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Abstract— The role of publicity devices and want to be able to assess the effectiveness of those tools. shopper response (brand shift, 

purchase acceleration, , disbursement more) to Four totally different sales promotion tools(price discounts, Free gift, games, and 

additional free product get one free') was investigated through a survey of four hundred student on Higher institute of business 

administration on Syria. Price discounts and additional free product were felt by the shoppers to be the foremost effective promotional 

tools for inducing purchase responses. Sweepstakes and games, in distinction, were felt to be comparatively ineffective in terms of 

generating every type of shopper response. 
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______________________________________________________________________________________________________________

I.INTRODUCTION: 

Sales promotions ar a key selling tool in communication programs. per the hired Institute of selling’s (2009) 

Marketing Trends Survey, publicity accounts for a minimum of thirteen per cent of UK selling budgets. Similarly, the 2008 

and 2009 PROMO business Trends Reports (Penton Media, 2008, 2009) show that despite classified ads having intimate a 

decelerating growth thanks to the economic conditions, they're ill  quicker from the recession compared to ancient media 

(e.g. advertising, mass media).Sales promotion contains a large style of promotional tools designed to realize short 

objectives (Huff et al., 1999). financial promotions, like value discounts and coupons, ar the foremost common sort of 

sales promotions utilized by organizations. However, non-monetary promotions, like free gifts, free samples, sweepstakes 

and contests, ar gaining quality given the negative effects of frequent discounts. 

II.LITERATURE REVIEW:

 Promotion is one in all the techniques to draw in shoppers to get additional or strive a product or service. Severe 

outcomes of promotion enclosed sales magnified, quantify of stock used and attract new shoppers.For example, value 

promotion refers to temporary deduction that offers to shoppers. The characteristic is the retail merchant would label a 

particular proportion or money saving for the merchandise or services. Previous studies indicated that a outbreak of sales 

would expertise by retailers owing to price-conscious of shoppers (Banks &amp; Moorthy, 1999; Kopalle &amp; Mela, 

1999; Smith &amp; Sinha, 2000; Gilbert &amp; Jackaria, 2002). Per (Blackwell, Miniard and Engel, 2001), value 

discounts contend vital roles in influencing shopper product trial behavior by that indirectly attract new shopper. 

Promotion technique of "buy-one-get-one-free" is one in all the categories of bonus packs during which the 

consumers ar offered the extra product at the standard value however ar in associate increased package. Consumer would 

be simply persuaded to shop for merchandise as there's no further value want and additional valuable perceived by 

consumers (Sinha &amp; Smith, 2000). Besides, this promotion technique would helpful to retailers in speed up the stock 

clearance compared to cost promotions (Li, Sun &amp; Wang, 2007). 

Games like sweepstakes (known regionally as 'lucky draws') ar utilized by supermarkets to draw in traffic. People 

participate in these games for reasons like the perceived price of the prize, or perceived fun and interest(Ward &amp; Hill 

1991). This explicit publicity tool has received rather restricted analysis attention, but questionable sweepstakes and games 

ar a really fashionable sort of publicity in Hong Kong. Sweepstakes and lucky attracts permeate not solely looking life in 

Hong Kong, however additionally social life, with lucky attracts being command at most social gatherings.Of the non-

monetary promotional tools, gifts or premiums are getting more and more important in promotional ways (Raghubir, 2005; 

Banerjee, 2009; Palazo´n and Delgado, 2009). A gift or premium could be a product or service offered free, or at a 

comparatively low value, reciprocally for the acquisition of 1 or many merchandise or services (d’Astous and Landreville, 

2003). astonishingly, whereas gift promotions are wide used in selling, educational analysis into this subject is restricted 

(d’Astous and Landreville, 2003; Bodur and Grohmann, 2005; Prendergast et al., 2008). As such, makers tend to create 

selections concerning gift promotions on the idea of expertise and intuition (Hiam, 2000; d’Astous and Landreville, 2003). 

Consequently, gift promotions don't continuously reach their objectives, like considerably increasing sales 

(Gedenk et al., 2004).(Beerli and Martin Santana , 1999) have prompt that the simplest thanks to assess individual 

responses to advertising/promotion is predicated on the 3 dimensions (stages) of psychological feature, affection and 

conation. The hierarchy of effects model planned by (Lavidge and Steiner , 1961) uses identical 3dimensions to create its 

underlying mechanism. The hierarchy of effects model, or variants of it, has dominated the advertising literature since 

the1960s (Vakratas &amp; stroller 1999), and even then the stress has traditionally been on buying behavior measures like 
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sales, market share, loyalty and whole selection. Many marketing researchers if truth be told have treated conation because 

the consumer's activity response (Schiffman &amp; Kanuk,2000).Intention to shop for is one in all the foremost wide used 

measures for the conative stage (Beerli &amp; Martin Santana1999). Despite the hierarchy in recent years being criticized 

as a result of the consequences might not essentially follow atemporal sequence (Vakratas &amp; stroller 1999), it 

continues to be applied either wholesale or partially, not solely inadvertising, however in publicity too. 

For instance, (Laroche et al,2003) explained publicity within the context of a cognitive-affective- behavioral 

model and prompt that relative to alternative tools within the selling combine, publicity has the strongest impact on the last 

stage. Since, historically, publicity has had a sales objective, studies of sales promotion have attended specialise in the 

conative/behavioral stage. this is often hardly shocking, particularly given the growing stress on 'marketing productivity' 

(Rust etal. 2004).Previous analysis has shown that sales promotion will encourage activity responses like whole shift, 

reposition, purchase acceleration, product trial and disbursement larger amounts. trying initial at whole shift, from associate 

economic perspective (price) promotions induce a whole switch by increasing the utility of a whole that otherwise wouldn't 

are purchased. From a activity perspective, group action utility. 

III.RESEARCH QUESTION:

 One specific sort of activity response could also be evoked by over one promotional tool. For instance, new product trial 

could result from a value discount, a coupon specific to the merchandise or associate in-store demonstration.Similarly, one 

specific publicity tool could induce over one kind of shopper response , This analysis was designed to look at the linkages 

between totally different publicity tools and also the responses of shoppers in Syria. the subsequent analysis question is 

proposed: 

RQ: that publicity techniques (among value discounts, sweepstakes, and additional free product, and free gift ar best in 

inducement shopper responses (of whole shift, purchase acceleration, spending more) in Syria? 

IV.METHODOLOGY

 In this study two promotion type(price discount, premium. Games, further free product) between-subjects experimental 

style was utilized. the info for the empirical study were obtained from a controlled experiment involving college boy and 

post graduate students. 

V.SAMPLE AND PROCEDURE: 

 Data were collected from a 400-student sample at Higher institute of business administration (Syria) , The students were 

distributed in four similar size teams that were truly apply teams of a subject matter. The information to distinction 

hypotheses was obtained by suggests that of a survey tailored to the experimental conditions of each group. At the start of 

the session every participant was given a form with 2 differentiated parts and that they were asked to complete the primary 

half. After this, a PowerPoint presentation that simulated the purchase conditions of the merchandise and whole such as 

every cluster was performed within the schoolroom. At the end of the sensible session, the participants had to answer the 

second a part of the survey. 

VI.MEASURES:

The dependent variables accustomed assess promotional effectiveness ar perceived price, buying intention, and search 

intention. All of them were evaluated on a 5-point Likert scale, anchored by “Disagree Strongly” and “Agree powerfully.” 

Perceived price was measured with seven things supported (Chandon, Wansink, and Laurent, 2000) and (d’Astous and 

Jacob ,2002). the things were as follows: (1) i favor this sort of promotion; (2) I would like there have been additional 

promotions like this; (3) This promotion provide incites Maine to shop for the product; (4) Thispromotion provide is of nice 

value; (5) This promotion provide is original; (6) This promotion provide pleases me; and(7) This promotion provide 

interests Maine. The two-item shopping for intention live (anchored by “Very Low” and “Very High”) is predicated on 

(Grewal, Monroe, and Krishnan ,1998) 

The items were as follows: (1) The chance that i'd contemplate shopping for this product is; (2) The likelihood that 

i'd purchase this product is.The 3 item activity responses (anchored by “Disagree Strongly” and “Agree Strongly”) is 

supported (Zhengshi. et al,2005).The items were as follows:(1) This promotion has crystal rectifier Maine get|to shop for} 

another whole that I don't often buy,(2) This promotion has crystal rectifier Maine to shop forthe product prior to 

planned,(3) this promotion has crystal rectifier Maine to shop for additional quantities of identical product. 

VII.FINDINGS:

 The effectiveness of the promotional tools utilized by Syrian customers supermarkets was analyzed by 

compared the 3 totally different shopping for behaviors evoked by individual promotional tools. Through this 
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comparison, the 5 behaviors in response to every of the 3 tools were hierarchical , and therefore the effectiveness of 

each specific tool in inducement every of the 5 behaviors was known as Table one shows: 

Table(1): Mean activity response to the 5 publicity tools: 

A. Price discount: 

One way analysis of variance was administrated to check the 5 totally different buying behaviors in response to 

cost discounts. The results indicate vital variations among the 3 buying behaviors From Table (1) we tend to see that value 

discounts ar more practical in inducement the behaviors. 

B. Free gift : 

 The same tests were conducted for the second promotion tool (free gift) The results were once more statistically 

significant, free gift were delineated  as comparatively more practical in inducement 3 shopping for behaviors from games 

and less effective from value discount and additional free product. 

C. Extra free product: 

 The same tests were conducted for the third promotion tool (extra free product) The results were once more statistically 

vital, further free product were delineated  as comparatively more practical in inducement 3 shopping for behaviors from 

games and free gift and fewer effective from value discount 

D. Games: 

 The same tests were conducted for the fourth promotion tool (games) The results were once more statistically significant, 

games were delineated  as comparatively the less effective in inducement 3 shopping for behaviors from another publicity 

tools. 

VIII.CONCLUSION:

 This analysis has helped to elucidate the response of shoppers to the publicity activities most commonly utilized 

by Syrian market. Specifically, the study has generated a comparison of the various shopping for behaviors evoked by one 

explicit promotional tool and a comparison of the effectiveness of the various promotional tools in inducement one explicit 

shopping for behavior. This latter comparison particularly ought to facilitate marketers appreciate that tool is comparatively 

more practical in getting a given promotional outcome. Price discounts, further free product offers were found to be the 

foremost effective for encouraging whole shift, purchase acceleration and extra disbursement.On the opposite hand, 

sweepstakes and games were found to be relatively less effective in inducement the 3 behaviors investigated.Finally, this 

analysis was conducted in Syria solely Future analysis so has to examine if the results found in Syria ar kind of like those 

found in other countries wherever shoppers have totally different cultural perceptions (e.g. perceptions of luck) and totally 

different living environments(e.g. space for storing within the home, retail merchant concentrations). 
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