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(factor loading)®= AF-IEHS A3l 060|402 EFAHo =2 Fo=
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=A 73 Q9 Q912 2913 Q94 2915
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HE W 4d .842 -015 -.056 .039 047
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Cronbach’s alpha 855 857 680 .666 685
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Abstract

The Effects of Intentions of Coupon Redemption
for the Sales Promotion of the Department Store
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This paper studies the effect of the multiple brand coupon redemption 1s—
sued by the department store. Two independent variables were used; the
brand familiarity and the consumer propensity to understand the causal rela-
tionship between the intension for coupon redemption, a dependent variable.
The brand familiarity examines the product familiarity and the department
store familiarity, while the consumer propensity examines the coupon usage
and the value consciousness.

The results show that the product familiarity significantly has positive ef-
fects on the intension of coupon redemption. Besides, the department store
familiarity has positive effects on the customer’s intention of coupon re-
demption while the value consciousness has negative effects.

The study indicated that in order to increase the customer’s intention of
coupon redemption, the product familiarity needs to be considered as the top
priority. The department stores needs to issue coupons as a decoy for the

customers to visit the place. This study suggests that when issuing the

Key Words: Brand Familiarity, Consumer Proneness, Coupon Redemption
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multiple brand coupons, the market position, the purpose of issuing coupons,
and the selection of the right partner are critical consideration for the effec—

tive coupon redemption.





