have a positive impact on making a

shopping plan and sticking to a made shopping plan while shopping.

H5: Customers with a low level of marketing skepticism will be more prone to make
purchases during sales than customers with a high level of marketing skepticism.
H6: A low level of marketing skepticism has a positive effect on (a) the propensity to plan

purchases, (b) compliance with a prepared shopping plan during sales.

Marketing literacy refers to the ability of customers to understand advertising techniques
and understand the messages that underlie it. Marketing literacy leads customers to a better
understanding of markets and the ability to use this knowledge to achieve better consumer
solutions (Golovacheva & Smirnova, 2017). In this paper, we assume that a high level of marketing
literacy will affect the propensity of customers to buy during sales, as well as plan their purchases

and commit with a prepared shopping plan.

H7:. Customers with a high level of marketing literacy will be more prone to make
purchases during sales than customers with a low level of marketing literacy.
H8: A high level of marketing literacy has a positive effect on (a) the propensity to plan

purchases, (b) compliance with a prepared shopping plan during sales.

In this master thesis, we introduce a typology of sales based on the frequency of sales

holding per year. We assume that the above effects (formulated in hypotheses) will also differ
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depending on the type of sale. Purchase planning and compliance with the purchase plan will be
adjusted during sales, depending on the type of sale. These outcomes are based on indirect
indications about planning purchases, which were found during the literature analysis. Thus, we

can make the following proposition:

The effects mentioned above (H1- H8) will differ depending on the type of sales.

Based on the literature analysis and research hypotheses, a conceptual model of the current
study was formed (Figure 1.5). Shopping planning and compliance with the purchase plan were
divided into two resulting variables, which will be influenced by factors such as customers'
hedonic and utilitarian shopping motivation, impulsive and compulsive buying behavior,
marketing skepticism, and marketing literacy. Since we assume that the main effects will vary

under the influence of different types of sales, we have been marked this influence with dashed

lines.
Shopping -
planning Types of sales
Shopping Buying Marketing Marketing _
Motivation Behavior Skepticism Literacy M FIQ?J?]Ie
Commitment
to the plan .

Figure 1.5 Conceptual model of the research
[Source: Created by author]

Summary of Chapter 1.

This chapter discussed the sales promotion concept and its types, customers’ hedonic and
utilitarian shopping motivation, impulsive and compulsive buying behavior, as well as marketing

skepticism, and marketing literacy of buyers.
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The types of sales held in Russia and its difference were considered in detail. Based on
these reflections, three types of sales by frequency per year were formed and justified for this
study. Based on existing studies, research hypotheses were formulated, and a conceptual model of
the current study was presented.

Chapter 2 will describe the research design of the current study, as well as the determination
of research methods. The questionnaires will be developed, and the collection of the data explained

and discussed.
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CHAPTER Il. DEVELOPMENT OF RESEARCH DESIGN FOR ANALYSIS AND
COLLECTION OF THE DATA.

This chapter contains the research design of this study. It will describe the empirical
research methodology, the development of the questionnaire, and the collection of the data for this

study. Also, in this chapter the descriptive statistics of the sample will be provided.

2.2 Methods and data collection

The empirical study was performed in a mixed format and consist of a qualitative and
quantitative study.

The qualitative study of empirical research aims to identify and confirm the factors that
influence whether the customer will shop during short-, middle- and long-run sales and the process
of planning purchases and compliance with the purchase plan during these types of sales. The
reason for choosing this method is since it allows to identify the underlying reasons why customers
choose or do not choose sales to purchase products at discounts and how they relate to planning
their purchases during these periods. The questionnaire structure for the qualitative method
consists of open questions.

The quantitative study's objective is to identify the extent of the influence of factors that
affect the behavior of buyers during the three types of sales identified at the stage of in-depth
interviews. This method is an online - survey, the results of which were analyzed and discussed.
The structure of the questionnaire for the quantitative method consists of open and closed

questions.

2.2.1 Qualitative study.

As part of the qualitative study, a series of in-depth interviews were conducted to identify
and confirm factors that determine the attitude and behavior of customers during sales periods.
Black Friday sale was chosen as the main topic of the interview. Earlier, in this work, Black Friday
was defined as a long-run sale, which is held once a year. The choice of this particular sale was
due to several reasons. Firstly, this sale was chosen as a "universal” sale, in which almost all
Russian retailers participate and provide a different set of products at discounts. Secondly, this
sale is not timed to any event or holiday and is designed to fit any category of customers. Thirdly,
in-depth interviews were conducted in November 2019. In 2019, Black Friday in Russia was
officially held for three days - from November 29 to December 1. Therefore, it was essential for

us to understand how well Russian buyers are aware of this sale, whether they are going to take
27



advantage of buying products at discounts and whether they are preparing for it by making a
shopping list.

The respondents were selected according to their personal desire to participate in the
interview. All of them received a mini-questionnaire before the in-depth discussion, with questions
that determined their age, marital status, having children, and their occupation. Respondents were
chosen in such order that their age, marital status, and profession did not recur with other
respondents to obtain the relevant information for the research. The respondents were selected
from 18 to 55 years, as this category is not only the most active in terms of Internet use but also
can independently make decisions about buying goods at sales. Also, with closed-ended questions
like "are you going to take advantage of the upcoming Black Friday discount offers?”, it was
determined on which block of questions it is necessary to conduct a conversation with the

respondent (Appendix 1). There were five such blocks:

e General questions about different types of sales;

e General questions about Black Friday;

e Questions for respondents who took advantage of discount offers during Black Friday
last year (in 2018);

¢ Questions for respondents who planned to take advantage of discount offers during the
upcoming Black Friday (in 2019);

e Questions for respondents who do not use discount offers during Black Friday sales.

A total of 13 respondents took part in the in-depth interviews. All interviews were recorded
on a voice recorder with the verbal permission of the respondents. After that, the voice recordings
were transcribed into written text based on which the content analysis was performed. The results

of content analysis are presented in the Table 2.1:

Table 2.1 Findings from in-depth interviews
Findings Citation

Most respondents participate in sales at least | “I participate four times per year, during
twice a year. However, they do not always seasonal sales, and such big sales as Black
remember when certain sales take place and Friday and Cyber Monday.”

react only to ads about them.
Most respondents do not remember what kind | “I do not remember, but it was probably some
of impulsive purchases they made during the | clothing...”

Black Friday sale.
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Table 2.1 Findings from in-depth interviews (continuation)
The respondents (13) mentioned that they do | “I feel more neutral emotions, closer to
not believe in Black Friday discount offers in | skepticism, because this event has gained
Russia. popularity in Russia, there is a comment with
which | agree that there cannot be quiet
discounts of 70-80% for a group of some
electrical equipment...”

All respondents would recommend taking “I will advise my friend to take advantage of

advantage of Black Friday discount offers for | discount offers during Black Friday sale

their friends because it can be profitable. because he can profitably buy the thing he
likes.”

Even though respondents are skeptical, they “I really wanted LEGO, and I looked at the
continue to monitor the prices of their favorite | prices because I knew it would be Black
products on Black Friday sale. Friday sale... Also, | followed the price of the
cream that | use every day; maybe there will
be a discount...”

Some respondents were not going to shop “At the moment, I do not have a well-
without a pre-made list in the upcoming thought-out list of what | need. Although I
Black Friday sale. might have looked at New Year’s items or

gifts, however, | think that if 1 go now
without a list, I will spend more than planned
on things that will later turn out to be
unnecessary.”

Usually, respondents make a shopping plan of | “I keep a list of what I need to buy, but it is
what they want to buy but do not adjust it to not timed for sales...”

particular sales.

After completing the purchase plan, “When I was buying 3-5 shirts, | could buy a
respondents can make additional “small” few extra ties that in non-sale periods | would
purchases. have been unlikely to buy...”

Thus, a qualitative study results confirmed shopping motivation, purchasing behavior,
marketing skepticism, and marketing literacy among Russian buyers who make purchases at sales.
It was also found that respondents remember many sales held by retailers, such as seasonal sales
and regular sales, in addition to describing their shopping experience at the Black Friday sale.
Based on these results and the literature review, a questionnaire for quantitative research was

compiled.

2.2.2 Quantitative study.

As part of the quantitative research, an online survey was conducted. The survey was
developed based on a conceptual research model and the results of in-depth interviews. The survey
was compiled that it was possible to test the research hypotheses and check the proposition

described in the first chapter of this work.
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The survey consisted of four different parts and eight sections (see more details in
Appendix 2). Each section included a particular set of questions. The name of each section and the
number of its questions are shown in Table 2.2:

Table 2.2 Sets of questions

Set of questions Number of questions
Part 1 General questions about shopping planning 5
Questions about short-run sales 11
Part 2 Questions about middle-run sales 12
Questions about long-run sales 13
Part 3 Marketing skepticism and marketing literacy 17
Buying behavior 12
Shopping motivation 14
Part 4 Socio-demographic characteristics 9

The first part of the questionnaire was introductory. The respondents were asked how often
they plan their purchases, how often they adhere to the purchase plan, and how much time they
spend on planning their purchases. Also, respondents were asked about the products they buy at
various sales or discounts, in which shop they mostly do it. These questions were directed to
remind them of their shopping experience during sales periods.

The second part contained three sets of questions. It was given regarding short-, middle-
and long-run sales that were defined in the first chapter. In each of these sets, respondents were
asked to answer two filter questions about whether they buy at particular sales and whether they
plan their purchases. In case the respondent positively answered the two filter questions, s/he was
asked several questions about their experience of planning purchases and compliance with the plan
during a particular sale. Those who responded negatively to the filter questions were automatically
sent by questionnaire to the following sets of questions.

The purpose of the third part of the questionnaire was to evaluate the constructs under this
study. Each section was aimed at measuring marketing skepticism and marketing literacy,
shopping motivation, and buying behavior. The scales were selected based on their significance in
other studies. These scales were adapted and adjusted according to sales. All items of scales were
measured by a five-point Likert scale from “1” to “5”, where “1” - “strongly disagree” and “5” -

“strongly agree.” The scales adopted in this study are summarized in Table 2.3:

Table 2.3 Multi-item scales

Variable Items Source
Marketing skepticism 9 items Macdonald & Uncles (2007)
Marketing literacy 8 items Obermiller & Spangenberg (1998)
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Table 2.3 Multi-item scales

Impulsive buying behavior 6 items )
: _ i i Flight, Rountree & Beatty (2012)
Compulsive buying behavior 6 items
Utilitarian shopping motivation 5 items ) o
: i _ i Babin, Darden & Griffin (1994)
Hedonic shopping motivation 9 items

The final part of the survey contained socio-demographic factors. It consisted of 9 basic
questions: gender, age, residence, educational degree, employment status, leisure activities,
marital status, having children, and income level.

Since the final version of the questionnaire was quite large and time-consuming for the
respondent, it was decided to publish it in the style of storytelling. Between questions, the survey
contained phrases that created a sense of dialogue between the researcher and the respondent, such
as "Tell us a little more about your shopping experience. It is exciting to listen". Also, several
images were added to the survey that does not push the respondents to any specific answers but
allows them to distract from the monotonous reading of questions. This technique permitted
respondents to pass the survey more efficiently and carefully, which was confirmed by some of
them in the feedback.

2.3 Data collection.

For this study, a sample was taken from the entire population. It includes all people living
in the territory of Russia. The data was collected through the publication of the survey in popular
social media. The survey was published in the Instagram photo and video sharing app and was
advertised in the famous Russian app - VK. The questionnaire was also distributed through a
popular channel such as Telegram. The questionnaire was completely anonymous in order to
contribute to the willingness of respondents to give truthful answers.

To increase the number of responses and make the respondents more motivated, they were
invited to participate in a prize draw. To do this, they had to fill out the form entirely and leave
their contacts at the end of the survey. Under the terms of the lottery, participants could fill out a
form to get a prize and distribute the form to their friends and acquaintances to increase the number
of prizes and chances of winning. This incentive for completing the questionnaire allowed us to
collect 553 responses. The terms of the lottery can be found in Appendix 3.

The answers received were without missing data since the questionnaire contained

guestions marked as mandatory questions. All responses were carefully checked. Responses from

31



respondents who do not live in Russia or under 18 years old were deleted. After screening the data,

only 493 responses were allowed for further analysis.

Socio-demographic characteristics of the sample are presented in Table 2.4:

Table 2.4 Descriptive statistics

Characteristics Item Frequency  Percentage
Gender Male 92 18.7
Female 401 81.3
Age 18-25 years old 156 31.6
26-35 years old 101 20.5
36-45 years old 114 23.1
46-55 years old 91 185
56-65 years old 26 5.3
66—75 years old 5 1.0
Education Secondary degree 19 3.9
Specialized secondary degree 36 7.3
Incomplete higher degree 72 14.6
Higher degree 356 72.2
Academic degree 10 2.0
Employment status Unemployed 37 75
Students 105 21.3
Business workers 179 36.3
Budget institution workers 101 20.5
Entrepreneurs 43 8.7
Retirement 15 3.0
Marital status Married 218 44.2
Have relationship 108 21.9
Not married/have relationships 106 215
Divorced 48 9.7
Widowed 13 2.6
Children presence No 225 45.6
1 129 26.2
2 112 22.7
More than 3 27 55
Income level 1 1 0.2
2 14 2.8
3 232 47.1
4 161 32.7
5 60 12.2
6 25 51

Descriptive analysis has shown that the vast majority of the sample are women 81.3%, and

the remaining part (18.7%) is men. This distribution may be related to the topic of the
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questionnaire, which is dedicated to sales and shopping, as women are more disposed to this
activity (Gohary & Hanzaee, 2014).

The majority of respondents are in the age group of 18-25 years old (31.6%) and 36-45
years old (23.1%). They are followed by the group of 26-35 and 46-55 years old, represents 20.5%
and 18.5% of the sample, respectively. The remaining groups over 55 years old make up 6.3% of
respondents who answered the survey.

The largest group of the sample has a higher degree and represented by 72.2%. Regarding
occupation, the sample has responses from business workers (36.6%), budget institution workers
(20.5%), and entrepreneurs (8.7%). Also, there are students (21.3%), unemployed respondents
(7.5%), and respondents who are retired (3%).

The sample consisted of 44.2% married respondents, respondents who have relationships,
or do not have relationships divided almost equally 21.9% and 21.5%, respectively. Also, some
respondents are divorced (9.7%) and widowed (2.6%). Regarding children's presence in the
family, the sample had the following responses: 268 respondents have one, two or more than two
children (54.4%), and 225 respondents do not have any children (45.6%).

Regarding the respondents' income status, they were asked to choose which statement of
income level describes their financial situation better. It was done to get the most truthful answer
and avoid biases since everyone has a different attitude to spending. The distribution by income

levels is shown in the Figure 2.1:

INCOME LEVEL

5.1% 1 There is no enough money even for food.
2 There is enough money to buy food.

3 There is enough money to buy food and
clothing.

B 4 Buying durable goods does not cause
difficulties.

B 5 There is enough money for a new car.

B 6 We have no financial difficulties.

Figure 2.1 Income level distribution
[Source: Created by author]

Descriptive analysis showed that 232 (47.1%) respondents have enough money to buy food

and clothing, but they have to save money to buy durable goods. 161 (32.7%) respondents can
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easily afford to buy goods such as a refrigerator or TV, but buying a car or apartment is difficult

for them. 60 (12.2%) respondents can afford to buy a car, and 25 (5.1%) respondents indicated

that they could afford to buy relatively expensive things, such as an apartment or a cottage. In the

minority, some respondents only have enough money to buy food — 14 (2.8%), and one respondent

indicated that there is not enough money even to buy food (0.2%).

Additionally, information regarding respondents’ shopping habits was also collected

(Table 2.5).

Table 2.5 Descriptive statistics of habits

Characteristics Item Frequency  Percentage
Shopping planning Never 42 8.9
Rarely 141 29.8
Sometimes 159 33.6
Quite often 106 22.4
Very often 25 5.3
Commitment to the plan Never 44 9.3
Rarely 73 154
Sometimes 107 22.6
Quite often 196 414
Very often 53 11.2
Time for planning Never plan 42 8.5
Few hours before 199 40.4
One day before 92 18.7
Few days before 123 24.9
Few weeks before 14 2.8
One month before 1 0.2
Few months before 3 0.6
Other 19 3.9
Products typically purchased Food and beverages 261 121
at sales Liguors 148 6.9
Cleaning supply 226 10.5
Clothes 341 15.8
Footwear 291 135
Accessories 102 4.7
Baby products 64 3.0
Home appliances 118 55
Electronics 100 4.6
Home furnishing 107 5.0
Beauty care 148 6.9
Online courses 71 3.3
Digital media 51 2.4
Travelling 126 58
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Table 2.5 Descriptive statistics of habits (continuation)

Stores typically used Markets and fairs 67 4.6

for shopping Booths 42 2.9
Supermarkets 353 24.2
Hypermarkets 295 20.2
Discount store 70 4.8
Shopping malls 366 25.1
Online stores 267 18.3

As it can be seen from the descriptive statistics analysis, most respondents sometimes
(33.6%) plan their purchases, followed by respondents who rarely plan (29.8%) and often plan
(22.4%) their purchases. Those who never plan their purchases make 8.9% or, in contrast,
respondents who always prepare their shopping lists perform 5.3%. With these indicators,
respondents who make a shopping plan before going to the store often commit to this shopping
plan (41.4%), the next group of respondents sometimes commit to their purchases on the list
(22.6%), the rest of respondents rarely follow (15.4%) or very often follow their lists of purchases
(11.2%).

Also, respondents were asked how much time in advance they plan their purchases. The
most popular response was a few hours before shopping (40.4%), a few days (24.9%), and one
day before shopping (18.7%). The rest of the answers were not popular, which means that people
do not plan their purchases so far before sales, such as a few weeks (2.8%), a month (0.2%), or a
few months (0.6%). The "other" option included responses where respondents mostly said that all
their planning depends on the situation. For example, one of the respondents answered in the
survey: "Sometimes | go to the store for a specific thing (ex. for a swimsuit in March), and
sometimes | go shopping based on my mood; then | do not plan to buy something at all.”

Respondents were asked to choose which products they usually buy at sales and in which
types of stores they do it. They could choose several answers to these questions. The most popular
category of goods purchased during sales was clothes (15.8%), footwear (13.5%), food and
beverages (12.1%), and cleaning supply (10.5%). All other product categories were equally
distributed by the frequency of purchases at sales among respondents. Lastly, shopping malls
(25.1%), supermarkets (24.2%), hypermarkets (20.2%), and online stores (18.3%) were the most

popular stores for shopping.

Summary of Chapter I1.

In this chapter, the research methods were discussed. A mixed research method was

accepted for the study. The in-depth interview was chosen as qualitative marketing research; the
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purpose was to collect data on the actual motives of consumers ' behavior during sales. The online
survey was chosen as a quantitative research method to quickly obtain primary data from
customers about their shopping experience during different types of sales.

The development of questionnaires and data collection was discussed. The choice of 6
constructs for online-survey was explained. These constructs were taken from existing marketing
studies and consisted of: utilitarian and hedonic shopping motivation, impulsive and compulsive
buying behavior, marketing skepticism, and marketing literacy. Two constructs were developed
to determine the propensity to plan purchases and compliance with the purchase plan during three
different types of sales. All collected data were checked and processed. The results of the
descriptive statistics are exhibited.

In Chapter 3, a detailed analysis of the data will be provided, as well as the study results,

and their application will be explained and discussed.
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CHAPTER I11. MODEL ANALYSIS AND DISCUSSION.

This chapter is dedicated to a detailed analysis of the data and discussion of the study
results. It consists of five sections. The first section begins with a preliminary analysis of the data.
The data of short-, middle- and long-run sales will be investigated in the second section. Then the
hypotheses will be tested, and a report on the results will be presented. The chapter concludes with

a discussion of the results, and practical implications for marketers.

3.1 Factor analysis results.

In this master thesis, dependent and independent variables were measured using multi-item
scales, which were verified and empirically tested by other researchers in existing studies. These
scales namely are utilitarian and hedonic shopping motivation, impulsive and compulsive buying
behavior, marketing skepticism, and marketing literacy. These scales were taken and adapted for
the current research. Also, other studies have verified the reliability of these scales. However, all
of them were built by foreign scientists and tested in other countries. Thus, we required to be sure
that these scales can be applied to measure the shopping habits of Russian customers.

Moreover, all items were translated into Russian and modified following the conditions
under which customers make purchases during sales. Additionally, shopping planning scale and
compliance with a shopping plan scale were explicitly developed for the current study. These
scales have not been empirically tested in any study before. Therefore, it was necessary to check
the reliability of all scales.

In order to assess the reliability of the scales, the Cronbach's alpha indicator was calculated.
This indicator shows internal consistency between items within the same scale. Typically, the
Cronbach's alpha indicator should have a coefficient higher than 0.70, which means that the scale
is reliable. Preliminary analysis of reliability showed that all scales used in this study are reliable.
Their indicator is more than 0.70, except the scale of the utilitarian shopping motivation, which
showed the coefficient 0.55.

Further, exploratory factor analysis was conducted to solve the issue with the utilitarian
shopping motivation scale and reduce the dimension of variables. All analysis was carried out in
the SPSS statistical program. Each variable was assigned with its shorter name for comfortable
reading of results.

Table 3.1 shows all dependent and independent variables with their corresponding names.

These names will be used in this work to explain the results of the analysis.

37



Table 3.1 Names of constructs

Construct Name
Marketing skepticism MS
Marketing literacy ML
Impulsive buying behavior IB
Compulsive buying behavior CB
Hedonic shopping motivation HV
Utilitarian shopping motivation uv

Factor analysis was performed using the principal component method, and the rotation
technique was chosen in favor of Varimax rotation as the most frequently used. Further, in the
course of repeated manipulations of the factor analysis, items with a value of less than 0.5 and
items that showed cross-loading on the components were excluded. A total of 3 items were
excluded: CB6, ML4, MLS5.

Also, the two constructs were split into two independent factors during the factor analysis.
The first UV construct was divided into a utilitarian shopping motivation associated with rational
buying during shopping (UV1) and a utilitarian shopping motivation related to shopping
productivity (UV2). Another ML construct is divided into marketing literacy concerning
advertisement (ML1) and marketing literacy demonstrated during shopping (ML2).

The final model consisted of 8 factors and 40 items. The Kaiser-Meyer-Olkin Test and
Bartlett's Test of Sphericity showed a coefficient of 0.876 and confirmed the significance. The
selected factors explain 62% of the variance observed in the sample. After EFA analysis, each
factor again was tested for reliability by Cronbach's alpha. All factors showed reliability above
0.7, and the utilitarian shopping motivation scale increased to its maximum value of 0.69. EFA
results can be observed in Appendix 4.

To confirm the results of the factor analysis, particular indicators were calculated to
determine convergent validity. Convergent validity is confirmed by the Composite Factor
Reliability (CR) and Average Variance Extracted (AVE). The results of the calculations are shown
in Table 3.2.

Table 3.2 Convergent validity and scale reliability

Factors AVE CR CA
HV 0,540 0,913 0,914
MS 0,551 0,916 0,899
IB 0,492 0,870 0,861
CB 0,496 0,797 0,750

ML1 0,636 0,840 0,800
uvi 0,449 0,762 0,690
ML2 0,448 0,705 0,799
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Further, an analysis was conducted for each type of sales, namely short-run, middle-run
and long-run sales. The analysis of each type of sale corresponds to its sub-chapter. A Mann-
Whitney U-test, two binary logistic regressions, and two multiple linear regressions were

performed for each sale. Estimates and analysis results are provided following in this chapter.

3.2 Short-run sales.

As was described earlier, short-run sales are regular and can be found in every store. They
can include "Happy hours™ promotion when on a particular day and time, there are significant
discounts on a specific product or "Super price™ on a yellow tag with the news of a temporary cut-
off price. Usually, such sales are held by retailers at least once a month.

First, it was necessary to determine whether there is a difference between buyers and non-
buyers according to the factors identified at the stage of EFA analysis. It was necessary to verify
the normality of the distribution of the analyzed variables, to understand which test to conduct for
the parameters of the sample and get results. For this purpose, the Shapiro-Wilk test was used,
which showed that all predictors' significance is lower than the coefficient 0.05. It reflects that the
data does not have a normal distribution, so it was necessary to conduct a nonparametric test. The
most commonly used is the Mann and Whitney U-test, a well-known test for nonparametric
comparison of two independent samples. The results of the Mann-Whitney U-test are shown in
Table 3.3.

Table 3.3 Mann-Whitney test for short-run sales

HV uvl uv2 1B CB MS ML1 ML2
Mann-Whitney U 24618 | 29818 | 28019,5 | 29927,5 | 27706,5 | 23375,5 | 28033,5 | 18165,5
Wilcoxon W 60933 | 55018 | 64334,5 | 66242,5 | 64021,5 | 59690,5 | 64348,5 | 54480,5
z -3,500 | -0,198 -1,374 -0,127 -1,606 -4,292 -1,337 | -7,646
Asymp. Sig. (2-tailed) | 0,000 0,843 0,169 0,899 0,108 0,000 0,181 0,000

There is a statistically significant difference between buyers and non-buyers in terms of
hedonic shopping motivation, marketing skepticism, and marketing literacy regarding shopping
(p < 0.05). Table 3.4 shows how different these indicators are between those who buy during
regular sales and those who do not buy.

Table 3.4 Test statistics for short-run sales

Factor N Mean Rank Sum of Ranks
non-buyers 269 226,52 60933
HV buyers 224 2716 60838
non-buyers 269 2219 59690,5
MS buyers 224 277,15 62080,5
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Table 3.4 Test statistics for short-run sales (continuation)

ML2

non-buyers

269

202,53

54480,5

buyers

224

300,4

67290,5

Based on the U-test results, buyers who take advantage of sales offers experience more
shopping enjoyment during this type of sales than those who do not buy during these periods.
Also, buyers are less skeptical concerning commercials about upcoming sales or advertised
products. Moreover, buyers' level of marketing literacy is much higher than that of non-buyers at
regular sales. These customers can find benefit deals while shopping.

The next step in the analysis was to determine the probability of a purchase occurring
during regular sales, depending on the independent variables. A binary logistic regression was
conducted for this purpose. The Enter method was chosen as the estimation method, in which all
independent variables are simultaneously involved in the calculation. Also, the logistic regressions
were tested for stability, non-bias, and homoscedasticity. The conducted validation showed that

the regression meets all these requirements. The estimation results are shown in Table 3.5.

Table 3.5 Binary logistic regression predicting the probability
of purchase for short-run sales

B S.E. Wald df Sig. Exp(B)
HV 0,138 0,12 1,336 1 0,248 1,148
Uv1 -0,606 0,177 11,656 1 0,001 0,546
UVv2 0,127 0,08 2,513 1 0,113 1,136
1B -0,279 0,13 4,646 1 0,031 0,756
CB 0,019 0,141 0,018 1 0,895 1,019
MS 0,308 0,139 4,904 1 0,027 1,361
ML1 -0,207 0,115 3,27 1 0,071 0,813
ML2 1,236 0,167 54,421 1 0,000 3,441
Constant -2,182 0,799 7,448 1 0,006 0,113

(Sample size for calculation: full sample collected for short-run sales)

The binary regression model showed that utilitarian shopping motivation (B = -0.61, Wald
x2(1) = 11.66, p = 0.001) impulsive buying behavior (B = -0.28, Wald x2(1) = 4.65, p = 0.03), the
level of marketing skepticism (B = 0.31, Wald x2(1) = 4.9, p = 0.027) and the level of marketing
literacy demonstrated during shopping (B = 1.24, Wald x2(1) = 54.42, p = 0.000), statistically
significantly predict that customers will purchase goods at regular sales.

Based on the obtained coefficients, it is possible to predict the probability of purchase for
each particular respondent in the sample during the regular sale. Using the formula of probability,
it was calculated that the customer with balanced predictors (UV1, IB, MS, ML2 = 3) could buy
the goods at the regular sale with a probability of 55%.
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The next step was to calculate a binary logistic regression to determine the probability of
making a purchase plan among shoppers during regular sales. The same variables were predictors

of probability and are shown in Table 3.6.

Table 3.6 Binary logistic regression predicting the probability

of planning purchases for short-run sales

B S.E. Wald df Sig. Exp(B)

HV -0,203 0,209 0,939 1 0,333 0,816
Uvi 0,092 0,289 0,101 1 0,751 1,096
Uv2 -0,001 0,14 0 1 0,995 0,999
IB -0,318 0,219 2,106 1 0,147 0,728
cB 0,387 0,236 2,684 1 0,101 1,473
MS -0,03 0,219 0,018 1 0,892 0,971
ML1 0,153 0,197 0,599 1 0,439 1,165
ML2 0,105 0,28 0,14 1 0,708 1,11
Constant -1,606 1,272 1,594 1 0,207 0,201

(Sample size for calculation: for respondent who make plan on short-run sales)

As can be seen from Table 3.6, none of the predictors were statistically predictive of
whether or not shoppers will make a purchase plan during regular sales.

The last stage of analysis for a regular sale was measuring two multiple linear regressions
in which the dependent variables were the propensity to plan purchases and the propensity to
compliance with the purchase plan during regular sales. The linear regressions were checked for
linearity, independent residuals, multicollinearity, and homoscedasticity. The data met all these
assumptions. The independent residuals with the Durbin-Watson coefficient were in the interval
between 1.5 and 2.5. It was satisfied with the assumption of collinearity as indicated by tolerance
values greater than 0.1 and variance-inflation factor less than 10. The scatterplot of standardized
predicted values indicated that the assumption of homoscedasticity was not violated.

The first linear regression tests what factors influence customers' propensity to plan
purchases during short-run sales (Table 3.7). This model accounted for approximately 43% of the
variance of the dependent variable (R2 = 0.434). The model itself proved to significantly predict
the propensity of shopping planning. Linear regression has shown that utilitarian shopping
motivation (f = 0.443, p = 0.01) and compulsive buying behavior (# = 0.481, p = 0.019) are

positively associated with the consumers' tendency to plan their purchases during regular sales.
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Table 3.7 Multiple regression predicting
propensity to plan purchases for short-run sales

Variable Unstandardized Coefficients Standardized Coeff. Sig.
B Stand. Errors Beta

Constant 2,039 ,636 ,003
HV -,093 ,109 -,169 ,402
uvi ,356 131 ,443 ,010
uv2 -,128 071 -,280 ,079
IB -,020 ,120 -,033 ,870
CB ,439 ,178 481 ,019
MS -,080 ,107 -,129 ,459
ML1 ,076 124 111 544
ML2 ,192 ,140 ,261 ,180

(Sample size for calculation: for respondents who make the plan for short-run sales)

The second dependent variable analyzed is the compliance of buyers with the purchase
plan during regular sales. The model explained approximately 35% of the variance of the
dependent variable (R2 = 0.349). In this case, the regression analysis showed that only utilitarian
shopping motivation (# = 0.486, p = 0.005) affects buyers when they follow the purchase plan
(Table 3.8).

Table 3.8 Multiple regression predicting propensity
to compliance with the purchase plan for short-run sales

Variable Unstandardized Coefficients Standardized Coeff. Sig.
B Stand. Errors Beta

Constant 2,238 ,683 ,002
HV -,122 ,116 -,216 ,300
uvi 414 ,140 ,486 ,005
uv2 -,070 ,075 -,148 ,355
IB ,047 ,129 -,076 720
CB -,007 ,195 -,008 ,970
MS ,116 ,115 ,180 319
ML1 ,178 131 ,256 ,184
ML2 -,058 ,150 -,077 ,703

(Sample size for calculation: for respondent who make the plan for short-run sales)

Thus, summing up the results about short-run sales, there is a 55% probability that buyers
will purchase products at regular sales. According to the analysis, they experience more pleasure
from shopping with discounts during these sales, show less marketing skepticism about
advertising. They are entirely marketing literate about shopping, which allows them to find the
best price for the product and receive benefit offers.

Nevertheless, none of the factors statistically significantly predicts whether buyers will
make a purchase plan before this type of sales. Despite this, among buyers of regular sales, the

tendency to plan is explained by their rational feeling to buy and compulsive buying behavior.
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Compulsive buying behavior suggests that customers yield to their emotions when acquiring
products. However, they are quite well-versed in the store's prices, and they need to buy a high-
quality product at a favorable price (Kukar-Kinney, Ridgway & Monroe, 2012).

The fact that customers adhere to their shopping plans under the influence of rational
shopping motivation is undeniable enough for this type of action. Based on previous researches, it
can be assumed that such buyers, who are well aware of discounts, distribute their expenses and

buy the goods they need (Laroche et al., 2003).
3.3 Middle-run sales.

This type of sale includes seasonal sales that are held by retailers at least twice a year. Any
brands of seasonal products update their product range and change their collections. The purpose
of these sales promotions is to attract as many customers as possible and sell off the stock (Kim
Shyan Fam, 2003).

As for regular sales, a U-test was conducted for two independent samples to compare
whether buyers and non-buyers of seasonal sales differ by our predictors. The results of the Mann-

Whitney U-test for seasonal sales are shown in Table 3.9.

Table 3.9 Mann-Whitney test for middle-run sales

HV uvli uv2 IB CcB MS ML1 ML2
Mann-Whitney U 21014,5 | 26545,5| 26059 | 23876 | 26774 | 24668 | 24328 | 19856
Wilcoxon W 34544,5 | 80830,5 | 80344 | 37406 | 81059 | 38198 | 37858 | 33386
z -4,004 -0,292 | -0,633 | -2,084 | -0,143| -1,552 | -1,788 | -4,811
Asymp. Sig. (2-tailed) 0,000 0,770 | 0,527 | 0,037 0,886 0,121 | 0,074 | 0,000

There is a statistically significant difference between buyers and non-buyers in terms of
hedonic shopping motivation, impulsive buying behavior, and marketing literacy regarding
shopping (p < 0.05). Table 3.10 shows how different these indicators are between those who buy

during seasonal sales and those who do not buy.

Table 3.10 Test statistics for middle-run sales

Factor N Mean Rank Sum of Ranks
Hy non-buyers 164 210,64 345445
buyers 329 265,13 87226,5
B non-buyers 164 228,09 37406
buyers 329 256,43 84365
VL2 non-buyers 164 203,57 33386
buyers 329 268,65 88385
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The U-test results showed that shoppers experience a higher level of shopping pleasure
while shopping at seasonal sales. They are more likely to make unplanned purchases, and their
level of marketing literacy regarding shopping is much higher than that of non-buyers. They know
when most sales are held and can find the best price for the product.

Further, the binary logistic regression was conducted to determine the probability of a
purchase occurring among shoppers during seasonal sales. As in the estimation of the previous
type of sale, the Enter method was chosen as the calculating method. Also, the logistic regressions
were tested for stability, non-bias, and homoscedasticity. The conducted validation showed that

the regression meets all these requirements. The estimation results are shown in Table 3.11.

Table 3.11 Binary logistic regression predicting the probability
of purchase for middle-run sales

B S.E. Wald df Sig. Exp(B)
HV 0,303 0,121 6,22 1 0,013 1,353
uvi -0,358 0,169 45 1 0,034 0,699
Uv2 -0,082 0,078 1,104 1 0,293 0,921

IB 0,142 0,125 1,29 1 0,256 1,153
CB -0,378 0,14 7,323 1 0,007 0,686
MS 0,042 0,136 0,096 1 0,757 1,043
ML1 0,036 0,112 0,101 1 0,750 1,036
ML2 0,579 0,145 15,993 1 0,000 1,785
Constant -0,432 0,754 0,328 1 0,567 0,649

(Sample size for calculation: full sample collected for middle-run sales)

The binary regression model showed that hedonic shopping motivation (B = 0.3, Wald x2(1)
= 6.22, p = 0.013), utilitarian shopping motivation (B = -0.75, Wald x2(1) = 4.5, p = 0.034)
compulsive buying behavior (B = -0.38, Wald x2(1) = 7.32, p = 0.007) and the level of marketing
literacy demonstrated during shopping (B = 0.58, Wald x2(1) = 15.99, p = 0.000), statistically
significantly predict that customers will purchase goods at seasonal sales.

Based on the obtained coefficients, it is possible to predict the probability of purchase for
each particular respondent in the sample during the middle-run sales. Using the formula of
probability, it was calculated that the customer with balanced predictors (HV, UV1, CB, ML2 =
3) could buy the goods at the seasonal sale with a probability of 86%.

The next step was to calculate a binary logistic regression to determine the probability of
making a purchase plan among shoppers during seasonal sales. The same variables were predictors

of probability and are shown in table 3.12.
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Table 3.12 Binary logistic regression predicting the probability
of planning purchases for middle-run sales

B S.E. Wald df Sig. Exp(B)

HV -0,011 0,199 0,003 1 0,957 0,989
UVl 0,111 0,3 0,136 1 0,713 1,117
uv2 -0,129 0,131 0,971 1 0,324 0,879
B -0,456 0,213 4,58 1 0,032 0,634
CB 0,398 0,248 2,59 1 0,108 1,49
MS -0,079 0,213 0,136 1 0,712 0,924
ML1 0,545 0,207 6,942 1 0,008 1,724
ML2 0,313 0,266 1,385 1 0,239 1,368
Constant -3,958 1,355 8,529 1 0,003 0,019

(Sample size for calculation: for respondent who make plan on middle-run sales)

The binary regression model showed that only impulsive buying behavior (B = -0.46, Wald
x2(1) = 4.58, p = 0.032) and the level of marketing literacy concerning advertisement (B = 0.55,
Wald x2(1) = 6.94, p = 0.008), statistically significantly predict that customers will make a plan of
purchases at seasonal sales.

The probability of making a purchase plan among buyers during the middle-run sales was
calculated based on the obtained coefficients. It was found that the customer with balanced
predictors (1B, ML1 = 3) will prepare its shopping plan at the seasonal sale with a probability of
98%.

The last step of analysis for the middle-run sales was measuring two multiple linear
regressions in which the dependent variables were the propensity to plan purchases and the
propensity to compliance with the purchase plan during seasonal sales. The data met all the
assumptions about linearity, independent residuals, multicollinearity, and homoscedasticity.

The following multiple regression analyzed what factors influence customers' propensity
to plan purchases during seasonal sales (Table 3.13). This model accounted for approximately 58%
of the variance of the dependent variable (R2= 0.579). Compared to regular sales, utilitarian
shopping motivation concerning rational purchases (4 = 0.517, p = 0.001) and the productivity of
shopping trip (# = 0.37, p = 0.005) has a more substantial impact on customers ' shopping planning
during seasonal sales. Other factors do not statistically predict the propensity to plan purchases.

Table 3.13 Multiple regression predicting propensity
to plan purchases for middle-run sales

Variable Unstandardized Coefficients Standardized Coeff. Sig.
B Stand. Errors Beta

Constant ,408 ,897 ,652

HV 122 123 ,168 ,330

uvi ,791 211 ,517 ,001
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uv2 ,200 ,067 ,370 ,005
IB -,065 ,139 -,074 ,645
CB -,215 ,146 -,232 ,150

Table 3.13 Multiple regression predicting propensity
to plan purchases for middle-run sales (continuation)

MS ,134 114 ,169 247
ML1 -,249 ,144 -,255 ,092
ML2 ,139 ,159 ,146 ,388

(Sample size for calculation: for respondent who make the plan for middle-run sales)

The last dependent variable for middle-run sales analyzed is the propensity to comply with
the purchase plan during seasonal sales (Table 3.14). The model explained approximately 37% of
the variance of the dependent variable (R2 = 0.366). As in the previous result of multiple regression
regarding propensity to plan, in this case, regression analysis showed that utilitarian shopping
motivation concerning rational purchases (# = 0.407, p = 0.005) and the productivity of shopping

trip (8 = 0.441, p = 0.02) affects buyers when they follow the shopping plan during seasonal sales.

Table 3.14 Multiple regression predicting propensity
to compliance with the purchase plan for middle-run sales

Variable Unstandardized Coefficients Standardized Coeff. Sig.
B Stand. Errors Beta

Constant 1,100 1,198 ,365
HV -,149 ,161 -,187 ,364
uvi ,687 ,281 ,407 ,005
uv2 ,275 ,092 441 ,020
IB -,046 ,191 -,047 ,813
CB ,011 ,196 ,010 ,956
MS ,161 ,156 ,182 311
ML1 -,262 ,167 -,272 ,125
ML2 ,099 223 ,089 ,659

(Sample size for calculation: for respondent who make the plan for middle-run sales)

The analysis findings showed that, unlike non-buyers, buyers of seasonal sales experience
the enjoyment of shopping and a tendency to unplanned purchases. They can find favorable offers
for products during the seasonal sale, which shows their high level of marketing literacy regarding
shopping.

Also, seasonal sales are quite popular among shoppers. The probability of purchasing at
the seasonal sale is 86% and is predicted by hedonic and utilitarian values, compulsive buying
behavior, and the level of marketing literacy regarding shopping. Therefore, customers can buy

during this type of sale not only under the influence of their rationality but also in order to enjoy
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shopping. Compulsive buying behavior can be seen as an attempt to make an excellent transaction
at a reasonable price while at the same time finding the best prices.

Furthermore, the probability of making a purchase plan during these sales among buyers
is 98% and is explained by the propensity for impulsive purchases and marketing literacy
concerning advertising. Thus, buyers who can identify the methods of influence used in advertising
and those affected by the spur-of-the-moment will plan their purchases before the seasonal sale
with a high probability.

The propensity to plan and compliance with the purchase plan among buyers who are
shopping at seasonal sales significantly affects by utilitarian shopping motivation. For these
buyers, it is important to plan their purchases, as this helps them find the best prices for goods, and
adherence to the purchase plan helps them save money and not make extra purchases during

seasonal sales.
3.4 Long-run sales.

Long-term sales or they can be called event sales, are divided into two categories: sales
timed to the holidays and such sales as Black Friday, Cyber Monday, and Singles' Day. The
purpose of holiday sales is to attract customers and strengthen their loyalty (Blattberg & Briesch,
2012). At the same time, Black Friday, Cyber Monday, and Singles' Day offer a different set of
products at discounts and are designed to fit any category of customers.

As for other types of sales, a Mann-Whitney U-test was conducted for two independent
samples to compare whether buyers and non-buyers of event sales differ by our predictors. The

results of the Mann-Whitney U-test for long-run sales are shown in Table 3.15.

Table 3.15 Mann-Whitney test for long-run sales

my; UVv1 uv2 IB CB MS MLL | ML2
Mann-Whitney U 220905 | 294695 | 27693 | 23973 | 262455 | 269855 | 278665 | 24553
Wilcoxon W 440355 | 69939,5 | 49638 | 45918 | 48190,5 | 48930,5 | 49811,5 | 46498
z 4857 | -0,134| -1,303 | -3,654 | -2,293| -1,724| -1,165| -3,301
Asymp. Sig. (2-tailed) 0,000 0,893 | 0192 | 0000| 0,022| 0085| 07244| 0,001

There is a statistically significant difference between buyers and non-buyers in terms of
hedonic shopping motivation, impulsive and compulsive buying behavior, and marketing literacy
regarding shopping (p < 0.05). Table 3.16 shows how different these indicators are between those

who buy during event sales and those who do not buy.
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Table 3.16 Test statistics for long-run sales

Factor N Mean Rank Sum of Ranks
v non-buyers 209 210,7 44035,5
buyers 284 273,72 77735,5
B non-buyers 209 219,7 45918
buyers 284 267,09 75853
B non-buyers 209 230,58 48190,5
buyers 284 259,09 73580,5
ML2 non-buyers 209 222,48 46498
buyers 284 265,05 75273

The U-test results showed that shoppers experience a higher level of shopping pleasure
while shopping at seasonal sales. They are more likely to make unplanned purchases and more
likely related to choosing the right product or brand at an attractive price. Their level of marketing
literacy regarding shopping is much higher than that of non-buyers. They can find the best price
for the product and make a profitable deal.

On the next stage, the binary logistic regression was conducted to determine the probability
of a purchase occurring among shoppers during event sales. The binary logistic regressions were
tested for stability, non-bias, and homoscedasticity. The conducted validation showed that the

regression meets all these requirements. The estimation results are shown in Table 3.17.

Table 3.17 Binary logistic regression predicting the probability
of purchase for long-run sales

B S.E. Wald df Sig. Exp(B)

HV 0,276 0,113 5,932 1 0,015 1,318
uv1 -0,127 0,158 0,638 1 0,424 0,881
Uv2 0,071 0,073 0,944 1 0,331 1,074
1B 0,202 0,119 2,908 1 0,088 1,224
CB 0,041 0,136 0,089 1 0,765 1,041
MS 0,035 0,129 0,072 1 0,788 1,035
ML1 -0,031 0,106 0,088 1 0,767 0,969
ML2 0,361 0,135 7,113 1 0,008 1,435
Constant -2,045 0,744 7,551 1 0,006 0,129

(Sample size for calculation: full sample collected for long-run sales)

The binary regression model showed that hedonic shopping motivation (B = 0.28, Wald
x2(1) = 5.93, p = 0.015) and the level of marketing literacy demonstrated during shopping (B =
0.361, Wald x2(1) = 7.11, p = 0.008), statistically significantly predict that customers will purchase

goods during event sales.
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In order to predict the probability of purchase for each particular respondent in the sample
during the long-run sales, the formula of probability was used. It was found that the customer with
balanced predictors (HV, ML2 = 3) could buy the goods at the event sale with a probability of
53%.

Further, one more calculation of a binary logistic regression was conducted. The
determination of the probability of making a purchase plan among shoppers during event sales is
presented in the Table 3.18.

Table 3.18 Binary logistic regression predicting the probability
of planning purchases for long-run sales

B S.E. Wald df Sig. Exp(B)

HV 0,057 0,187 0,092 1 0,762 1,058
uv1 0,630 0,271 5,400 1 0,020 1,878
Uv2 -0,081 0,124 0,423 1 0,515 0,922
1B -0,371 0,203 3,330 1 0,068 0,690
CB 0,103 0,218 0,225 1 0,635 1,109
MS 0,029 0,20 0,021 1 0,884 1,030
ML1 0,115 0,170 0,458 1 0,499 1,122
ML2 0,124 0,232 0,287 1 0,592 1,132
Constant -3,667 1,252 8,586 1 0,003 0,026

(Sample size for calculation: for respondent who make plan on long-run sales)

The binary regression model showed that only utilitarian shopping motivation (B = 0.63,
Wald x2(1) = 5.4, p = 0.02) statistically significantly predicts that customers will make a plan of
purchases at event sales.

The probability of making a shopping plan among buyers during the long-run sales was
calculated based on the obtained coefficients. It was found that the customer with balanced
predictors (UV1 = 3) will prepare its shopping plan at the seasonal sale with a probability of 86%.

The final step of analysis for the long-run sales was measuring two multiple linear
regressions in which the dependent variables were the propensity to plan purchases and the
propensity to compliance with the purchase plan during event sales. As for previous types of sales,
the data met all the assumptions about linearity, independent residuals, multicollinearity, and
homoscedasticity.

The following linear regression tested what factors influence buyers when planning their
purchases during event sales. This model accounted for approximately 58% of the variance of the
dependent variables (R2 = 0.583). During event sales, the factors that affect the planning of
purchases are hedonic shopping motivation (= -.366, p= 0.015) and utilitarian shopping

motivation (5 = 0.498, p = 0.000).
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Table 3.19 Multiple regression predicting propensity
to plan purchases for long-run sales

Variable Unstandardized Coefficients Standardized Coeff. Sig.
B Stand. Errors Beta

Constant ,098 ,683 ,886
HV -,263 ,104 -,366 ,015
uvi ,596 ,155 ,498 ,000
uv2 ,119 ,059 ,225 ,052
IB ,079 ,102 ,105 442
CB ,145 121 ,158 ,239
MS ,045 ,100 ,059 ,653
ML1 ,151 ,093 ,197 112
ML2 ,259 ,148 270 ,088

(Sample size for calculation: for respondent who make the plan for long-run sales)

The last linear regression showed what factors influence compliance with the purchase plan
during event sales (Table 3.20). This model accounted for 43% of the variance of the dependent
variable (R2 = 0.438). As with all previous types of sales, utilitarian shopping motivation (8 =
.306, p = 0.038) affects customers ' compliance with the purchase plan during event sales. Also,
marketing literacy concerning advertisement (5 = .514, p = 0.002) statistically predicts compliance

with the prepared shopping plan.

Table 3.20 Multiple regression predicting propensity
to compliance with the purchase plan for long-run sales

Variable Unstandardized Coefficients Standardized Coeff. Sig.
B Stand. Errors Beta

Constant 2,052 125 ,007
HV -113 ,100 -,191 ,268
uvi ,319 ,156 ,306 ,038
uv2 ,018 ,064 ,038 ,783
IB -,008 ,109 -,013 ,940
CB ,152 ,131 ,183 251
MS -,100 ,110 -,149 371
ML1 ,335 ,101 514 ,002
ML2 ,026 ,149 ,032 ,864

(Sample size for calculation: for respondent who make the plan for long-run sales)

Summing up the analysis of long-run type of sales, it was found that buyers of these sales
experience hedonic value from purchases and make more unplanned purchases under the influence
of impulsive and compulsive purchasing behavior. Also, they are more marketing literate about
shopping during these periods, in contrast to non-buyers. For buyers of event sales, unplanned
purchases can happen on the spur-of-the-moment or depending on their emotional state. Despite
this, they can find great deals and know when most sales are taking place.
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With a 53% probability, shoppers tend to buy at event sales, which is also explained by
hedonic shopping motivation and marketing literacy demonstrated during shopping. Furthermore,
the probability of making a plan among buyers of such sales is 86% and is explained only by
rational motives to make purchases.

The analysis also showed that the utilitarian value influences the propensity to make a
purchase plan, but at the same time, the hedonic value will be reduced. Following a shopping plan
during event sales, customers are guided by the level of marketing literacy with the advertisement.
They can determine the information provided by promotion. Additionally, utilitarian value has a

role in the case of commitment, which is evident for such actions.

3.5 Hypothesis testing.

Based on the analysis of the short-, middle- and long-run sales, it is possible to draw
conclusions and test the hypotheses of this study. In total, eight hypotheses were tested.

The first hypothesis stated that customers who take advantage of sales offers would be
more prone to have a utilitarian shopping motivation than a hedonic one. The analysis showed that
buyers are more prone to hedonic shopping motivation than utilitarian ones during all types of
sales. Based on these results, the first hypothesis was rejected.

The second hypothesis claimed that customers’ tendency to utilitarian shopping motivation
has a positive effect on a propensity for shopping planning and compliance with a prepared
shopping plan during sales. The regression analysis showed that in all types of sales, utilitarian
shopping motivation is a statistically significant factor that positively affects the planning of
purchases and commitment with the purchase plan during sales. Thus, our second hypothesis is
confirmed.

According to the third hypothesis, customers who take advantage of sales offers will be
more prone to have impulsive buying behavior than compulsive buying behavior. Since buyers are
more likely to have impulsive buying behavior than compulsive buying behavior during middle-
run and long-run sales, the third hypothesis can be partially confirmed.

The fourth hypothesis stated that the tendency to impulsive buying behavior has a negative
effect on a propensity to plan purchases and compliance with a prepared shopping plan during
sales. The multiple linear regression analysis has shown that impulsive buying behavior does not
significantly predict propensity to plan purchases and commitment to the shopping plan. Since it
is not significant, the fourth hypothesis was rejected.

Based on the fifth hypothesis, customers with a low level of marketing skepticism will be

more prone to make purchases during sales than customers with a high level of marketing
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skepticism. The analysis showed that the level of marketing skepticism is evident for buyers who
take advantage of sales offers at short-run sales. They are less skeptical than those who do not buy
on this type of sales. Thus, the fifth hypothesis is partially confirmed.

Marketing skepticism in all three types of sales did not show its significance. This means
that the level of marketing skepticism does not affect the propensity to plan and adhere to the
purchase plan during sales. We can reject the sixth hypothesis, which claimed that a low level of
marketing skepticism has a positive effect on the propensity to plan purchase and compliance with
a prepared shopping plan during sales.

According to the seventh hypothesis, customers with a high level of marketing literacy
will be more prone to make purchases during sales than consumers with a low level of marketing
literacy. The level of marketing literacy concerning advertising does affect customers' shopping
during event sales. At the same time, customers' marketing literacy is shown during shopping,
which allows them to find the best price for the product. People who use the advantage of sale
offers are more marketing-savvy about setting prices at sales than those who do not buy during
these periods. Therefore, our seventh hypothesis can be confirmed.

The last hypothesis claimed that a high level of marketing literacy has a positive effect
on the propensity to plan purchases and compliance with a prepared shopping plan during sales.
Based on the analysis, those customers who commit to their purchase plan during long-run sales
are shown marketing literacy regarding advertisement. Thus, the eighth hypothesis could be
partially confirmed.

The results of hypotheses testing are summarized in the Table 3.21.:

Table 3.21 Results of hypotheses testing
Hypotheses Results

H1: Consumers who take advantage of sales offers will be more
prone to have a utilitarian shopping motivation than a hedonic one. Not supported

H2: A tendency to utilitarian shopping motivation has a positive
effect on (a) a propensity for shopping planning, (b) compliance Supported
with a prepared shopping plan during sales.

H3: Consumers who take advantage of sales offers will be more

prone to have impulsive buying behavior than compulsive buying Partially supported
behavior.

H4: A tendency to impulsive buying behavior has a negative effect

on (a) a propensity to plan purchases, (b) compliance with a Not supported

prepared shopping plan during sales.

H5: Consumers with a low level of marketing skepticism will be
more prone to make purchases during sales than consumers with a Partially supported
high level of marketing skepticism.
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Table 3.21 Results of hy

potheses testing (continuation)

H6: A low level of marketing skepticism has a positive effect on (a)

the propensity to plan purchases, (b) compliance with a prepared Not supported
shopping plan during sales.

H7: Consumers with a high level of marketing literacy will be more

prone to make purchases during sales than consumers with a low Supported

level of marketing literacy.

H8: A high level of marketing literacy has a positive effect on (a)
the propensity to plan purchases, (b) compliance with a prepared
shopping plan during sales.

Partially supported

In addition to the hypotheses that were formulated after the analysis of the existing studies,

it was assumed that the size of the effects mentioned in Hypotheses

1-8 would differ depending

on the type of sales. The analysis results confirmed that shopping motivation, buying behavior,

marketing skepticism, and marketing literacy have different extents of influence during short-,

middle- and long-run sales. Thus, the proposition made in this study can be confirmed.

The conceptual models for each type of sales presented below (Figure 3.1, 3.2, 3.3):

Shopping
planning

HV =-.169ns
UV1 = 443 IB = -.033ns ML1 = .111ns
UV2 = -.28ns CB = 481+ MS = -.120ns ML2 = .261ns
Shopping Buying Marketing Marketing
Motivation Behavior Skepticism Literacy
HV = -.216ns IB =-.076ns MS = .180ns ML1=.178ns
UV1 = 486+ CB =-.008ns ML2 = -.058ns
UV2 = -.148ns
Commitment
to the plan

p-value > 0.05 — ns (not significant)
p-value <0.05 - *

p-value <0.01 - **

p-value <0.001 - ***

Types of sales

Figure 3.1 Conceptual model of the research for short-run sales
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p-value > 0.05 — ns (not significant)

Shopping
planning

p-value <0.05 - *
p-value <0.01 - **
p-value <0.001 - ***

UV2 = .038ns

Commitment
to the plan

HV = .168ns !
UV1 = 517+ IB =-074 ML1 = -.255n
UV2 = 370~ CB = - 289« MS = .169ns ML2 = 146m Types of sales
Shopping Buying Marketing Marketing
Motivation Behavior Skepticism Literacy
Middle
HV = -.187ns 1B =-.047ns MS =.182ns ML1 = -.272ns RUN
UV1 = 407+ CB =.010ns ML2 = .089%s
UV2 = 441ns
Commitment :
totheplan (  pememmee- !
Figure 3.2 Conceptual model of the research for middle-run sales
p-value > 0.05 — ns (not significant)
Shopping p-value <0.05 - *
plannlng p-value S 001 - *x
p-value < 0.001 - ***
HV = -.366+
UV1 = 498w IB =-.105 ML1 =.197ns
UV2 = .225ns CB= .158:2 MS = .059ns ML2 = .270ns Types Of Sales
Shopping Buying Marketing Marketing
Motivation Behavior Skepticism Literacy
HV = -.191ns IB =-.013ns MS = -.149ns ML1 = .514»
UV1 = .306+ CB =.183ns ML2 =.032ns

Figure 3.3 Conceptual model of the research for long-run sales

Each model shows for each type of sale which factors are statistically significant and

which are not and what influence they have on the propensity to plan purchases and compliance

with the purchase plan.
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3.6 Theoretical and practical implications.

The results obtained are of interest to researchers and management practitioners to form a
deeper understanding of Russian consumers' behavior during sales periods. As the results show,
planning purchases for sales is a healthy choice of a rational buyer who wants to optimize the
budget for everyday expenses. This research helps retailers understand how greatly shoppers plan
their purchases and how fully they commit to their shopping plan during various types of sales.

As for managerial implications, our findings can be used by retailers. According to the
quantitative study, all buyers experience utilitarian shopping motivation during sales. However,
the hedonic value is more substantial in shoppers who buy at sales than those who do not buy.
Therefore, it makes sense for retailers to increase customer satisfaction by bringing them hedonic
values. Nielsen determined that there are buyers who enjoy purchasing products at special
discounts and promotions in its research (Nielsen, 2016). Another study in the US showed that
buyers, despite their rationality, will be more likely to make purchases in a store where not only
the best offers but also where there are an excellent merchandise and store environment that will
appeal to the hedonic values of the buyer (Carpenter & Moore, 2009). Moreover, hedonic
motivation was also mentioned by respondents in in-depth interviews who said they enjoyed
shopping during the holiday sales, as they are attracted to the beauty and festive atmosphere in
stores.

Also, as the results of the analysis show, sales are a source of pleasure for customers, which
is one of the factors of loyalty that affects the long-term relationship between the buyer and the
retailer (Arnold & Reynolds, 2003). Therefore, retailers should not refuse to use promotions at all.
They can initially include the cost of promotions in the product price that there will be an
opportunity to reduce the price during sales periods.

If buyers and non-buyers of all three types of sales are compared, the less often the sale is
held, buyers make the more unplanned purchases. Thus, buyers of seasonal sales tend to make
purchases under the spur-of-the-moment, and buyers of event sales can not only buy under the
influence of the situation but also because their emotional state pushes them to buy the product at
a discount. Therefore, retailers may consider event sales as a profitable opportunity to increase
their sales.

In a regular type of sale, buyers show a lower level of marketing skepticism that those who
do not buy. This may be related to a commercial that advertises regular sales or promotional goods.
To attract new customers, it is necessary to reduce the level of marketing skepticism among those
who do not buy at this type of sale. Retailers can do this by providing complete and truthful

information about the benefits that customers can receive when choosing their store. Often, when
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conducting promo offers, it should be advertised not only a temporary price reduction of some
goods but also the opportunity to get a gift, sweepstakes, etc. For example, if a customer purchases
items in one store for a certain amount of money, they may receive a gift. In this case, the
conditions for receiving additional goods for the purchase should be informative and explain
clearly what kind of gift the buyer can get and on what conditions. It will help to reduce the level
of marketing skepticism and attract new customers during regular sales.

Retailers may be offered a more technological approach to attracting customers to the store.
Smart technologies allow the buyer to attract better and work more effectively for the benefit of
the company. This way, retailers could use electronic price tags on their store shelves. It would be
practical since it would allow retailers to quickly change prices for certain products or adjust them
to a specific target group. Given all of the above, the results of the study can be applied by retailers
and bring them significant benefits if implemented and maintained.

The completed research has not only practical value, but also academic value.
Theoretically, the results of the current study contribute to an understanding of what are the
behavioral patterns of customers' behavior that form the plan of purchases when it comes to sales.

As it was found, utilitarian shopping motivation affects the propensity to plan and comply
with the shopping plan, which looks quite reasonable. Previously, other studies confirm that
utilitarian value is acquired by completing a practical task (such as completing a shopping plan)
(Babin, Darden & Griffin, 1994) and saving money (Chandon, Wansink & Laurent, 2000).

Also, shopping planning leads to a sense of convenience and smart shopper feeling, so this
study confirms all the beforehand found results on utilitarian value by other researchers. It should
be added that research conducted in the United States about Black Friday sale has determined that
buyers receive hedonic and utilitarian value when planning their purchases for this sale. The
current study also confirmed that results that hedonic shopping motivation has its significance
when customers plan their purchases (Lennon, Johnson & Lee, 2011).

It was found that the level of marketing skepticism does not affect the planning of
purchases or compliance with the purchase plan. However, a statistically significant difference is
observed between buyers and non-buyers of regular sales. Buyers who buy at this type of sale have
a lower level of marketing skepticism than non-buyers. The same results were obtained in the
study of Fong Yee Chan (2019), showing that people who have a positive attitude to advertising
will be more likely to make purchases.

Moreover, since sales were classified into three types in this study, this typology can be
used in further research and become a considerable contribution to the theory. In this paper, the
proposition made that the effects of factors affecting buyers' shopping planning vary depending

on the types of sales - were confirmed. Thus, this typology can be used for future researches and
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identify other differences between all market participants depending on the short-, middle- and

long-run type of sale.

3.7 Limitations and future research directions.

This study had several limitations that may be covered in future studies. The sample of the
current research was significantly skewed towards female customers. It would be useful to study
a more balanced sample, since sales are quite famous and regular in Russia and attract not only
women but also men to make purchases.

Future research could conduct in-depth comparisons of women's and men's shopping
behavior at sales, and examine their differences in planning their purchases and how they adhere
to their shopping plan. Such results could provide new ways for retailers to attract target customers.

Besides, the current sample of this master thesis was quite small, for buyers who plan their
purchases and make a shopping plan before sales. Thus, further research may involve more
respondents who make shopping lists before sales to get more representative results.

Since linear regression models showed that Rz explains less than or about 50% of the
variance of the dependent variable during the analysis, we can conclude that the propensity to plan
purchases and compliance with the purchase plan during sales can be due to other influencing
factors not considered in this paper. In this way, subsequent research can examine other predictors,
such as customers' traits, emotional state, or external stimuli.

Also, this study did not distinguish between purchases in an online store or a brick-and-
mortar store. The following research may benefit from examining the relationships between
shopping motivation, buying behavior, marketing skepticism, and marketing literacy in both
online and offline shopping.

The proposed model was empirically tested only on Russian consumers, and most of the
sample was presented of respondents from the largest cities in Russia. Future research may apply
the developed model to a more significant number of Russian regions. The formed model can also
be applied to other countries and check whether it applies to a broader range of countries and how
varied the effects described in this work are between different cultures.

Studying all these aspects can expand the understanding of customers across Russia and
allow retailers to develop strategies to attract customers ' attention better and adapt to different

markets.
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Summary of Chapter I1I.

This chapter discussed the analysis of data collected in the course of a quantitative study.
Factor analysis was performed to reduce the number of variables. Some of the items were deleted
during verification.

Besides, an examination was conducted for all three types of sales separately. The analysis
for each sale included a Mann-Whitney U-test, two binary logistic regressions, and two multiple
linear regressions. Based on the outcomes received, two hypotheses were supported, three were
partially confirmed and three were not supported. The proposition formulated in the first chapter
was also confirmed.

Recommendations for practitioners were made based on the results achieved. Theoretical
contribution was described. Finally, the limitations of this study and recommendations for further

research are suggested.
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CONCLUSION

This work has both theoretical and practical contributions that can be used by researchers
for further study and marketing practitioners who work in retail.

The purpose of the research was to identify customers' behavioral patterns that affect the
propensity to plan purchases and comply with a prepared shopping plan during sales of different
types. We investigated customers' behavioral patterns and made an attempt to better understand
how shopping motivation, buying behavior, marketing skepticism and marketing literacy affect
the propensity to plan purchases and comply with a prepared shopping plan during short-, middle-
and long-run sales.

In the first chapter, we reviewed the existing literature and concepts such as sales
promotion, shopping motivation, buying behavior, marketing skepticism, and marketing literacy.
A classification of sales by frequency per year was suggested. There are three of them: short-run,
middle-run and long-run sales. Eight hypotheses were formulated, and one proposition was made.
A conceptual model was also developed for studying the propensity to plan purchases and
compliance with the purchase plan during sales.

In the second chapter of this work, two studies were conducted in a mixed format, and data
was collected. A questionnaire was designed for each study based on the literature review. As part
of the qualitative research, the in-depth interviews were conducted to identify the underlying
motivations and factors that influence buyers and determine their attitude to sales, shopping
planning, and compliance with the purchase plan. As part of the quantitative study was an online
survey that collected 553 responses. All data was prepared for further analysis.

In the third chapter, we analyzed the data collected in the course of a quantitative study.
The analysis was carried out using the statistical program SPSS. The analysis consisted of factor
analysis, Mann-Whitney U-tests estimation, binary logistic regressions, and multiple linear
regressions for each of the three types of sales.

Based on the analysis results, two hypotheses were supported, three hypotheses were
partially supported, and three hypotheses were rejected. The concept model was designed for three
types of sales according to its effects.

The result of the study shows that shopping motivation, buying behavior, marketing
skepticism, and marketing literacy have different effects during short-, middle- and long-run sales.
Utilitarian shopping motivation is a statistically significant factor that positively affects shopping
planning and compliance with the shopping plan during sales. Impulsive buying behavior and
marketing skepticism have not confirmed their impact on the planning of purchases and
compliance with the purchase plan during sales. Additionally, buyers who take advantage of sales
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offers experience more hedonic value and have a higher level of marketing literacy at sales than
non-buyers.

Several recommendations were made for retailers to improve their strategies to satisfy their
customers and attract new ones during various sales periods. Also, the theoretical contribution of
this study was reviewed, and the results of previous studies based on the findings of this work were
confirmed.

Finally, as in any other researches, the limitation of this work and direction for future

research were considered.
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APPENDIX 1. STUDY 1. IN-DEPTH INTERVIEW DESIGN.

3HaKOMCTBO.

. Cxonbko Bam net?

. Kakas y Bac 3ansTocts?

. Kakoe y Bac cemeitnoe nonoxenue?

. Ecte iu y Bac netu? Ckonbko ux?

. YuacTtByete 1 BBl B CE30HHBIX pacnpoaxax?

. [Inmanupyete 11 Bl cBoM MOKYIKH BO BpeMs pacipojiax?

. Ilonp30Banuck a1 Bel CKUAOYHBIMY MIPEUIOKEHUSIMU BO BpeMsl mporioit UepHoit TIsaTHUIBI?

. [Inanupyete 11 Bbl BOCIIONB30BaThCsl CKUAOUHBIMU MPEII0KEHUAME npenacTosmeid Yeproi TIaTHUIbI?

0NN W kW~

Pacnpopaxu.

9. Kak gacTo BbI ydacTByeTe B pacmpojaaxax”?
10. Kaxue ce3oHHBIE pacnpojaxu Bel 3HaeTe? [lepeuncnure ux.
11. Kakast ce30HHas1 pacrpojaka IpOBOIUTHCS B KOHIE HOSIOPs?
12. Jlns kakux 1enel BBl MOJIb3yeTech pacnpoaaxamu? EcTh 1 U1d Bac pa3HUILA B KAKUX LENAX UCHIOIb30BATh
pacnponaxu?
13. ITokymaeTe Jid BbI OOBIYHO 4TO-INO0 CBEPX 3aINIAHWPOBAHHBIX OKYIIOK Ha pachpoakax?

Yepuas [IaTuuna. (odmee)

14. 3naere nu BBl Koraa nposoautcs UepHast I1arHuma?

15. C uem y Bac accouuupyercst Uepnas [Iatanna?

16. Kak BbI oTHOCUTech k YepHol [IsaTaune? Kakue sMonnu oHa y Bac BbI3bIBaeT? [loueMy BBl Tak OTHOCUTECH?
17. Kak BbI cunTaeTe, KOrja HaunHaeTcs ¥ Korja 3akaHuuBaercsa YepHas [larauma?

$1 BOCNOJIB30BAJICH CKUAOYHBIMM NPeAsiokeHusIMU BO BpeMmsi YepHoii IIATHHIBI B IPOLILJIOM TOAY.

18. Yto noBnusiIo Ha Balle pelieHne noyyactBoBars B YepHoit [1sTHULIE?

19. Kak BBI mpemovnTaeTe eNaTh MOKYIIKK BO BpeMs UepHoit [Iaraumet? JlenaeTe MOKYIKHA B OHJIAWH
Mara3fHax Ha CalTax WM ITOCEIIaeTe TOPTrOBbIC IIEHTPHI?

20. Kax BBI uitaHupoOBaiy MOKynky it YepHoit [Iataune1? B yem BeIpakaeTcs Baile IIaHupoBaHue?

21. Pacckaxu mopoOHee 0 TOM KaKie MOKYIKH BBl COBEPIIAN U ITodeMy?

22. Yro BIMAET Ha BRIOOP ONpeaeeHHOTO ToBapa?

23. Kakyro HeoO1yMaHHYIO MTOKYIIKY BBI coBepiianyu Bo BpeMs YepHoit [Istaumps? Uto 310 651107

24. IToueMy BbI cUMTaeTe MOKYIKH BO BpeMs UepHoi [IaTHuIB BEIroqHBIMEU? B yem 3T0 BRIpakaetcs?

25. HackonbKo BBl YZIOBIETBOPEHBI CACTAaHHBIMU ITOKYTIKaMH BO BpeMs UepHoit [IaTHuIBI?

26. JIns xoro BHI JiesiaeTe MOKYIKU?

27. IloueMy BbI cunrtaere YepHyto IIaTHuUITY XOpolieil BO3MOXHOCTBIO KYITUTh HOBOTOAHUE MOJAPKH?

S1 n1aHUpYI0 BOCNOJIb30BATHCS CKUI0YHBIMH NPEAJI0OKEeHUsIMU BO BpeMs npeacTosieil YepHoii
IIaTHHIEL.

28. Uro BnuseT Ha Ballle pellleHue noydacTBoBath B UepHoit [IaTHune?

29. YUro BBI INIaHUPYETE KYIMUTH BO BpeMs npeacTosmeit YepHoii TTaTHuIB?

30. Kak BbI mnanupyete nokynku st YepHoil [Iataunel? B uem BelpakaeTcs Ballle MIaHUPOBaHKUE?

31. JIns xoro BbI IUTaHUpPYETE AeNaTh NOKYIKHA?

32. Ilouemy BbI cuutaere YepHyto IIsTHHUILY XOpo1Iei BO3MOXXHOCTBIO KYITUTh HOBOTOJAHHE MOJAPKU?
Hackonbko BaM CBOHCTBEHHO MOKYTIATh MOJapKH K HOBoMY roay? Kak BBl HX 00BIYHO TIOKyTIaeTe?

33. Yro Bl oxunaere ot YepHoii IlaTaUTBI?

51 He M0J1B3YI0CHh CKUA0YHBIMM NPeAsIoKeHusIMU BO Bpems YepHoii IIaTHULBI.

34. [loueMy BHI HE YY9acTBYyETe HIN HE cTaHeTe ydacTBoBaTh B UepHoii [laraune? I1o kakoit mpuanHe?

35. Bl CKIIOHHHI JeTIaTh MTOKYIIKU cpa3y, KaK TOJIBKO OHU BaM HEOOXOAWMBI WIIH €CTh APYToi cueHapuii?

36. B kakux cuTyanusax BbI BCe-TaKd MOTJIN OBl BOCIIOJIB30BAThCS CKUJOYHBIMU MPEIOKEHUSIMH BO BPEMs
UYepwnoii [IsTHIIEI?

3aBepienne.

37. Yem pacnpoakul OTIMYAIOTCS IS BaC OT OOBIYHBIX aKIHH B MarasuHe?
38. Ceifuac s 3aunTaio Bam HECKOIBKO He3aBepIIeHHBIX (pa3. [ToxkamylicTa, 3aKOHINTE HX.

- 51 nocoBeTyI0 CBOEMY IpYry BOCIOJIb30BATHCS CKUAOUYHBIMU NPEAJIOKEHUAMU BO BpeMsl UepHoi I1aTHUIBL,
MOTOMY YTO...

- 51 He MOoCOBETYI0 CBOEMY APYTY BOCIIOJIB30BAThCS CKMOUYHBIMHU IIPEAJIOKEHUSAMU BO BpeMs UepHou
IIsTHUIBL, TOTOMY YTO. ..
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APPENDIX 2. STUDY 2. ONLINE SURVEY DESIGN.

1

CocraBisieTe Ju Bbl 00BIYHO CMIHCOK MOKYIOK Mepes Moe3IKoi mo Mara3uHam?
Huxorna — Peaxo — MHoraa — Yacto — Beerna

Kak BbI cunTaere, HaCKOJIBKO Bbl IPUAEP/KUBAETECh COCTABJIEHHOI0 CIIMCKA MOKYNOK B Mara3uHe?
Huxkorna ne npunepsknatoch — Penko — Muorna — Yacto — Beerna nmpuaepkuBaioch

Hackonbko 3apaHee Bbl 00bIYHO IUVIAHUPYeETe CBOM MOKYINKH Ilepe] Moe31Koii 1o MarasuHam?
Hukorna He miaHupylo - 3a HECKOJIBKO YacoB JI0 MIONUHIA - 3a JieHb J0 LIONUHIa - 33 HECKOJIBKO JHEH 10
LIONUHIA - 3a HECKOJIBKO HEJIENb 10 HIONUHIA - 3a MeCs1] 10 LIONUHIa - 33 HECKOJIBbKO MECSILEB JI0 LIOIKHTA -

Jpyroe

ToBapsbl U3 KAaKUX KaTeropuii Bbl 00bIYHO NPHOOpPeTaeTe HA PACHPOIAKAX UM MO CKUAKAM?

IMpoxykThl ¥ HanuTKH - Jloporoii ankorouis - beitoBas xumus - Onexna - O0yBb - Akceccyapsl - JleTckue ToBapsl -
BerToBas TexHuka - DeKTpoHUKA (KOMITBIOTEPHI, IIAHIIEThI, CMapT(OHBI) - M3nenus aj1st 1oMa U UHTepbepa -
Kocmernueckwuii yxon - OnnaitH-kypcesl - LHudpossie Meana (kuHO, My3bika 1 ap.) - [TyTeBku, OMneTsl, oTent -

Jpyroe

I'te BbI 00BIYHO cOBepLIAETE NOKYIIKH?
OTKpBITEIE PBIHKY | SIPMapKH - B Mara3uHax, TOpryronmx yepes npruiaBok — Cynepmapkerax — [ mmepmapkerax -
Huckaynrepax - B ToproBeix niearpax - B uarepaer-marasunax - Jlpyroe

IMokynaeTe Jin BbI TOBapPhbI MO pPeryasipHbIM cKUAOYHBIM akuusiM (Hanpumep: Ckuaku mo karaaoram,
Ckuaku no AHsAM Hepeu, CuactiiuBbl yacskl, LleHa HeaesIM U T.1.) KOTOPble KOMIAHUU 00BSIBJISIOT He peike
pa3a B mecsan? ([lajsee — CKHAOYHbIE AKIMH)

Ha - Her

Bcnomnume ceoui nocnedHuil pas, ko2oa vl cogepuiani, maxkue noKynKu 6 Mazasume.
CocTaBisiiin JIM Bbl CIIMCOK MOKYINOK mepes 3Tum?
Jla - Her

Kynuau jiu BbI Bce YTO MJIAHHPOBAJIH 1O CIHCKY?
Ja, xynui Bee 1o cnucky - OTaenpHble TOBAaphl U3 CIHMCKA He ObUIM KyIieHs! - Het, HUuero He Kynuia

Kynuiu Jia BbI YTO-TO cBepX 3alVIAaHUPOBAHHOIO IUIaHa?
Ha, kynui(-a) - Het, He kynui(-a) - 3aTpyJHAIOCh OTBETHTh

CKJIOHHOCTB K IUNIAHHPOBAHHUIO TMIOKYMOK.

Jl1s MeHst BaXKHO IUIAHUPOBATH CBOU TMOKYIIKH B TIEPHO/IbI CKUAOYHBIX aKLMil B Mara3uHe.

51 9yBCTBYIO ce0sl yMHBIM MOKYTIATEIEM NP IDTAHKPOBAHUH TOKYIIOK BO BpeMsI CKUIOYHBIX aKIMi B Mara3uHe.
bnaronaps niaHMpOBaHUIO NOKYIIOK BO BpeMs CKUAOYHBIX aKIIMi B MarasuHe, 1 MOTY HaiTH JIy4Iine IeHbl Ha
TOBApBHI.

CKJIOHHOCTD K COﬁJ’IlOHeHH]O IJIaHA MOKYIOK.

HJ’I?{ MCHs BaXXHO IPUACPIKUBATHC CBOCTO IJIaHAa IMOKYIIOK, Korja s Uy B MarasuH BO BPEMs CKUAOYHBIX aKIU.
C06J'I}OZ[6HI/IC IUIaHa MOKYTIOK B MMEPHUOJ CKUAOYHBIX aKI_[I/Iﬁ MMOMOT'a€T MHE€ COKOHOMHUTH BO BpEMs IIOIMMUHTIA.
CO6J’IIO,H€HI/I€ IJIaHa IMOKYIIOK IMOMOT'a€T MHEC HE KYIIUTH JIMITHETO BO BPEMSA CKUAOYHBIX aI(I.[PII7L

Boi0epute, kakoe yrBep:KaeHHe JTydllie OMUCHIBAET BAC.

Bosnbliryro yacTh CBOMX MOKYIOK MO CKUIOYHBIM aKIIMSAM I COBEPILAI0 OHJIAH.
Bosnbliryro yacTh CBOMX MOKYIOK MO CKUIOYHBIM aKIIMSM I COBEpILAt0 oQIIaiiH.
3aTpyIHSIOCH OTBETHUTD.

Cogepiuaere Ji Bbl IOKYNIKU HA C€30HHBIX Pacnpoaakax?
[Tokynaro Ha JeTHeH/3MMHEN CE30HHOM pachpoaaxe - He mokymaio Ha 3THX pacmpojaaxax

CocraBJsieTe JI Bbl CIHCOK MOKYIOK Mepex dTUMHU Pacnpoaakamu?
Ha - Her

Bcnomnume nocneonioio ce3oHHyI0 pacnpooaxicy, Ha KOMopou bl TUYHO COBEPULANU NOKYNKU, COCMABUE
npeogapumenbHo CHUCOK.

HackoJsbko 3apaHee Bbl INIAHUPOBAJIU CBOM MOKYINKH Mepes 3Toi pacnpoaakeid?
3a HECKOJIBKO YacoB JI0 IIOMHUHTA - 3a A€Hb J0 MIOMIHTA - 32 HECKOJIBKO THEH /IO MOMUHTa - 3a HECKOJIBKO He/leh
JI0 IIOMKHTA - 3a Mecsll A0 ImonuHra - /Ipyroe

Kyl'lI(lJ'II/l JIX BbI BCE YTO IVIAHUPOBAJIM 110 crmcxy?
IIa, KYITUJI BCE 110 CITUCKY - OT)IGJ'ILHI)IG TOBAphbI U3 CIIMCKA HE ObLIH KYIUICHBI - HeT, HUYETO HC KYIHJI

Kynuiu jin BBl YT0-TO CBepX 3aNJAHHPOBAHHOIO MJiaHa?
Ma, kynun(-a) - Het, He kynus(-a) - 3aTpyJHAIOCh OTBETHTh

CKJIOHHOCTB K INIAHUPOBAHUIO TMOKYNOK.

JI1g MeHst BaXKHO IUIaHUPOBATH CBOM MOKYIIKU B MIEPHO/IbI CE30HHBIX PACIPOJIaK.

51 qyBCTBYIO ce0sl yMHBIM MOKYTIATEIEM NPU IUTAHUPOBAHUH TIOKYIIOK BO BPEMsI CE30HHBIX PACIIPOAAXK.
bnaronaps miaHMpPOBaHHIO OKYIIOK BO BpEMsI CE30HHBIX PaclpoaXk, i MOTY HAWTH JYYIIHE [ICHbI Ha TOBAphI.

CKJIOHHOCTD K COOJIIOJIEHUI0 TIJIaHA MOKYIIOK.
IIJ'I?[ MCHS BaXXHO NPUACPIKUBATHCS CBOCTO IJIaHA IMMOKYIIOK, KOrJia 1 Uy Mara3suH BO BpeMs CE30HHOH pacnpoaaxu.
C06J'IIO,HCHI/IG IJIaHa TMOKYIIOK B IIEPHUOJ CE€30HHOM paciopoagaxu moMoractT MHE COKOHOMUTH BO BPEMS HIOIIWHTIA.
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CO6J’I}OH6HI/IC IJIaHa IMOKYIIOK IMOMOTa€T MHE HE KYITUTH JIMITHETO BO BPEMSA CE30HHOM pacIipoJiaku.

Brbi0epure, kKakoe yTBep:KIeHHE Jy4llle ONMHCHIBAET BaC.

Bonbinyio yacTh CBOMX MOKYIIOK BO BPEMsI CE30HHBIX PACIIPOAAX 51 COBEPIIA0 OHJIANH.
Bonpiryio yacTh CBOMX MOKYIIOK BO BPEMSI CE30HHBIX PACIIPOJIAX 51 COBEPIIAI0 O(IIaiH.
3aTpynHsIOCH OTBETHUTb.

CoBepiuaere 11 Bbl IOKYNKH HA PACHPOJAKaX, IPUYPOUEHHBIX K KOHKpeTHOii naTe? (Hanpumep,
npa3auukam — Hoswlii I'oa, 23 deBpass, 8 mapta u 1.4.; uim Yepnas Ilarauna, Kuéep lonenensnnk, 11.11
H T.1.) (Jajiee — cOOBITHIIHBIE PACTIPOIAKH)

Ha - Her

CocraBJasieTe JIM Bbl CIHCOK MOKYIOK Mepea 3THMHU pacnpoga:kamMu?
Jla - Her

Bcenomnume nocnedunioro cobvimuiinyio pacnpooasicy, na Konmopou @bl IUYHO COBEPUAnU NOKYNKU, COCMABUE
npeosapumenbHo CHUCOK.

Kaxkas 370 6b111a pacnipoaaska?

Kpartkuit orBeT

Hackoabko 3apaHee BbI IVIAHUPOBAJIA CBOM IMNOKYIIKH nepea ITOM pacnponameﬁ?
3a HECKOJIBKO YacOB J10 IIOIIKMHIAa - 3a JCHb 10 IIOIIKMHIa - 3a HECKOJIBKO JIHEH J10 LIOTUHTA - 3a HECKOJIBKO HEACIIb
J0 IIOIMKHrAa - 3a MecsII J10 TIOIIKHTA - 3a HECKOJIBKO MCCAICB 0 IIOIIMHIA - I[pyFOG

Kynuau jiu BbI Bce YTO MJIAHHPOBAJIH MO CIIHCKY?
Ja, xynua Bce 1o criucky - OTaenpHble TOBaphl U3 CHHCKA He ObUIH KyIUIeHB! - Het, HU4Yero He Kymui

Kynuu Jia BbI YTO-TO CBepX 3alVIAaHUPOBAHHOIO IVIaHA?
Ha, kynui(-a) - Her, He kynui(-a) - 3aTpyJHAIOCh OTBETHTh

CKJIOHHOCTB K INIAHHPOBAHUIO TMOKYMOK.

JIy1s MeHst BayKHO IJIAaHUPOBATh CBOU MOKYIKH B TIEPHOBI COOBITUHHBIX PacIIpoAaxK.

51 gyBCTBYIO ce0sl yMHBIM MOKYIIATEIEM NP IDTAHKPOBAHUH TOKYIIOK BO BpeMsI COOBITHITHBIX PACIPOAaX.
bnaronaps nyiaHMPOBaHUIO NOKYIIOK BO BpeMsl COOBITUHHBIX paclpoiax, i MOTY HaWTH JIy4llIHe IIeHbl Ha TOBAPbI.

CKJIOHHOCTD K COOJII0IeHHIO INIAHA MOKYOK.

J171s1 MeHsI BaKHO TIPUAEPKUBATHCS CBOETO IUIaHa MOKYIOK, KOTJa sl Uy Mara3uH BO BpeMsi COOBITHIHHOM
pacnponaxu.

CoOnroieHre 1aHa MOKYIMOK B MEPUO]] COOBITHIHOM pactpolaku IOMOTraeT MHE COKOHOMHUTB BO BPEMs IIOTIHHTA.
CobnroieHre 11aHa MOKYNOK IOMOTAeT MHE He KYITUTb JIMIIHET0 BO BPEeMs COOBITUHHOM pacripoiaxky.

Brbi0epure, kKakoe yTBep:kIeHHE Jy4llle ONMUChIBAET BacC.

Bonpinyio yacTh CBOMX MOKYIIOK BO BPEMsI COOBITHIHBIX PACIIPOIaXK I COBEPILAIO OHJIAMH.
Bosnblinyro yacTh CBOMX MOKYIIOK BO BPEMsi COOBITHHHBIX PACIIPOIAX 51 COBEpIIIa0 odaiiH.
3aTpyIHSIOCh OTBETHUTD.

Hanee mbi npocum 6ac oyeHumy, HACKOIbKO 8bl CO2NACHbL C YMEEPIHCOCHUAMU, NO wikaie om I (noanocmoio He
cozanacer) 00 5 (no1HOCMbI0 co2naceH,).

Jlis nauana, dasavime 06¢cyouM, Kak bl BOCHPUHUMAEE PEKIAMY U RPoJsudicetue mosapos. Kax 6wl k num
omHocumecs?

Mapkerunrossiii ckenrunusm (Obermiller & Spangenberg, 1998)

. 51 paccUHTHIBAIO, YTO MOIYTY JOCTOBEPHYIO HH(MOPMAIIHIO H3 OOJBIIMHCTBA PEKIAMHBIX 00BSIBICHHH.
. lenb pexnambl - HHGOPMHUPOBATH OTPEOUTEIIS.

. 51 cumrato, 4To pexnama HHHOPMaTHBHA.

. Pexnnama, xax npasuiio, npaBauBa.

. Pexnama — HaJie)HBIH UCTOYHUK HHQOPMAIHHU O KauecTBe U 3P(HEKTUBHOCTH BBITYCKACMOM TPOTYKIIAH.
. Pexnama - xopoIio nmojjaHHasi paBna.

. B nenom, pexiiama npencraBisier coOoi TOCTOBEPHYIO HH)OPMAIIHIO O PEKIAMHPYEMOM TPOIYKTE.

. 51 uyBcTBYIO, UTO OBLI(-2) XOPOIIO NMPOUH(POPMHUPOBaH(-a) O TOBapE, MOCIE MPOCMOTPa OOIBIIMHCTBA
PEKJIAMHBIX OOBSBICHHH.

9. Bonbliias 4acTh pekJiaMbl 00ECIICUHBACT MOKYyNAaTeNIei He0OX0 MO HH(pOpMaIHeH.

01N LW —

Kax 6v1 0ymaeme, Hackobko vl pasdupaemecs @ pexiame?

10

Mapketunrosas rpamotHocts (Macdonald & Uncles, 2007).

. [IpocmatpuBast pekiiamy, st MOTY OTPEIEIUTh MCIOJIb3yEMbIE TaM METO/IbI YOSIKICHHUS TSl TOKYIKH TOBapa.
. 51 3HaKoM(-a) C MAPKETHHIOBBIM CJICHIOM.

. 51 yMero onpeeNsiTh HCTHHY, CIPATAHHYO 38 YPE3MEPHBIM yOSXKICHHEM B PEKIIaMe.

. Briaromapst pexiiame st Bcerfia y3Haro O HOBEHIIMX TPOAYKTAX M TEXHOJIOTHSIX.

. Briaromapst pexiame st Bceraa B Kypee JydIIHX NPEeATOKCHNH Ha TOBapsI.

. Korza 51 xoy 1o Marasusam, st MOy HAHTH BBIFO/IHOE MPEIOKEHHUE.

. 51 yMe10 Haxo/UTh JTyUIIyIO LIEHy Ha TOBap.

. 51 3Ha10, KOI/ia IPOXOJIAT BCE PACIPOAAXKH, U TOT/IA JIeIat0 OONIBIIYIO YaCTh CBOMX MOKYIIOK.

00 1NN A W=

Paccxascume nam o mom, KakK 6bl 00bIUHO cosepuiaeme NOKYynKu U OmHoOCUmeCcsb K WOnuHe)y.

11

HNmnyiascuHas Tengennust nokynku (Flight, Rountree & Beatty, 2012).
1. TTokynaTh CHOHTAaHHO — 3TO BECEJIO.
2. 5l 9acTo MOKyMaro BEIH HE 33 yMBIBAsICh.
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3. MlHOT/1a MHE XOYETCs KYIHUTh YTO-HUOY/Ib MO]] BIHSHHEM MOMEHTA.

4. "Kymu ceiiuac, nogymMait 06 3ToM nosxe” — 310 000 MHe.

5. 51 MOTy KyIHTh BeIllM, KOTOPBIE He COOMpacCsi/He COOMpaIach MOKYMaTh.
6. 51 nenaro He3arIaHMPOBAHHBIE TOKYIIKHL

Paccrasicume eule HeMHO20 0 ce0eM ULONUHee. Vo ouenv UHmMEPECHO nociyulams.

12

KomnyabscuBHas Tenaenmus nokynku (Flight, Rountree & Beatty, 2012).

1. 51 mymaro, yTO IpyrHe oAU ObUIH OBI B yKace, €CIIM Obl y3HAIM O MOMX IPUBLIYKAX TPATUTh JCHBIU B MarasuHe.
2. 51 nonp3yrock KPEAUTHOM KapToi, laXke KOr/ia 3Har0, YTO Y MEHS HET IOCTaTOYHO CPEICTB YTOOBI MOKPHITh CBOH
PacXombl Ha TTOKYTIKH.

3. 1 gyBcTBYIO OECOKOHCTBO MM HEPBO3HOCTH B T€ JTHH, KOTJa HE XOXKY 3a IIOKYIIKaMH B Mara3uHBL.

4. 5] mokymaio TOBapkI JaKe €CIIM OHA MHE HE TI0 KapMaHy.

5. 51 9yBCTBYIO, 9TO BBIHY’K/I€H XOAUTH 1T0 Mara3dHaM M TPATUTh ACHBTH, JaXke KOTJa Yy MeHs HeT HH BpeMeHH, HH
JICHET.

6. 51 mokymaio TOBaphl, KOrja OHH MHE HE HY KHBI.

Kaxk npoucxooum eaw wionune? 9mo 6wt Oymaeme o Hem?

13

Yrunurapuelii MoTus (Babin, Darden & Griffin, 1994).

1. B cBOMX Moe3/1Kax Mo Mara3uHaMm s lIOKYMal HMEHHO TO, YTO XOYY.

2. B cBoMX moe3/ikax Mo Mara3uHaMm s IOKYIar UMEHHO TO, YTO MHE HYXKHO.

3. 41 paccTpanBaroCh, KOria BO BpeMsl LIOMMHTa MHE IIPUXOAUTCS UATH B APYroi Mara3uH(bl), YT00BI 3aBEPIINTH
CBOH IIOKYIIKH.

4. OOBIYHO MOH TIOC3/IKH [0 Mara3MHaM MPOyKTHBHBL.

5. 51 uyBCTBYIO ce0sl YMHBIM MOKYIATEIEM BO BPEMsI MIOTHHTA.

T(lk’, mak, mak... A umo 6v1 ucnvimoisaeme 80 epems wonunea?

14

I'enonmueckuii Mot (Babin, Darden & Griffin, 1994).

1. 51 ucubITHIBaIO PajloCcTh BO BpeMsl IOMHHTA.

2. MHe npusiTHee TPaTUTh BpeMsl Ha [IOMKHT, YeM Ha JpyTrHe Jena.

3. Bo Bpemst moxo/ia 1o Mara3uHaM sl YyBCTBYIO BOCTOPI' OT MIOMCKA TOBApOB.

4. TToxon Mo Mara3uHam JEHCTBUTEIBHO IMOX0XK Ha TIOOET OT Yero-To.

5. MHe HpaBUTCS OBbITh MOTPY>KEHHBIM B aTMOC(epy HOBBIX TOBApOB B MarasuHe.

6. 51 HacnaXKaarCh MOE3AKOM 110 MarasuHaM paJid Hee caMoi, a He TOJIBKO U3-32a BEIleH, KOTOpbIE 51, BO3MOXKHO,
KYILIIO.

7. 51 MOTYy IPOAOIKATh XOUTH IO Mara3iuHaM, HO HE IOTOMY, YTO 3TO HE0OXOHMO, a TOTOMY, YTO MHE 3TOr0
XOYeTCs.

8. lllomuHr momMoraet MHe 3a0bITh O CBOMX MpoOJIeMax.

9. /115 MEHS IONMHT CPOJAHU IPUKIIOYESHHUIO.

A Hanocnedox no2o8opum HemHoz2o o Bac nuuno!

15

Bam noua:
My:xckoit - XKenckuit

16

Bam Bo3pacr:
Memnsie 18 ner - 18-25 ner - 26-35 ner - 36-45 ner - 46-55 ner - 56-65 net - 66-75 ner - bouklie 75

17

TI'opon Bamiero nocTosHHOIr0 NPOKUBAHMSA:
Kpatkwuii orBer

18

VYka:kurte ypoBens Bauiero oopazoBanusi:
Henomnoe cpennee - Cpeanee - Cpennee crenmanpHoe - HenmonHoe Beiciuee - Boiciee - Yuénas crenens - [pyroe

19

Yka:xxute cBoIo cepy 3aHATOCTH:
Be3paboTHeIil/0e3paboTHas, 1OMOX035HH/A0MOX0351Ka - CTyieHT/cTyJeHTKa - PaboTato B KOMIaHUHU - 3aHUMAIoCh
HpePUHUMATENBCKOM ICSITENIbHOCTEIO - PaboTalo B 010/UKeTHOM yupexaenun - Ha neHcun - [lpyroe

20

Yem BbI 00bIYHO 3aHHMAETECH B CBOE CBODO/IHOE OT PadoThl/y4edbl Bpemsi?

AXTHUBHBIH OTIBIX, CIIOPT - TBOpUECTBO (3KMBOMHUCH, My3bIKa) - CaMooOpa3oBaHue (YTCHUE, OHIIAHH-KYPCHI)
Pykopenue - KommbrorepHsie urpsl - [IpocMoTp GuinbsMoB U cepuanos - [loe3nku u mytemectsus - @otorpadust u
BHJeOCcheMKa - [locerenne KuHo, TeaTpoB, My3eeB U T.1. - Jlpyroe

21

Yka:xkute Baie cemeiiHoe moJiokeHue:
Cocroto B 3aperucTprpoBaHHoM Opake - CocTor B OTHOIIECHHAX - BioBen/BnoBa - Pa3BeneH(-a), pazouutuch - He
COCTOIO B Opake WM OTHOIICHHSX

22

Ectb sin y Bac getu? Ecim fa, T0 ckoJIbK0O?
Her — 1 - 2 - Bosee 2-x

23

Kakoe yTBep:kaeHue J1yullie Bcero onucbiBaer Bam ypoBennb noxona?

JleHer He XBaTaeT Jgake Ha IPHOOPETEHNE MPOITYKTOB MUTAHUSL.

Jlener xBaTaeT TOJIBKO Ha IPHOOpETEHHE MPOAYKTOB [TUTAHUSI.

Jlener nocTaTo4YHO A1l MPUOOPETEHNS HEOOXOANMBIX IIPOAYKTOB IIUTAHUS U OJEXK/bI, HO Ha O0Jiee KpyIHbIe
MOKYIIKH TIPUXOJUTCS OTKJIaIbIBATh.

[Mokymnka 60JBIIMHCTBA TOBAPOB [UIMTEIBHOTO MOJIb30BAHUS (XOJIOAMIBHUK, TEJIEBU30P) HE BHI3BIBAET TPYIHOCTEH,
OJTHAKO MPUOOPECTH aBTOMOOHIIb MBI HE MOYKEM.
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JleHer xBaTaeT Ha HOBBII JIETKOBOI aBTOMOOWIIb, OJHAKO MOKYIKA KBapTHPbI WIIU JOMa SIBJIETCS UL Hac
3aTPYJHUTEIBHOM.
MarepuaabpHBIX 3aTPYAHEHUI HEe UCTIBITHIBAEM; MBI MO)KEM TMO3BOJIMTH ce0e MPUOOPECTH KBAPTHPY HIIH JIOM.

APPENDIX 3. DISTRIBUTION OF THE SURVEY

a Tele2 & 10:47 @942%@ )
< NIKABASENKO
Posts

nikabasenko Bcem npuseT!

Kak Bbl AymMaeTe, Kak CKpacuTb CBOE HaxoXaeHue goma B
aToT nepuoa? KoHeyHo xe noy4yactsoBaTb B MOEM ornpoce
N NONYYUTb NPU3b!

S NPOBOXY MUCCeaoBaHWe A1 CBOEro AunaomMa u MHe
HY>XHO MHOr0, 04eHb MHOro oTBeToB! KTo Kak He Bbl MOXET
MHe B 3TOM nomoqb?!g A npepgnarato Bam npoutn 10-
MWHYTHbIA ONPOC X NONYYUTb LWAHC BbIMrpaTbh OQUH U3
npusos!

.. YTO pasbirpbiBaem:

[na passneyenus: ceptudukat Ha 500 pybnet B ITunes n
AppStore nnn dnpekc.lMntoc;

Onga ytenusa: ceptnudukat Ha 500 pybnei Ha JTIutPec unun
BykmenT;

[ns npocMoTpa: cepTudukaT Ha oanH mecsu, B Okko nnm
ivi;

.. Kakve npasuna?

B po3birpbilie NpmM30B CMOryT NOy4acTBOBaTb TOMbKO Te,
KTO OTBETUT Ha BCE BOMPOCHI 1 3aMOIHUT aHKETY A0 KOHLa.
B KoHLe onpoca Bbl HaAETE OKOLLKW A5 3anoIHeHUs
CBOWX KOHTaKTOB.

.. NMobeputenen 6ypnem onpenenaTb Yepes reHepaTop
CNnyyYainHbix Ymucen. Becb npouecc posbirpoilia dyaet
3anuncaH un onybnmkosaH. OTBeTbl NpUHMMatoTcs 4o 15 mas
BKNtOYUTENbHO. Po3birpbilw coctouTcs 16 mas. Nobegutenb
CMOXeT BblbpaTb 0guH ntobon cepTudmkar ms
NepeyYncrieHHbIX Bbllle.

.« W pa, yem 6onblue y4yacTHUKOB, TeM BosbLie Npu3os!
MoaToMy ckopee aennucb 3TUM ONPOCOM CO CBOMMM
Opy3bsiMn U 3Ha|<0Mb|MV|!}f}'

Ecnmn onpoc cobepet 200+ oTBETOB - pa3birpaemM 2 npusa!
Ecnun onpoc cobepet 400+ oTBETOB — pa3birpaem 4 npusa!
Ecnu onpoc cobepet 600+ OTBETOB — pa3birpaem 6
npu3os!

of CCbIIKA HA OMNPOC (AKTUBHAS CCbISIKA HA
OrMnPOC B WWATMKE nMrPoounn4a! )

n  Q R 1
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APPENDIX 4. EFA ANALYSIS

Rotated Component Matrix

Component

1 2 3 4 5 6 7 8

HV7 ,823

HV6 811

HV8 192

HVS 7192

HV9 , 784

HV3 ,702

HV?2 ,659

HV1 ,612

HV4 ,596

MS7 ,843

MS4 ,819

MS5 ,800

MS9 , 761

MS6 , 753

MS8 ,740

MS3 (24

MS1 ,649

MS2 ,949

IB2 ,750

IB6 ,738

IB5 , 132

IB3 721

B4 ,702

IB1 ,696

CB1 ,549

CB5 ,806

CB4 ,676

CB3 ,673

CB2 ,653

ML2 ,807

ML3 ,805

ML1 ,780

uv?2 , 753

uvil , 746

uv4 ,633

UV5 921

ML7 744

ML6 714

MLS8 ,530

uv3 ,849

Extraction Method: Principal Component Analysis.

Rotation Method: Varimax with Kaiser Normalization.
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