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The Effect of Coupon Proneness, Pricing Tactics Persuasion Knowledge,
Price Consciousness and Brand Loyalty on Coupon Redemption Intention
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ABSTRACT

The study investigates the direct effect of consumer characteristics including both coupon proneness and
price consciousness, pricing tactics persuasion knowledge (PTPK), brand loyalty on coupon redemption
intention. Furthermore, this study examines the moderating roles of demographics involving gender, age,
education, expenditure per month and occupation on the relationship between coupon redemption intention and
independent variables (i.e., coupon proneness, price consciousness, PTPK and brand loyalty). Through an
online survey, this study collected 313 respondents who have ever use coupons to test the hypotheses.

The results of PLS showed that price consciousness and coupon proneness positively affected coupon
redemption intention. However, PTPK and brand loyalty insignificantly influenced coupon redemption
intention. As for the moderating effect of demographics, the results showed that (1) age had a positive
moderating effect between coupon redemption intention and independent variables (i.e., coupon proneness,
price consciousness, PTPK and brand loyalty); (2) expenditure per month had an in significant moderating
effect between coupon redemption intention and independent variables (i.e., coupon proneness, price
consciousness, PTPK and brand loyalty).

This study makes two contributions to this research stream. First, there is little research on PTPK,
examining the moderating effect of demographics on the relationship between PTPK and coupon redemption
intention facilitates to broaden the understanding of this research area, second, this study proposed an integrated
framework to link three dimensions of demographics, mental characteristics (i.e., price consciousness, coupon

R 5 ];&]",T %” % & % &% 4 > Email: cylin@mail.nptu.edu.tw
R 28 k&l %+ > Email:chiv@mail.nptu.edu.tw
23 QRN 4 WW‘ F58 AHAAFE Y 4 0 Email: s100314008@stmail.nptu.edu.tw

\* 14

BB R

e
R
R

o

l1

137

uli



IR E TR
%/\H#1 105.09

proneness and brand loyalty) and cognitive phase (i.e., PTPK), and further discussed the effects of these three
dimensions on coupon redemption intention that helps to better understand the studied phenomenon thoroughly.

Keywords: coupon proneness, pricing tactics persuasion knowledge, price consciousness, brand loyalty,

coupon redemption intention
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