(@) TF P =% A Vol8, No2,2012 % 1-17 F
ERIRIFEL G SR R F R @M NERELFY

The Effectiveness of Online Sales Promotions on Consumer Perceived Benefits of
Internet Banking Service

EFx FAhS
(Received: Oct. 31, 2011 ; First Revision: Nov. 22, 2011 ; Accepted: Sep. 25, 2012)

g

AT LR lﬁﬁﬁﬂﬁiﬁé IR LI S R N R D
—*ﬁr’ﬁfr&'\{p&—f e - TE S 7‘5""?*'%?"&'}"&'%“3‘%/}5a"’*"zfrflﬂ\{rd'f;i;,g’rq.\
??%¥éﬂ°”r?“&&%4*ipﬁi FAARES S SERREEEED
B E Wz 302 > F sk ¥ o

ARG R EF AR * Cronbach’s o #z% G B > F* R, {78 E]F/)*%%FE_IF)‘
o AT EEFR L (g Ty ‘—‘k—ﬁmﬁt BAFIEF T e BB QM ~ Ed
%ﬁwﬁ‘%*ﬁ&~'%£ﬁﬁiﬁﬁﬁﬁﬁ“i%€%ﬁ$ T REFORE @
ATHES AR NSRRI e T o @g,% '

F2ERBERRG NG AT @%ﬁ“ﬁﬂiwﬁﬂgﬁ%m%hrﬁﬂﬁﬁJiﬁﬁ$’
REORFHEHEL ST T2 REIEHE AL v BF Dby R §
RWERMIEREI > Y FRR T K2 FLRT X AP HFAI e P T &
R Feaf e E FARE YA EENE R P PP IO R T AT REHT TR
A E RPN R FEARY F AP ES R BE S E D i S
i’t F %P&Bi:%:i ’ﬁ 28 %Eﬁﬂé;i ‘(6) ‘J’éﬁ*‘ L ‘\éﬁ‘iﬂ'%”—‘ﬁfrﬁf T’Ud'”} % f;?‘%"‘ o

7}’“@.

Mdse @ e B~ § F o RAIE S SRR R R £ IR

Abstract

This study focus on personal internet banaking, try to explore the effects of need for
cognition, demorgraphics and online promotion on consumer’s perceived benefits of sales
promotion. Also try to understand consumer’s perceived benefits of sales promotion under

users and non-users. The sample populations are Taiwan internet consumers and the
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questionnaires are collected by internet. By using convenience sampling, we collected 302
effective samples.

In order to test the hypotheses, ANOVA and stepwise multiple regression were used.
The following results were found: (1) Need for cognition was significantly positive effect on
consumer’s perceived benefits of sales promotion. (2) Different kind of online promotion was
significantly positive effect on consumer’s perceived benefits of sales promotion. (3)
Consumer characteristics are significantly related to consumer’s perceived benefits of sales
promotion, including sex, marital status, education level and occupation. (4) Both users and
non-users of the results are the same, need for cognition was significantly positive effect on
consumer’s perceived benefits of sales promotion. (5) Both users and non-users of the results
are the same, different kind of online promotion was significantly positive effect on
consumer’s perceived benefits of sales promotion. (6) Users and non-users have different
results, and consumer characteristics are significantly related to consumer’s perceived benefits
of sales promotion.

Keywords: Online Promotion, Consumer’s Perceived Benefits of Sales Promotion, Need for

Cognition, Internet Banaking
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