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Abstract:
							                           

Purpose: This study aims to identify the types of sales promotion that affect the consumer’s purchasing behavior.
Design/Methodology/Approach: We conducted a survey with a sample of 235 people who reported having made food purchases due to promotional stimulus. Relationships between variables were analyzed using descriptive statistics and a multiple linear regression model.


Originality/Value: This study seeks to understand the influence of sales promotions on consumer purchasing behavior in an emerging market. Past research has explored such behavior in mature markets. We opted to broaden discussions on sales promotion by studying the effect of usual types of promotions in the Brazilian market.


Outcomes: The results showed that discounts motivate the acceleration of purchases, stocking and experimentation. Free samples encourage consumers to try a product they do not know about. This suggests that discounts, free samples, and prize draws all influence consumer purchasing behavior, encouraging their preference for foods that are on sale and motivating the frequency of purchased foods that use these types of promotion.


Theoretical/Methodological Contributions: The study contributed theoretically by investigating different promotional types from those already investigated, observing: the promotional types that can influence, generate preference and motivate the frequency of purchase of products promoted by Brazilian consumers; stocking, purchase acceleration, product choice and brand loyalty behaviors, which can change the choice of a promotional type in a promotional campaign.





Keywords: consumer purchasing behavior, sales promotion, food sector.
		                         


Resumo:
						                           

 Objetivo: Este estudo buscou identificar os tipos de promoção de vendas que afetam o comportamento de compra do consumidor de alimentos.
 Método: Foi realizada uma pesquisa junto a uma amostra de 235 pessoas que declararam ter realizado compras de alimentos em função de estímulo promocional. As relações entre as variáveis foram analisadas por meio de estatística descritiva e de um modelo de regressão linear múltipla.


 Originalidade/Relevância: Este estudo busca o entendimento das influências das promoções de vendas no comportamento de compra do consumidor num mercado emergente. Pesquisas anteriores exploraram tal comportamento em mercados maduros. Optou-se por ampliar as discussões sobre promoção de vendas, estudando o efeito de tipos de promoções usuais no mercado brasileiro.


 Resultados: Os resultados apontaram que descontos motivam a aceleração de compras, a estocagem e a experimentação. As amostras grátis incentivam os consumidores a experimentarem um produto que não conhecem. Isso sugere que os descontos, as amostras grátis e os sorteios de prêmios, ao mesmo tempo, influenciam o comportamento de compra do consumidor, incentivam sua preferência por alimentos que estejam em promoção e motivam a frequência de compra de alimentos que usam esses tipos promocionais.


 Contribuições teóricas/metodológicas: O estudo contribuiu teoricamente ao investigar tipos promocionais diferentes dos já investigados, observando: os tipos promocionais que podem influenciar, gerar preferência e motivar a frequência de compra de produtos promovidos por consumidores brasileiros; os comportamentos de estocagem, aceleração de compras, escolha do produto e fidelização à marca, que podem alterar a escolha de um tipo promocional numa campanha promocional.





Palavras-chave: comportamento de compra do consumidor, promoção de vendas, setor de alimentos.
                                








1  Introduction


Sales promotions involve tactics that can have an effect on consumer purchasing behavior, linking directly to the sales volume of organizations (Alnazer, 2013; Vitor, Ayimey & Gayibor, 2013). Its use proposes an exchange with benefits, which may influence the purchase and impact sales (Gilbert & Fackaria, 2002; Yusuf, 2010). Because of its importance, marketing studies have raised questions about its role in the context of communication and its ability to drive short-term sales, encouraging consumers to purchase a product or service (Pagiavlas & Francisco, 2013; Vitor et al., 2013).

According to Santini, Lubeck and Sampaio (2015a), research on sales promotions has been conducted since the 1970s. Since then, the number of studies has increased at the same time as there were higher promotional expenditures given by organizations (Wierenga & Soethoudt, 2010) and greater availability of consumer behavior data for a promotional offer (Teunter, 2002).

Abroad, there were several studies developed during the 1980s and 1990s addressing the theme, such as Peattie and Peattie (1995) and we note a continuity of research during the 21st century (Bailey, 2005; Fam, Yang & Tanakinjal, 2008; Gilbert & Fackaria, 2002; Laran & Tsiros, 2013; Kotni, 2011; Mcneill, 2013; Michael & Ogwo, 2013; Montanari, Rodrigues, Giraldi & Neves, 2018; Pagiavlas & Francisco, 2013; Palazon & Delgado-Ballester, 2011; Ramanathan & Dhar, 2010; Shankar & Bolton, 2004; Vitor et al., 2013; Wierenga & Soethoudt, 2010; Yang, Cheung, Henry, Guthrie & Fam, 2010). In Brazil, although they are far less numerous, studies highlight the effect of sales promotion in consumers’ purchase intention (Freitas & Hamerski, 2017, Santini et al., 2015a; Santini, Ladeira, Sampaio & Falcão, 2105b). As may be noted, in the academic field, studies are directed at understanding the influences of sales promotion on consumer purchasing behavior (Bailey, 2005; Fam et al, 2008; Gilbert & Fackaria, 2002; Laran &Tsiros, 2013; Michael & Ogwo, 2013; Mcneill, 2013; Pagiavlas & Francisco,2013; Ramanathan & Dhar, 2010; Simpson, 2006; Turki & Kammoun, 2013; Vitor et al., 2013; Wah Lee, 2002). From the managerial point of view, sales promotion has been approached and gaining importance as a marketing strategy (Santini et al., 2015a).

Even with a wide theoretical framework abroad, in Brazil, this theme is still under analyzed, enabling advances in research that can contribute to a better understanding of sales promotion behaviors and their relationship to consumer purchasing intention in a relevant emerging market (Alvarez Alvarez & Vázquez Casielles, 2005; D’Astous & Landreville, 2003; Jones, 2008; Ramos, Ferreira, Freitas & Rodrigues, 2018; Santini, et al., 2015b). We emphasize that most sales promotion research has been conducted in developed countries, with the findings of this research not necessarily resulting in applicability in the reality of emerging markets, including Brazil, reinforcing the need for specific research for such markets.

Thus, this study is aligned with the search for knowledge on the subject, considering that in the Brazilian context, publications on sales promotions are few, despite the diversity of studies abroad. We intend to verify the effectiveness of sales promotion in increasing consumers' purchase intention, which was initially evidenced by Santini et al. (2015a) and Santini et al. (2015b).

Thus, this study seeks to broaden the understanding of the effect of using sales promotion on consumer purchasing behavior of Brazilian food retailers. We must consider that this sector is one of the fastest growing in Brazil. According to ABIA (2017) (Brazilian Food Industry Association), in 2016, the food sector had revenues that exceeded BRL 613 billion, representing 19.7% of total Brazilian exports. Because of its representativeness in the Brazilian economy, it is relevant to study how the use of sales promotion has contributed to the purchase of food.

Considering the expressiveness of food retail and its growth in the country, as well as the different approaches to stimulating purchases, the following research question arises: What types of sales promotion affect the purchasing behavior of the Brazilian food consumer? Therefore, the objective of this research is to identify the effects of using discounts, free samples, prize draw and promotional gifts in Brazilian retail food purchasing behavior. We keep the importance of this information in mind to facilitate the definition of marketing actions promoted by the various food chain agents (Tong, Lai & Tong, 2012; Santini et al., 2015a).

For this purpose, we conducted a survey with 235 consumers from the application of a questionnaire that tested, based on validated statements in the study by Gilbert and Fackaria (2002), Brazilian consumer behavior regarding the use of sales promotion. We performed data analysis using proportion measurements (percentages), descriptive statistics and a multiple linear regression model.

This study is theoretically justified by seeking to understand the influence of sales promotions on consumer purchasing behavior in an emerging market, which is the case of the Brazilian market. This approach differs from the original study used as a parameter of this research, which was conducted in the UK by Gilbert and Fackaria (2002), to investigate English consumer response to the four most commonly used promotional offers in UK supermarkets: coupons, discounts, free samples, and “buy one, get one free”. These authors found that only discount obtained statistical significance to influence the purchasing behavior of the English consumer. From the empirical indications of the study by Gilbert and Fackaria (2002), we opted to broaden the proposed discussions by studying the effect of usual types of promotions in the Brazilian market, specifically discounts, samples, prize draws and promotional gifts. Because Brazilian retailers recurrently use promotions to drive sales, it is important to provide marketing managers with insights so they can make decisions, since sales promotions have a direct effect on business results. In this sense, the study is justified by proposing the expansion of investigations on sales promotions, since they have been shown to be efficient and have their use expanded in Brazilian retail, mainly in order to circumvent the effects of crises that generally affect the sector (Semedo, 2014). It is recommended to use developed knowledge of consumer behavior to shape more assertive strategies and promotions.

We hope the study results can help marketers and communications professionals develop practical assessments of consumer behavior, as the study provides behavioral data on the dynamics of food product acquisition on sale. With the results, these professionals can design a promotional process based on consumer behavior and product purchase mode evaluation, to better define communication messaging and financial resource allocation (Schultz & Barnes, 2001).






2 The use of sales promotion and consumer behavior 



Marketing communication provides the means by which organizations present themselves to their audience, covering advertising, sales promotion, personal selling, public relations and marketing. In this study, we addressed sales promotion that, according to D’Astous and Landreville (2003) and Liao (2006), is a marketing tool used to stimulate the consumption of products and services. It includes a set of tools designed to drive purchase of a product, affecting sales immediately or piquing interest in a brand or product category (Pagiavlas & Francisco, 2013; Vitor et al., 2013). Using it encourages consumers to respond directly by offering additional benefits (Peattie & Peattie, 1995), which can change the perceived value equation for money (Fam et al., 2008), mainly in competitive contexts and short-term pressure (Wah Lee, 2002).

Sales promotion is thus, an incentive to accelerate the sales process (Mali & Ahir, 2013) and when it is used to deliver benefits consistent with those of the promoted product, it becomes  effective  in  influencing  consumer  behavior  (Chandon, Wansink  & Laurent, 2000). Such is its importance that, according to the AMPRO-Ibope 2011 survey (AMPRO, 2011), companies continue to invest in promotion.

Defining the right promotional tool is therefore a challenge for organizations, as this choice may or may not trigger consumer behavior consistent with the company's communication goals (Peattie & Peattie, 1995). Companies should be aware that reconciling the right promotional tool with the intended objectives can represent the transformation of potential buyers into actual buyers through incentives (Gherasim, 2012), favoring the company’s market share (Vitor et al., 2013).

It also stimulates desired consumer response (Gilbert & Fackaria, 2002), allowing to test the demand for a product (Chandon, 1995), capturing new customers by persuading to change brands that have higher profit margins or simply inducing the customer to buy more (Yang et al., 2010).

Given the diversity of promotional types, companies face the challenge of choosing a promotional tool that is appropriate for their brand and product. For this purpose, they must know consumer preferences in order to define the promotional actions that will most influence consumer purchasing behavior (Mali & Ahir, 2013; Palazon & Delgado-Ballesterm, 2011).

In this perspective, the study by Chandon (1995) points out that frequent users of sales promotions are price sensitive, responsive to information and brand changes and they are frequent buyers of the products on sale. In addition, they stock and accelerate their purchases due to sales promotion. When consumers come across sales promotions, according to Gilbert and Fackaria (2002), they can choose to trade, store the product on sale, speed up shopping, and even stock up on products with promotional appeal. For these reasons, knowing the factors that influence purchasing can provide relevant marketing ideas for an organization (Vilcassim & Jain, 1991).

Considering the theoretical contributions about different consumer behaviors in the face of a promotion, for this study, we chose to analyze brand switching or brand loyalty, stocking, purchase acceleration, and product choice behaviors. The research on brand switching or loyalty had  as  theoretical  support  the  studies  by  Gilbert  and  Fackaria (2002) and Currim and Schneider (1991). The storage behavior was studied from the theoretical proposals by these same authors added to the findings of the study by Raju, Srinivasan and Lal (1990). Purchase acceleration (unplanned purchase) and product choice were investigated with reference  to  the  proposal  by Gilbert and Fackaria  (2002), Fam et al. (2008) and Currim and Schneider (1991).

For Currim and Schneider (1991), promotions are associated with the acceleration of purchases in terms of increasing the quantity purchased and reduce the time of repurchase, and can lead to brand switching. In their study of consumer engagement with sales promotions, the authors point out that the motivations for brand switching and purchase acceleration during a promotion may be tied to saving money as well as psychological satisfaction of the consumer by considering themselves as “smart consumers” when taking advantage of sales promotion.

As for brand loyalty, Raju et al. (1990) point out that when brands in a market have high loyalty, it is not profitable to use sales promotions. However, as competition increases, the likelihood of using sales promotions also increases. Regarding product choice, Fam et al. (2008), point out in their study of promotional techniques that the use of sales promotion can persuade consumers to consume higher-margin brands, in addition to inducing them to buy more, that is, stock the promoted product. Gilbert and Fackaria (2002) point out that not all consumers are influenced by promotional tools in the same way, and therefore companies need to be able to evaluate the current effectiveness of the resources they allocate to promotional activities to drive sales.

Thus, the studies presented allow us to consider that consumers are influenced by sales promotions. It is not possible to state that, for any kind of promotion used, the expected behavior of the consumer is the same. Therefore, choosing which type of promotion depends on what behavior marketers want to arouse in consumers. Moreover, developing and monitoring promotional strategies requires analyzing how consumers respond to the different expectations and benefits offered by promotional types that companies can use (Palazon & Delgado- Ballester, 2011).



2.1 Sales promotion types


Sales promotions can be grouped into two broad groups: price promotions and non-price promotions. The first group includes temporary price reductions, promotional packs, loyalty discounts, coupons, vouchers and other forms that deal directly with product pricing. In the second group are promotional packaging, free samples, promotional gifts, prize draws, events and other forms that can be considered supportive or real (Gedenk, Neslin, & Ailawadi, 2006). For this study, the types of sales promotion investigated were discounts, free samples, prize draws, and promotional gifts, considering that:




	
Discounts: Refers to temporary price reduction according to a predetermined price scheme (Alnazer, 2013; Ayhan & Kilic, 2015; Bogomolova, Dunn, Trinh, Taylor & Volpe, 2015).



	
Free Samples: Aim to induce consumers to try a free version of a product (Jagpal &Spiegel, 2011; Gupta & Singh, 2013).



	
Prize Draws: This is a distinct form of promotion resulting from the distribution of prizes linked to the purchase of a promoted product (Chandon et al., 2000).



	
Promotional Gifts: Products or services offered free or at a relatively low price when buying merchandise (Alnazer, 2013).







By having defined the promotional types chosen for the research, it is important to emphasize that the use of sales promotion can represent a valuable form of communication between the company and the consumer. Price-oriented promotions, such as discounts, have the ability to achieve short-term results, such as increasing market share, encouraging brand switching and inducing experimental use of a product (Wah Lee, 2002). By using discounts, companies are able to influence consumer perceptions and purchase decisions based on price (Ahmetoglu, Furnham & Fagan, 2014).

For Alanazer (2013), the consumer perceives a promotion against a subjective reference point, for example, the price of the reference product. The use of discounts is likely to be perceived by consumers as a reduction in “loss” because it reduces the purchase price, while a non-monetary promotion (prize draws, samples and promotional gifts) is viewed as a “gain” from the transaction. In the same line as Alanazer (2013), Peattie (1998) and Simpson (2006) pointed out the choice of discounts as a promotional tool indicated to move the company’s stock, which is also valid for other types of price-based promotions.

With price being an important element in the purchase decision, Isabella, Pozzani, Chen and Gomes (2012) propose that consumers have price references from past experiences. When the discount amount is close to these references, consumer purchasing intention may increase. This increase will be considered in conjunction with the individual’s perceptions of the discount, if it is classified as gain or loss. Discount on sales price may increase product price sensitivity. However, it is important to be aware of what Pagiavlas and Francisco (2013) evidenced. For them, prize-based promotions (a gift associated with a purchase) generate higher ratings than discount-based ratings (that is, a price reduction on a store shelf). These contradictions reinforce the need for organizations to understand the effects that the use of a promotional type can have on consumer purchasing behavior.

Non-price-oriented promotions such as free samples, prize draws and promotional gifts, are mainly adopted for their ability to meet long term goals such as enhancing brand image and increasing loyalty (Alnazer, 2013; Wah Lee, 2002). The samples, according to the study by Jagpal and Spiegel (2011), have emerged as a promotional type capable of generating revenue from free product evaluation. They can be mailed, delivered to the store or door to door, and can be attached to products or appear in an organization's communication material. Its use seems to be suitable for long-term sales results (Bawa & Shoemaker, 2004; Simpson, 2006).

Regarding promotional gifts, Raghubir (2004) points out that consumers consider the value of the promotional gift as a discount and consider that gifts from more expensive brands have more value. For D’Astous and Jacob (2002), promotional gifts positively impact consumer behavior and it is important to make sure they are appealing to prevent the brand image from being negatively affected. These authors suggest that consumers may be led to buy a product that they have little interest in, if the gift is attractive enough.

Concerning prize draws, Wah Lee (2002) points out that this type of promotion is relatively favorable in its ability to meet long-term goals, especially in improving brand image. Its use should be based on company objectives, in customer risk aversion and in the possibility that this promotional type has to attract sales (Kalra & Shi, 2009). According to D´Astous and Jacob (2002), prize draws positively impact consumer behavior. Consumer perception is mainly affected by accuracy, value and interest in the award. The prize draw can strengthen the associations between the prize and the product, generating brand enthusiasm. This type of promotion is relatively favorable in its ability to meet long-term goals, especially in improving brand image (Wah Lee, 2002).

Given the diversity of promotional options and high marketing investments to develop promotional tools that deliver the expected return, organizations are faced with decisions that affect their brand and the market in which they operate (D'Astous & Jacob, 2002, Low, Wah Lee & Cheng, 2013; Peattie & Peattie, 1995). Such decisions may confirm the assumption that choosing a promotional type is linked to the attractiveness of the promotion, being a significant variable to explain a positive evaluation on a product offered, after all consumers can react differently from a sales promotion (D´Astous & Jacob, 2002; D´Astous & Landreville, 2003).



2.2 Sales promotions in the food sector


According to the Brazilian Association of Food Industries (ABIA), between 2001 and 2010, the food sector accounted for one of the largest surpluses in the Brazilian industry, generating USD 201.2 billion (ABIA, 2012-2014). In 2017, production in this sector grew by 1.25% and, by 2018, ABIA expects growth between 2.5% and 2.9% (ABIA, 2017). In recent decades, this sector has been undergoing a restructuring process, due to rapid technological developments, trade openness and increased competition (Malagolli, Cônsoli, Campos & Neves, 2014).

These changes can also be felt in the food consumer profile. According to the National Survey on Food Consumption Profile in Brazil, conducted by FIESP/Ibope (2010), the determining factors for the purchase of food are convenience, practicality, reliability, quality, sensoriality, well-being and pleasure. There is also a strong upward trend in the consumption of foods that become more attractive relative to their prices.

Thus, food companies can use sales promotions to ensure market share vis-à-vis competitors. Using this tool can lead to increased sales as food represents a high market penetration product category, easy to store and at short intervals from one purchase to another (Narasimhan, Neslin & Sen,1996; Simpson, 2006).

Another point to note is that in the food industry there is a recurring use of price-based promotions (Bogomolova et al., 2015; Simpson, 2006). An increasing proportion of marketing budgets is allocated to sales promotion in this industry, due to changes in consumer behavior and the “snowball effect”, where, because of the similarity of sales promotions between competitors, many companies are forced to follow the same path, in order to maintain its market share (Peattie & Peattie,1995).

Companies in the food retail sector have made a number of marketing strategies, based on the compound that includes promotion and communication. According to the study by Kantar Worldpanel termed PROMO (SCS, 2017), in Brazil, the use of promotions is a form of consumer preference dispute, so much so that the country has the largest volume of promotional products available to the consumer. In the survey conducted by Kantar, 80% of consumers surveyed said they bought a discount product and only 11% of these products had their purchase previously planned, i.e., almost 90% of products were purchased on impulse driven by discounts. This behavior may represent an opportunity for retailers to create consumer discount strategies. The study considered five types of discount: price discount, 2 for 1 promotion, free product or with promotional gift, multipacks and take more and pay less. According to the research, price discounting is recognized as the most common consumer advantage mechanism.

According to another study on the use of promotions for non-durable goods, conducted by Hello Research (2016) with 1280 consumers from all regions of Brazil, price discount is the promotional type most remembered by most respondents (77%), free samples were remembered by 15% and prize draw by 4%. Consumers consider discounts to have immediate benefits and are therefore preferred.

Regarding prize draws, Santini, Espartel, Sampaio, Rotta and Perin (2008) highlight that this type of promotion can be used to get consumers’ attention during a campaign, impacting long-term sales volume. In the food sector, its use allows reaching consumers, publicizing the brand, because even those who have not won the prizes, are aware of the promotion via folders and posters that are in the points of sale, which represents a way to promote the brand.

The use of free samples, which provides opportunities to tasting, is common in supermarkets environments. Through interviews, Freitas and Hamerski (2017) found that tasting is one of the types of sales promotion that most influences the purchasing behavior of supermarket consumers, yielding a higher percentage of sales, with 93% consumer choice.

It is also noted that food consumers are sensitive to price changes and may have stocking behavior or purchase acceleration behavior, since the promotion used adds value. In this sector, if the consumer finds a better product, it is common for them to switch products, because the cost of this switch is lower (Chavadi & Kokatnur, 2009). This has led the food production, development and industrialization sectors to invest in strategies, among them the promotion of sales, so that consumers buy their products.

In summary, it is clear from the literature that various types of sales promotions can have various consumer effects. Specifically in the food industry, sales promotions have been an important business sales channel, since the financial amounts of products are usually low and competitiveness is high. Thus, it is relevant to note which types of sales promotions perform best in various aspects of consumer behavior, such as brand loyalty, product stocking, experimenting with new products and purchase acceleration, this being the purpose of this study.









3 Methodological procedures


In view of the objective outlined for this study, we conducted a cross-sectional quantitative methodological research and survey. We seek to define the relationship between the use of a promotional type and its effects on consumer purchasing behavior.

To respond to the objective of this study, the population able to participate in the survey comprises all those who bought food on sale. Because it is a large, varied and unknown population, we opted for non-probabilistic convenience sampling, involving the most available respondents who could provide the necessary information for the study. Thus, the sample consisted of higher education students from a private college and the technical course of a commercial education institution, in addition to personal contacts and the social network Facebook, making a total of 243 respondents. The sample obtained was 65% larger than the original study that supports this research, Gilbert and Fackaria (2002), approached 160 respondents in their study.

To collect data, we applied a questionnaire from February to March 2014 to consumers of food on sale. We seek to measure respondents’ perceptions of the use of four types of sales promotion: discounts, free samples, promotional gifts, and prize draws. From the conceptual framework offered in the study by Gilbert and Fackaria (2002) on the use of sales promotions, it was possible to evaluate consumer behavior in four situations: brand loyalty; product stocking; experimentation with new products; purchase acceleration.

Following the same procedures as Gilbert and Fackaria (2002), first, after an initial explanatory text, respondents should state whether they buy promotional food. Then respondents were able to rate on a five-point Likert scale (from totally agree to totally disagree) how they would behave when using a specific type of sales promotion. For each type of promotion surveyed, statements were made about its influence on consumer purchasing behavior. These statements were intended to assess whether, for each type of promotion, consumers would stock the product, make unplanned purchases (purchase acceleration), try a new product, and even if using promotions, the consumer would remain loyal to brands not in promotion.

It is noteworthy that, for the interpretation of the variable “brand loyalty”, the scale used was inverted. The statement made in the questionnaire to test such behavior referred to the consumer’s habit of always purchasing the same food brand, even when other brands offered discounts or free samples or prize draws or promotional gifts. A positive answer (totally agree and partially agree) to this question indicated that the consumer would probably remain loyal to the brands that were commonly purchased and that the sales promotion had no effect on their behavior. Similarly, a negative answer (strongly disagree and partially disagree) indicated that consumers were influenced by sales promotion, which could lead them to switch brands.

In addition, we included statements in the questionnaire about the influence of promotions on food purchase decisions, consumer preference for food on sale and statements as to whether the respondent was a frequent food consumer due to promotional incentives. Finally, the last part of the questionnaire aimed to characterize the respondent regarding gender, age, income and education.

After performing the first version of the questionnaire, we conducted a test with 20 undergraduate students that comprised the research target audience. They received a link generated by the Google Docs tool that remained active for one week in February 2014. Pretest results signaled minor adjustments in questionnaire formatting, for a better understanding of the questions used. We made changes to the order of the questions, adjusting them so that one question did not influence the next. Moreover, to help the understanding of the questions, a sales promotion concept was included in the survey header as well as the free sample concept.

After we completed the adjustments indicated in the pretest, we sent the questionnaires via a new link generated by the Google Docs tool. Respondents were able to access this link during February and March 2014. Of the questionnaires sent, 243 were answered. After analyzing the responses received, 235 questionnaires were validated, excluding 8 questionnaires in which respondents indicated that they did not buy promotional food and therefore did not compose the study population.

For data analysis, we used proportion measures (percentages) to assist in the evaluation of sample characteristics. In addition, descriptive statistics contributed to the understanding of respondents’ average perception of the indicators evaluated. For each type of purchasing behavior (brand loyalty, purchase acceleration, stocking, and product choice), triggered by a specific type of sales promotion (discounts, free samples, prize draws and promotional gifts), we calculate a mean and its respective standard deviation. For example, for the discount construct, we get a mean of brand loyalty, one of purchase acceleration, one of stocking and one of product choice, making four means. Then a fifth average was calculated for the discount construct. This fifth average simultaneously considered all types of consumer behavior toward a sales promotion that uses discounts (brand loyalty, purchase acceleration, stocking and product choice), thus obtaining the average for the construct under discussion. The same interpretation was applied to the other study constructs (free samples, prize draws and promotional gifts).

In addition to the means and standard deviations for the researched behaviors, we calculated a mean for the variable, another for the preference variable and one for the frequency variable. From these three variables a variable called sales promotion was created, which simultaneously reflects the influence, preference and frequency of purchases, and for this variable we also calculated the mean and standard deviation.

Finally, just as conducted by Gilbert and Fackaria (2002), we performed a multiple linear regression model to explain the relationship between the sales promotion dependent variable and the study’s independent variables, represented by means of discounts, free samples, prize draws, and promotional gifts. The dependent variable is reported as consumer behavior in relation to frequency, preference and influence on the purchase of promoted products. Independent variables were the four consumer promotions that exhibited different types of purchasing behavior. As mentioned, these behaviors included brand loyalty, stocking, purchase acceleration, and product experimentation. From the proposed model, it was possible to observe the relationship between the use of sales promotion and consumer behavior.





4 Analysis and discussion of results




4.1 Sample characterization


The sample selected was composed of 235 respondents who stated that they purchase on sale (we excluded consumers who claimed not to purchase on promotions from the sample), with 58% being female, with an average age of 31 years, with a predominance of higher education and monthly income ranging between 1 and 3 minimum wages (49.8%), as can be seen in Table 1. From the profile presented, we note that the sample depicts the typical supermarket customer, who is economically active and has autonomy to make their purchases.




Table 1





Sample Characterization
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Source: Research data.










4.2 Descriptive statistics


Because of the purpose of this study, for each type of sales promotion investigated (discounts, free samples, prize draws and gifts) we analyzed the mean and standard deviation of respondents' perceptions of the impact that the type of promotion addressed would have on their purchasing behavior. We measure this behavior for brand loyalty, purchase acceleration, stocking, and product choice. The results are shown in Table 2.




Table 2




Average perception of respondents on the indicators evaluated.
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Source: Research Data.








Initially, we performed the t-test of comparison of means between the general means of the constructs discounts, free sample, prize draw and gifts. The results indicated that the overall mean of each construct was significantly different from the overall mean of the other constructs, allowing to analyze each construct separately. Thus, in summary, to facilitate understanding of the data in Table 2, Table 3 presents the results of the descriptive statistics by variable and the respective percentages found for each type of behavior observed.




Table 3




Summary of descriptive statistics
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Source: Research Data








From the data presented, we can notice that, among the types of promotion studied, discount tends to be preferred by the consumer who buys on sale. About 77.4% of respondents agree that they would buy more units of discounted food (M=3.80; SD=1.24), 72.3% agree that they would buy food earlier than planned to receive discounts (M=3.72; SD=1.17) and 62% agree that they would try food they do not know because of this kind of promotion (M=3.40; SD=1.31). Regarding brand loyalty, even with the use of discounts, 53.6% of respondents agree that they would remain loyal to the brand they usually buy, which contradicts the theoretical position by Wah Lee (2002) on using discounts and consumer encouragement for brand change. In this study, we did not observe the declared trend towards brand reduction when discounts are used. In any case, it is important to consider the contributions of the study by Alnazer (2013) on the relationship between brand awareness and discount use. For the author, the use of discounts is effective when there is a high level of brand awareness.


Alnazer (2013) highlights that the consumer perceives a promotion in relation to a subjective reference point, for example, the price of the reference product. It is likely that a monetary promotion such as discounts is considered a reduction in “loss” because it reduces the purchase price, while a non-monetary promotion is viewed as a “gain” from the transaction. This sense of loss reduction can make the discount a promotional tool to move company inventory, motivate consumers to try a product they do not know about, speed up shopping by purchasing a product earlier than planned, or stock the product on sale. Regarding this last behavior, the study by Shankar and Bolton (2004) had already stressed the favorable use of discounts for products that are stockable.

Similar findings had been pointed out in studies by Chavadi and Kokatnur (2009), Simpson (2006), Gilbert and Fackaria (2002) and Peattie (1998), who underlined the importance of using rebates to influence consumer purchasing behavior. In the same way, Bogomolova et al. (2015) emphasized that promotional pricing is a central element of retail competition. Consumer sensitivity to price changes in the food sector can justify the discounts as the type of promotion of more significant sales research, reinforcing the argument by Chandon (1995), that consumers are price sensitive, and the argument by Ahmetoglu et al. (2014) that pricing strategies have become indispensable for retailers and manufacturers.

Regarding the use of free samples to attract consumers who buy on sale, we point out, according to the data, that it can be a kind of effective promotion in influencing consumers to try products they do not know yet (67.6% of respondents; M=3.60; SD=1.37). Possibly, due to the fact that a free sample gives the consumer the ability to certify the quality of the product before making a purchase of something they do not know yet. In the food industry, this promotional type gains importance because of its consumer-proof experience (Simpson, 2006). Reinforcing this positioning, Bawa and Shoemaker (2004) indicate that using free samples causes a higher likelihood of purchase among those who would not have tried a brand without such promotion. Samples have emerged as a promotional type capable of generating revenue from free product evaluation. Its use seems to be appropriate when what is sought is long-term sales results (Bawa & Shoemaker, 2004; Jagpal & Spiegel 2011; Simpson, 2006).

Regarding gifts, we noticed, according to research data that 43% of respondents who buy on sale agree that they would speed up their purchases to receive freebies (M= 2.82; SD= 1.41), 55.8% agree that they would choose to buy food that offered gifts (M=2.84; SD=1.33) and 54.5% agree that they would stock food because of this kind of promotion (M=2.80; SD=1.34). when promotional gifts are used to promote food, about 52% of respondents indicated that they could stay loyal to the brands they usually buy from, not interested in products that offered gifts. This suggests that promotional gifts may not be appropriate to motivate brand switching.

It is important to consider that among the types of promotion researched in this study, promotional gifts appear to be relatively less effective in influencing purchasing acceleration behavior, i.e., when using gifts as a promotional offer, only 43% of respondents agree that they would buy the product offered earlier than planned. However, when it comes to stocking products, gifts only lose to discounts. As highlighted by D'Astous and Jacob (2002), consumers may be led to buy a product in which they have little interest if the gift is attractive enough.

Lastly, regarding prize draws, it can be seen from the data that this type of promotion may have a greater influence on the brand-changing behavior of consumers who buy on sale. When considering the use of prize draw, only 46.6% of respondents (M=2.78; SD=1.29) indicated that they would remain true to their brands, the others (53.4%) signaled a trend of brand change when prizes are offered. Regarding purchasing earlier than planned, 53.6% of respondents agree that they would speed up their purchases to participate in prize draws (M=2.74; SD= 1.40), 49% of respondents agree that they would choose a new product because of prize draws (M=2.67; SD=1.41) and 50.2% of respondents agree that they would buy more of a particular food because of this type of promotion (M=2.60; SD=1.34).

Thus, using prize draw can be a good strategy for positively impacting consumer behavior, with regard to brand switching and product stocking. When the accuracy and value of the prize is guaranteed, interest in the prize may be even higher, which may arouse acceptance of the offer (D'Astous & Jacob, 2002; Kalra & Shi, 2009).



4.3 Multiple linear regression 


In addition to the directly stated behaviors observed so far, we performed a multiple linear regression with the dependent variable sales promotion (SPR) and the independent discounts, free samples, prize draw and promotional gift. This variable (SPR) was calculated from the mean per respondent of the influence (INF), preference (PREF) and frequency (FREQ) variables (Table 2), representing the influence of sales promotion on consumer purchasing behavior, consumer preference for purchasing products on sales and how often to purchase products on sales.

The same was done for each type of sales promotion (discount, free samples, prize draw and promotional gifts). We calculated the scores for each type of promotion from the mean per respondent for each of the variables analyzed (loyalty, purchase acceleration, stocking and product choice). It is important to highlight that the loyalty variable had its notes reversed, since the direction of the statement was contrary to the other. Before regression, to validate the constructs used, we performed an exploratory factor analysis, in order to verify the factor loadings of each variable belonging to each of the five tested constructs. As expected, as these constructs were validated in the study by Gilbert and Fackaria (2002), the variables adjusted appropriately for each construct, with the smallest factor loading of 0.64. In addition, the reliability of each construct was verified by calculating Cronbach’s alpha. All constructs had adequate alpha: Discounts (0.88), Free Sample (0.81), Prize Draw (0.72), Gifts (0.83) and Sales Promotion (0.77). The results of the regression model can be seen in Tables 4 and 5.




Table 4




Model obtained in multiple linear regression – Dependent Variable: Sales Promotion.
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Source: Research Data











Table 5




Estimated coefficients of dependent variable: Sales Promotion.
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Source: Research Data








The adjusted R2 presented in Table 4 shows that 40.8% of the behavior of the sales promotion variable is explained by the model, i.e., discounts, free samples, and prize draws explain 40.8% of a sales promotion that aims to influence consumers to buy a promotion food, they prefer this food to the detriment of those that are not on sale and buy it often.

According to Table 5, the variables discounts, free samples and prize draws are statistically significant, affecting the sales promotion variable, which allows us to accept that the use of these promotional types at the same time tends to influence consumer purchasing behavior, causing purchase preference and frequency. Similarly, the estimated coefficients explain the research problem and are in line with theoretical expectations about sales promotions.

The data in Table 5 suggest that discounts, free samples and prize draws can be used in a promotional campaign that wants to influence the consumer who buys from sales, encourage their preference for promotional foods and motivate the purchase frequency of promotional foods. This result reinforces the arguments by Fam et al. (2008), that sales promotion influences a consumer's purchasing decision by attracting new customers or inducing them to buy more.

Regarding gifts, despite the study by Laran and Tsiros (2013) claiming that they are very useful for the market, no significant evidence was found in this study of the impact of this type of promotion on preference, the influence and frequency of food purchases. Alnazer (2013) had already shown in his study that price discounts are more effective than promotional gifts, because they are more valued by the consumer and generate greater purchase intention.

Agreeing with the study by Gilbert and Fackaria (2002), it can be suggested that sales promotion may generate the purchasing response that organizations expect from consumers, but this answer may differ depending on the type of promotion used. Therefore, the results of this study corroborate the argument by Peattie and Peattie (1995), evidencing that the choice of the type of sales promotion by an organization involves the definition of the appropriate promotional tool and that awakens a consumer behavior compatible with the company’s communication strategies. If the company appropriately chooses which promotional type to use, it may change the context of consumer choice, affecting customer preference relationships (Bogomolova et al., 2015; Diels, Wiebacha & Hildebrandt, 2013).

Using sales promotions also attracts customers who had previously planned to buy a very different option, but later found that this product was no longer available, deciding to buy items that are on sale. Thus, the effectiveness of the promotion can be increased without further cost to the retailer (Diels et al., 2013). In retail, especially in the food sector, the use of sales promotion faces increased competition, shortened product life cycle and higher prices (Simpson, 2006). In short, the results can help align the objectives of a sales promotioncampaign, with the tools that are able to achieve the desired results for a food business.

Therefore, with the results of this study, marketing managers will be able to develop strategies that enhance long-term customer relationships, properly orienting promotional campaigns, developing marketing actions that attract new consumers, provoking in them purchase responses concerning the company’s objectives. Regarding gifts, despite the study by Laran and Tsiros (2013) affirm that they are very useful for the market, no significant evidence was found in this study of the impact of this type of promotion on food preference, influence and frequency. Alnazer (2013) had already shown in his study that price discounts are more effective than promotional gifts, because they are more valued by the consumer and generate greater purchase intention.











5 Conclusion


The proposed study sought to contribute to a better understanding of the purchase behavior of promotions by food consumers, evaluating different promotional types used by companies in this sector in the Brazilian market. Among the implications of this research are the verification of the effectiveness of using discounts for purchase acceleration, stocking products and product choice; from using free samples to choosing a particular food, impacting on purchase acceleration; from prize draws to brand switching and purchase acceleration; and promotional gifts for product selection and stocking. We also demonstrated the interference of the use of discounts, free samples and prize draws to affect consumers of sales to purchase promotional food, prefer this particular food to those not on sales and purchase it often.

In academic terms, the study contributed by investigating different promotional types from those already investigated, noting the impact of using sales promotion on consumer behavior in a different market than those already researched (Alvarez Alvarez & Vázquez Casielles, 2005; Low & Mohr, 2000; Simpson 2006), the identification of promotional types that may influence, generate preference and motivate the frequency of purchase of products promoted by Brazilian consumers (Santini et al., 2015a, Santini et al., 2015b), in addition to the analysis of stocking behaviors, purchase acceleration, product choice and brand loyalty that can change the choice of a promotional type in a promotional campaign (D’Astous & Landreville, 2003; Liao, 2006).

With these results, it is possible to understand that to increase the effectiveness of a sales promotion, the choice of the promotional type to use is relevant. It is important to reinforce that the use of discounts, samples, prize draws and promotional gifts stimulate different reactions in the purchasing behavior of promotion consumers. By understanding these effects, one can achieve better results with sales promotion. Thus, in practical terms, the study proposed to contribute with new subsidies to managers, for planning and executing their promotional campaigns in the food sector, since many decisions are still often made according to managers' intuitions rather than supported by scientific evidence (D’Astous & Landreville, 2003).

We thus point out that a broader understanding of the purchasing behaviors caused by the types of promotion examined should be relevant to organizations concerned with the topic. Companies can take an active role in managing their communications by defining the best sales promotion tactic, choosing the one that is most beneficial to the organization, including establishing actions to face competition (Manzano, 2013). We recommend that organizations pay special attention to using discounts, especially in the context of food retailing, as sales promotion and, above all, discount actions are extensively used in this environment (Gilbert & Fackaria; 2002; Simpson, 2006; Santini, et.al, 2015a). Therefore, the results of this research can serve managers as a tool for effective leverage of Brazilian retail sales (Santini et al., 2015a).

However, despite the proposed contributions, it is important to point out the limitations of the study. Initially, we highlight that the data were collected with students, mostly. In this case, we recommend expanding the sample to include other audiences, such as supermarket customers, which would produce new results. We also suggest that when conducting the study to understand consumer purchasing behavior in retail environments, the researcher identifies what type of food is being investigated, facilitating the evaluation of respondents.

Another limitation refers to the use of the non-probabilistic convenience sample, which did not allow generalizing the results to the target population. We suggest that further studies use another sampling method that allows inference. For example, using longitudinal sectioning and choosing another sampling technique would allow inferences about causality. In this sense, a longitudinal study would be relevant to measure the perceptions of food consumers over time.

As a suggestion for future research, we suggest conducting this study addressing other types of sales promotions, such as, “buy one, get one free”, tenders, refunds, frequent purchase programs, among others. We emphasize that the suggestion is for an extension, in order to understand if, by adding other types of promotion, the types used in the first study would lose their importance or would still influence consumer purchasing behavior of promotions in the same way. A second suggestion is to conduct the study for another type of product for comparison. We can also consider cultural factors when using sales promotion, to see how they facilitate or prevent the use of certain promotional types. Another suggestion for future research would be to understand how non-shoppers could start purchasing, what kind of promotion would suit them best or why they do not buy it on sale. It would be interesting to explore the demographic variables with the others in the study to confirm or not the findings by Gilbert and Fackaria (2002), who found no evidence that gender, employment, education and age are important in consumer response to a brand’s promotional offers.

Finally, concluding this study, based on proposals by Byun and Jang (2015), we can suggest that the results have important practical implications for Brazilian marketing managers. First, marketing managers may consider using discounts, free samples, prize draws and promotional gifts to attract food consumers. Second, managers may consider that the effectiveness of using these promotional types may differ in order to trigger consumer purchasing behavior. Finally, managers can understand consumer purchasing behavior to develop tailored promotions because, depending on the type of sales promotion used, the consumer will present different types of purchasing behavior.
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