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The Effects of Price Promotion, Brand Familiarity, and
Consumers’ Perceived Benefits of Sale Promotion on
Brand Evaluation

— A Case of Convenience Chain Storein Taipei City

Long-Yi Lin and Po-Sheng Cheng

Graduate School of Management Sciences, Aletheia University

Abstract

This study focus on convenience chain stores of Taipei city, try to
explore the effects of price promotion, brand familiarity and consumer’s
perceived benefits of sales promotion on brand evaluation. Also try to
understand consumer’s perceived benefits of sales promotion under different
level of brand familiarity. By using convenience sampling, the respondents
who bought beverages, come from convenience store was asked, after
questionnaires survey, we collected 400 effective samples.

In order to test the hypotheses, t-test, ANOVA and stepwise multiple
regression were used. The following results were found: (1) Different kind of
price promotion was significantly positive effect on consumer’s perceived
benefit of sales promotion. (2) Consumer perceived more benefits of sales
promotion from higher brand familiarity product than lower one. (3)
Consumer’s perceived benefits of sales promotion had a positive effect on
brand evaluation. (4) Consumer’s perceived benefits of sales promotion had
mediating effect on the relationship between price promotion and brand
evaluation. (5) Consumer’s perceived benefits of sales promotion had
mediating effect on the relationship between lower brand familiarity and

brand evaluation, but no mediating effect on higher brand familiarity.

Keywords: Price Promotion, Brand Familiarity, Consumer’s Perceived

Benefit of Sale Promotion, Brand Evaluation
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