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The Effects of Premium Promotion Depth on Consumer Purchase
Intentions: Moderating Effects of Temporal Distance and Selectable
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Abstract

In recent years, businesses often use premiums as promotion tools to draw consumer’s
attention and increase their purchase intention. Sales Promotion is an importance issue in
marketing area. Most of previous studies had focused on the main product promotion depth and
none of them mentioned about the effects of premium promotion depth on purchase intentions.
However, there is scarcely examine the effect of moderating effects of temporal distance and
selectable. The paper uses a 2 (Premium Promotion Depth: High &Low) x 2 (Temporal
Distance: Direct premiums & Delayed premiums) and a 2 (Premium Promotion Depth: High
&Low) x 2 (Selectable: Have & None) scenario experimental method to examine. The findings
based on 403 participants were:(1)the deeper premium promotion depth was, the higher
purchase intentions; (2)when facing direct premiums and Delayed premiums, consumers prefer
to choose direct premium with better evaluation at the same time; (3)the more the premium
were, the higher purchase intentions; (4)temporal distance had the mediating role. Finally, this
study proposed some managerial implications and suggestions for future researches.
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